





during any airing of that show. For example, if a show is expected
to have more than 50% under-12 viewership during a 4:00 p.m.
timeslot, then foods that don’t meet the Nutrient Criteria can’t be
advertised on the same show even if it has only a 45% under-12
viewership during an 8:00 p.m. slot.

Radio, Third-Party Internet: We will not advertise foods that
don’t meet the Nutrient Criteria on any radio show or third-party
internet site that has an audience at the time media is planned that
is 50% or more children under 12.

Print Media: We will not advertise foods that don’t meet the
Nutrient Criteria in publications that are specifically designed to
appeal to or which are targeted primarily to children under 12.

Schools: We will not engage in direct advertising of Kellogg
products to children in any school or preschool setting with
students under 12 (i.e., elementary schools and preschools). In
addition, we will not use licensed characters or Kellogg equity
characters in school or preschool settings with students under 12
unless (a) all products associated with that character meet the
Nutrient Criteria; and (b) the school administrator approves the
use. Kellogg will continue to sell Kellogg products to schools
with children under 12 subject to any standards that may be
imposed by schools or other regulations.

Product Placement: We will not pay for or seek out promotional
product placement (i.e., embedding our products within program or
editorial content) in any medium directed primarily to children
under 12.

Licensed Characters: Subject to our contract/business partner
obligations, we are imposing the following limits on our use of
third-party licensed characters:

o we will not use third-party licensed characters in
advertisements on mass media, or on Kellogg websites,
directed primarily to children under 12 in connection with
foods that do not meet the Nutrient Criteria.

o we will not use licensed third-party characters as the basis
for a food form unless that food meets the Nutrient Criteria.

o we will not use child-directed marketing that features
licensed characters, including inserts, on the front-panel of
products that do not meet the Nutrient Criteria.



= Woebsites: We are making several content changes to our
websites. On Kellogg websites or website pages that contain copy
or content designed to appeal to, or which is targeted primarily to,
children under 12, we will (1) include an automatic use break
feature that kicks in after 15 minutes of screentime; (2) include
healthy lifestyle messaging (e.g., messaging on energy balance,
activity, nutrition); (3) not place on these websites clips or
downloads of commercials run in mass media that are not allowed
to be directed in mass media to children under 12 under our
commitments above; and (4) where products (i.e., food, brand
logos, packaging) are themselves integrated into an online
interactive activity (including downloads, wallpapers and games),
we will only depict those products which meet the Nutrient Criteria
in those types of activities.”

* Other Marketing/Media: We are also committed to not using the
following marketing activities/techniques directed primarily to
children under 12 for products that do not meet our Nutrient
Criteria:

o celebrity spokespersons who are related to or affiliated with
mass media that itself is directed primarily to children
under 12 (e.g., stars from sit-com-type programs directed
primarily to children under 12)*

o viral marketing directed primarily to children under 12

branded toys and games sold for or distributed to children

o brand sponsorship of “kids clubs” or other children’s
communities

o marketing messages directed to or using children’s cell
phones (i.e., ring tones, messages to children)

o

Kellogg is pleased to start its next 100 years of bringing health and wellness to our
consumers with these important initiatives. We welcome the opportunity to undertake
this leadership role in the area of responsible marketing.

* This commitment does not apply to depictions of Kellogg equity characters that are themselves based on
the actual food form.
* Professional athletes are not included in this limitation due to mass market, vs. child-specific, appeal.



