Kellogg’s

· Using new product development to grow a brand

Introduction

Kellogg’s is the world’s largest producer of cereal products and convenience foods, including Corn Flakes, Nutrigrain and Rice Krispies. These are brands that are recognised all over the world.

Brand investment

Once a business, like Kellogg’s, has established a strong brand, it has to decide whether to maintain it, to develop or grow the brand, or to allow it to decline. What the business decides to do about the brand is reflected in investment decisions today for possible returns in the future. 

Marketing Mix

When a business like Kellogg’s is considering a change to a brand, it looks at the four elements of the marketing mix. These are product, price, promotion and place. Kellogg’s decided that it had a strong brand in Special K, but had not developed it to its full potential. It decided to concentrate the growth of the brand on the product element of the marketing mix, by introducing product variants to the core brand.

Product life cycle 

The product life cycle describes the stages that a product passes through from its original launch to its final decline. When a product reaches maturity, a business has to decide whether it is going to support it, through product extension strategies. Special K was recognised as a mature product but one where the brand was not being developed to its full potential. It was therefore ripe for extension strategies. One such strategy, and the one that Kellogg’s decided on, is product variants.

[image: image1..pict]
Market research

Before taking the decision to invest in variants, Kellogg’s undertook market research. This looked to find out current trends such as changes in society, technology or future markets. This research led it to develop Special K with fruit.

Special K with red berries

The first variant, introduced in France, was Special K with red berries. Special K Red Berries performed well, without reducing the sales of the core brand. After more extensive product development research Kellogg’s launched Special K Peach and Apricot in 2003.

Bars

Kellogg’s research had shown that women were keen to eat more healthily, but throughout the day, not just at breakfast. Research suggested that cereal bars offered the strongest opportunity in this area. These were launched successfully in 2001 with the Peach and Apricot variant being added in 2003.

Conclusion

The different variants led to a real growth in the Special K brand, without sales of the core product being affected. Product research encouraged Kellogg’s to try the brands in other parts of the world and, within 2 years, had achieved global coverage.

