


The Buzz About 
Boomer Brand Winners & Losers 
 
 
Warm, witty and thoroughly engaging, Barry Silverstein’s thumbs 
up/thumbs down take on the brands, entertainment and events of 
their youth will make Boomers smile – maybe bug them too, if 
personal favorites rate as “losers.” And marketers will enjoy this 
powerful primer on hidden histories that still influence Boomer 
consumer decisions today. 

- Barry Robertson, Partner, Boomer / neXt – consultants on 
brand regeneration in the 50+ space 

 
 
If you're a Baby Boomer, Boomer Brand Winners & Losers will surely 
bring back cherished memories. This captivating book takes a 
comprehensive and engaging look at brands that impacted our 
lives, encouraging animated and fun debates about which are the 
best and worst of our generation. 

- Julie A. Gorges, author and blogger at Baby Boomer Bliss 
 
 
Boomer Brand Winners & Losers brings one back to a simpler time 
with fond memories of favorite snacks and famous slogans. Barry 
Silverstein shares 156 winners and losers carefully selected and 
detailed. Enjoy the journey as you revisit forgotten brands from 
days gone by. 

- Dave Bernard, author, I Want to Retire! and blogger at 
Retirement – Only the Beginning 
 



Boomer Brand Winners & Losers is a fun read, chock full of fascinat-
ing stories behind iconic brands. You may quibble with Barry 
Silverstein’s designation of winners and losers, but you’ll enjoy 
the humor, quirks and facts behind so many Boomer historic 
moments and brands. 

- Toby Haberkorn, author, Best Job Search Tips for Age 60-Plus 
 
 
What a fun trip down memory lane! Like song lyrics, some of 
these brands’ marketing taglines are indelibly etched in my 
brain—and this book triggers a flood of feel-good associations. 
When talk turns to medical matters at your next Baby Boomer 
gathering (as it is wont to do, it seems, as we get older!), just pull 
out this book to get the conversation going in a more lighthearted 
direction! 

- Roxanne Jones, co-author of the forthcoming book 
Voices from the Other Side… of Retirement 

 
 
Anyone born before 1964 won’t be able to read just one page of this 
book. For everyone born after 1964, you’ll have 156 history lessons 
to learn from. 

- David Wogahn, president, AuthorImprints and 
Boomer publisher 
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Still Relevant 
After All These Years 

I think I’m goin’ back 
To the things I learned so well in my youth… 

(Gerry Goffin and Carole King, “Goin’ Back”) 
 

If you were born in the Boomer era (between 1946 and 1964), 
you grew up with all of the brands in this book. What is most 
remarkable about these brands is that many of them still exist 
today. This is no small feat: to be sustainable for more than fifty 
years, a brand has to evolve as times change and stay relevant to 
consumers. 

The Boomer era was a time when the modern brand came to 
be, when brands reflected popular culture, and when brand ad-
vertising flourished. By the mid-60s, nearly half the population 
of the United States was under the age of 25, so advertising 
agencies aggressively targeted the Baby Boomer generation. 
The Boomer era was also a time when the medium of television 
revolutionized the way brands were marketed. 
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Two important ideas set the stage for this book: 
1. My definition of “brand” is quite broad. Typically, a 

brand is a product with a brand name. I think of a brand 
as not just a product, but any person, place or thing that 
is widely known and evokes strong emotions. In addition 
to traditional products, I consider television shows, mov-
ies, songs, events and personalities to be brands because 
of the significant emotional impact they had on the Baby 
Boomer generation.  

2. Everything during the Boomer era, and every Boomer-
era brand, was influenced to some extent by television. 
This magic box brought the world into our living rooms, 
first in black-and-white and then, amazingly, in color. 
Television permanently changed media consumption in 
our country in the 50s and 60s, and it also became the 
primary gateway for brand advertising. Not surprisingly, 
brand advertisers used television to directly appeal to 
children, engage young minds and turn kids into prod-
uct conduits to influence their parents. Television shows 
that directly appealed to Boomer kids were, in effect, 
brands. When we evaluate “Boomer Brands,” they almost 
always are inter-connected with television. That’s why 
the first chapter covers television shows in detail. 

There are 156 brands in this book spanning fifteen chapters. 
The chapters represent brand categories. In deference to 
younger Boomers, and in recognition of important categories 
such as “Rock ‘n’ Roll” and “Revolution,” some brands stretch 
beyond the 60s into the 1970s. 
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 Within each category is a collection of brands that I desig-
nate as “Winners” and “Losers” – in my opinion, the best and 
worst brands of the Boomer era.  

As a retired marketing professional, I viewed all of the 
brands in this book in the context of marketing, but I’m the 
first to admit there is likely to be a lot of personal bias in my 
“Winner” and “Loser” designations. I fully expect some readers 
to debate my choices, perhaps even heatedly. That would be a 
good thing, because it means they’re as passionate about 
brands as I am. Still, I apologize in advance for any winner you 
think is undeserving and any loser you think got short shrift. 

In defining “Winner” and “Loser,” I applied the following 
broad criteria: 

Winner 
To be designated a “Winner” (look for the “thumbs up”), a 

brand must be iconic. It has to be authentic and relevant for the 
time. It has to have great appeal to Boomer kids as they were 
growing up. It has to have staying power and lasting influence. 
It has to be a brand that Boomers remember fondly to this day. 

Loser  
To be designated a “Loser” (look for the “thumbs down”), a 

brand has to be a strategic misfire, a marketing blunder, ahead 
of or behind its time, a short-lived fad, or a one-hit wonder. It 
has to be a brand that Boomers may remember – but if they do, 
it’s probably with a good deal of derision. 

For those readers new to this topic, Boomer Brand Winners & 
Losers is essentially a sequel to my first book, BOOMER 
BRANDS: Iconic Brands that Shaped Our Childhood. Fans of the 
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first book thanked me for bringing back cherished memories 
about their favorite childhood brands. Some readers said the 
book inspired them to have spirited conversations about 
brands with spouses, siblings, friends, and even co-workers. 
Others let me know in no uncertain terms that I left out some 
Boomer-era brands that were meaningful to them. This book is 
far more comprehensive, including three times as many brands 
as in the first book. All of the material is new, so if you didn’t 
read BOOMER BRANDS and you enjoy this book, check out the 
Appendix for a list of the brands included in the first book. 

How to Get the Most Out of Boomer Brand Winners & Losers 
Each chapter of this book provides a brief discussion of a 

brand category, followed by what I hope are engaging stories 
about “Winners” (thumbs up) and “Losers” (thumbs down). 
Winners and losers appear one after the other to better high-
light the differences. Each Winner and Loser occupies just a 
single page to make for optimum readability. 

The final chapter identifies my selections for the Boomer 
era’s “Ultimate Winner,” one stellar brand that achieved lasting 
greatness, and “Ultimate Loser,” one sorry brand that reached 
the pinnacle of success and then faded away into oblivion.   

The Appendix contains a number of fun extras. Here you’ll 
find links to old TV commercials that relate to the brands in 
this book, a handy form you can use to fill in your own choices 
for Boomer Brands you consider “Winners” or “Losers”, and a 
discussion guide with suggestions for how to use this book in 
conversations. 



BOOMER BRAND WINNERS & LOSERS 

●  13   ●  

You can read this book from start to finish, or you can read 
chapters or even individual brand stories in any order, based on 
your particular interests. Chapters are self-contained and the 
content has been organized to make it easy to browse, move 
around freely, stop anywhere, and reminisce.  

Trademarks are valuable intellectual property, so they are 
always listed at the end of each chapter.  

One of the things I truly appreciate about my fellow Baby 
Boomers is their thirst for knowledge. If you have an interest in 
expanded information beyond what you find in the pages of 
this book, I have included the sources I used for every brand 
covered.  

If you would like free access to a special webpage that in-
cludes all of the source links from this book in one convenient 
reference, simply send your email address to:  

guidewordspub@gmail.com  
In the subject line, type: WL Links. You’ll get a page link via 

return email. Your email will remain private and will not be 
shared or sold. 

TV shows, movies, products and social movements of the 50s 
and 60s were a mirror of society when Boomers were growing 
up. Reminiscing about the brands of the Boomer era is good for 
the mind and the soul. It helps renew memories of a carefree 
childhood and happier times. 

I hope “goin’ back” to Boomer Brand Winners & Losers brings 
you lots of wonderful memories, encourages lively conversa-
tion, and perhaps even stimulates vigorous debate! 
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Cereal 

If there is one food inextricably linked to the Baby Boomer 
childhood, it is cereal. Boomers literally grew up with cereal. 
The cereal we all remember most was that crunchy, sweet stuff 
in colorful boxes. It’s hard to believe that cereal manufacturers 
were able to take a cheap vegetable like corn, along with such 
grains as rice, wheat and oats, and turn that into virtually end-
less varieties of cereals we would crave. Of course, the “secret 
ingredient” wasn’t any of those things – it was sugar. 

The other secret ingredient wasn’t edible at all – it was 
branding. General Mills, Kellogg’s, Nabisco, Post, Quaker Oats, 
and other cereal companies were so adept at brand variation 
and extension that the cereal aisle became a dazzling display of 
colorful, creative packages concocted in the 50s and 60s.  

Cereal existed prior to the Baby Boomer generation, but TV 
didn’t. Television was a game changer. For the first time, cereal 
makers could not only advertise on this new medium, they 
could actually reach a new impressionable audience – children. 
By sponsoring children’s and family television programs, cereal 
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manufacturers and their brands immediately gained visibility 
with kids. But they did more than that: Cereal brands began to 
appear within programs, endorsed by television personalities 
who promoted those products during the shows and in accom-
panying commercials. 

When it came to product packaging, cereal manufacturers 
quickly recognized that their boxes would be even more desira-
ble if they featured characters that appealed to kids. Tie-ins 
between cereals and popular children’s television shows were 
common. Cartoon characters like “Tony the Tiger” on boxes of 
Kellogg’s Frosted Flakes were specially created to distinguish 
one cereal from another and grab the attention of children. The 
cereal boxes themselves acted as small billboards that called out 
to kids as their moms carted them around the grocery store.  

Cereal manufacturers innovated in the use of cartoon mas-
cots, prizes, games, cut-outs and contests. Some cereals offered 
toys and other merchandise in exchange for box tops; other ce-
reals included small toys right in the box. Often, those 
cherished little items were related to a children’s television 
show. Cereal companies were masters of brand extension – 
when a brand became popular, it wasn’t long before flavor vari-
ations were spun off, or entire brand families were created. 

While at least some modern cereals are notably “healthier,” 
many of the sugary cereal brands that were beloved in the 50s 
and 60s remain on grocery store shelves today. And Boomers 
still love cereal – just like we did when we were growing up!  
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Cap’n Crunch 
In 1963, the Quaker Oats Company introduced a new cereal. 
Early television commercials for the cereal claimed, “It’s got 
corn for crunch, oats for punch, and it stays crunchy, even in 
milk.” In fact, Quaker employed a novel manufacturing tech-
nique, using oil to deliver crunch and taste, with a butterscotch 
flavor. No surprise that the name chosen was “Cap’n Crunch.” 
Not only was it alliterative and descriptive of the cereal itself, 
the brand name also came to represent a cartoon character 
named Cap’n Crunch. He was more sophisticated than other 
cereal mascots because he was the brainchild of Jay Ward Pro-
ductions, the same studio that conceived of Bullwinkle, Rocky, 
and a host of other well-known cartoon personalities. Cap’n 
Crunch was cleverly created to star in animated TV commer-
cials, and Daws Butler, the voice of Huckleberry Hound and 
Yogi Bear, was chosen for the voice of Cap’n Crunch. Kids 
clamored for Cap’n Crunch right after its introduction. It 
soared in popularity. The brand family, at present with more 
than twenty-five variations, continues to expand. Cap’n Crunch 
was, and still is, a big winner. 

Photo credit: A box of Cap’n Crunch, Famartin, Flickr.com, CC BY-SA 4.0 
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Quake 
In 1965, Quaker Oats tried something different: The company 
brought two new cereal brands to market at the same time. 
“Quake” and “Quisp,” (so named to tie them in with “Quaker”) 
each had a mascot, not surprisingly created by Jay Ward Pro-
ductions, inventor of the “Cap’n Crunch” character. The 
“Quake” character was a miner and the “Quisp” character was 
an alien. The somewhat imposing miner was later transformed 
into a cowboy. Both cereals tasted pretty much the same but 
had different shapes. The really unique thing about these cereal 
brands, however, was the way Quaker Oats marketed them. 
They were almost always promoted together, and the alien (who 
was also named Quisp) would sometimes poke fun at the Quake 
brand. Obviously, this was intentional, because in 1972, Quaker 
Oats asked consumers to vote for the brand they liked best – 
either Quake or Quisp. The winner was Quisp, and Quake was 
discontinued the following year. Quaker Oats tried bringing 
Quake back a few years later under a different name, “Quanga-
roos,” but once again it was pitted against Quisp and lost. Gone 
are the Quake and Quangaroos brands, but Quisp still exists. 

 
Photo credit: Quake and Quisp “Kite Tail” comic book, davidd, Flickr.com, 
CC BY 2.0 
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Cocoa Puffs and Cocoa Krispies 
Both General Mills and Kellogg’s, two behemoths who have 
been at war since the early days of cereal, created cocoa-
flavored cereals in 1958. “Cocoa Puffs” by General Mills is a 
chocolatey version of “Kix” cereal. Its cartoon mascot, Sonny 
the Cuckoo Bird, famously proclaimed in commercials, “I’m 
coo-coo for Cocoa Puffs.” While Sonny’s physical appearance 
has changed over the years, he still finds his way onto boxes of 
Cocoa Puffs, which continue to be marketed. “Cocoa Krispies” 
by Kellogg’s is a chocolatey version of “Rice Krispies,” the ven-
erable 1927 cereal that has since become a brand family with 
flavor varieties as well as “Rice Krispies Treats” and “Rice Krisp-
ies Treats Snap Crackle Poppers.” If the latter sounds familiar, 
it’s because “Snap, Crackle and Pop” are the little elves who have 
been on “Rice Krispies” cereal boxes since 1941. Cocoa Krispies, 
also still available today, has had a variety of cartoon mascots 
since its introduction; interestingly, those three elves have 
returned on modern-day boxes. Cocoa and cereal – a 
winning combination! 
 
Photo credit: Cocoa Puffs, retro packaging, Theimpulsebuy, Flickr.com, 
CC BY-SA 2.0; Cocoa Krispies, Theimpulsebuy, Flickr.com, CC BY-SA 2.0 
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Sugar Jets 
In the annals of sugary cereals, there is a graveyard for brands 
that didn’t make it for one reason or another. Introduced in 
1953 by General Mills, “Sugar Jets” started life as “Sugar Smiles” 
and had a whole range of cartoon character endorsers, includ-
ing the flying “Sugar Jets Kids,” pictured on the early cereal box 
shown above, as well as the “Go-Cart Kids” and “Jet the Space 
Pilot.” Somehow the cereal even managed to gain the recom-
mendation of Betty Crocker. (In case you were wondering, 
“Betty Crocker” was not a real person, but a fictional character 
created to appeal to moms looking to buy baked goods.) Despite 
the support of all of these characters, though, the cereal never 
stayed in orbit. General Mills changed its name to simply “Jets” 
in an attempt to de-emphasize the large amount of sugar it 
contained. In addition, the cereal shape, originally similar to 
“Kix,” was changed to look like space age elements, such as 
rockets and planets. Jets remained on the market until at least 
the late 60s but then crashed and disappeared.  
 
Photo credit: A box of Sugar Jets, Breakfast Tarot, Flickr.com, CC BY 2.0 
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Froot Loops 
Kellogg’s introduced “Froot Loops,” a fruit-flavored cereal, in 
1963. This was before freeze-dried fruit was being added to 
cereals, so absent any fruit, Froot Loops had a blended fruit 
flavor applied to its round red, orange and yellow “Loops.” 
Kellogg’s claimed each differently colored Loop was a unique 
flavor, but this scandalous untruth was exposed years later. 
Still, Fruit Loops was a popular cereal right from the beginning. 
One of the reasons could have been its cute cartoon mascot, 
“Toucan Sam,” who continues to grace Froot Loops boxes. The 
rings on Sam’s beak correspond to the original three colors, but 
additional colors have been added to modern-day Froot Loops. 
In television commercials, Sam would say, “Follow my nose! It 
always knows! The flavor of fruit! Wherever it grows!” in a voice 
that was created by the inimitable Mel Blanc, who also voiced 
Bugs Bunny, Daffy Duck, and Porky Pig. In addition to the orig-
inal Froot Loops, Kellogg’s has expanded the family to include 
“Fruit Loops Birthday Cake,”  “Wild Berry Froot Loops” and 
“Froot Loops Marshmallows,” so the brand is still thriving. 
 
Photo credit: A box of Froot Loops, Mike Mozart, TheToyChannel, 
Flickr.com, CC BY 2.0 
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Kellogg’s OKs 
With the introduction of “Cheerios” in 1945, first under the 
name “CheeriOats” in 1941, General Mills had a winning cereal 
shape (round O’s) and ingredient (oats). That wasn’t “ok” with 
Kellogg’s, so in 1959, “OKs” were introduced. They had a similar 
oat taste to Cheerios, but along with little “O’s,” this cereal con-
tained little “K’s.” The first character to appear on the box was 
“Big Otis,” a rather brawny-looking Scotsman dressed in tradi-
tional Scottish garb. Also appearing on the box was the slogan, 
“BR-R-AWNY NEW OAT CEREAL.” It didn’t take long before 
Kellogg’s dropped the Scottish look for something more kid-
friendly, namely, Yogi Bear. Yogi Bear was a cartoon character 
who first appeared on Hanna-Barbera’s animated “The Huckle-
berry Hound Show” but was so popular he began to star in his 
own show in 1961. Since Kellogg sponsored the show, Yogi Bear 
was a natural tie-in for OKs. Yogi Bear appeared in television 
commercials for Kellogg’s OKs, but to no avail – the cereal 
lasted just three years. Happily, Kellogg found another use for 
the equipment that manufactured OKs: It was re-purposed to 
make Froot Loops cereal! 
 
Photo credit: Kellogg’s OK cereal box front flat, copyright 1963, Kellogg’s 
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Lucky Charms 
General Mills had a really good thing going with their Cheerios 
brand of cereal.  As luck would have it, in 1964, the company 
started experimenting by adding bits of old-fashioned “circus 
peanuts” marshmallow candy to sugar-coated Cheerios. That’s 
how “Lucky Charms,” the first cereal with marshmallow bits, 
was born. Those “marbits,” based on a charm bracelet, became 
the basis for a cereal that had the luck of the Irish behind it – as 
well as a cartoon mascot named “Lucky the Leprechaun.” Lucky 
has changed in appearance over the years but the character has 
remained.  The charms have been a differentiating feature for 
more than five decades. Included in the original formulation 
were green clovers, pink hearts, orange stars, and yellow 
moons.  But General Mills got charm-happy as time progressed, 
adding blue diamonds, purple horseshoes, red balloons, green 
trees, pots of gold and later, more sophisticated charms, such 
as multi-colored rainbows and swirled color charms. There 
have even been limited edition charms. The astounding success 
of Lucky Charms has clearly been due to more than luck alone. 
 
Photo credit: A modern-day box of Lucky Charms (front and back) with 1964 
retro packaging, Mike Mozart, TheToyChannel, Flickr.com, CC BY 2.0 
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Nabisco Rice Honeys 
Looking to compete in the burgeoning Boomer cereal market, 
Nabisco purchased two different cereal brands and changed 
their names to “Rice Honeys” and “Wheat Honeys” in 1954. The 
two brands were often promoted together in television com-
mercials featuring “Buffalo Bee,” an anthropomorphized bee 
wearing a cowboy hat. The character didn’t have the same so-
phistication as other cereal characters, and the cereals were 
nothing special either. Nabisco attempted to pump up cereal 
sales by adding little dinosaur prizes in the boxes and, later, 
with premiums that tied in with TV shows such as “Sky King” 
and movies such as “Mary Poppins” and the animated Beatles 
movie, “Yellow Submarine.” The “Rice Honeys” name was 
changed to “Winnie the Pooh Great Honey Crunchers” in 1971 
and a year later to “Klondike Pete’s Crunchy Nuggets” in an 
effort to resuscitate a cereal that was losing its buzz. By 1975, 
the Klondike Pete’s Crunchy Nuggets brand was no longer, and 
by then, Rice Honeys was merely a fading memory.  
 
Photo credit: A box of Nabisco Rice Honeys, bigdogLHR, Flickr.com, 
CC BY 2.0 
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Trix 
“Silly rabbit! Trix are for kids!” If you don’t remember that 
phrase from the 1959 Trix commercial, you may not have been 
paying attention, since it’s still in use. So is “Tricks,” the Trix 
Rabbit, who was inspired by a hand puppet and replaced an 
early mascot, a flamingo, as the Trix mascot. An updated rabbit 
appears on boxes today. General Mills created “Trix” by giving 
its “Kix” cereal a serious sugar boost and three fruit flavors: 
“Lemony Yellow,” “Orangey Orange,” and “Raspberry Red.” 
Other flavors and colors have been added since. The cereal has 
always retained its spherical ball shape, except for a period of 
time in the 90s when fruit shapes appeared, only to be replaced 
by the balls again in 2007. Tricks the rabbit was such an icon 
that he became the subject of a contest run twice by General 
Mills, in which kids were asked to vote on whether or not Tricks 
should be allowed to eat a bowl of Trix. (Poor Tricks never had 
the pleasure.) Children voted overwhelmingly “Yes!,” so Tricks 
the rabbit is seen enjoying a bowl of Trix in later commercials.  
 
Photo credit: A box of Trix, Mike Mozart, TheToyChannel, Flickr.com, 
CC BY 2.0 
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Maypo 
In 1953, more than ten years before Quaker Oats made instant 
oatmeal an integral part of the breakfast cereal mix, a small 
Vermont company, Maltex, introduced “Maypo,” the world’s 
first maple flavored oatmeal cereal. Three years later, Marky, an 
animated boy wearing a cowboy hat, proclaimed “I want my 
Maypo!” in a television commercial. Marky connected with 
Boomer kids, catapulting the hot cereal to instant fame. A se-
ries of Maypo commercials that followed starred such high-
profile sports personalities as Mickey Mantle and Johnny Uni-
tas shouting the same catchy phrase. In the mid-60s, along 
came Quaker Oats with its own brand of instant oatmeal, fol-
lowed in the 70s by an ever-increasing number of flavored 
oatmeal varieties, including, of course, maple flavor. That sent 
sales of the Maypo brand plummeting. The cereal was eventual-
ly sold to another company. These days, you can purchase 
“Maypo Instant Maple Oatmeal,” but it isn’t really representa-
tive of the original product. Marky lives on, however; he still 
appears on the box! 
 
Photo credit: 1976 magazine ad for Maypo cereal, Flickr.com, public domain 
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Sources 
If you would like free access to a special webpage that includes all of the source links 
from this book, simply send your email address to: guidewordspub@gmail.com. In 
the subject line, type: WL Links. Your email will remain private and will not be 
shared or sold. 
 
Cap’n Crunch 
https://en.wikipedia.org/wiki/Cap%27n_Crunch 
https://www.mrbreakfast.com/cereal_detail.asp?id=53 
 
Quake 
https://www.mrbreakfast.com/cereal_detail.asp?id=294 
http://nightflight.com/quisp-vs-quake-the-breakfast-feud-between-cereals-
from-outer-and-inner-space/ 
 
Cocoa Puffs, Cocoa Krispies 
https://en.wikipedia.org/wiki/Cocoa_Puffs 
https://www.mrbreakfast.com/cereal_detail.asp?id=82 
https://en.wikipedia.org/wiki/Cocoa_Krispies 
https://www.mrbreakfast.com/cereal_detail.asp?id=80 
 
Sugar Jets 
https://gunaxin.com/a-tribute-to-discontinued-cereals 
 
Froot Loops 
https://en.wikipedia.org/wiki/Froot_Loops 
https://www.mrbreakfast.com/cereal_detail.asp?id=142 
 
Kellogg’s OKs 
https://www.mrbreakfast.com/cereal_detail.asp?id=263 
http://www.mikanet.com/museum/item.php?item=2210 
 
Lucky Charms 
https://en.wikipedia.org/wiki/Lucky_Charms 
https://www.mrbreakfast.com/cereal_detail.asp?id=222 
http://mentalfloss.com/article/55538/50-year-history-lucky-charms-65-
marbits 
 
Rice Honeys 
https://www.mrbreakfast.com/cereal_detail.asp?id=312 
https://leeduigon.com/tag/wheat-honeys-and-rice-honeys/ 
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Trix 
https://en.wikipedia.org/wiki/Trix_(cereal) 
http://mentalfloss.com/article/74134/11-colorful-facts-you-might-not-know-
about-trix-cereal 
 
Maypo 
https://en.wikipedia.org/wiki/Maypo 
https://www.mrbreakfast.com/cereal_detail.asp?id=234 
 
The following trademarks and registered trademarks are the property of 
their respective holders: The Beatles, Betty Crocker, Bullwinkle, Cap’n 
Crunch, Cheerios, Cocoa Krispies, Cocoa Puffs, Daffy Duck, Froot Loops, 
Frosted Flakes, General Mills, Got Milk?, Hanna-Barbera, Huckleberry 
Hound, Kellogg’s, Kellogg’s OKs, Kix, Klondike Pete’s Crunchy Nuggets, 
Lucky Charms, Mary Poppins, Maypo, Nabisco, Porky Pig, Post, Quisp, 
Quake, Quaker Oats, Quangaroos, Rice Honeys, Rice Krispies, Rocky, Sky 
King, Snap Crackle and Pop, Sugar Jets, Tony the Tiger, Trix, Wheat Honeys, 
Wild Berry Froot Loops, Winnie the Pooh Great Honey Crunchers, Yellow 
Submarine, Yogi Bear 
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