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Our mission at General Mills
is Nourishing Lives.
®

To truly live that mission means going farr beyond achieving
ﬁnancial success.
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It means nourishing people by adding whole grains, ﬁber
and otherr nutrients to ourr foods while maintaining great taste.
Ourr Big G cereals (like Cheerioss and Wheaties)
s now provide
more than 10 percent off the estimated whole grain consumed
in the United States, forr example.
It means nourishing communities by striving to make a
difference – through programs like Boxx Topss forr Education to
raise money forr schools and Save Lidss to Save Lives to help
fund ways to promote breast cancerr awareness and research.
As part off that effort, we continue to contribute about 5 percent
off ourr pretaxx proﬁts to philanthropic and charitable causes.
And it means nourishing the future by curbing energy
consumption and taking otherr steps to minimize ourr environmental footprint – by sourcing various foods grown through
sustainable farming practices, packaging them in an eco-friendly
manner, and transporting them efﬁciently to save fuel.
General Mills’ goal is to be among the most socially responsible
food companies in the world. We’re continually working to
improve. To guide ourr efforts, we’ve set a numberr off speciﬁc
targets forr bettering the nutritional proﬁle off ourr foods, and
addressing social and environmental challenges.

RECOGNITION FOR OUR EFFORTS
• General Mills was named in the
top 10 of Corporate Responsibility
magazine’s “100 Best Corporate
Citizens” for the third year in a
row. Our company was No. 3 in
2010 and No. 2 in 2009.
• The Reputation Institute ranked
us as the fourth most respected
company in the United States.

• The Ethisphere Institute, a
New York-based ethics think
tank, named General Mills one
of the “world’s most ethical
companies.”
• Fortune included us in its list
of the top 50 “most admired”
companies in the world.

To see our full Corporate Social Responsibility report, go to
GeneralMills.com/responsibility.

Promoting good health

We help people live healthier lives by providing nutritious, affordable
foods that taste great and resources that promote good eating habits.

Nutrition-enriched foods
aggressively improved the health proﬁle of
our products for years – by adding whole grains
and ﬁber, trimming ingredients like sodium, and
formulating healthy new products. About halff of
our U.S. retail sales volume was made up off products
that have been nutritionally improved since 2005.

Our Big G cereals now
deliver about 10 percent
of the estimated whole
grain consumed in the
United States.

This past year, for example, we reduced the sodium by 10 percent in
our entire line of Chexx snackk mixes. We also cut fat levels by 10 percent
or more in four Grands! refrigerated biscuit products.
And in response to studies showing that most children and adults don’t
get enough vitamin D, we’ve boosted vitamin D levels in many off our
cereals and Yoplaitt yogurts (including Go-Gurt).
t

Moving forward, General Mills will:

1

Reduce to single-digit grams off sugar per serving any cereal
advertised to children under 12.

2

Trim the sodium by 20 percent, on average, in more than
400 off our products by 2015 – everything from canned
vegetables to frozen pizza.

RAISING THE
HEALTH BAR
In all, more than
500 current General
Mills products have
been reformulated,
slimmed down with
fewer calories,
fortiﬁed or otherwise
improved in some way
to meet our health
metric standards.
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DELIVERING
WHOLE GRAINS
Very few Americans –
roughly 1 in 10 – get
the daily recommended
minimum of whole grains,
but we’re doing our part
to change that. Our Big G
cereals deliver almost
35 million whole grain
servings per day. Each
contains at least 8 grams
of whole grain per serving.

Promoting good health

Help for WIC families
Providing information on cooking, nutrition and healthy ingredients is
one way we strive to help people eat better. We’re helping 9 million
low-income kids, moms and moms-to-be who participate in the federal
Women, Infants and Children (WIC) nutrition program. Our website
EatBetterEarly.com was created to help WIC moms plan nutritious meals.

GREAT-TASTING,
LOW-CALORIE DESSERT
Yoplait Delights Parfait, with only
100 calories per serving, is just
one of the low-calorie products
we introduced in 2009.

The site serves up cooking advice and nutritious recipes – foods that
kids and families will actually eat, such as a recipe for fruit and nut bars
that has raisins, apricots, peanut butter, sunﬂower seeds and Cheerios.
Each recipe contains at least one WIC-eligible food item and is available
in English and Spanish.

AFFORDABLE NUTRITION
For nutritious foods to make
a real difference in people’s
lives, they also have to taste
good and be affordable.

PRICE PER SERVING

Healthy, delicious dishes

26 cents

EatBetterAmerica.com is another way we spread the word on healthy
eating. Researchers from the General Mills Bell Institute off Health and
Nutrition and chefs from the Betty Crocker Kitchens collaborate to create
“healthiﬁed” versions off classic recipes. Eat Better America’s apple crisp,
for example, has 50 percent less fat, 33 percent more ﬁber and 29 percent
fewer calories than the original recipe. Today 700,000 Americans visit the
website, on average, each month.

Since 2007, we’ve reduced the sugar
in10 of our Big G kid cereals by an
average of 13 percent.
2

54 cents

35 cents

$1.13

Promoting good health

Easier-to-understand food labels
We’re continuing to improve ingredient
labels. Labels on hundreds off our
products have become shorter and easier
to read thanks to a comprehensive effort
to simplify wording and ﬁnd consumerfriendly alternatives to ingredients with
complexx names. On average, the new
labels have 15 percent fewer words. As
part off this effort, we’ve also reformulated
many off our products to remove
unnecessary ingredients.

ADVANCING FITNESS
Since 2002, the General Mills
Foundation has allocated
more than $19.5 million to
nonproﬁt organizations that
have helped over 4.8 million
kids lead more active lives.
One such organization is Girls
in the Game, a Chicago-based
nonproﬁt that promotes
sports, nutrition and leadership
development for girls.

Help for gluten-free consumers
Mills has
also added the words
“Gluten Free” in
bold type on the
labels off more than
250 products. We
offer a range of
gluten-free snacks,
cereals, soups and other foods for people who suffer from celiac
disease, which is triggered by eating gluten. In addition, we’ve created
an e-mail newsletter and a website – LiveGlutenFreely.com
– as an everyday resource for people who want to avoid
gluten in their diets.

T
TM

General Mills’ Rice Chexx was the ﬁrst mainstream glutenfree cereal in the U.S.

REMOVING MSG, rBST
We’ve removed the ﬂavor enhancer
MSG from Progresso soups. And
Yoplait is now the ﬁrst leading brand
of yogurt to use milk 100 percent
certiﬁed from cows not treated
with the hormone rBST.

“General Mills has
developed a very good
program. For a person
with celiac disease to be
able to go into a regular
store and buy Chex or
a Betty Crocker cake as
they have done all of
their lives – it provides
comfort to the consumer
like nothing else can.”
MARY SCHLUCKEBIER, EXECUTIVE DIRECTOR,
CELIAC SPRUE ASSOCIATION
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Building strong communities

We want to help people and contribute to strong, healthy communities.
That’s why since 2000, General Mills has donated about 5 percent of
its pretax proﬁts to a wide variety of causes.
GENERAL MILLS FISCAL 2010 GIVING SUMMARY (USD)

Total giving: $100 MILLION
About 5 percent of pretax proﬁts
Foundation Grants
Corporate Contributions/
Brand Philanthropy

$22.4 million

$59.4 million
Product Donations

$18.2 million

Volunteering in
the community
We encourage our employees to volunteer, and year
after year they answer the
call in large numbers. Our
combination off volunteers
and ﬁnancial support has
produced results for both
the company and
our communities.

Helping feed the hungry
As a company that feeds people, one off our top community-building
causes is the ﬁght against hunger. During ﬁscal 2010, General Mills
donated more than $18.2 million in food products through Feeding
America, the largest hunger relieff organization in the United States. We
rankk among the top 10 contributors off food to Feeding America.
General Mills has partnered with Feeding America for more than 30 years,
and we continue to lookk for opportunities to increase our donations. One
General Mills team, for example, worked to develop ways to donate more
food that was nearing its best-if-used-by dates. Initial tests off that project
have increased donations to food shelves in four states – and saved
2 million pounds off food from being destroyed.

POUND FOR POUND CHALLENGE
General Mills donated more than $350,000 in
groceries to match the pounds of weight that
people pledged to lose as part of NBC television’s “The Biggest Loser” program. For every
pound people pledged to lose, General Mills
donated the equivalent of a pound of groceries.
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About 82 percent of our
U.S. employees donate
their time, energy and
expertise, many of
them at organizations
we support ﬁnancially.

Building strong communities

Support for education

WORKPLACE HONORS

Mills supports many programs that help kids. One such program
is Boxx Topss forr Education, which ﬁlls gaps in school budgets by funding
essential items like computers, books, supplies and uniforms.
Since it was launched in 1996, the program has earned
$320 million to support K-8 education. More than
69,000 schools participated during the 2008–2009 school
year, redeeming $50.6 million in Box Tops coupons –
an increase off 19 percent over the previous school year.
In a recent PR Weekk survey off cause-marketing campaigns, Boxx Topss for
Education and Yoplait Save Lidss to Save Livess ﬁnished ﬁrst and second.

Among the many honors our
company received in 2009:
• 100 Best Companies to Work
For (No. 90), Fortune
• 100 Best Companies for
Working Mothers,
Working Mother
• Best Places to Launch a Career
(No. 12), Business Week
• Top Companies for Executive
Women, National Association
for Female Executives

Since 2002, Cheerios
has given away more
than 50 million books.

Books for kids
For the eighth consecutive year, Cheerioss is providing
children with books through its Spoonfulss off Storiess program.
Five different titles for kids aged 3 to 8 were featured on
Cheerioss boxes. Since
2002, Cheerioss has
given away more than
50 million books.
Cheerios also donates to First Book,
an award-winning children’s literacy
nonproﬁt organization that gives kids
from low-income families the chance to
own their ﬁrst new books. With support
from Cheerios, First Bookk is giving a
year’s worth off books to every child
participating in 50 reading programs
across the U.S.

“Cheerios’ support
means we can deliver
even more books to
kids, many of whom
don’t have a single
book to call their own.”
KYLE ZIMMER, PRESIDENT, FIRST BOOK
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Building strong communities

Promoting breast cancer awareness
General Mills is a longtime partner in the ﬁght against breast cancer, which
one in eight women in the United States will develop in her lifetime. Yoplait
contributes up to $1.5 million each year to the Susan G. Komen for the Cure
Foundation through its Save Lidss to Save
Livess promotion. Since 1998, Yoplait has
donated more than $25 million to the cause.
We also ﬁght breast cancer
through Pinkk Together, a
multifaceted campaign that
features MySpace and
Facebookk sites in support of
those affected by breast cancer,
as well as special packaging on an assortment off General Mills brands.

DISASTER RELIEF IN HAITI
Following the January 2010
earthquake in Haiti, General Mills
and our employees and retirees
donated more than $400,000
to help with the recovery and
relief efforts.

Empowering Africa
Our philanthropic efforts in Africa continue
to expand through programs like Join My Village. More than 5,000 people
have become members off this online initiative to empower women and
girls in Malawi. The program funds scholarships, savings-and-loan initiatives,
building homes for teachers and
other efforts to breakk the cycle
off poverty in one off the poorest
regions off the world.
We’re lending our technical
expertise as well. Over the past
two years, more than 300 General
Mills researchers and scientists
have logged over 20,000
volunteer hours to help solve
technical issues at several African
food processing facilities.

More than 300 General Mills researchers and scientists have
logged over 20,000 volunteer hours to help solve technical
issues at several African food processing facilities.
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SUPPORT FOR THE
UNITED WAY
For the 11th
consecutive
year, in
2009, General Mills was the
leading contributor to the
United Way in the Twin Cities
of Minneapolis and St. Paul,
where our headquarters is
located. Throughout the
United States and Canada,
we raised $12.6 million for
the United Way.

Protecting the environment

General Mills is committed to protecting natural resources by
examining every aspect of our operations – from agriculture to global
transportation – for opportunities to reduce our environmental impact.

Alternative energy
We harness the power of alternative energy
sources like the sun, the wind – and oat hulls.

THINK GLOBALLY,
SOURCE LOCALLY

The hulls, which are left over from the milling
process when we make Cheerios and other foods, have 80 percent of the
energy value of coal. We’re installing a biomass burner at our oat-milling
facility in Fridley, Minn., that will burn them to produce nearly all of the
steam needed to heat the plant and make oat ﬂour.

Our Häagen-Dazs facility
in Arras, France, sources all
of its milk and cream, and
80 percent of its sugar,
within 18 miles of the plant.

Advancing conservation
Renewable energy powers other General Mills facilities around the world,
such as our plant in San Adrian, Spain. All of its electricity – and a third
of its overall energy – now comes from wind power after the plant switched
to an electricity provider that uses only natural and renewable sources
of energy.
But that is just the latest of
many steps down the greener
road for this facility. Solar panels
are going up on the roof,
producing 1.5 million kilowatt
hours of electricity.
The rate of water consumption
is also going down – by
58 percent over the last ﬁve
years, thanks in part to the installation of automatic devices to enable
recycling of used water for nonproduction areas.
And the rate of waste sent to landﬁlls is down 67 percent over the same
period because of an improved factory recycling system that makes use
of easy-to-spot colored containers.

Switching to renewable power cut carbon dioxide emissions at
our San Adrian plant by more than 6,000 tons.
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“The entire team at
San Adrian has dedicated itself to saving
money while saving
the earth. It’s been
incredible to see what
can be achieved
through single-minded
dedication to an ideal.”
JOHN ROSZBACH, PLANT MANAGER,
SAN ADRIAN, SPAIN

Protecting the environment

Sustainable farming practices
As a food company,
promoting sustainable
agriculture is at the root of
our environmental effort.
We workk with farmers to
produce high-quality food
while minimizing our impact
on water, soil and air. We
currently have a program in
place, for example, to reduce
water use in broccoli acreage
by 50 percent through drip
irrigation technology.
And our history off promoting sustainable agriculture – through brands like
Green Giant – dates backk more than 50 years. Between 1980 and 2007,
for example, enhancements to our sweet corn helped reduce insecticide
usage by 80 percent. In addition, yields have doubled over the past
35 years, meaning we can grow twice as much sweet corn on the same
amount off land.

FUEL CONSERVATION
We’ve moved to a computerbased transportation system
that helps ensure we make
the most of every mile we’re
on the highway. The system’s
mapping capabilities enable
us to load more product onto
each truck, saving millions of
gallons of fuel. We are now
transporting 26 percent more
cases of product per gallon of
fuel than we were before the
new system was put in place.

Eco-friendly packaging
General Mills ﬁrst began using recycled
materials backk in the 1930s, and today
we’re among the largest users off postconsumer recycled paper packaging.
Our cereal boxes are made from
100 percent recycled paperboard.
We regularly roll out new packaging that
is both consumer friendly and better for the
environment. Bettyy Crocker Warm Delights
desserts, for example, now feature new bowls
that contain 40 percent less plastic, perform
better in the microwave and cost less to make
– a win for the environment, for the consumer
and for General Mills.

General Mills ﬁrst began using recycled materials back in
the 1930s, and today we’re among the largest users of postconsumer recycled paper packaging.
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ORGANIC LEADER
General Mills is one of the top
marketers of branded organic
products in
the United
States, with
leading
positions
in several major organic food
categories. Through Cascadian
Farm, we also are a founding
member of the board that sets
the standards for certiﬁed
organic food production.

Protecting the environment

Trimming resource use
REDUCING WASTE
We’ve set global ﬁve-year goals for our manufacturing operations
and are making progress toward achieving them – as shown on the
accompanying chart.

Metric

Reduction rate goals
for FY2010*

Actual reductions
through FY2009

Solid Waste Generation

15 percent

24.5 percent

Water Usage

5 percent**

2.2 percent*†

Energy Consumption

15 percent

2.4 percent

Greenhouse Gas Emission

15 percent

2.3 percent

*Waste, energy, greenhouse gas and water reductions are normalized per metric ton off product.
**Water has an FY2011 goal off 5 percent, using FY2006 baseline data.
†The water rate reduction would have been 4.7 percent except for increased use at one facility
that began in FY2009.

One reason we’ve
been successful in
reducing our solid
waste generation rate by nearly
25 percent is the companywide
commitment to trim costs
and reinvest those savings to
grow our business. Internally,
the effort is known as Holistic
Margin Management (HMM).
HMM has contributed millions of
dollars to the company’s bottom
line over the past ﬁve years –
and, in many cases, also resulted
in environmental improvements.

• The plants that produce our Big G cereals – our largest business in the
U.S. – reduced their energy consumption rate by 7.4 percent through
the end off ﬁscal 2009.
• The plants that produce our Pillsburyy products reduced their energy
consumption rate by 18.4 percent through the end off ﬁscal 2009.
• The plants that produce our Yoplaitt products reduced their energy
consumption rate by 13 percent through the end off ﬁscal 2009.

Saving and preserving water
In Murfreesboro, Tenn., treated process wastewater from our plant is
now being used to water a nearby golff course – and will save more than
$300,000 in annual sewer fees in the process.
In the summer off 2009, treated process
wastewater from the plant was diverted
from the municipal sewer system to the
Indian Hills Golff Course to water the grass.
The partnership with the local golff course
marked the ﬁrst time in Tennessee history
that a business has offered a treated
wastewater stream for public reuse.
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NATURAL FARMING
In California’s Central Valley,
you can pick out the tomato
farms that grow for Muir Glen
– they’re the ones with kestrels
soaring in circles overhead,
working guard duty over
the tomatoes.
Kestrels are small falcons
that feed on many natural
enemies of tomatoes. Most
tomato farmers who grow
for Muir Glen ring their ﬁelds
with nesting boxes and raptor
perches for kestrels and other
birds of prey such as owls.

Nourishing Lives

®

For a more comprehensive overview of our commitment to stand among the most socially
responsible food companies in the world, see our full Corporate Social Responsibility
report online at GeneralMills.com/responsibility.

Number One General Mills Boulevard
Minneapolis, MN 55426
GeneralMills.com
©2010 General Mills

Printed on recycled paper.

