
July 2025

Health Audit 



Key Dates & Milestones 

Project Kick Off

Align on job to be 
done, scope of 
services & key 
milestones 

Note: Scope is being 
reviewed by 
procurement teams in 
parallel 

Health Deep Dive

Led by Kellogg’s. 
Share existing 
research, 
materials, 
campaign plans 
related to all 
health initiatives. 

Share existing research 
as pre-read for VM team 
- upload here. 
90 min

Audit Share Out

Led by VM. Share 
out of broader 
findings of social 
audit and 
opportunity area(s) 

90 minutes

GTM Strategy

Led by VM. A clear 
strategy and 
tactical plan on 
how to execute 
against the defined 
opportunity areas. 

Request for in-person 
meeting! 90 minutes

TUES, 6/17 TUES, 6/24 WED, 7/23 MON, 8/4

Specific next steps and 
execution logistics to 
be determined based 
on GTM plan 

https://drive.google.com/drive/folders/1FBYhO4HvsLdF0rf8P9xPDd_56sIyt0N9


Help Kellogg’s navigate the evolving health landscape — by 
analyzing attention & social behaviors in cultural conversation 
to identify how cereal can re-enter the wellness dialogue with 

relevance, credibility & modern appeal.

The Ask



Our Methodology

Understand the state of attention and 
the culture around cereal & health

We immersed ourselves in the online conversation 
– tracking how people talk about health, what 

earns attention, and where cereal shows up (or 
doesn’t). We scanned top content, formats, and 

engagement patterns to understand how wellness 
is being defined today. 

Sources: 

Analyze the competition inside 
and outside of the category

We studied how culturally relevant brands 
are earning trust – by assessing their 

messaging, tone, and tactics across social. 

Brands: 



What You Will See Today

The top cultural 
conversations and 

headlines about 
cereal & health

Beliefs and emotions 
motivating today’s 

consumer behaviors 

The main ingredient 
narratives that are 

shaping consumer habits 

Brands breaking through 
in the health space

Culture Consumer Competitors

A launchpad for 
creative inspiration and 
targeting our audience

Cohorts

A first look @ our GTM approach



The top 
cultural 
conversations 
and headlines 
about cereal & 
health

Culture
Consumer

Competitors
Cohorts



Health is a high-stakes guessing 
game, and it’s all over the headlines.



Cereal is sitting at the crossroads of 
a cultural reckoning as our 

relationship with food has changed. 

https://www.nytimes.com/2025/04/08/well/eat/health-benefits-breakfast-cereal.html
https://www.tiktok.com/@thatcrunchymomkate/video/7417983560180632862
https://nypost.com/2025/05/22/health/kids-breakfast-cereals-are-getting-unhealthier-study-finds/


Everyone’s on a plan and 
somehow cereal doesn’t fit 
any of them.

Our feeds are flooded with food identities: 
keto, gluten-free, plant-based, 
low-FODMAP, no seed oils, high-protein, 
dairy-free, no dyes, sugar detox, ancestral 
eating, and beyond. These aren’t just 
trends  they’re full-blown belief systems 
with their own rules, rituals, and vocab.
And yet, traditional cereal rarely makes the 
cut.

https://www.tiktok.com/t/ZPHgFU6q1U4Ev-igLMT/
https://www.tiktok.com/t/ZPHgFUNEtgfvC-Pgxav/
https://www.tiktok.com/t/ZPHgFy1xpds1s-TuNKk/
https://www.tiktok.com/t/ZPHgFU7aVJjbA-arLOG/
https://www.riverbender.com/news/details/the-rise-of-plantbased-diets-and-their-health-benefits-81294.cfm?utm_source=chatgpt.com
https://www.businessinsider.com/chickpea-recipes-to-lower-cholesterol-science-backed-advice-2025-7?utm_source=chatgpt.com
https://www.businessinsider.com/3-longevity-boosting-bean-recipes-from-recipe-developer-2024-9?utm_source=chatgpt.com
https://nypost.com/2025/01/03/health/best-diets-for-2025-revealed-in-new-report-one-clear-winner/?utm_source=chatgpt.com


The Food Pyramid is dead.

Wellness today is personalized, 
performative, and ever-evolving shaped by 
life stage, values, and what’s trending in 
your feed. Food is no longer just fuel; it’s a 
reflection of who you are. What you eat 
(and what you avoid) signals your beliefs, 
discipline, and sense of self.

https://www.wellandgood.com/food/what-happened-to-the-food-pyramid?utm_source=chatgpt.com
https://www.numerator.com/resources/blog/health-wellness-trends/?utm_source=chatgpt.com
https://www.tiktok.com/t/ZPHbAo63FFowo-8rODg/
https://www.tiktok.com/t/ZPHbAobBTcQDE-bR9rv/
https://www.tiktok.com/t/ZPHbAo63FFowo-8rODg/
https://www.tiktok.com/t/ZPHbAobBTcQDE-bR9rv/
https://www.tiktok.com/t/ZPHbAo63FFowo-8rODg/
https://www.tiktok.com/t/ZPHbf49kcTUgt-ScvH5/
https://www.tiktok.com/t/ZPHbf49kcTUgt-ScvH5/


Food curiosity has 
become ingredient anxiety.

What was once an inspiring journey of 
self-betterment has turned into a 
minefield. Health conversations are 
increasingly driven by fear especially 
around ingredients. Red dye, sugar, seed 
oils, and anything “ultra-processed” are 
triggering major concern and making 
nostalgic staples feel suspect.

https://x.com/juicystar1908/status/1937534446380671127?s=46
https://www.tiktok.com/@chipotle/video/7520314721162005774?_r=1&_t=ZT-8xftf7wpBCI
https://www.tiktok.com/t/ZPHbyv39J5dae-XmiKe/
https://www.tiktok.com/t/ZPHbyT7BjQM2e-j0oab/
https://www.barrons.com/articles/hershey-synthetic-dye-maha-food-2b498f54?utm_source=chatgpt.com
https://x.com/breannamorello/status/1930291854508990801?s=46
https://x.com/joelrunyon/status/1937556933386600834?s=46


People are trying, but food 
is under-nourishing.

Even health-conscious consumers are 
discovering they’re missing key nutrients 
like fiber, iron, and protein  not because 
they’re eating poorly, but because today’s 
food often lacks depth.

https://www.tiktok.com/t/ZPHbfXuMpfuPP-POKA9/
https://www.tiktok.com/t/ZPHbyE6HRNDby-eyLVZ/
https://www.tiktok.com/t/ZPHbfe1T2fPSB-bMCMI/
https://www.tiktok.com/t/ZPHbfdoosSdcm-D6KWr/
https://www.tiktok.com/t/ZPHbyE6HRNDby-eyLVZ/
https://www.tiktok.com/t/ZPHbfe1T2fPSB-bMCMI/
https://www.vox.com/future-perfect/24049505/protein-intake-fiber-plant-based-vegetarian-vegan-meat?utm_source=chatgpt.com
https://www.tiktok.com/t/ZPHbfXuMpfuPP-POKA9/


GLP-1 drugs have shifted 
the conversation from 
‘willpower’ to ‘biology’.

The healthy eating narrative has shifted 
from “eat less, move more” to a deeper 
understanding of hormonal and 
neurological regulation of appetite and 
metabolism – validating the complexity of 
weight management. 

https://www.theguardian.com/news/ng-interactive/2025/may/17/weight-loss-drugs-altering-views-how-body-brain-work?utm_source=chatgpt.com
https://www.tiktok.com/t/ZPHgUFJDCsKku-cWGDJ/
https://www.tiktok.com/t/ZPHgUFE5fyKTr-IqNA7/
https://www.tiktok.com/t/ZPHgUFVNwMS4x-CqrjU/
https://www.tiktok.com/t/ZPHgUFJDCsKku-cWGDJ/
https://www.tiktok.com/t/ZPHgUFJDCsKku-cWGDJ/
https://www.tiktok.com/t/ZPHgUFE5fyKTr-IqNA7/
https://www.tiktok.com/t/ZPHgUFE5fyKTr-IqNA7/


Yes, even processed 
foods are now political.

The backlash against processed foods has 
moved beyond concerns about sugar or 
nutrition. Today, they’re lightning rods for 
larger cultural debates from corporate 
responsibility to transparency to who gets 
to define “healthy.” For some, food brands 
have become shorthand for what’s broken 
in America.

https://www.tiktok.com/t/ZPHbfawopGVHb-DlQXN/
https://www.tiktok.com/t/ZPHbfmLqgV4Wj-yW6sJ/
https://www.tiktok.com/t/ZPHbfmLqgV4Wj-yW6sJ/
https://www.tiktok.com/t/ZPHbfmw52ggkq-srZTC/
https://www.tiktok.com/t/ZPHbfu9vqs4To-CwcwY/
https://www.arnoldporter.com/en/perspectives/advisories/2025/06/the-rise-of-ultra-processed-food-scrutiny?utm_source=chatgpt.com
https://www.archivemarketresearch.com/news/article/food-transparency-revolution-how-brands-can-lead-50646?utm_source=chatgpt.com


Mistrust has 
gone mainstream.

Skepticism of “Big Food” is no longer fringe  
it’s widespread, bipartisan, and growing. 
Institutions like the FDA, major food 
companies, and even medical experts are 
facing public doubt. It’s playing out in 
memes, state laws, and TikToks from voices 
who reject official guidance entirely.

https://x.com/calleymeans/status/1895153698768331131?s=46
https://x.com/MarioNawfal/status/1908576619649774072
https://www.instagram.com/p/DLSdIhgx9-d/?igsh=N3Z3MmYxaTUxbnZ1
https://www.tiktok.com/t/ZP8rtFFhJ/
https://www.tiktok.com/t/ZP8rtN76N/
https://www.tiktok.com/t/ZP8rG7xWG/
https://x.com/montybennett/status/1937936888817426473?s=46
https://www.foodandwine.com/texas-food-label-additives-warning-11762797?utm_source=chatgpt.com
https://nypost.com/2025/05/23/health/furious-nyc-moms-rail-against-toxins-in-kid-foods/?utm_source=chatgpt.com


SECTION SUMMARY & IMPLICATIONS:

Health is now a high-stakes game where the rules keep changing 
and people are left to figure it out on their own.

CONFUSION ERODES TRUST. 
SIMPLICITY BUILDS IT.

People aren’t looking for the 
“healthiest” food — they’re looking 
for the food that makes sense, for 

them.

In a noisy space full of 
contradictions, the brands that 

win are the ones that speak plainly, 
confidently, and consistently 

(aren’t apologetic).

HEALTH IS PERSONAL 
AND EMOTIONAL

Consumers aren’t choosing food 
based only on nutrition facts — 

they’re choosing based on identity, 
fear, and aspiration.

Speak to real feelings, real needs, 
not just functional benefits

MARKET TO PERSONAL 
JOURNEYS  NOT “HEALTH”

We  aren’t all chasing the same 
goal. Some are healing their gut. 
Some are managing aging. Some 

are biohacking for energy.

One-size-fits-all health messaging 
won’t cut through. A cohort-based 

approach that speaks to distinct 
needs, motivations, and tensions 

— each with tailored, relevant 
language.
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Beliefs and 
emotions 
motivating 
today’s 
consumer 
behaviors

Culture
Consumer
Competitors

Cohorts



Modern health is a self-curated journey, constantly reshaped by life 
stages and the evolving needs of each generation.

REGAINING 
COMFORT AND 

REGULARITY

BIOHACKING TO 
BETTER HEALTH

LONGEVITY HACKS 
AND LIFESTYLE

gen x and boomers prioritize proactive health 
management to redefine aging on their own terms

MEAL PREPPING TO 
INVEST IN THEIR 
FUTURE HEALTH

TAKING A HOLISTIC 
APPROACH WITH 

GUT HEALTH

BEING HEALTHY IS A 
CHARACTER TRAIT

gen z and millennials feel empowered to optimize their 
health for the sake of a better, stronger future

https://www.tiktok.com/@good.dogma/video/7483635983259438379
https://www.tiktok.com/@bryanjohnsonreal/video/7467196088538238251
https://www.tiktok.com/@_lizzyb00/video/7502615270083677471
https://www.tiktok.com/@ahusai/video/7513077123205106986
https://www.tiktok.com/@grandpabarryshow/video/7488426095629602094
https://www.tiktok.com/@saraxashleyy/video/7485184391480708395


As personal wellness takes center stage, people are spotlighting their unique journeys 
and struggles, shattering the traditional idea that health is one-size-fits-all.

sharing tummy issues 
loud and proud

food journey for 
diabetics

de-stigmatizing 
hormonal health

cultural phenomenon 
of glp-1

normalizing 
peri/menopause

“I thought I was alone! 
🤣🤣🤣🤣” (Reddit)

“I think we know more about 
healthcare and speak about it more…”

https://www.tiktok.com/@joanna_spicer/video/7472919745994722606
https://www.tiktok.com/@benmairose/video/7512051538920099114
https://www.reddit.com/r/WegovyWeightLoss/comments/1f3lahr/for_those_of_you_suffering_from_constipation_from/
https://www.tiktok.com/@brandiechamberss/video/7418714092170382634?_r=1&_t=ZT-8uDOJ5EFe4B
https://www.tiktok.com/@magicalmompreuner/video/7455354457170201902?q=perimenopause%20feeling%20ugly&t=1736781222795
https://x.com/Sharon36692/status/1938544617944653834


influencer endorsements nutritionists & hcps big food corporations

GUT SUPPLEMENT 
JOURNEY

FITNESS 
INFLUENCER 

RECCOS

government regulations

NUTRITIONIST 
APPROVED

WHAT I EAT IN A 
DAY DOCTOR 

EDITION

“PROFITING OFF 
PEOPLE WHO ARE 

SUFFERING”

INCREASED FOOD 
RECALL

“HERE IN THE STATES WE 
DON’T HAVE REAL FOOD”

With health moving at the speed of culture, people have an insatiable need to seek 
out the best health hacks amid a cacophony of voices.

https://www.tiktok.com/@higherupwellness/video/7516971501174738206
https://www.tiktok.com/@clairethenutritionist/video/7260628827762707758
https://www.tiktok.com/@connealymd/video/7233917266130111787
https://www.tiktok.com/@jessrodenz/video/7195265709574851882
https://www.tiktok.com/@todayshow/video/7445020019332795694
https://www.tiktok.com/@claire.elis/video/7226532652206017834?q=what%20supplements%20to%20take%20doctor&t=1732288030110
https://www.tiktok.com/@lyssa.lytta/video/7519572841763835167
https://www.scientificamerican.com/article/the-fda-is-changing-what-foods-can-be-called-healthy/
https://www.kff.org/from-drew-altman/the-sad-state-of-trust-in-the-cdc-and-fda/


“ANTI ULTRA 
PROCESSED GIRLY”

ONLY FEEDING 
THEIR FAMILY 
“REAL FOOD”

RISE OF CLEAN 
EATING WITH 
NARA SMITH

moving towards a rejection of convenience and 
ultra-processed food culture

But when caught in the storm of information, many are forced to wrestle with their 
own instincts to figure out what’s right for their health.

ONLY EATING SINGLE 
INGREDIENTS

taking on the role of personal nutritionists, scrutinizing 
ingredient lists to optimize health

PARENTS HYPER 
ALERT AROUND 

DANGER OF RED DYE

USING VMS TO 
SECURE THAT EXTRA 

BOOST OF HEALTH

https://www.tiktok.com/@themindfulblonde/video/7516997936295824696
https://www.tiktok.com/@rreaganspencerr/video/7513267179593289003
https://www.tiktok.com/@naraazizasmith/video/7408308154531990826
https://www.tiktok.com/@alexcbolivar/video/7459561770240183594
https://www.tiktok.com/@melissaashleee/video/7433237416405765419
https://www.tiktok.com/@sashasmagicsauce/video/7262402820748414250


At the end of the day, consumers are exhausted.
All they want is validation that they’re making the right wellness choices.



But there is hope!



JOY + SATISFACTION CONFIDENCE + INVIGORATED EASE + RELIEF NOSTALGIA + COMFORT

In midst of all the chaos, cereal creates a spectrum of 
feel-good moments many want to hold onto.

“FEW THINGS WILL 
HIT AS HARD AS 

CEREAL AT NIGHT”

“DISCOVERED 
CRAVING FOR 

CEREAL”

ENJOYING 
PRE-WORKOUT 
CEREAL BOWL

CHOOSING 
CEREAL DESPITE 

JUDGMENT

“CEREAL FIXES 
EVERYTHING”

CAN BE EATEN AS 
A MEAL ANY TIME 

OF THE DAY

“CEREAL HAS BEEN 
THERE WHEN 

NOTHING ELSE WAS”

BRINGS THEM 
BACK TO THEIR 

CHILDHOOD

https://www.tiktok.com/@skys.nook/video/7521507857922067743
https://www.tiktok.com/@renee.noe/video/7466317558677769503
https://www.tiktok.com/@dietitiancass/video/7354770265693457710
https://www.tiktok.com/@574_kya.spamzzz/video/7491771519815781663
https://www.tiktok.com/@alyssas_favorites/video/7520658156670782751
https://www.tiktok.com/@jroachhh/video/7523987477720321310
https://www.tiktok.com/@justinnnn29/video/7493177621476363566
https://www.tiktok.com/@elgeorgy_/video/7517705089620937998


Cereal continues to feel like a safe space for those seeking 
simplicity in an overwhelming world.

nutritional shortcut
shelf-stable &
pantry staple

low-effort meal cost efficient family-friendly

https://www.tiktok.com/@bionx1/video/7480305888226577695
https://www.tiktok.com/t/ZP8rkh9K8/
https://www.tiktok.com/@gigidamon/video/7508065614611828014
https://www.tiktok.com/@kimbersmith907/video/7524121620135316766
https://www.tiktok.com/t/ZP8rkh9K8/
https://www.tiktok.com/@rogersmith15/video/7091387524861676846


For many, cereal is becoming a creative outlet to reclaim 
wellness on their own terms.

popularization of 
loaded cereal bowls

cereal as batter for 
chicken tenders

no-bake cornflake 
cookies

cereal-coated 
mozzarella sticks

copycat kfc 
zinger wrap 3 ingredients cake

https://www.tiktok.com/@ascookedbylalah/video/7327358047905615150
https://www.tiktok.com/@cookiesfordaaays/video/7196044401691479339
https://www.tiktok.com/@aussiefitness/video/7060038757914905857
https://www.tiktok.com/@danahassonn/video/6951048852858326277
https://www.tiktok.com/@carolineconneen/video/7420569866521922846


Health-forward innovations are helping rewrite cereal’s narrative, 
gradually easing it towards a guilt-free treat.

maximizing protein increasing fiber intake
preventing iron 

deficiency
supporting heart health

supplying essential 
vitamins

https://www.tiktok.com/@chappedlipbitch/video/7488775385165942058
https://www.tiktok.com/@conniemokwellness/video/7453884536561143071
https://www.tiktok.com/@allisonjparker_/video/7322169657207819566
https://www.tiktok.com/@dylthepilly/video/7505120543830674734
https://www.mheducation.com/highered/blog/2025/01/the-rise-of-protein-cereal-reinventing-breakfast-for-the-modern-consumer.html
https://vegnews.com/most-fiber-breakfast-cereals
https://www.tiktok.com/@patriciabillings/video/7505087268621782294


SECTION SUMMARY & IMPLICATIONS:

People aren’t chasing the perfection they’re chasing peace of mind, public 
credibility, and brands they can believe in.

GUILT-FREE EATING 
IS THE NEW ASPIRATION

People aren’t chasing perfection, 
they’re chasing peace of mind.

 Food choices that align with their 
values and goals (even loosely) 

feel like wins.

When cereal fits into their personal 
health rules — high fiber, 

protein-packed, or just balanced 
— it becomes something they feel 

good about, not guilty for.

IF HEALTH IS PUBLIC, 
MAKE CEREAL BRAG-WORTHY

People share what makes them feel 
smart, strong, or in control. Cereal 

can earn a place in that story — but 
only if it feels intentional.

When cereal is framed as part of a 
larger health system (e.g., protein 
pairing, fiber support, no shame 

snacking), it becomes post-worthy 
again.

THE INGREDIENT LIST 
IS THE TRUST TEST

People don’t just read labels — 
they scrutinize them. One long 

word, one perceived loophole, and 
trust collapses.

 
The brands that win are the ones 
that write like humans, not legal 

teams. No fine print. No footnotes. 
No corporate logic.
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The main 
ingredient 
narratives 
shaping 
consumer 
habits

Culture
Consumer
Competitors

Cohorts



protein 🤝 holistic 
health

Protein is no longer just fuel for gym enthusiasts – 
it’s a modern badge of health.

‘protein’ and ‘healthy’ 
go hand-in-hand

protein for breakfast 
= longevity hack

rise of GLP-1 pushed 
the need for protein

cultural shift from 
diet to nourishment

https://www.tiktok.com/@thefitover40man/video/7500534817432276267
https://www.tiktok.com/@claire.elis/video/7254345379083341099
https://www.tiktok.com/@yourpositivehealth/video/7479381057473727766
https://www.tiktok.com/@branneisha/video/7501114869064731934
https://www.tiktok.com/@sofiatalfitness/video/7493645697430867242
https://www.tiktok.com/@branneisha/video/7501114869064731934


Fiber’s glow-up is real, but hitting your daily goals feels 
like a constant hurdle.

believing the only way to get enough fiber is to push 
themselves to uncomfortable limits

TOO MANY “RULES” 
WHEN IT COMES TO 

HEALTH

actively held back by barriers and
complicated health rules

OFF-PUTTING TASTE 
AND TEXTURE

HIGH-FIBER FOODS 
ARE HARD TO COOK

HIDING FLAXSEED 
IN EVERYTHING

GRIMACING THROUGH 
DAILY DOSE OF 

BIOACTIVE FIBER

“FORCING MYSELF 
TO EAT PRUNES 

EVERY DAY”

https://www.tiktok.com/@wellnessbynaomi/video/7462784582539037983
https://www.tiktok.com/@pamicakess/video/7504364322739539230
https://www.tiktok.com/@fiberchina/video/7486670240969936158
https://www.tiktok.com/@hailsisfit/video/7481389752596319519
https://www.tiktok.com/@mochahontas04/video/7488884801475218718


Sugar is condemned by health experts and influencers as the 
villain of modern wellness.

the anti-sugar movement created a narrative 
that all sugar is bad for you

fear mongering tactics lead to a lot of anxiety
around what people can eat

SUGAR TRIGGERS 
INFLAMMATION

CEREAL FOR 
BREAKFAST = CRIME

FEEDING KIDS CEREAL 
IS “BORDERLINE 
NEGLIGENCE”

“I looked at every single cereal box in my grocery store 
one time. Not a single one had no added sugars. I just 
cut it out of my life. Haven’t had a box of cereal in 2 
years.” (Reddit)

9 GRAMS OF ADDED 
SUGAR IS 

CONSIDERED A LOT

NO SPACE FOR 
BALANCE OR 
MODERATION

SUGAR 
ALTERNATIVES ARE 

EQUALLY AS BAD

https://www.tiktok.com/@renuherbs/video/7468011907203534126
https://www.reddit.com/r/nutrition/comments/1ij7zo8/sugar_content_in_healthy_cereal_vs_unhealthy/
https://www.tiktok.com/@jacked.hugoeats/video/7513382948184427822
https://www.tiktok.com/@faissalrah/video/7491401194967993622
https://www.tiktok.com/@gabbituft/video/7440269805606800670
https://www.tiktok.com/@txm15_/video/7501997844367150358
https://www.tiktok.com/@cyraandco/video/7489884867354889474


The label ‘ultra-processed’ has morphed into a powerful symbol of 
people’s distrust and rebellion against ‘Big Food’.

fear-inducing 
chemicals and 

scientific terms
associating ultra-processed foods with trashusing colon cancer as 

a scare tactic

“processed foods were 
made by the cigarette 

industry”

“Ultra-processed baby food is one of the 
things that bothers me most in life. Why 
are we starting babies off on junk food 
and then surprised when they end up 
craving junk food for the rest of their lives.” 
(Reddit)

“...We know that diets higher in ultra processed foods are 
associated with some worse health outcomes but we can’t 

really say why with any confidence.” (Reddit)

https://www.tiktok.com/@lindseyjayn/video/7453216338782342405
https://www.tiktok.com/@drpompa/video/7466494396729511199
https://www.tiktok.com/@lexieherod/video/7427966191496350994
https://www.tiktok.com/@leanhealthygenerous/video/7522214508778016031
https://www.tiktok.com/@gubbahomestead1/video/7399324296637615391
https://www.reddit.com/r/ScienceBasedParenting/comments/1jcvof5/ultraprocessed_babies_are_toddler_snacks_one_of/
https://www.reddit.com/r/ultraprocessedfood/comments/1dw60rb/are_we_being_too_anti_upf/


SECTION SUMMARY & IMPLICATIONS:

Not every ingredient needs a defense – just a role in people’s health journey.

FIBER IS BUBBLING UP IN 
CONVERSATION, BUT THEY 

DON’T KNOW HOW OR WHERE 
TO GET IT 

People are aware that fiber is 
important, but they don’t know 

how to fit it into 
their lifestyle.  

It’s not mission impossible. People 
have forgotten that cereal is a 
simple source of the fiber they 

need. 

THE SHAME ERA IS ENDING 
SUGAR JUST NEEDS CONTEXT

People know sugar’s not great but 
they also know life is messy.

If we acknowledge that reality, we 
can give them permission to enjoy 

cereal without guilt.

DON’T DODGE 
“ULTRA-PROCESSED.”  DISARM IT 

WITH HONESTY

Most people can’t actually define 
“ultra-processed” they’re reacting 

to the vibe, not the science.

The more brands dance around the 
term, the more power it gains.  

Consumers are demanding honesty 
not perfection. 
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Brands 
breaking 
through in the 
health space

Culture
Consumer

Competitors
Cohorts



There are so many brands we could have looked 
into that are winning in the health conversation.

AG1 supergreens owns the conversation 
about high-performance living, and gut 
health as the foundations of self care. 

OLIPOP reinvents soda with fiber-rich 
prebiotic pop to take on the
 gut-wellness conversation. 

Daily Harvest set out to deliver 
plant-based frozen meals to fuel busy 

lives with nutritious convenience.

KIND bars champion label transparency, 
real-ingredient snacking – blending 

nutrition with mindful simplicity. 

Hu is a bold brand that’s sparked an  
anti-processed, paleo and vegan, 

chocolate and snacks craze. 

Three Wishes offers allergen-free, 
protein-packed cereal empowering 

modern, ingredient-conscious families.

Oatly provides plant-based oat milk, 
fueling debates on dairy alternatives 

and sustainability.

Sakara offers plant-based meal 
delivery blending luxury wellness

 with nourishment. 

ALOHA delivers clean, plant-based protein 
bars fueling active,
 mindful lifestyles. 

Moon Juice offers adaptogenic herbal 
powders and snacks for holistic, 

stress-hacking wellness. 

Forager Project creates organic, dairy-free 
cashewmilk products rooted in 

plant-based sustainability. 

LesserEvil produces mindful snacks – 
organic, low-guilt treats promoting

 joyful wellness. 



Our Criteria

This mix of brands is facing and 
responding to the same cultural 
pressures Kellogg’s is up against

Each one offers a smart example of how to show 
up with clarity and confidence in a world where 
health is personal, food is emotional, and every 
message is under scrutiny. 

● Operate in or adjacent to food and wellness
● Speak to health without over-promising
● Position themselves as credible without 

sounding clinical
● Stay consistent
● Create emotionally resonate messaging
● Have built trust with their audience



Magic Spoon wins by turning childhood 
nostalgia into a badge of adult wellness.  

Flexing high-protein, zero-sugar 
credibility.

They  thrive by keeping content casual, 
fun, and platform-native making healthy 

cereal feel right at home in your feed.

And rather than force the message, 
they fuel it through micro and 

mid-tier fitness, lifestyle, and family 
creators who taste, react, and riff in 

real time.

Add in behind-the-scenes humor, 
factory tours, and flavor dev diaries, 

and you get a brand that’s transparent, 
community-driven, and surprisingly 

human.

Magic Spoon wins by making health feel fun turning macro talk, 
nostalgia, and real reviews into snackable, scroll-stopping content.

https://www.tiktok.com/t/ZPHbWpkGbTWMa-uIvdg/
https://www.tiktok.com/t/ZPHbWsQJtHv8X-Gekaf/
https://www.sfgate.com/shopping/article/Magic-Spoon-Cereal-review-16938316.php?utm_source=chatgpt.com
https://www.tiktok.com/t/ZPHbWpkGbTWMa-uIvdg/
https://www.tiktok.com/t/ZPHbWpkGbTWMa-uIvdg/
https://www.tiktok.com/t/ZPHbW7RaNvwmK-fj3NY/
https://www.tiktok.com/t/ZPHb7JPVcTkwq-y9BLB/
https://www.tiktok.com/t/ZPHb7JPVcTkwq-y9BLB/


Cereal doesn’t have to hide 
it just has to evolve. 

Magic Spoon shows that modern 
consumers will embrace cereal again 
if it meets their functional needs and 
feels culturally current.

Relevance is not about reinvention it's 
about reframing. Magic Spoon didn’t 
create a new category; it told a new 
story about cereal.

Health framing can be bold and fun no 
need to get clinical. Magic Spoon 
succeeds by treating health as fun 
empowering, not restrictive.

Kellogg’s can modernize tone, structure, 
and form without losing its roots 
especially with brands like Special K or a 
new platform around fiber or protein.



For Chobani it starts with a real story and 
clean ingredients  told in a warm, 

community-first voice.

Even when health debates spark online, 
Chobani stays grounded  leading with 

balance, not noise.

They turn fans into storytellers, 
showing up through real routines, 

creators, and IRL sampling.

But what sets them apart? Purpose. 
Chobani makes health about access, 

equity, and impact at scale.

Chobani proves that trust is earned through consistency, 
community, and a purpose bigger than the product.

https://www.instagram.com/reel/DJuLjD0Orop/?igsh=MTU0N2h4ZXloZjQxdQ==
https://coolnerdsmarketing.com/chobanis-disruptive-marketing-rewriting-the-yogurt-story/?utm_source=chatgpt.com
https://www.instagram.com/reel/DHbQygnMvad/?igsh=OW1wMmMwaW0ybnB2
https://www.reuters.com/legal/litigation/chobani-beats-class-action-over-zero-sugar-label-2025-05-29/?utm_source=chatgpt.com
https://www.instagram.com/reel/DLp-_2DOiTz/?igsh=MW81bnFnbHVqMjNmeg==
https://www.instagram.com/p/DFWHnSyOnzl/
https://www.instagram.com/p/DFWHnSyOnzl/
https://www.instagram.com/p/DFWHnSyOnzl/


Credibility doesn’t have to be 
loud. Consistency builds trust.

Chobani has built deep trust not just 
through health benefits, but through a 
mission-driven story access, 
sustainability, and food equity.

A steady, grounded voice that 
consistently ties product to purpose 
from clean ingredients to food access 
and social responsibility.

Trust is built through alignment: what 
they say, what they show, and what they 
sell all match.

Social content centers real people 
farmers, employees, families instead of 
influencers or celebrities.



Impossible owns the narrative  calling out anti-science 
critics and refusing to hide its GM tech, instead backing it 

with full FDA transparency.

They don’t silence the skeptics they 
turn them into content, using doubt as 

a springboard to deepen trust.

They don’t sugarcoat  every 
message is bold, strategic, and 

unapologetically clear about what 
they stand for.

Proof-driven, but with punch they 
show you the science and make 

you feel something.

Impossible thrives on boldness, controversy, and clarity of mission.
They address skepticism head-on, lead with science, and add edge

https://www.tiktok.com/t/ZPHbSKFhNNeVn-2SQ7T/
https://newsroom.haas.berkeley.edu/impossible-foods-ceo-peter-mcguinness-on-persistence-over-resistance-and-the-future-of-plant-based-foods/?utm_source=chatgpt.com
https://www.tiktok.com/t/ZPHbAJjF696G1-exrX3/
https://www.tiktok.com/t/ZPHbAe9h8B82r-G7koW/


You don’t need to be liked by 
everyone you need to be
trusted by someone.

Impossible proves that purposeful 
food brands can be bold, even 
polarizing, and still grow as long as the 
science, mission, and voice align.

Impossible leans directly into 
controversy  and uses it as content.

Critics? They post about them. 
Skeptics? They answer them with 
confidence (and a little wit).

Their social presence doesn’t try to be 
“nice”  it’s confident, clever, and 
purpose-driven.

They walk the line between science and 
swagger while still being transparent.



Fairlife earns trust by keeping it simple  
leading with clear benefits like high protein 
and low sugar, without the over-explaining.

Its voice feels natural on social, speaking 
the language of modern wellness giving 

out tasty recipes and partnering with 
influencers in the space without 

sounding like a pitch.

Consumers validate the product 
themselves, sharing everyday 
rituals  from smoothies to gym 

preps  where Fairlife fits right in.

It’s not trying to be flashy  just a 
quiet staple in the health routines 

of people who want results 
without the noise.

Fairlife wins by being benefit-first and integrated into real routines. 
No fluff  just clear, repeatable usage.

https://www.tiktok.com/t/ZPHbA8Xdkts9p-cYdgt/
https://www.instagram.com/reel/DJ_zQmAOWLt/?igsh=MWFkYmpkczYzenZlNg==
https://www.instagram.com/reel/DJ_zQmAOWLt/?igsh=MWFkYmpkczYzenZlNg==
https://www.instagram.com/reel/DJ_zQmAOWLt/?igsh=MWFkYmpkczYzenZlNg==
https://www.instagram.com/reel/DJ_zQmAOWLt/?igsh=MWFkYmpkczYzenZlNg==
https://www.tiktok.com/t/ZPHbA8Xdkts9p-cYdgt/
https://www.instagram.com/p/DKsa5JsR0jK/
https://www.instagram.com/p/DKsa5JsR0jK/
https://www.instagram.com/p/DKsa5JsR0jK/
https://www.instagram.com/p/DKsa5JsR0jK/


Make it make sense 
and they’ll make it a habit.

Consumers want food that earns a 
place in their routine, not just their 
pantry. The clearer the benefit, the 
easier it is to be remembered and 
repeated. Cereal can live here again, 
if positioned for how people actually 
live.

Fairlife shows up with simplicity, 
benefit-first clarity, and a social-native 
language high-protein, low sugar it 
doesn’t over-explain, it just delivers.

Most of its organic social mentions 
come from users incorporating it into 
real wellness routines: smoothies, 
coffee, gym prep, etc.

Has earned a space in the “daily system” 
of health-seekers not flashy, but 
dependable.



The Farmer’s Dog doesn’t just market meals  it 
tells emotionally charged stories that stick.

From heartfelt before-and-afters to 
grief-filled tributes, its content taps into 
the deep bond between people and their 

pets.

Every testimonial feels personal, 
building trust not through claims, 

but connection.

Transparency seals it — with 
visible ingredients, process 

walkthroughs, and a clear reason 
for being, they make doing the 

right thing feel easy.

They lead with emotion, trust, and values. They sell not just food, 
but the feeling of being a better pet parent.

https://www.tiktok.com/t/ZPHbAMdE6MUv1-5Ofes/
https://www.tiktok.com/t/ZPHbA63YvMtAn-aKWE5/
https://www.tiktok.com/t/ZPHbAMYQwCd15-diRSJ/
https://www.tiktok.com/t/ZPHbAAaqYa7AT-mTIUR/


Because taking care of them 
starts with you.

People want more than nutrients they 
want to know their decisions reflect 
care, protection, and intention. The 
emotional unlock is this: “This helps 
me take care of me and mine.”

A masterclass in emotional storytelling.
They don’t sell food they sell love, 
longevity, and feeling like a good pet 
parent.

Their content is filled with before/after 
stories, real user testimonials, and even 
grief narratives high emotional stakes, 
delivered gently.

Trust is built through transparency: 
visible ingredients, process videos, clear 
“why we exist” messaging.



And since 1985 its credibility has 
been  backed by the Gatorade 

Sports Science Institute, 
translating  that research into 

routines through campaigns like 
“Prime, Perform, Recover.”

Gatorade frames hydration as 
essential to peak performance, not 
just recovery. Its authority comes 

from decades of sports science.

By positioning hydration as 
a performance tool, they 

directly linked Gatorade to 
endurance, recovery, and 

energy.

Trusted by athletes and 
transparent about sugar, 

Gatorade secures its place as 
the go-to fuel for those 

pushing their limits.

Gatorade makes hydration feel like performance fuel 
backed by science and trusted by athletes.

https://www.tiktok.com/t/ZPHbrgcAm62vm-Q45SL/
https://www.tiktok.com/t/ZPHbrGxpTLcmE-7No0A/
https://www.tiktok.com/t/ZPHbhNuPtLApC-tX3D3/
https://www.tiktok.com/t/ZPHbhYecT1bk5-iUvmV/


Expertise

Don’t run from legacy 
reclaim it with confidence.

 Gatorade is proof that even a 
decades-old brand can feel modern if 
it shows up where people are and 
speaks their language especially when 
backed by function and performance.

Gatorade doesn’t just sell hydration it 
sells human performance.

Its content blends science, sport, and 
culture: workouts, athlete routines, 
behind-the-scenes training moments.

Even when challenged on sugar or 
“legacy” status, it doubles down on its 
edge  never chasing approval.

Uses creators not as ads, but as real 
people living the brand.



SECTION SUMMARY & IMPLICATIONS:

The best health brand don’t chase everyone they’re trying to be trusted by 
someone.

CONFIDENCE > 
CAUTION

The brands winning today 
aren’t playing defense — 
they’re standing firm in 

what they offer and why. 
It’s time for Kellogg’s to 

own its role, not 
apologize for it.

TRUST IS EMOTIONAL, 
NOT INFORMATIONAL

Whether it’s about dogs, 
hydration, or protein — 
people trust brands that 

reflect their values, not just 
their macros.

PURPOSE, NOT 
PERFECTION CUTS 

THROUGH

You don’t need to be 
squeaky clean — you just 

need to stand for 
something and explain 

yourself clearly. 
Consumers will meet you 

halfway
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PEOPLE DON’T WANT 

POLISHED. THEY 
WANT PROOF.

The most trusted brands 
don’t oversell — they 
show real people, real 

routines, and real benefits.
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Technical 
Facts

Emotional
Resonance

Defensive/Over-Explaining

Confident/Conviction-Based

COMMUNICATION STYLE
Are brands explaining themselves to win 

approval — or communicating with clarity 
and conviction?

WHY PEOPLE TRUST THEM
Is trust built through technical claims

 or emotional resonance?

Whitespace Map
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A launchpad 
for creative 
inspiration 
and targeting 
our audience 

Culture
Consumer

Competitors
Cohorts



High Frequency Cereal Eaters

Cohort Approach /Foundations

Cereal HatersLower Frequency or Lapsed

FIber Cohorts

These people love cereal and 
keep on eating cereal.  We 
don’t have t them to celebrate 
their fandom of cereal and 
become part of their vibrant 
social conversation.

@itsnotthatcereal

These people are beyond our 
influence.  They have made 
their decision and will not be 
swayed.

Fiber is possibly our greatest opportunity and we 
want to dimensionalize many different 
messages/entry points.

These are the cohorts that we focused on during the audit. 

They will  touch on all reasons people are buying less often or 
on the fence about whether it should continue to be a part of 
their diet.

Cereal Eating Frequency 



High Frequency Cereal 
Eaters

Cohort Approach /Foundations

Cereal HatersLower Frequency or Lapsed

FIber Convo

Cereal Eating Frequency 

Protein Convo Ultra-Processed Convo Ingredient Anxious 
Convo

Motherhood Convo Healthy Snack Convo
Personal Health Journey 

Convo

COHORT

The Millennial Parent 
sneaking the “fun” 

cereal, but needing a 
health excuse to 
justify it in their 
crunchy home. 

25-30 Ingredient 
Hawks looking for 

the ingredients they 
can actually 
Pronounce 

Embracing balance 
over extremes, the 

Cereal Boomeranger 
is finally back to 

enjoying the cereals 
they grew up with

20-28 Food-Rebel 
who’s finally buying 

the “forbidden” cereal 
they weren’t allowed 

growing up

 The Sweet Treat 
Enthusiast Who’s 

Skipping Tiny Treats For 
Big, Satisfying Flavor 

Without The Guilt.

18-24 Fitness Newbies 
With High-Protein, 
High-Fiber Diets to 

Maximize Their Gains

20-25 The 
Eager-but-Clueless Fiber 

Seeker who knows they need 
more fiber, but isn’t sure how 
much or where to actually get 

it

The Run Clubber looking 
for light, energizing 

carbs to fuel their miles 
and hit that next PR.

The Gen Z Mental Health 
Manager using fiber to 
feel better because a 
healthy gut means a 

healthier mind.

“Oh Snap, I’m 50” Midlife 
Thrivers Zeroing In On 

Nutrients to Boost Their 
Health

Millennial Parents Trying 
to Close Nutrient Gaps For 

Their Picky Eaters

35–60 GLP-1 User 
reclaiming gut health with 
fiber bringing cereal back 

as of their new routine.

22-28 Aspiring “Health is 
Wealth” Girlies Looking to 

Heal Their Gut

18-30 PMS Goblins With 
A Bad Case of Bedrot in 

Desperate Need of a 
Sweet Treat

Kiddulting Gamers 
Looking for Snacks That 
Can Give Them a Health 

Boost

Zillennial DINK Partners 
Who Don’t Do The 

Cooking

30s Parents of Little 
Ones Who Need 

Something Quick And 
Easy to Cope With 
the Chaos at Home

Pregnant Women Who 
identified Craving 
Cereal As a Newly 

Experienced 
Pregnancy Symptom

25-35 Health-Minded 
Men Prioritizing Fiber 

and Gut Health For 
Their Families

22-35 Corporate Climbers 
Looking For a Nutritional 

Shortcut During Their 
Busy Work Days

https://www.tiktok.com/t/ZP8rkh9K8/


So, now what do we with all this heady 
stuff.



WHAT WE CAN’T STOP THINKING ABOUT
The cultural unlocks that could reshape how cereal shows up in the world next.

HEALTH ISN’T A MESSAGE. 
IT’S A MIRROR.

People don’t want to be told 
what’s healthy — they want to 
see themselves in it. Different 
people need different reasons 

to care.

WE DON’T NEED TO WIN 
THE WAR — WE NEED TO 

WIN BACK TRUST.

 The BS meter is at an all time 
high. Trust doesn’t come from 

perfection. It comes from 
proof, clarity, and showing up 

with conviction.

MODERN WELLNESS 
ISN’T POLISHED,
IT’S PERSONAL.

Health is no longer quiet or 
private. It’s a public, 

emotional, often messy 
journey — one that plays out 

online in real time.

FIBER IS THE MOMENT. 
IT NEEDS A CHAMPION. 

WHY NOT US?

Fiber is the next protein – 
but with a better story. 
No brand is leading the 

conversation with clarity or 
cultural weight.

People don’t buy ‘healthy’, 
they buy what health feels 
like. That means modular 

messaging that meets them 
where they are — not where 
the brand wants them to be.

Folks aren’t looking for 
perfect. They’re looking for 

honest. We need to lead with 
transparency – not spin or 

‘healthwashing’. If trust is the 
new metric, clarity is our most 

valuable currency. 

Today, health is lived out loud, 
so our creative can’t play it 

safe. People trust brands that 
leave space for people to see 

themselves in the journey. 

Kellogg’s has the product, the 
legacy, and the scale to own 

this space. But we’re not 
selling ingredients in our 

work– we’re selling relevance 
and ritual.  

IMPLICATIONS



PRELIMINARY THOUGHTS: OVERALL PLAN STRUCTURE
These audit findings aren’t just thoughts — they’re the sparks behind a bold, social-first go-to-market plan

 designed to reconnect Kellogg’s brands with the people rewriting the rules of health.

Part 1: Counter Conversation - “Health Fit” Part 2: Leadership Narrative - “Fiber Forward” 

Goal: Address skeptics and nuanced health seekers who 
have specific needs (low sugar, clean ingredients, protein).

Execution: A modular, social-first storytelling framework 
that helps people navigate the portfolio to find what’s right 
for them.

Role: Normalize the idea that cereal can play a positive 
role when matched to your lifestyle or needs.

Approach: Empathetic, empowering, non-defensive.

Goal: Reframe cereal as a health ally by building 
excitement around the benefits of fiber.

Execution: A focused, campaign-worthy push around fiber 
— supported by a hero product (Raisin Bran, All-Bran, or 
we can explore others).

Role: Cut through the noise of fad nutrients and food fear 
with a grounded, powerful truth: fiber is essential — and 
cereal can deliver it better than most.

Approach: Upbeat, accessible science, real-life benefits 
(gut health, fullness, longevity).



Next steps

Project Kick Off Health Deep Dive Audit Share Out GTM Strategy

Led by VM. A clear 
strategy and 
tactical plan on 
how to execute 
against the defined 
opportunity areas. 

Request for in-person 
meeting! 90 minutes

TUES, 6/17 TUES, 6/24 WED, 7/23 MON, 8/4

Specific next steps and 
execution logistics to 
be determined based 
on GTM plan 


