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For Today…

National Dairy Checkoff

that Benefit Dairy

The Dairy Alliance is 
Capitalizing on these Trends 



National Dairy Checkoff
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Demonstrate that
dairy is an 

environmental
solution –backed by 
science and proof –

and economically 
additive for

farmers, markets
and society

Develop
technology-

powered 
breakthrough

science and
innovations that

advance U.S.
dairy’s wellness and
product leadership

Revitalize dairy’s
image and

relevance as a
source of human
nourishment and

societal and 
planetary health

Ensure U.S. dairy is
a growing,

consistent, and 
preferred supplier

in key markets 
globally

ReputationSustainability Innovation Exports



Represents the 
global trade 

interests of U.S. 
dairy to expand 

export and 
increase export 

value

Es t. 1995 Es t. 1915

Es t. 1995

Brings together  
dairy leadership 
to advance U.S. 
dairy’s shared 

social 
responsibility 
platform and 

collective goals 

Es t. 2008

Works with
dairy farmers to 

reduce U.S. 
dairy’s 

environmental 
footprint through 

innovative 
manure 

management 
solutions

Es t. 2015
Improves 

nutrition and 
physical 

activity for 
youth in U.S. 
schools and 
communities

through public 
and private 

partnerships

Es t. 2010

Yo ur Da iry Che cko ff
Created to serve  farmers' expanded needs and opportunities

Demonstrates 
global dairy sector’s 

contribution to 
global food 

systems, healthy 
diets and 

sustainable 
livelihoods

Es t. 2006



Quiz Question:
The National Dairy Checkoff Strategy is:

A)  EMPIRE
B)  ASPRIN
C)  ASPIRE



Trends That Benefit Dairy…



Fragmentation of Consumers’ Beliefs about 
Food and Health

The biggest drivers of change for last 15 years: 
Consumers turning to Dr. Internet for health and 

nutrition advice

1

Mega-trend was forecast by David 
Bowie back in 1999
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When you want to know more about food and health, which of the following have you used?  

0%

10%

20%

30%

40%

50%

60%

Social media Blogs and websites Friends and family

18-24 25-34 35-44 45-54 55-64 65+

For the Young, Social Media is Mainstream Media

For more than 50% of 18-34 
year-olds it’s their primary source.
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SUSTAINABILITY = Permission to Enjoy
What the consumer wants is reassurance that they can stop thinking about sustainability 

and enjoy their favorite foods with a clear conscience.

2
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 Digestive Wellness – A Driver of Innovation

 

Wide Appeal
Around 1/3 of us are 

experiencing digestive 
discomfort. 

A happy digestive system is 
something consumers will 

always be motivated to seek. 

Digestion is a powerful trend 
that is shaping markets

Trend has created and is 
driving new categories –

plant-based alternatives and 
lactose free milk.

Milk products are an 
innovation opportunity

…particularly in the kids 
market.

3

z
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Plant-based is a premium niche 
within the total US liquid milk 

market - 15.5% share by value, 10% 
by volume

Evolution of US plant-based alternative category, 1999 to November 2023 ($m)
The market stalled in 2023 for the first time in its history.
Plant alternative volume is down 8% compared to 2022.

Even oat volume growth was minimal in 2023 compared to 2022

Source: Circana, SPINS

Source: Circana, SPINS

Plant-based milk Alternatives are Heading to Maturity

84.54%
($16.12bn)

15.46%
($2.947bn)

Dairy milk

Plant-based 
milk
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2018 2019 2020 2021 2022 2023

LACTOSE-FREE DAIRY MILK OUTSELLS EVERY TYPE OF PLANT ALTURNATIVE
(gallons, m) 

Lactose-free Dairy milk Almond Milk Oat Milk

Soy Milk Coconut Milk All other plant milks

Source: Circana, SPINS

• Lactose-free dairy milk outsells any one 
type of plant milk in the US and is 
growing faster  

• For the mainstream consumer, plant 
alternatives are akin to margarine and 
lactose-free dairy akin to butter – more 
natural and with a shorter ingredient list. 

Lactose-free is a Bigger Success than any One Type 
of Plant Alternative
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Animal Protein Powers On4
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Protein has undergone a 23-year evolution
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Dairy Protein’s Quality Advantage

Animal foods are the 
highest quality 

protein. 
Most plant proteins 

are incomplete. 

Animal proteins are 
also sources of 

important nutrients
which are absent from 
most plant proteins.



Quiz Question:
Which three trends were mentioned?
A)  Digestive Wellness, Animal Protein, Sustainability
B)  Anxiety, Digestive Wellness and Dr. Internet
C)  Sleep, Animal Protein and Digestive Wellness



How is The Dairy Alliance 
Capitalizing on these Trends?



More Milk and 
Dairy Sales in 
the Southeast

20

PRIORITES AND OUTCOMES
IN 3 YEARS…

More Processing 
and Innovation in 
the Southeast

Farmers Happy 
with the Success 
of Their Checkoff 
Investment

More Southeast 
Dairy Loving 
Consumers

Transform DairyGrow Dairy Volume Build Reputation Amplify Checkoff At Work



Advance content marketing 
effectiveness and continue to refine 
SE consumer personas, integrating 

messages across channels, 
activating influencers, PR, increasing 

SEO, improving measurements

Proactively address consumer 
barriers to purchase – while 

promoting the benefits of milk/milk 
beverages

Drive milk volume through targeted 
channels (schools, ecommerce, 

foodservice) that reach GenZ and 
millennial moms  

Strategies for 2022 – 2025

Ties to: Consumer Fragmentation
Ties to: Sustainability + Benefits 

of Protein Quality
Ties to: Reaching Youth – Gen Z

Grow Dairy Volume 



*

*Milliliters per week

Why Gen Z?



Our 2022- 2025 Me ssag ing  + Channe ls  

WHAT WE SAY

Pulsing key claims 
throughout the year with an 
always-on focus on protein 
and sustainability

BENEFITS OF QUALITY PROTEIN

HYDRATION

J ANUARY DECEMBERMAY SEPTEMBER

WELLNESSQuality Protein & Performance 

SMEs - Youth and Community Wellness 

Schools, Colleges and Universities

Paid Media and E-Commerce

Influencers – Sports & Lifestyle Dunk Challenge, sports sponsorships 

Business Development

Earned - Public Relations

Organic - Social, Blogs

SUSTAINABILITY

HOW WE SAY IT

A combination of paid, 
owned and earned media 
working in conjunction with 
special programming for 
schools and retail.





Faith, Family, Sports and Food sums 
up the Southeast

Millennial Families 25-45, raising Gen Z

Leading active lifestyle defined by both 
physical and mental strength

Sports is the generational linkage
in the SE in driving future milk 
consumption

Southeast Modern Family



He re’s  a  Snapshot of our Spor ts  Influe nce r Work…



We Know It’s Working!
In 2023…

615M
Units

Incremental Units Sold (as of end of 
October 23)

+16%
Increase in school milk sales where 
programs were implemented in 2023
-bulk milk dispensers, dairy 
optimization grants, and trainings

Increase in our reach for campaigns over 
last year (724 Million vs 84 Million)  

Publicity value $10.9M  
+862%

People Reached through 
Sports Marketing  Campaigns306M



Quiz Question:
How many million people did The 

Dairy Alliance reach in 2023? 
A) 203 Million
B) 515 Million
C) 724 Million



Sell the Southeast as an 
opportunity by developing a 
roadmap to potential volume, 

processing and innovation growth

Develop a resource portal that 
guides entrepreneurs, brands & 

startups to successfully 
innovate with milk and dairy

Expand and leverage our dairy 
network, including industry & 

universities, to continue to attract 
investment in Southeast dairy

Strategies for 2022 – 2025

Ties to: Digestive Wellness, Protein Quality and other Health and Wellness Trends

Transform Dairy



Investment is Possible! 



A Path to Market is Needed

IDENTIFY 
OPPORTUNITIES

Work with DT Task 
Force(s) to map out 
opportunities. Where 
are the potential 
areas for growth?

02
BUILD NETWORK 
Work with state agencies 
and stakeholders to 
garner support. Consider 
future forums.

03 
IDENTIFY FUNDING
Look for economic 
incentives, grant 
opportunities, 
outside investment

06
SUPPORT 
INNOVATION
Continue to 
support research, 
education and 
entrepreneurship

05
ROLE OF SUSTAINABILITY
How important is 
sustainability to farms, 
processors and consumers 
as we consider growth?

04
CAPACITY 
CONSIDERATION
Develop models 
for on-farm, 
niche and large

01



Sustainability Partnerships that Support 
Farmers is a Big Opportunity for the Southeast



Quiz Question:
To sell the Southeast as an 

opportunity, The Dairy Alliance will:
A) Build a new office
B) Knock on doors
C) Develop a roadmap to potential 

volume, processing and innovation  
growth 



THANK YOU!!!
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