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Summary 

As American children prepared to head back to school in Fall 2017, Kellogg’s “ooey, 
chewy, snap-crackle-pop-illy” Rice Krispies Treats found itself losing significant 
ground to other lunchtime snacks as brand awareness and consideration figures 
continued to fall. 

To reverse this trend, Kellogg’s and its partners set off to find some new way to 
make a strong connection with parents. Using Google Tools, the Leo Burnett team 
uncovered an opportunity in the search behaviors of moms and dads preparing 
their children for another year of school. What the team found, when analyzing 
trillions of Google.com search queries, was a clear linkage existed between “school 
snacks” and “lunchbox notes”. 

Kellogg’s capitalized on the opportunity by designing packaging for Rice Krispies 
Treats that provided parents with a heart-shaped empty space to write notes to 
their children. In effect, the Treat was turned into a lunchbox note itself. To get the 
message out, Leo Burnett created a beautiful campaign named “So Much To Love” 
that elegantly captured the anxiety, excitement, and love wrapped up in the Back-
To-School season. 

The campaign drove tremendous media success, significantly raising Kellogg’s 
brand metrics and driving strong search activity. 

The irrefutable consumer insight: Love & support are the most important back 
to school items a parent can provide their children. 

 



Marketing Challenge 

In the Fall of 2017, more than 60 million children made their way back to 
elementary and high schools in the United States. Anticipation, excitement, and 
more than a small amount of anxiety stirred in these kids as they prepared to trade 
the lazy days of summer passed with friends, siblings, and parents for the mornings 
and afternoons spent away from home. The mass migration of children also 
produced a level of purchasing estimated to reach $29.5 billion on supplies, 
clothing, backpacks, lunch boxes and snacks. Brands rushed to gain some portion 
of this spend as the market quickly became saturated with “low price guarantees” 
and slick, image-conscience apparel campaigns. 

The satisfying and distinct Kellogg’s Rice Krispies Treat -- which their parents (and 
their parents’ parents) would have made for them by hand but was now available 
as neatly packaged individually -- held great nostalgic value for the moms and dads 
preparing their children for another school year adventure. Treats enjoyed a unique 
spot between unhealthful indulgences (like candy bars) and dull healthy snacks 
(like vegetables). Yet Kellogg’s “ooey, chewy, snap-crackle-pop-illy” Rice Krispies 
Treats was losing significant ground to other lunchtime snacks as awareness and 
consideration figures fell year after year. Treats had become more of an impulse 
purchase, and less of a staple in the household. 

In the frenzy of advertising and promotions that surrounded the Back-To-School 
season, Kellogg’s hoped to find some way to connect with parents emotionally and 
drive consideration for their Rice Krispies Treats. 

 

Methodology 

The search for an emotional connection between Rice Krispies Treats and Back-To-
School began with Google searches. As the world’s largest database of consumer 
intent, where billions of queries are conducted every day, Google.com search 
activity offers rare insight into what holds consumers’ interest, what they are 
motivated to understand, and how topics are connected in their minds. 

To find topic areas that moms and dads associated with Back-To-School, the Leo 
Burnett Team investigated 13 years worth of consumer searches that numbered in 
the trillions using a proprietary tool called Google Correlate (a public version of the 
tool can be viewed here: https://www.google.com/trends/correlate). 

Google Correlate finds search patterns which correspond with real-world trends. 
Analysts enter a keyword or phrase into Google Correlate and get back queries 
whose search frequency follows a similar pattern on Google.com. Google computes 
the Pearson Correlation Coefficient (r) between the entered search query and the 
frequency time series for every query in the Google database since 2003. 
Correlation coefficients range from r=-1.0 to r=+1.0. The queries that Google 
Correlate shows you are the ones with the highest correlation coefficient (i.e. 



closest to r=1.0). For example, analyzing the search term “mittens” shows that 
since 2003, searches for the term “knit hat” have followed an almost identical 
pattern (search volume for the two terms are 0.94 correlated). 

When the Leo Burnett team set off to investigate the connections parents made 
with Rice Krispies Treats, they made an interesting discovery. One of the most 
correlated search terms to “school snacks” was “lunch box notes”, clearly 
demonstrating that the two terms held similar patterns of attention in the minds of 
moms and dads preparing their children for school. 

 

 

Creative Execution 

Kellogg’s and their creative agency partner, Leo Burnett, quickly found the 
emotional connection for which it was searching. Providing children with a lunchbox 
note of encouragement, a “Do your best!” from a dad or a note of “Smile! :)” from 
a loving mother, offers a timely reminder of a parent’s love and support for their 
children. A lunchbox note can help a child through a lonely moment away from 
home, or ease the anxiety of an uncomfortable situation. 

Kellogg’s capitalized on the opportunity by designing packaging for Rice Krispies 
Treats that provided a heart-shaped empty space for parents to write notes to their 
children. In effect, the Treat was turned into a lunchbox note itself. By doing so, 
Kellogg’s stepped in to own the connection between “school snacks” and “lunchbox 
notes” that was clearly demonstrated by consumers’ Google searches. 

Leo Burnett translated this insight into a beautiful campaign labeled “So Much To 
Love” that elegantly captured the anxiety, excitement, and love wrapped up in the 
Back-To-School season. The spots depict children in uncomfortable moments at 
school: a lonely boy preparing for his first sports performance, a shy anonymous 



girl searching for a place to sit in a crowded lunchroom. But the children in the 
spots are quickly comforted by the presence of their parents’ encouragement, 
conveyed through messages delivered on the Rice Krispies Treats’ write-on packs. 
As they pull the Rice Krispies Treat from their lunchbox, the kids know everything is 
going to be okay because of their parents’ love and support. 

The campaign involved a well-orchestrated set of :30 second, :15 second, and :06 
second video ads. In addition, the campaign pushed consumer connections through 
channels including social, the RiceKrispies.com website, interactive out-of-home, in-
store shopper displays, online search, and online display. 

 

Business Results 

Kellogg’s “So Much To Love” campaign drove tremendous impact. The :06-second 
“Bumper Ads” displayed on YouTube alone drove massive lift in brand equity. 

Consumers clearly found the spots compelling. During the campaign, Google.com 
and YouTube registered huge lift in search volume for the product keywords as the 
video ads drove consumers to search to learn more about Rice Krispies Treats 
write-on packaging. 


