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Case Study: Kashi

When Kashi started, there Mission and vision were to "Nourish People and the Planet with Progressive Nutrition."  Additionally, there vision and mission statement further stated that they did not only value the food they made, but the ways they made their food minding the sustainable and ethical farming practices. Kashi initially believed in the creation of foods with the health of the people and planet in their mind and being passionate in the provision of a progressive and holistic nutrition approach.

Decisions were initiated by the company about its suppliers, rolling out products and their pricing involved use of a team of two to three people. The decision that was made enabled the business to become authentic as well as very fast. The business launched more than 15 products in about 12 months with most of them became hit products. At this time, Kashi began to make an impact through the decisions that it took. After the acquisition by Kellogg, they carefully placed young people in the positions of management, and therefore the larger company became Kashi rather than becoming Kellogg. Additionally, in efforts to reinforce the hands-off policy, Kashi was allowed to operate from La Jolla rather than moving to the headquarters of Kellogg in Michigan. The supply of the resources by Kellogg continued, and this helped Kashi grow but still maintaining the hands-off policy. 

It wasn't easy to maintain the impact that Kashi had created since Kellogg stopped to give Kashi the freedom that is required to operate independently. The autonomy of Kashi was reduced through forcing of Kellogg's complicated processes on a smaller company. By doing this, it became problematic for Kashi to work at the same pace with competitors and reduced it's the understanding ability of the customer requirements. Kashi began operating as a brand of Kellogg and expanded significantly into the products, channels and the markets that were traditionally meant for Kellogg. Besides, the company started incorporating non-organic ingredients similar to GMOs, and resultantly lost the customer trust of the initial Kashi base and the channels of marketing. 

In response to the issues about marketing by Kashi, Kellogg tried to repair the Kashi brand and as well be able to recapture the former market position of the company in the organic products as well as non-GMO products too. Furthermore, the decision to take Kashi back to California started showing a turnaround effort in 2014. The relocation of Kashi and the attempt to rehire lost Kashi employees and this required Kellogg to invest in Kashi, and there was a need to grant the company its real autonomy. 

Ethically, Kellogg could not have denied the allegations about the genetically modified organisms in their products. They could have accepted without further ado and if need be, explain to the consumers that their products are no longer natural but organic. The denial of the products being organic was ethically wrong, and their acceptance after further investigations could have been done earlier than that. The ultimate of Kellogg to accept that their products had shifted to organic was enough so that consumers knew what they were consuming from the company.
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