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Situation Analysis
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Company History
The name “Kashi” is derived from “kashruth,” meaning pure food, and “Kushi,” the last name of the founder of
American macrobiotics. Kashi was founded in 1980 by Philip and Gayle Tauber. When the Taubers began to develop
and establish a business based on providing natural and organic foods, there was not a large demand for foods
containing high levels of nutrients. Before this high demand for nutritious food began, Kashi struggled to sell cereal
boxes.
The Taubers underwent hardships early on, and initially were denied a bank loan for their business idea. After receiving
no loans or financial support, the Taubers decided to invest the entirety of their life savings, $25,000. The couple
introduced their first line of cereal in 1983, which initially received negative public reception. The Kashi Pilaf that they
sold required the consumer to cook the pilaf for about 25 minutes, irritating the majority of the customers. However,
the Taubers began to sell their grain mixture to local health spas and even distributed samples during the 1984
Summer Olympics in Los Angeles. By the end of the 1990s, Kashi had customers across the United States and some in
Canada who enjoyed their pilaf and cereal.
In 2000, Kellogg Company bought Kashi for the price of $32 million. Kellogg Company placed Kashi in prime shelf
locations in stores across the country. In 2004, Kellogg’s allocated $25 million for the advertising of Kashi products.
After only a year of running these new advertisements, Kashi’s revenue skyrocketed. Midway through the 2000s, Kashi
began earning around $200 million annually.
In the early to mid 2000s, Kashi decided to expand, broadening their product line to include frozen dinners that used
Kashi’s signature whole grain and pilaf recipe. Their lines of granola, cookies and crackers have made Kashi one of the
most prominent brands of grain products. As of 2016, many of Kashi’s products have been Non-GMO Project Verified,
and this is intended to keep Kashi near the top of an extremely crowded industry that gains new competition
everyday. (1)

1 http://www.encyclopedia.com/doc/1G2-2690500064.html
2 http://www.businessinsider.com/kellogg-strategy-cereal-declining-2015-12 ; http://www.preparedfoods.com/articles/115129-top-breakfastcereal-trends-in-2015
3 http://www.businessinsider.com/3-reasons-americans-are-abandoning-cereal-2015-2 ; http://www.preparedfoods.com/articles/115129-topbreakfast-cereal-trends-in-2015
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Industry Trends
The cereal industry has undergone a steady decline over the last few years. From 2009 to 2014, cereal sales dropped
nearly 5 percent. Kellogg Company, as well as other cereal companies, started to decrease their marketing and
advertising of their breakfast cereals. They believe they can no longer effectively convince breakfast consumers to sit
down and eat a bowl of cereal every morning. (2) Consumers still enjoy a quality breakfast every morning, but they are
not choosing to eat cereal. Mintel predicts the cold cereal market will continue to decline as consumers choose to eat
foods that contain large amounts of protein and can be eaten on the go. In response, companies like Kellogg’s have
created more convenient and modern products that still incorporate the original ingredients in their cereals. Breakfast
food manufacturers now produce cereal bars and other healthy snacks to compliment the needs of people’s busy
lifestyles. (3)
Cereal still remains one of the most popular breakfast choices, but this popularity is on the decline. Advertisements
directed at children have become less efficient. (4) Many breakfast consumers also don’t trust big corporations and the
“guarantees” that their products are free of GMOs and genuinely healthy. This lack of trust pushes breakfast
consumers to eat foods they believe are “natural” and nutritious. For example, many dieticians encourage clients to
consume eggs over cereal because they are rich in protein and abide by the recommended daily intake of cholesterol.
(5) Because of these trends, breakfast cereal companies continue to search for the perfect balance of health and taste
that will keep consumers satisfied. (6)
“Convenience is the one thing that’s really changing trends these days," Howard Telford, an industry analyst at market
research firm Euromonitor, said last year. (7) Almost 40 percent of the millennials surveyed by Mintel labeled cereal as
an inconvenient breakfast choice because they had to clean up after eating it. This consumer attitude will be a
challenge for the cereal market because consumers have turned to more convenient breakfast options like sandwiches
and yogurt. (8)

4 http://www.stealingshare.com/pages/breakfast-cereal/
5 http://www.businessinsider.com/3-reasons-americans-are-abandoning-cereal-2015-2
http://www.businessinsider.com/new-dietary-guidelines-for-americans-2015-2
6 http://www.foodnavigator-usa.com/Markets/Boomers-or-bust-Is-the-10bn-US-breakfast-cereal-market-in-a-state-of-terminal-decline
7 https://www.washingtonpost.com/news/wonk/wp/2015/02/24/its-true-americans-like-to-drink-bad-coffee/
8 https://www.washingtonpost.com/news/wonk/wp/2016/02/23/this-is-the-height-of-laziness/
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Competitive Analysis
Kashi’s primary competitors are brands like Nature’s Path Cereal, Quaker Oatmeal, Kellogg’s Special K and General Mills
Total. These brands sell very similar products to Kashi and equally share the healthy cereal market.
Nature’s Path has a successful line of gluten-free cereals that ranges from corn flakes to crisps. Like Kashi, it is Non-GMO
Project verified. While Kashi strives toward using certified organic ingredients, Nature’s Path products are certified
organic. It’s niche customers values its consistent opposition of GMO proliferation and social sustainability. Nature’s Path
currently ranks as the number one producer of organic cereals in North America. (9)
Quaker Oatmeal Cereal “Oatmeal Squares” line of cereal is high in protein and is recognized for incorporating nutritious
fruits and nuts. Its cereals contain very little sugar, making Quaker Oatmeal Cereal a very appealing healthy breakfast
option. (10)
Kellogg’s Special K sells a line of rice and wheat cereal, nationally recognized for its effectiveness in weight loss. It mainly
targets adults who hope to maintain a healthy lifestyle despite the many distractions that surround their busy lives.
Special K does not market mainly as an “organic” cereal, but its health benefits make it a competitor against Kashi’s
nutritious line of cereals. (11)
General Mills Total is a direct competitor to Kashi’s GOLEAN line of cereals. Total's website compared Total and Kashi
cereals and showed that Total cereal contains more Vitamin A, C, D and iron. Total is a significant competitor because it’s
backed by General Mills, a large company who can spend lots of money on distribution and advertising. (12)
According to a study conducted by Nielsen in January 2015, consumers are looking for “functional foods that provide
benefits that can either reduce their risk of disease and/or promote good health.” Thirty-six percent of global
respondents rate foods that are high in fiber as very important, and about three in 10 seek foods that are high in protein
(32%), have whole grain (30%) or are fortified with calcium (30%), vitamins (30%) or minerals (29%) to fulfill their
nutritional needs. The study also found that environmental and socioeconomic concerns also factor into purchase
decisions. One-third think sustainably sourced (35%) and organic (33%) ingredients are very important in their purchasing
decisions, and more than one-quarter (26%) say local herbs/ingredients are very desirable. Judging by respondent’s
opinions about ingredients in their food, Kashi is already at an advantage compared to its competitors because it
incorporates many of these desired vitamins in its products. (13)
9 http://cornucopia.org/cereal-scorecard/view-brand.php?id=7
http://us.naturespath.com/about/our-minifesto
10 http://greatist.com/health/best-healthy-cereal-brands
11 http://www.webmd.com/diet/features/the-special-k-challenge#1
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Consumer Analysis
Significantly more than the national average, Kashi consumers like to know as much as possible about ingredients before
they buy food products. It is important for Kashi advertising to promote the exact ingredients that go into the product.
Research also shows Kashi consumers are more willing to pay for expensive health products than the national average.
Kashi must continue to work toward being certified organic and Non-GMO Project Verified to prove it is committed to
their consumers’ health. It is also crucial that Kashi advertise their products as such to remain transparent to their
customers.

12 http://www.totalcereal.com/compare.aspx
http://greatist.com/health/best-healthy-cereal-brands
http://www.generalmills.com/Home/Brands/Cereals/Total/
13 https://www.nielsen.com/content/dam/nielsenglobal/eu/nielseninsights/pdfs/Nielsen%20Global%20Health%20and%20Wellness%20Report%20%20January%202015.pdf
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Brand Analysis
Since 1984, Kashi has remained dedicated to wholesome food production that focuses on natural ingredients. The founders
envisioned what “real food” could be like and created a company that strives to make a positive, healthy change in the world.
The brand is strongly connected to its ingredients. Kashi capitalizes on the power behind all-natural foods that provides more
energy. Its website states, “We believe that the closer to nature, the better the food; the better the food, the better you feel.
When you feel good, you can live your best life.”
Currently, Kashi partners with Quality Assurance International (QAI) to create the “Certified Transitional” movement. Only 1
percent of farmland in the U.S. is certified organic. Kashi is partnering with QAI to support farmers who find it costly and
difficult to transition toward organic certification standards. Kashi states that “Because more organic farmland means less
synthetic fertilizers in our waterways, enhanced soil health, increased biodiversity and more organic food for our bodies. And
that’s good news for us, and our planet.” Kashi’s brand is also evident through the phrasing, “how do we make our foods? With
every fiber of our being.” This mindset combined with Kashi’s QAI partnership demonstrates Kashi’s loyalty to being
wholesome and natural. The Certified Transitional project is less than a year old but it has already made gains in increasing
organic farming across the country.
Kashi’s progression toward more organic products inspired their current campaign “#GoTogether” which combines healthy
ingredients to create products that are “completely perfect” for consumers. The Non-GMO Project has become the market
leader in helping farmers and companies avoid the use of GMOs in their products. It is one of the fastest growing labels in the
retail sector and is the most trusted third-party verification for non-GMO food and products in North America.
Consumer’s perception of Kashi has been slightly skewed in recent years due to doubt about Kashi’s stance on being Non-GMO
Project Verified and certified organic. In 2012, USA Today reported that consumers “felt duped into believing the cereal was
organic and free from genetically modified ingredients” because of Kellogg's use of the word “natural” on packaging and its
website. Kashi defines natural as "food that's minimally processed, made with no artificial colors, flavors, preservatives or
sweeteners." (14)

14 http://www.gmwatch.org/news/archive/2012/13888-kashi-cereals-natural-claims-stir-anger
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Media Usage Analysis
According to CNBC, Kashi created its success within the weight loss and health industry. The company teamed up with
Weight Watchers and was able to target Weight Watchers participants who liked Kashi’s products. "If you have a highly
relevant item, it's just about connecting it to a key advocacy group or consumer group that you know can't live without
this item," said Greg Fleishman, Kashi's former head of sales, marketing and innovation. In the next six years, Kashi's
revenue reached $100 million. (15)
However, Kashi suffered a massive sales decrease of $31 million in 2014. Kashi executives realized they weren’t focusing
enough on “progressive nutrition.” Kashi worked to address its “stale innovation model, a lack of purposeful brand
positioning and a communications model that hasn't evolved to keep up with the changing use and consumption of
media.” The RFP also stated that “the new approach should ‘re-establish [their] identity in the natural foods movement by
offering plant-based foods as a solution to people and planet health.’” (16)
Kantar Media’s ad summary from January-December 2013 reported that Golean Various Cereals heavily used television
outlets: network and cable at about $2,700 each, and spot and syndication at lower costs. Similarly, Golean Vanilla Graham
Clusters allocated $3,736.6 into solely cable television. Kashi went a different route with Golean Crisps and Golean Crunch
Cereals by placing these ads in only magazines, spending roughly $7,400. (17)
Looking at Kashi’s competitors and their media budgets, we see that Kashi is one of the only brands to use magazines as
heavily as they do. Cheerios spent the most money on cable TV ads at $16,427. Additionally, Special K cold and hot cereals
used cable TV for most of their ad placements, spending $13,824 and $4,379 respectively. The only competitor to use
magazines for ad placement is Quaker, who spent $9,220 during the full year. (18)

15 http://www.cnbc.com/2016/04/12/12k-and-a-dream-how-to-build-buzz-on-a-shoestring.html
16 http://adage.com/article/agency-news/kellogg-s-kashi-strategy-launches-agency-review/298494/
17 http://investor.kelloggs.com/~/media/Files/K/Kellogg-IR/reports-and-presentations/2016/K_TRANSCRIPT_2016_CAGNY.pdf
18 https://j345manual.journalism.wisc.edu/files/2016/02/Media-Usage-2013-Food-Beverage-.pdf
19 http://www.adweek.com/news/advertising/kashi-gets-web-20-makeover-89914
20 http://articles.latimes.com/2010/nov/22/news/la-heb-eggs-kashi-20101122
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Creative Analysis
Advertising History
Since its founding, Kashi positioned itself as a healthy alternative to other sugared cereals, highlighting its natural
ingredients in advertising. The logo and product design, as originally created, was green and featured a simple leaf design to
signal these health factors. In 2007, Kashi added community engagement features and useful health and wellness
information to increase the visibility of its website. This transformation of content was also reflected in Kashi's advertising,
with television spots and online videos featuring tutorials and general information on healthy living. (19)
In 2010, Kashi launched the campaign “As Much Protein as an Egg,” comparing the healthiness of its cereal products to that
of eggs. Kashi was quickly criticized for this campaign and were accused of providing misleading information, though, after it
was pointed out that eggs contain only 6 grams of protein. (20)
Following a lawsuit filed in 2011, Kashi dropped the “all natural” label from its advertising. (21) Around this time, creative
agency The Barbarian Group redesigned Kashi’s creative campaign to reflect the brand’s new “Seven Whole Grains on a
Mission” slogan. (22) Consumers perceived the new slogan more positively due to the fact that it was a more honest and
transparent claim than the previous one.
In 2016, Kashi introduced a new logo and packaging. The design still features the identifiable leaf and the brand’s name, but
has been improved for readability, clarity and simplicity. (23) The cereal boxes now feature stories of Kashi farmers and
producers in an attempt to make customers feel more connected to the brand’s identity.

Competitors
Kashi’s direct competitors include Nature’s Path Cereal, Quaker Oatmeal, Kellogg’s Special K and General Mills Total. These
competitors all focus on simple advertising that conveys the health features of their products. Nature’s Path Cereal uses
advertisements that promote wholesome families interested in healthy eating and lifestyle choices. Quaker Oatmeal
advertisements highlight its whole grains and protein value. Special K focused its advertising efforts towards a message of
overall wellness. The brand positioned its product as a cereal that's not just for helping you lose weight, but also can provide
you with an extensive amount of nutrients.

21 http://www.slate.com/blogs/moneybox/2014/05/08/kellogg_s_kashi_cereals_will_drop_their_all_natural_label_as_part_of_a_class.html
22 http://barbariangroup.com/
23 http://www.adweek.com/news/advertising-branding/kashis-new-simpler-packaging-highlights-farmers-who-produce-it-172679
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General Trends and Primary Research
Many cereal consumers feel cereals, especially cold cereals, do not keep them full long enough. Cereal consumers say the
brands of cereal that were their favorites as kids are their favorites, meaning that they are very brand loyal. (24) As a general
trend, consumers prefer high protein, fiber content and natural ingredients in their cereals. (25) Overall, cold cereals are
beginning to compete with hot cereals and breakfast bars. Even though cold cereals still outweigh breakfast bars and hot
cereals in sales, there is an increasing consumer recognition as bars and hot cereals being a more filling and nutritious
breakfast choice. (26) Sugar is another primary issue affecting the decreasing cereal sales. (27) According to a Mintel report,
“one-third of consumers who are eating less cold cereal are doing so because it has too much sugar. And nearly one-third of
consumers are limiting sugar intake to reduce calories in their diet.” (28)
Another broad trend affecting the cereal market is the “baby bounce.” In 2015, the US Department of Health and Human
Services Centers of Disease Control and Prevention reported an increase of US births in 2013, the first increase since 2007.
This date indicates a “baby bounce” in the coming years that could pose a possible opportunity for cereal sales growth as the
number of children in a household does influence the number of cereals a household buys. According to Mintel, “of
households with three or more children and who are eating more cereal, almost half (48%) say they keep five or more
cereals in the cupboard.” (29)

Primary Research
We sent out a survey to people who qualified for our primary and secondary target markets. The survey asked about things
like people’s views of Kashi as a brand, how much does eating healthy mean to them, and would they want cereal to be a
part of their everyday eating habits. We received about 300 responses. Here are our significant findings.
56% of the people who have eaten Kashi or are familiar with the brand are aware of Kashi’s history with their
products containing GMOs
88% of the people said they make an effort to eat healthy on a daily basis
70% of the people said that they struggle with staying active, citing that the number one reason is that they are too
busy
Only 23% of the people said that they sit down and eat a bowl of cereal everyday
The majority of our primary target market enjoys food they can take on-the-go
The majority of our secondary target market is willing to pay more money for a product that provides substantial
health benefits
24 http://academic.mintel.com.ezproxy.library.wisc.edu/display/745917/
25 http://academic.mintel.com.ezproxy.library.wisc.edu/display/745929/
26 http://academic.mintel.com.ezproxy.library.wisc.edu/display/745921/ http://academic.mintel.com.ezproxy.library.wisc.edu/display/745918/
28 http://academic.mintel.com.ezproxy.library.wisc.edu/display/745931/
29 http://academic.mintel.com.ezproxy.library.wisc.edu/display/745922/
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SWOT Analysis
Strengths
Many Non-GMO Project Verified products, which aligns with Kashi's use of natural ingredients
High engagement on all platforms of social media. Kashi promptly responds to all requests.
High brand recognition among consumers who eat healthy. We found in our primary research that of consumers who
try to consistently eat natural and healthy foods, 89 percent of them had eaten a Kashi product or were aware of the
brand.

Weaknesses
Consumers doubt Kashi’s “natural” processes. Kashi’s customers felt betrayed when they discovered Kashi’s dishonesty
about using GMOs and unnatural ingredients.
Kashi fails to utilize media in the most efficient and effective way to reach potential consumers. We believe that Kashi is
falling behind other brands who have a strong presence on social media and more concrete positioning.

Opportunities
The Lifestyles of Health and Sustainability demographic continues to increase. This is a very strong potential market for
Kashi because their ideas relate with what Kashi stands for.
Growing popularity of Certified Transitional products.
People are in need of healthy energy as the healthkick in America continues to grow. Kashi can give people the energy
they seek with its healthy products.

Threats
Declining sales of breakfast cereals because of an increased demand for on-the-go breakfast choices. Studies show
consumers think Kashi’s cereal isn’t considered to be a quick breakfast option.
Highly competitive breakfast foods market with both other cereal brands and other breakfast options competing
with Kashi for consumers’ attention. Many other brands and companies are developing healthy cereals containing
natural ingredients.
Fear from consumers that Kellogg Company hinders Kashi’s originality. Many consumers believe that Kellogg has
forced Kashi to take short-cuts when it comes to making their cereals. The perception is that Kashi is adding
ingredients containing GMOs because it is cheaper than utilizing all-natural ingredients.
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Key Issues and Implications

1
2
3

Healthy breakfast consumers distrust Kashi after it labeled its products in a misleading way
saying that its cereals were 100 percent non-GMO.
Implications: Our campaign must make consumers aware that many of Kashi’s cereals including
its cereals are Non-GMO Project Verified and Certified Transitional. Effectively transmitting this
message to consumers will go very far in rebuilding Kashi’s trust with the LOHAS community.

Critics believe that Kellogg has taken Kashi’s creative and caring spirit.
Implications: Our campaign should highlight that Kashi has moved back to California and
embodies the innovative spirit that the Taubers founded the company on..

Declining sales of breakfast cereals is a very concerning trend that must slow down and
turnaround in order for the Kashi cereal line to be successful.
Implications: Our campaign should highlight how Kashi cereal incorporates Kashi’s original grain
mixture ingredients that are in all of our products. This paints the picture that Kashi cereal is just
as healthy as its other GMO-free products that consumers enjoy.
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Campaign Strategy
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Consumer Targets
Primary Target Market
Jessica is a 24 year old recent college graduate who is looking to continue her active and healthy lifestyle while starting her
new career. She lives in Los Angeles and works 40 hours a week at a large financial firm. After her busy week, she spends the
weekends staying active with friends and exploring the city. As the momentum of Jessica’s life and career picks up, she finds
it increasingly challenging to spend time thinking about what food she consumes, even though staying healthy is important
to her. Jessica knows the value and importance of a healthy breakfast and looks for products and brands she can trust. She
loves organic and natural food, as well as foods that are GMO-free. Since she values and takes pride in her active lifestyle,
she spends time working out and engaging in physical activity.
We need to pay attention to Jessica because she is similar to many within her age group. Her generation has grown
passionate about health and kickstarted a recent healthy movement in America. Jessica contributes to what is known as
LOHAS, or Lifestyles of Health and Sustainability. This is an emerging consumer base that was valued at $355 billion in the
United States alone. (30) The younger, independent health-conscious consumer market will continue to grow, setting up
Kashi for an opportunity to secure brand loyalty and trust. This will lead to a long-term relationship between Kashi and this
dedicated market of young, healthy and active consumers.

Secondary Target Market
Martha is a middle-aged parent who is trying to maintain a healthy lifestyle despite being busy with her job and raising two
kids with her husband. She finds it challenging to allocate time to working out, so she seeks food options that provide
nutritional value. Martha not only values her own health but the health of her family. She looks out for her kids and wants
them to grow up eating healthy meals that are GMO-free but also tasty enough to be enjoyed and desired by young kids. She
does not have time to waste, so she wants to be able to go to the store and simply pick up a brand she can trust with the wellbeing of her family.
We need to pay attention to Martha because she represents a large population of middle-age consumers who strive to be
healthy. This market is willing to pay a little extra if they know they are consuming some of the best ingredients the healthycereal market offers. If Kashi can build brand loyalty and trust in this demographic and psychographic, it can potentially secure
two groups of consumers. Once Martha’s kids grow up and begin making their own purchase decisions, they will remember the
brands and products they grew up with that their parents bought for them. They will be constantly reminded that Kashi is
reliable and has been there looking out for their health since they were kids. Creating lasting relationships within families will
result in great financial success for Kashi.
30 http://lohas.groupsite.com/main/summary
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Strategies
Objectives
The ultimate business objective of our campaign is to increase the level of awareness of the Kashi brand with the primary
target market by 35 percent. We want to increase Kashi’s social media influence on Facebook by 15 percent and Snapchat by
15 percent. Meanwhile, we want to maintain the loyalty Kashi has built with its current consumers, who make up the
secondary target market for this campaign. We believe the competitive advantage of the Kashi brand is its dedication to
creating plant-based, organic, healthy products.

Unique Selling Proposition
Kashi products are wholesome, plant-based and all-natural. With plant-based ingredients that are GMO-free, Kashi provides
healthy energy unlike other breakfast cereals in the grocery aisle. This is an energy that will motivate consumers to tackle
their busy lives.

Positioning and Branding
Kashi presents itself as a product that uses hearty and natural ingredients while supporting local agricultural movements
and being kind to the Earth. Our goal is to further capitalize on those components of the brand’s core identity, but to realign
Kashi cereal as the healthy energy cereal that can help you conquer all the big moments in your life.

The Big Idea
Kashi gets you going. When things become difficult in your life, Kashi is here to help you get through them. Kashi provides
energy that you can feel good about - energy that is healthy, happy and simple.

"Hit the ground running"
Whether you are running to an 8 a.m. board meeting, running your kids to school, or running a marathon, Kashi is here to
provide healthy energy that will help you hit the ground and get going. Kashi’s new slogan will connect with the identified
target market, who are living incredibly busy lives and need healthy, sustained energy that can help them conquer all their
difficult moments.
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Strategies
Media Scope
Kashi’s campaign will kickoff January 1, 2017, and end December 31, 2017. Surge plans to run ads across multiple forms of
media in order to reach both the primary and secondary audience. Surge will be placing videos and banner ads across social
media sites like Facebook, Snapchat and Pinterest to reach our primary target. Additionally, we will be running ads on cable
and spot television networks, spot radio and women’s magazines to concentrate our focus on the secondary target, who still
uses traditional media. Ads will run throughout each day of the week, but with pulses on Saturdays and Sundays. As for
traditional media, primetime television and commute times will see the greatest amount of ads, and digital media platforms
will see ads evenly spaced throughout the day except for late hours between 1 a.m. and 5 a.m. The campaign will be focused
in the top 35 most populated cities in the U.S., but more specifically Los Angeles, New York and Houston because most of
our targeted audience lives in those three cities. Surge wants to see a major increase in brand awareness and positive
consumer attitudes, and in order to do this, the media plan will strategically place ads in places that will reach the greatest
portion of our target markets.

The Key Issues
Our campaign will focus on addressing four key issues:
Lost trust in Kashi over the healthiness of its cereal
Lack of consumer knowledge of Kashi’s unique position
Fear of corporate influences affecting Kashi’s brand
Decline of cereal consumption in the United States.
Our campaign goal is to transform Kashi into the best healthy energy cereal on the market.
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Creative Plan
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Print Advertisements
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Broadcast Advertisements
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Interactive Advertisements
Banner ad

Online ad

Tastemade ad Tweet
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Interactive Advertisements
Kashi with Tastemade Recipe Video
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Media Plan
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Overview
Media Objectives and Budget
Kashi is taking strides and rejuvenating itself as a company in the near future, and this will be reflected in Surge’s media
goals and selections. Overall media objectives are to deliver ads and content that influence users to buy Kashi cereal, utilize
the total budget of $12 million, optimize toward creating a relationship with consumers and succeed at using various
platforms to achieve a proper balance between mediums. In order to achieve this, Surge will deliver Kashi ads in a
strategically-timed way through various outlets in order for both target audiences to be reached.

Audience and Overview
The campaign will start January 1, 2017, and will end December 31, 2017. This will give ample time to promote the cereal
and create solid brand awareness. Different days of the week and specific months will feature different types of media
depending on multiple factors.
Both of Kashi’s target audiences, ages 20-35 and 40-55, are groups of very organized individuals. They are busy, hardworking and health-conscious people who tackle life day in and day out. As stated in Kashi’s campaign strategy, both target
audiences strive to be healthy in ways that naturally align with their busy agendas. Surge knows that in order to develop a
trustworthy relationship between Kashi and these audiences, it must show the audiences that Kashi can provide reliable,
healthy energy without causing a roadblock in their schedules.
Kashi’s primary audience (ages 20-35) relies heavily on social media and digital services to acquire information and learn new
things. This audience is constantly on the move as they build lives for themselves, while at the same time still trying to enjoy
life and maintain a healthy routine. The media plan parallels nicely with this audience because so much of the budget is
allocated toward digital media. Surge’s media plan will capitalize on the internet, a fast-growing, vastly popular and easy-toaccess platform, to reach this primary audience. As for Kashi's secondary audience (40-55), there is nothing more important
than finding a balance between keeping yourself and your family happy at the same time. It is also crucial for this age group
to make healthy choices as they age, and that is why the media plan will cater to their most comfortable living style through
traditional media such as magazines, radio and television.
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Overview
Timing and Aperture
Our media plan will run throughout 2017 with pulses during specific months of the year. The first pulse will take place in the
beginning of January through the middle of February, and will be focused on the New Year and starting 2017 with a
motivated, healthy mindset. This flight will be the most impactful because we want Kashi’s new and old customers to
develop a relationship early on that will carry through the entire year. March-May will see slightly less ads, but will center on
the idea of growth and consistency regarding healthy habits as the year progresses. During June- September, placements
will drop significantly (aside from magazine ads) because many people will be spending more time outside and on vacation
than watching television or spending time on the internet. Pulse three will start at the end of August and run through the
middle of September to target parents of children going back to school. Both need proper fuel for their long days ahead, and
we will capitalize on this by stressing the positive effects of eating a wholesome breakfast during such a busy time. The last
powerful pulse will take place from the middle of November through the end of December, with the intention to energize
people as the days get longer and colder. Winter is a point in the year where people sometimes lose the drive to eat
healthfully and maintain good habits, and Kashi needs to be an instigator of good choices when its consumers need it the
most.
Social media is an obvious choice for the primary audience because millennials are dependent on apps like Facebook,
Instagram and Snapchat in order to find trends, learn information and connect with the world. 97.1 percent of 20 year-olds,
85.2 percent of people aged 21, 90.8 percent of 22-24 year-olds, 85.5 percent of 25-29 year-olds and 84.3 percent of people
ages 40-44 are social media users. (31) We know that traditional media (print, TV and radio) is not obsolete, and still has a
major effect on Kashi’s secondary audience. Television, radio and print media were much more popular when the secondary
audience was younger. Kashi’s secondary audience falls within an age group where family development is very important,
and therefore Kashi will aim to fit in with family’s routines and traditions. We have chosen to use women’s magazines as a
print outlet because women from the secondary audience generally do most of the shopping in their households. These
magazine ads will function as calls-to-action, again because women make a lot of the purchase decisions for their family.
The aperture moment will take place immediately as the campaign starts in January 2017, and will affect Kashi’s target
audiences across the nation. In American society, New Year's resolutions are important to both young and middle-aged
adults, which happen to be both the primary and secondary audience. 2015’s most popular New Year's resolution was to
"stay fit and healthy," (32) and 2016’s top two New Year's resolutions were to "live life to the fullest" and "live a healthier
lifestyle." (33) Kashi, a brand that prides itself in being non-GMO and moving toward organic processes, wants to help people
start their day off healthfully and give people the healthy energy they need before taking on the world.
31 Simmons Database, Spring 2014 NHCS Adult Study 6-month
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Overview
During this aperture moment, we will reach the target audiences through social media, national television, and award shows
such as the Golden Globes which takes place in January 2017.
People will specifically be more likely to buy Kashi on Saturdays, Fridays and Sundays and the average income of customers in
stores is highest between 6 p.m. and 8 p.m. This means that the secondary audience will be more likely to buy Kashi during this
time. On weekdays, people grocery shop the most between 4 p.m. and 5 p.m., and on weekends, the amount of people grocery
shopping remains elevated from mid-morning until late afternoon. (34)
Surge’s goals are to reach potential customers when they are most likely going to be using a certain medium, but also when
they are more likely to be influenced to buy Kashi. We feel that our choices in mediums and timing will help us reach exactly
who we need to reach when we need to reach them. Looking at the data, Surge will make it a priority to run ads before people
are likely to shop so that they are more influenced to buy Kashi.

Location
Our campaign will prevail on a national level in order to reach the largest density of people in both target audiences. This
being said, there are areas in the U.S. that have a higher percentage of Kashi’s targeted audiences: out of the top 14 DMAs in
the U.S., most people from both the primary and secondary audience are from Houston, Los Angeles and New York. The other
most popular geographies among these audiences are other pacific and mid-Atlantic areas. (35) Surge plans on budgeting for
high amounts of ads in these three cities, while still placing ads in the top 35 most populated cities in the U.S. in 2013. (36)

Media Allocation
Print ads will run in women’s magazines to cater toward the secondary target market (age 40-55), and also because women
usually do most of the grocery shopping for their families. The secondary audience grocery shops most often on the weekends
and still tends to read print publications. On the weekends, the secondary target market will see Kashi ads in print during the
start of their day before they grocery shop in the mid-morning and afternoon, therefore creating a stronger and more timely
form of persuasion. Women’s magazines are also scattered throughout places like doctor’s offices, salons and other waiting
areas. This is a subtle but effective way to reach women throughout our campaign. Research also shows that magazine readers
(print or online) reported substantial levels of trust (40 percent completely or very much) in this medium. (37)

32 Nielsen.com, 2015’s Top New Year’s Resolutions
33 GoBankingRates.com, 2016. ‘Enjoying Life to the Fullest' Is 2016's Top New Year's Resolution
34 The Time Use Institute. 2008, Oct. Grocery Shopping: Who, Where and When. Retrieved from thetimeinstitute.org
35 Simmons Database, Spring 2014 NHCS Adult Study 6-month
36 The Encyclopedia of American Politics. 2013. America's largest cities.
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Media Allocation
Digital ads will run throughout the entire week on a level schedule except for late hours of 1 a.m. to 5 a.m.. and except for
pulses on Saturdays and Sundays. On Saturdays and Sundays, the primary audience generally has more time to spend on
social media and will often have time to grocery shop as well. More young people are inclined to shop on Sundays during
their free time, and users will be more inclined to buy Kashi after seeing digital ads on social media throughout the day. 39
percent of Americans say that they waste time at work on the Internet, and 38 percent say that they waste time at work on
social media. Therefore, we think it is crucial that digital ads run at all times throughout the day in order to reach as many
people as possible.Whereas traditional media and award shows can stagger at certain points in the year, digital media is at a
more constant level of usage because it is always being accessed.
Radio ads placed on local broadcast stations will be aired during commute times in the morning and after 5 p.m. on weekdays
because many individuals from both our primary and secondary target audience will be commuting home from work and
listening to the radio. Ideally, these radio ads will play a role in reminding listeners to stop by the grocery store on their way
home to stock up on Kashi for their breakfast throughout the week. Weather was also a main factor in deciding when Kashi’s
ads would be placed on radio stations because during warm months, people are more likely to walk to and from work, and in
colder months, people commute to stay out of the bad weather and are more likely to listen to the radio during that time.
Music streaming services such as Spotify will see Kashi’s ads evenly throughout the day because Americans reported in 2014
that they spend 25 hours a week listening to music. Similarly, Americans streamed 164 billion on-demand tracks across audio
and video platforms in 2014, showing a high usage of these services. (38)
Television ads will be aired during primetime, daytime, fringe and late-night hours. 24.5 percent of people ages 40-44, 31.2
percent of people ages 45-49 and 34.4 percent of people ages 50-54 watch television later at night. (39) Television ads will
be more prominent during pulses in the beginning and end of 2017 because once the weather becomes colder, people will be
spending more time inside their homes watching television. We feel that it is most effective to air Kashi’s ads on cable and
spot networks in order to segment and target people in a more specific way. In 2014, Americans reported that they trust the
information they get from local TV news stations more than any other source of news. Data shows that 52 percent who seek
out local TV news trust the information very much or completely. Forty-four percent of those who use cable news say they
have a high level of trust in it.
Once the campaign takes off, Surge will be able to track the campaign's metrics from month to month and make adjustments
as necessary. Then, we will be able to know which schedules and timing should be avoided more than others. Additionally, we
will AB test our ads to compare results and decide which ads perform better across each platform.

37 American Press Institute. 2014, March 17. How Americans Get Their News. Retrieved from americanpressinstitute.org
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Media Allocation
Traditional Media
Traditional media will be utilized to reach those middle-aged individuals who still rely on traditional outlets to get their news
and entertainment. People of ages 50-54 use TV as their main source of entertainment more than any other age group within
Kashi's target audiences. 17.8 percent of people aged 50-54 strongly agreed that television is their main source of
entertainment, and 27.1 percent mostly agree that television is their main source of entertainment. Similarly, 26.2 percent of
people aged 40-44 mostly agree that TV is their main source of entertainment. 13.5 percent of households with one or more
child strongly agree that TV is their main source of entertainment, and 25.3 percent mostly agree that TV is main source of
entertainment. When given the statement “I always listen to radio in the car,” 35.1 percent of 40-44 year-olds strongly agreed,
35.9 percent of 45-49 year-olds strongly agreed, and 40 percent of 50-54 year-olds strongly agreed. Magazines had a higher
usage than newspaper, and well over half of all people aged 40-55 read an English language magazine of choice.
The traditional media outlets chosen for Kashi’s media plan are as follows:
Cable Television: CNN, Fox, Cooking Channel, National Geographic Wild, ABC Family, Bravo, Oprah Winfrey Network, H2, Travel
Channel, TV Land
The data below is based on a group of individuals who viewed these channels within the past seven days:
CNN and Fox: Ages 50-54 have an index of 120
Cooking Channel: Ages 50-54 have an index of 145
National Geographic Wild: Ages 50-54 have an index of 136 ; ages 45-49 have an index of 115
ABC Family: Ages 25-29 have an index of 157
Bravo: Ages 30-35 have an index of 168
Oprah Winfrey Network: Ages 45-49 have an index of 128 ; ages 50-54 have an index of 134
H2: Ages 40-45 have an index of 166
Travel Channel: Ages 40-44 have an index of 128 ; ages 50-54 have an index of 137
TV Land: Ages 45-49 have an index of 134 ; ages 50-54 have an index of 1411
People between the ages of 30-44 reported that they watch more of CNN's cable network than Fox News Channel, whereas
people ages 45-55 reported that they watch more Fox than CNN. Cooking Channel and National Geographic fall into line with
some of Kashi’s key characteristics: healthy eating and respecting nature. The remaining channels appeal to the older age
groups within Kashi’s target audiences and are statistically proven to be watched more often by these individuals.
38 Nielsen. 2015, Jan. 22. Everyone Listens To Music, But How We Listen Is Changing. Retrieved from neilsen.com
39 Simmons Database, Spring 2014 NHCS Adult Study 6-month
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Media Allocation
Traditional Media
Spot Radio: WHTZ-FM – Z-100 – New York, KIIS-FM – 102.7 – Los Angeles, KODA-FM – Sunny 99.1 – Houston, TX. In May of 2016,
these three stations were the most popular radio stations in their respective cities.5 Because a large portion of Kashi’s target
audiences live in these cities, it is fitting that ads are aired on these popular stations.
Women’s Magazines: Prevention, Shape, Women’s Health, Health, Weight Watchers. All of these choices fell within the top 10
most popular women’s magazines in 2013. (40) They align very closely with Kashi’s core values and position, as they all focus
on healthy lifestyles.

Impact Media
Holistically, Kashi’s budget will be allocated most heavily toward impact media. Impact media will be utilized as a way to
create brand awareness and generate conversions through call-to-actions. Using the following impact media, Kashi’s will
focus on getting audiences involved, aware and ready to purchase:
Award Shows: Golden Globes: Close to 10 percent of people ages 45-55 plan on watching the next Golden Globes awards,
which takes place on January 7th, 2017. This timing is ideal for Surge’s media because this award show takes place near the
start of the year when Kashi plans to hone in on the New Year’s resolution trend.
Search Engines: Google: Across all age groups, Google search engine is the most widely used compared to Bing and Yahoo!
search1. Using Google AdWords to monitor the successes of each ad will help Surge track and report on which ads are
generating the most conversions and user activity.
Targeted Website/App: Facebook: More than half of people ages 20-45 used or visited Facebook in the last seven days, and
over 40 percent of people ages 45-55 reported the same. Facebook is where Kashi will be placing most of its rich media and
promoting its cereal most heavily. Both the app and website itself are home to some of the world’s most active users, and
because one of Surge’s goals is to increase Kashi’s social media presence, this budget allocation is entirely crucial.
Apps: Instagram, Snapchat: In June 2016, Instagram reported having over 500 million users and is one of the most popular
social media apps among millennials. In a 2015 survey of 6,500 US teens, it was found that 28 percent of teens thought
Snapchat was the most important social network, and 27 percent said the same about Instagram. (41) On any given day,
Snapchat reaches 41 percent of all 18 to 34 year-olds in the United States. (42)
40 Cision. 2013, May 29. Top 10 Fitness and Health Magazines. Retrieved from cision.com
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Media Allocation and Budget Overview
Music Streaming: Spotify: Spotify is one of the world’s leading music streaming platforms, and the average cross-platform
user spends 148 minutes listening to music through Spotify. Spotify is a perfect platform for Kashi because of its
programmatic media buying capabilities. It can create audience segments by identifying users that listen frequently to
playlists in each category of music, and refreshes segments daily based on new playlists, new users, and overall streaming
activity. Those listening to nature-themed playlists, food-themed playlists, or workout-themed playlists will be targeted and
reached.(43)
Sponsored videos: Food Network, Tastemade: Food Network and Tastemade (a food related programming for online
audiences) are active on platforms like Facebook and Snapchat, and post videos and articles about food recipes and trends.
Surge will allocate a large portion of Kashi’s budget toward Food Network and Tastemade sponsored recipe videos where
they will feature cereal in various cooking and baking how-to’s. When audiences see that popular, trustworthy food
companies are using Kashi in their recipes, it will boost Kashi’s image as a reliable and safe brand. Out of 800 people, there
were 31 percent more respondents who said they were increasingly likely to make a purchase after being exposed to a
Tastemade video versus a TV commercial or digital pre-roll for the same brand. Similarly, Tastemade has 21.3 million
followers, 70 percent of which are ages 18-34. (44) In 2016, Food Network’s videos average more than 540 million views
across platforms each month (45) and its content aligns with Kashi’s brand as a whole.

Budget Overview

41 McAlone, Nathan. 2016, Jun. 9. People are now spending more time in Snapchat than Instagram. Retrieved from businessinsider.com
42 Data retrieved from Snapchat.com
43 spotifyforbrands.com/us
44 Data retrieved from Tastemade.com
45 The Wrap. 2016, July 18. How BuzzFeed, Tastemade and Food Network Use Social Media to Make Cooking Cool. Retrieved from thewrap.com
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Budget Layout
Impact Media

Traditional Media
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Budget Layout
Percentage Breakdown
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Budget Layout
Gross Ratings Points Allocation - Impact Media
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Budget Layout
Gross Ratings Points Allocation - Non-Impact Media
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Public Relations Plan
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Consumer Opinion
Over the past four years, Kashi’s public image and consumer opinion of its products has suffered. In 2012, Kashi consumers
took to social media to address concerns over Kashi’s labeling. The incident began when a Rhode Island grocer refused to
sell Kashi products to his customers because he discovered Kashi used genetically modified ingredients that contained
pesticides. When the picture of the grocer’s note taped to his cereal aisle surfaced on social media, consumers began
spreading the image and comments. Many felt Kashi misrepresented its cereal because it was branded as natural. Overall,
the comments on Facebook were generally negative, showing that consumers thought Kashi was not transparent with its
customers. On Facebook, one Kashi consumer wrote, “When you get GMO free I may return as a customer. Hopefully, until
then, your advertising won’t be as deceitful and disingenuous as it has been.” (46)
To counteract the negative feedback Kashi received from the Rhode Island grocer’s post, it vowed to increase its use of
organic ingredients and partnered with Non-GMO Project Verified in April of 2012. While Kashi reacted swiftly to the Rhode
Island grocer’s viral post, Kashi continues to receive negative comments on Twitter, Facebook and Instagram. Despite Kashi
fulfilling its promise to consumers to have all products Non-GMO Project Verified (a goal they accomplished successfully in
2016), it still battles comments from angry consumers denouncing Kashi and its products, saying its products are unhealthy
and still contain GMO ingredients as recently as November 18, 2016. While Kashi does a good job of responding to these
comments in an upbeat and proactive way, the comments continue and show little signs of stopping.
Facebook seems to be the center of Kashi’s consumer engagement. With over 750,000 likes on the Kashi Foods Facebook
page, Facebook is Kashi’s social media platform with the most followers. As a result, Facebook also hosts a majority of the
negative comments Kashi receives. For example, one article by Get Holistic Health, published in March of 2014, portrays
Kashi in a very negative light. (47) The article’s title reads “Exposing Kashi Cereal for the poison that it is” and the content
states that Kashi as a brand should not be trusted. It claims that Kashi faced several lawsuits for mislabeling and poor
ingredients, including one in 2011 where a consumer sued Kashi for labeling its food as natural. Even though it’s original
publish date was March of 2014, the article is still being shared on Facebook as recently as September of this year.
Consumers also expressed concern over Kellogg Company’s ownership of Kashi. Eat Local Grown posted on Facebook in
September 2015: “The level of glyphosate (RoundUp Weed Killer) that they detected in Kashi cereal was shocking…”
Facebook user Denise L’Heureux responded saying: “What do you expect? You've been hoodwinked into believing Kashi is a
healthy product. It is not. It is owned by Kellogg's.” L’Heureux’s comment shows the concern that Kashi can no longer sell
healthy products now that Kellogg’s owns the brand. Many Facebook users believe that Kellogg is the reason for Kashi’s
recent downfall.
46 http://www.rebelcmc.com/kashi-controversy-another-pr-crisis
47 http://www.getholistichealth.com/39349/exposing-kashi-cereal-for-the-poison-that-it-is/
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Consumer Opinion
Not every comment or post on social media shows anger or discontent from Kashi’s consumers. In fact, Kashi seems to have
a very engaged consumer base, even if some of the comments are negative. From the engagement on Instagram, Twitter
and Facebook, Kashi’s consumers appear to either really enjoy Kashi’s products or really dislike the way Kashi presents itself
and its products. The posts where Kashi’s product was featured prominently and positively often depicted Kashi as part of
what kept the consumer motivated throughout the day. Regardless of the whether the engagement is negative or positive,
Kashi’s consumer engagement gives future PR campaigns room for opportunity and improvement.

Stakeholders
The stakeholders for Kashi include not only the customers who consume the cereal products, but also anyone who holds a
stake in how well the brand performs. This includes Kashi’s parent company, Kellogg’s, those who hold shares or stocks in
Kellogg’s, farmers, producers, distributors, suppliers, retailers, FDA regulators and certifiers. Kellogg Company wants Kashi
to succeed in increasing sales revenue because it directly affects its own image, sales revenue and stock investments.
Farmers, producers, distributors and suppliers all have a stake in Kashi because they rely on Kashi to buy their products and
utilize their services. As illustrated above with the Rhode Island grocer example, retailers have a stake in Kashi when they
choose to represent Kashi’s brand by selling Kashi products in their stores. Finally, FDA regulators and certifiers have a stake
in Kashi because they have an interest in the transparency of Kashi’s labeling and ingredients.
Kashi needs to focus on its consumers first and foremost. These consumers care about the healthy and natural aspect of
Kashi’s brand. When Kashi brands itself as “healthy” and “wholesome,” as it currently does on its website, consumers expect
its products to align with that branding. Currently, Kashi consumers still associate Kashi with its GMO controversy from
2012. Therefore, Kashi needs to make sure it listens to and follows through with consumer demands.
Kashi also needs to build strong relationships with farmers, FDA regulators and retailers to fully recover from the 2012 GMO
controversy. It should work closely with FDA regulators to ensure its product labeling is not misleading. Since the GMO
controversy began with a grocer’s concern over Kashi’s products, Kashi needs to build and maintain trust with its retailers to
make sure they feel confident and proud selling Kashi in their stores. Lastly, Kashi should work with farmers to utilize
farming practices that produce better ingredients for Kashi’s products.
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Partnerships
Surge plans to utilize the current public opinion of Kashi to better promote Kashi’s existing partnership with Quality
Assurance International (QAI). Quality Assurance International is a U.S.-based international organic certification company.
QAI is approved by the USDA to provide organic certification to food companies that follow the guidelines of USDA’s
National Organic Program. Kashi’s existing partnership with QAI has worked to create a new initiative called Certified
Transitional. Kashi and QAI developed Certified Transitional to help farmers transition from conventional farming practices
to organic farming practices, which is in much higher demand. This program hopes to motivate farmers to make the organic
transition, since it takes years and a large financial investment for a farmer to make the change.
Kashi announced its partnership with QAI in May of 2016. In a CNBC article, Kashi CEO David Denholm stated that although
something similar to Certified Transitional already exists (Whole Foods created the “Responsibly Grown” label for certain
farmers who sell food in their stores.), Kashi wants to create more of an “open-source model” for anyone to use. (48) Kashi’s
partnership with QAI along with the idea and implementation behind it need to be better promoted. Ideally, with better
promotion, Kashi’s partnership with QAI will address the negative feedback Kashi receives on social media about the GMO
controversy. Better promotion of this partnership will give Kashi a chance to further reiterate that all its products are now
Non-GMO Project Verified.
Surge’s PR plan proposes two main promotion tactics to publicize Kashi’s partnership with QAI. Both of these tactics will be
implemented in between the first flight and second flight of media buys to keep Kashi’s year-long campaign at the forefront
of consumer thought. The first tactic is to reach out to 2016 Gold-Medalist Aly Raisman to be the spokeswoman for the
project. Raisman will simultaneously explain why organic ingredients and non-GMO are important to her and her health,
which is why she uses Kashi to “hit the ground running.” By having a popular and youthful Olympic gymnast speak out in
support of Kashi, Surge hopes to reach Kashi’s target audience while also showing that Kashi is non-GMO Project Verified.
Surge wants to promote the idea that if Kashi is healthy enough to help an Olympian “hit the ground running,” then it’s
healthy enough for its consumers too. The second tactic involves free media. In an effort to show consumers exactly how
Kashi supports farmers and how Kashi’s partnership with QAI helps farmers and consumers by making healthier food
available to them more easily, Kashi will reach out to national news outlets and invite them to take a “farm media tour.” This
farm tour will be a one-day or two-day event where a farmer who participates with QAI and Kashi’s partnership program
shows reporters exactly what he/she does. The goal of this tour is to generate free media for Kashi and to make it easier for
consumers to visualize the work Kashi is doing in the community. Surge knows that each reporter would need to pay his/her
own way, but Surge hopes to hand out free Kashi cereal boxes at the start of the tour to help each reporter “hit the ground
running” for the day ahead. This partnership with QAI directly relates back to Kashi’s positioning, branding and unique
selling point because it helps consumers see that Kashi’s foods power them through their day, but Kashi also cares about the
wellbeing of their farmers.
48 http://www.cnbc.com/2016/05/18/meet-the-new-food-label-certified-transitional-huh.html
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Partnerships
Surge will also utilize social media to build another partnership for Kashi. Since Kashi’s Instagram has less than 3,000
followers, an “Instagram takeover” will be implemented in between the second flight and the third flight. This takeover will
hopefully get Kashi more followers and more people aware of their Instagram page. Kashi will partner with health blogger
Lily Kunin who runs the health blog Clean Food Dirty City. Kunin’s blog was specifically selected because she showcased the
lifestyle of “hitting the ground running” with her healthy and wholesome food choices she depicted. She also has over
100,000 Instagram followers. While other health bloggers had Instagram accounts with more than 100,000 followers, the
food pictured on Kunin’s account shows food that is more likely to be complemented by Kashi Cereals, like a yogurt bowl.
(49) Surge also plans for Natasha Corrett (who runs the Instagram account @honestlyhealthy) (50) and Ella Mills (who runs
the Instagram account @deliciouslyella) (51) to switch off with Kunin during the takeover. Mills’ account depicts “clean
eating” and Corrett’s account focuses on plant based food. Corrett’s account has over 320,000 followers while Mills has over
980,000 followers. Like Kunin, both Mills and Corrett exhibit the healthy and wholesome lifestyle that Kashi’s campaign
focuses on. Furthermore, all three of these Instagram users have followers who fit both of Kashi’s target audiences. By
having having three healthy food Instagram users takeover Kashi’s account, Surge hopes to increase the number of people
engaged with Kashi’s campaign by drawing from different bases of support. For a week in between the second and third
flight, Kunin, Mills and Corrett would advertise the takeover on their own blogs and/or Instagram accounts while Kashi
would do the same. Then Kunin, Mills and Corrett would takeover Kashi’s Instagram account for a week, posting twice or
three times a day with all the different ways they enjoy Kashi Cereals and several recipes using Kashi products for their
followers to use. Meanwhile, Kashi would work with smaller news outlets to publicize the takeover.
Kashi’s partnerships with Kunin, Mills and Corrett show consumers that they achieve energy with Kashi in various ways. With
someone like Kunin, Mills and Corrett, all who strive for healthy eating, promoting Kashi, consumers will see that Kashi is the
only option for healthy, Non-GMO cereal choices. These partnerships will also increase Kashi’s flexibility because the recipes
Kunin, Mills and Corrett will create with Kashi will broaden consumers ideas of what Kashi can be used for.

49 https://www.instagram.com/cleanfooddirtycity/ ; http://www.cleanfooddirtycity.com/
50 https://www.instagram.com/honestlyhealthy/
51 https://www.instagram.com/deliciouslyella/
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Additional Promotional Tactics
Surge also plans to promote Kashi’s “hit the ground running” campaign quite literally by sponsoring a Ragnar Race after
the third flight and before the fourth. Ragnar is a long-distance, overnight team relay run that takes place in various
locations across the U.S. These races draw a group of people dedicated to fitness and truly embody Kashi’s “hitting the
ground running” phrase in every way. As the Ragnar website reads, “Ragnar Relay is the perfect engagement platform to
reach a healthy, active and highly desirable demographic group nationwide.”8 Surge plans to have Kashi specifically
sponsor Ragnar road races versus the trail races because of the increased visibility for cars driving by the race to see
Kashi’s sponsorship.
Kashi’s sponsorship of Ragnar Relay Races will show participants and passersby that Kashi cares about those who strive
to make their life healthy and fun through physical activity. This race goes hand-in-hand with Kashi’s overall goal – to
make life healthier for those who want it. It also exemplifies Kashi’s branding of hitting the ground running and can show
participants and passersby that they can get the energy they need from Kashi without compromising on health benefits
like organic and Non-GMO ingredients.
Another promotional tactic that will take place around the time of fourth flight ending is a giveaway. Surge plans to
utilize free media again, along with word of mouth, to promote an impromptu Kashi giveaway at a subway stations or
MetroRail stations in Los Angeles, Houston and New York early in the morning. Surge chose these three cities because
they have the largest population of Kashi’s target audience. Surge’s media team will also plan specific advertisements in
these cities. Kashi hopes to catch people on their way to work in order to help them “hit the ground running” for their
busy day, whether it’s a day filled of school, work or exercise. Ideally, this giveaway will generate news coverage as well
as passersby sharing the event via their social media platforms, even if they don’t participate themselves. Surge feels this
time of year is the perfect time for an event like this because the end of the holiday season and the colder weather often
leads to people feeling like they need a pick-me-up.
Kashi’s subway giveaway, this tactic directly addresses Kashi’s positioning. Kashi is the only cereal available to provide
energy and organic and Non-GMO ingredients. As a result, consumers of Kashi are able to hit the ground running every
day with the energy they need. With the subway giveaway, Kashi hopes that by giving away free cereals at the start of
the day, the consumers will feel more energized in a healthy way throughout their day.
In those same cities, Surge will help Kashi create two or three “pop-up” bootcamp workout classes. Surge plans for these
classes to occur in between flights three and four when the weather's still warm. These free classes will be sponsored by
Kashi and take place in a popular park in each city early in the morning.
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Additional Promotional Tactics
These classes will offer free Kashi cereal at the start and end of the of the workout to show participants how Kashi helps
them “hit the ground running” and live a healthy lifestyle. Ideally, these classes will get Kashi free media from local new
outlets and from participants and passersby who share the event on their social media pages. Since this event embodies
hitting the ground running, it ties directly to Kashi’s branding, positioning and unique selling point.
Lastly, Kashi will promote a “buy a box, give a dollar” holiday campaign for the two weeks leading up to Christmas. Surge
plans to utilize the giving spirit that accompanies the holidays to help raise money for the Let’s Move health initiative. Let’s
Move works to teach America’s children about healthy eating in the hopes of preventing childhood obesity. For a limited
time, Kashi will donate one dollar to Let’s Move for every box purchased. Surge plans to promote this holiday campaign by
connecting it to the year-long “hit the ground running campaign.” By buying a box, consumers will help children “hit the
ground running” on a healthy life. Surge’s PR team will also work with media outlets to cover the campaign and showcase
Kashi’s goodwill and healthy cereals. This tactic ties in with Kashi’s branding and positioning because it helps children and
consumers hit the ground running. Since Let’s Move is a health initiative, it will also reiterate Kashi’s unique selling point that
it’s the cereal that gives consumers the healthy energy they need.
All of these promotional tactics tie directly back to Kashi’s new position, brand and unique selling point. Kashi’s positioned
itself as the only cereal out there that provides healthy energy consumers can feel good about. As a result, Kashi’s branding
stresses this position with the phrase “hit the ground running.” Kashi gives consumers the energy to hit the ground running
each and every day with its healthy, Non-GMO Project Verified cereals. While there are other breakfast brands that also give
consumers the energy they need to power through their busy day, those products, unlike Kashi, are not all Non-GMO Project
Verified or working towards organic ingredients. Kashi’s unique selling point is giving consumers the energy they desire while
also having all products Non-GMO Project Verified and working towards organic ingredients.

News Coverage and Media Relations
Surge’s PR team will monitor Kashi’s news coverage using Google Alerts. These alerts will be set to inform the PR team of any
news coverage Kashi receives based on numerous key phrases. We will monitor Kashi’s social media pages to update posts
and ensure Kashi’s responses to consumer comments are prompt and appropriate. We will work diligently to create and keep
open and honest relationships with reporters and the news media. Surge will organize several days throughout the year for
its key executives to travel to New York, Chicago and L.A. to meet with reporters from large national news outlets. The goal
of these visits is to have Kashi’s leaders be recognizable, friendly, honest and approachable. Kashi will respond truthfully and
promptly to reporters requests for comment and questions. By doing so, Kashi hopes to create a trusted relationship with
the reporters who in turn give Kashi free media.
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News Coverage and Media Relations
Surge will work with Kashi to interact with journalists on social media. Modern-day reporters are very active on social media,
and by having Kashi reach out to them personally there, whether to leave a comment or message them directly, Surge hopes
to improve Kashi’s relationship with news reporters specifically. Lastly, Surge will always work to have an open and honest
relationship with national media outlets. For Kashi to have good relationships with reporters, it needs to be truthful and
timely with its information and responses. Kashi should also come to news outlets with both good and bad news about its
brand, so that the news outlets are aware of Kashi’s dedication to honesty and so Kashi will always have control over both
good and bad news printed.
Kashi will work with the following press outlets to gain their trust, support and coverage:
Spoon University: Hayli Richman, Writer, 414 213-7296, hrichman@wisc.edu
Houston Chronicle: General contact for editorial, (713) 362-7491, news@chron.com
New York Times: Newsroom contact, 1‑844‑698‑6397, national@nytimes.com
The Los Angeles Times: Amy Scattergood, Food Editor, amy.scattergood@latimes.com
The Atlantic: Jeffrey Goldberg, Editor, goldberg.atlantic@gmail.com
Food Network: General Press contact, 212-398-0255, FNDish@foodnetwork.com
Prevention: Emma Haak, Associate Editor, 212-573-0541, emma.haak@rodale.com
Chicago Tribune: Colin McMahon, Associate Editor, cmcmahon@chicagotribune.com
Shape: Elizabeth Goodman, Artis-Editor-in-Chief, egoodman@meridth.com
Health: Quinn Nelson, Chicago contact, 312-832-0856, Quinn_Nelson@timeinc.com
Parade Magazine: General contact for editorial, 312-948-0310, Edit@amgparade.com
USA Today: Beryl Love, Executive Editor, 703-854-3400
Wall Street Journal: Editor of The Wall Street Journal, wsj.ltrs@wsj.com
CNN: Blair Cofield, Publicist, blair.cofield@turner.com
NBC: Kevin Castech, Press Manager, 818-777-4816, kevin.castech@nbcuni.com
Bon Appetit: Adam Rapoport, Editor in Chief, askba@bonappetit.com
LiveWell: Magazine Content contact, 212-649-2000, womansday@hearst.com
The SKIMM: Founders contact, FOUNDERS@THESKIMM.COM
Some of the current headlines of stories written about Kashi or including Kashi are:
More farm-related claims to appear on pack, Innova Market Insights forecasts. (52)
Can Kellogg's new Kashi cereal help encourage more farmers to go organic? (53)
GIANT/MARTIN’S voluntary recall of Great Grains Cereal and Kashi Granola. (54)
Kashi's New, Simpler Packaging Highlights the Farmers Who Produce It. (55)
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Social Media
All of Kashi’s promotional tactics will be promoted heavily on social media. Throughout the entire campaign, there will be five
giveaways from Kashi, ranging from a free “breakfast basket” with an arrangement of Kashi’s favorite cereals to a trip out to
California for a week which would include a tour of Kashi’s headquarters there. These giveaways aim to increase followers on
all social media accounts by engaging users with the hashtag “hit the ground running.” Ideally, this hashtag will not only hit
Kashi’s target audience, but also anyone hoping to jumpstart a healthy lifestyle by “hitting the ground running” every day.
Surge plans to search popular food social media pages and work diligently to model Kashi’s social media platforms to fit the
kind of content Kashi’s primary audience wants. Kashi will promote the partnership with QAI on social media as a way to
prove to audiences that it is Non-GMO Project Verified. Surge will also redesign Kashi’s website so it has a cleaner look where
social media is more easily integrated.

Budget
The total cost of Surge’s proposed PR and promotional tactics is $12.44 million. The farm tour will cost approximately
$10,000. To create and deliver a media kit, the cost is $30,000. Improving media relations (including organizing an interview
with chief Kashi executives) costs $50,000. Having Aly Raisman as Kashi’s spokeswoman costs $2 million. Redesigning Kashi’s
website costs around $45,000. For the MetroRail and pop-up workout classes, the estimated costs are $750,000 for each of
the workout classes (occurring three times in three cities) and $500,000 for the MetroRail giveaway (occurring once in three
cities). The total of these events is $3.25 million. The Instagram takeover is expected to be $15,000 for the two Instagram
users who have less than 500,000 followers and $25,000 for the Instagram user who has more than 500,000 followers. The
Ragnar Relay sponsorship is expected to cost $1 million, but also depends on the number of races Kashi sponsors. Lastly, the
“buy a box, give a dollar” campaign depends on the number of boxes sold in two weeks, but could cost around $6 million. In
2014, Kashi had $400 million in sales, which equates to roughly $7 million a week. (56) If $3 million of that $7 million is from
cereal box purchases, then $6 million would be spent on the two-week holiday campaign.

52 http://www.foodnavigator-usa.com/Markets/Innova-Market-Insights-trend-report-Label-claim-trends-in-2017
53 http://www.bakeryandsnacks.com/Ingredients/Can-Kellogg-s-new-Kashi-cereal-encourage-more-farmers-to-go-organic
54 http://abc27.com/2016/06/04/giantmartins-voluntary-recall-of-great-grains-cereal/
55 http://www.adweek.com/news/advertising-branding/kashis-new-simpler-packaging-highlights-farmers-who-produce-it-172679
56 http://www.foodbusinessnews.net/articles/news_home/Business_News/2015/11/Kellogg_getting_Kashi_back_on.aspx?ID=%7BC7F599B8-CF56-46CAA853-DF7559651C32%7D&cck=1
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Kashi announces sponsorship of Ragnar Relay Races
LA JOLLA, Ca. – Today Kashi announces its sponsorship of Ragnar Relay races in coordination with their “hit the ground
running” campaign. Ragnar is an overnight, long-distance team relay race that values a healthy and active lifestyle, just as
Kashi does.
Kashi knows the importance of using healthy food to fuel workouts, which Kashi embodies through its “hit the ground
running campaign.” This campaign aims to encourage consumers to fuel their bodies with healthy energy like Kashi so that
they can “hit the ground running” each and every day.
“We as a company wanted to support Ragnar Relay races because their participants quite literally hit the ground running
when they’re out on the race,” said Steven Tondi, VP of Community Relations for Kashi. “We want people to realize that Kashi
can power them through their day just like it helps the Ragnar participants hit the ground running.”
The Ragnar Relay began on a small scale in 2004 and has since expanded to races across the nation. A Ragnar Relay is
approximately 200 miles run by teams of 12. These races are run by people who seek adventure, love fitness and the
camaraderie of working with teammates to achieve a goal.
“Kashi fully supports Ragnar and the mission it accomplishes through its races,” Tondi said. “It aligns perfectly with what we
believe at Kashi. Living a healthy lifestyle begins when you hit the ground running.”
For more information, visit www.kashi.com or https://www.runragnar.com/.
###
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Kashi supports Let's Move health initiative with holiday campaign
LA JOLLA, Ca. – Today Kashi announced its support of children’s health initiative Let’s Move! in a new holiday campaign. For
the two weeks leading up to Christmas, Kashi will donate one dollar to Let’s Move! for every box of cereal it sells.
“This is a fantastic opportunity to support a health initiative that focuses on our youth,” said Steven Tondi, VP of Community
Relations for Kashi. “The most important element of the holiday season is giving back, and Kashi wants to do just that.”
Let’s Move! works to help children grow up to be healthier, more motivated adults who can achieve their goals. Kashi knows
the importance of nutrition, which is why all its products are non-GMO Project Verified. Kashi believes that a healthy start to
the day helps people “hit the ground running” and provide the wholesome energy needed to get them through the day. By
donating to Let’s Move! Kashi hopes to help children “hit the ground running” to jump start the rest of their lives.
“Kashi stands behind healthy eating 100 percent,” Tondi said. “By teaching kids how to eat healthy, we’re setting ourselves
up for a much brighter and healthier future.”
Kashi urges consumers to think healthy not only for themselves, but also for others. When they buy a box of Kashi cereal,
Kashi wants consumers to know they’re making the healthy choice not just for themselves, but also for the children who
benefit from the Let’s Move! Health initiative.
For more information, visit www.kashi.com or http://www.letsmove.gov/.
###
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Backgrounder
Kashi
Kashi was founded in 1980 by Philip and Gayle Tauber, a couple who wished to establish a business based on providing
natural and organic foods. The name “Kashi” is derived from “kashruth” meaning pure food and “Kushi,” the last name of the
founder of American macrobiotics.
In 2000, the Kashi brand was bought by Kellogg Company. Midway through the 2000s, Kashi earned around $200 million
annually. Kashi has since expanded to produce frozen dinners that come with their signature whole grain and pilaf recipe.
As of 2016, all of Kashi’s products have been Non-GMO Project Verified, and Kashi remains committed to provide healthy and
nutritious breakfast choices.
Let’s Move!
Let’s Move! is a health initiative in the U.S. started by First Lady Michelle Obama in 2010. The goal of this health initiative is to
help children and students across the nation to become more educated on the importance of health and how to achieve
good health. As a result, Let’s Move! hopes to solve the obesity in America’s youth so today’s children will be motivated and
able to accomplish their dreams.
There are five pillars of the Let’s Move! movement, which include: creating a healthy start for children, empowering parents
and caregivers, providing healthy food in schools, improving access to healthy, affordable foods and increasing physical
activity.
The First Lady emphasizes the importance of the Let’s Move! movement’s goals, saying “The physical and emotional health of
an entire generation and the economic health and security of our nation is at stake."
Kashi is proud to have the donations of its holiday campaign go to such a deserving cause.
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Fact Sheet
Obesity Statistics
Since the 1980s, childhood obesity in the Unites States have tripled and now one-third of America's children are
overweight.
According to the 2013 Youth Risk Behavior Survey from the Wisconsin Department of Public Instruction, one
out of four high school students are overweight or obese.
Health Habits
Half of students did not eat breakfast on five or more days in the past seven days.
Nearly one out of four students reported watching TV for three or more hours per day on an average school
day.
Between 2005 and 2013, the percentage of students who reported being active for 60 or more minutes per day
on five or more days in the past week increased slightly from 35 percent to 50 percent. However, this number is
still not high enough to combat the mental and physical health risks that come with obesity.
Let's Move Benefits
Works to transform school food environment. It created the Healthy, Hunger-Free Kids Act, which updated the
school food and nutrition guidelines for the first time in 15 years. It also increased funding for this area for the
first time in over 30 years.
Helps American schools provide more nutritious food options to students. So far, it has helped over 50 million
students receive healthier food options.
Increases the number of students who receive food options from their schools for lunch for little or no cost. As
a result, more students are able to choose healthier choices if cost was once a barrier to them.
Works inside child care centers to make sure that the snacks and food provided to children there meets certain
health and nutrition guidelines. It also teaches students the importance of a balanced plate filled with
vegetables and whole grains.
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Q&A
What is the Let’s Move! Health initiative?
Let’s Move! is a health initiative in the U.S. started by First Lady Michelle Obama in 2010. The goal of this health initiative is to
help children and students across the nation to become more educated on the importance of health and how to achieve
good health. As a result, Let’s Move! hopes to solve the obesity in America’s youth so today’s children will be motivated and
able to accomplish their dreams.
So how much money will Kashi end up donating anyway?
While it all depends on cereal sales during the two weeks before Christmas, Kahsi will advertise the holiday campaign so that
consumers across the nation choose to purchase Kashi during that time, thus increasing the amount of money donated to
Let’s Move! Ideally, Kashi hopes to donate roughly $5-6 million dollars to the Let’s Move! movement.
Why did Kashi choose Let’s Move! to donate to?
Kashi chose Let’s Move! because it’s a worthy initiative well-deserving of the money whose goals align with Kashi’s. Let’s
Move! works to help children grow up to be healthier, more motivated adults who can achieve their goals. Kashi knows the
importance of nutrition, which is why all its products are non-GMO Project Verified. Kashi believes that a healthy start to the
day helps people “hit the ground running” and provide the wholesome energy needed to get them through the day. By
donating to Let’s Move! Kashi hopes to help children “hit the ground running” to jump start the rest of their lives.
How do Kashi’s donations help the community?
Kashi’s donations to Let’s Move! help the community because this movement isn’t just about helping kids. It’s about helping
everyone. Let’s Move! works to engage parents, teachers, elected officials, community organizations and privately owned
companies like Kashi to support the children on their paths to healthier lives. While it does that, Let’s Move! also encourages
those supporters to live happier, healthier lives themselves. Essentially, Kashi and Let’s Move! help the community to be
healthier together.
Why is Let’s Move! important?
Let’s Move! focuses on children to educate them on the purpose of healthy eating in the hopes of not only stopping
childhood obesity, but also preventing it before it even happens. Through education and policy change, Let’s Move! has
already made a difference. It’s worked to change health regulations in schools and child care and teaches children about the
importance of a nutritiously-dense plate filled with whole grains and vegetables. At it’s core, Let’s Move! is making a
difference for the future by investing in the children of today.

48

