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The checkoff was created and is directed 
by FARMERS for FARMERS  

to build SALES and TRUST in dairy. 

What we do: 

RESEARCH and PROMOTION

How we do it: 

PARTNERSHIPS and COLLABORATION



Dairy Farmer Mission:
Drive Demand & 

Increase Sales & Trust



Today’s Consumer



AUDIENCE BREAKDOWN: MILLENNIAL PARENTS
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Who They Are

• This Millennial Parent is evenly split between male and female (moms AND dads matter)

• Their media consumption is diverse and done primarily on mobile and they’re consuming more types of 
media – audio, visual and article

• For the CHS Millennial Parent, their decisions about dairy may not just be about health or environment 
benefits but also may be driven by their lack of brand loyalty, their desire to try new health trends, and 
their constant pursuit of variety and trendsetting behavior.

• They are more influenced than the general CHS, but still view themselves as influential over others.

How to Reach Them

• Online – The internet is their “super utility”

• Social is at the center of their online behavior – they trust product info from social more than any other 
source; they live on Instagram and Pinterest and occasionally visit YouTube.

• E-commerce is necessary to keep up with life, however they still prefer to shop at grocery stores.



AUDIENCE BREAKDOWN: GEN Z
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Who They Are
• Born between 1997 – 2012 and represents 20% of the U.S. population with more than 

55M individuals. Collectively Gen Z has $143B in spending power. They are:

• The most racially diverse generation and are on track to be the most educated generation

• The most anxious generation – 48% say they feel anxious or stressed all or most of the 
time

• Gen Z are both practical and idealistic; they are cause-oriented and politically aware but 
also frugal and unsure of the future

• They track and act on social change and want brands to be socially responsible

• They are an anxious generation, and have an increased focus on mental and 
community health. Humor and irony are ways they face and discuss anxiety.

How to Reach Them

• They are “digital natives” and always connected – they want digital first experiences; 
gaming is a lifestyle.

• Everything they consume is in the palm of their hand, and they expect content to be 
tailored to them and the channels where they are consuming





SUSTAINABLE NUTRITION DRIVES IMPACT
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Product Experience 
& Taste

Environment Wellness

Dairy’s greatest 
opportunity 
to win



HOW SUSTAINABLE NUTRITION 
COMPETITIVELY POSITIONS DAIRY 
WITH MILLENNIAL PARENTS AND GEN Z

9

EnvironmentWellness
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Reduced 
Packaging 

Waste

Calming/
Comforting

Energy 
Sustaining

Immunity 
Building

Digestive 
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ENVIRONMENT

ENERGY

IMMUNITY

CALM

DIGESTIVE HEALTH

THE GEN Z WELLNESS BENEFIT PLATFORM



Conquer 
with 
Milk















Sustainability is now table stakes: Consumers expect brands to have 
sustainability  commitments and help them achieve sustainable lifestyles.

81%
of global consumers said  
that it’s very or extremely  
important that companies  
implement programs to  
help the environment70%

of consumers of  
consumers would like  

to see companies’
sustainable practices to  
be more visible to the  

public

88%
of consumers would like  
brands to help them be  
more environmentally  
friendly and ethical in  

their daily lives

85%
of consumers expect  

companies to invest in  
sustainability in the next

year

Source: The Hartman Group, September 2019; Nielsen, November 2018; Futerra, November 2018; Innova Market Insights, October 2019
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Gen Z is purpose-driven and expect brands to be too

90% 61% 91% 82%
believe companies 
must act to help 
social and 
environmental 
issues

actively seek out 
brands that support 
the causes they 
believe in

believe brands 
should donate to 
issues that matter 
to me

believe brands 
should share the 
ways they are 
supporting a specific 
cause/issue in detail

68% of Gen Z 
always or 

sometimes 
consider 

sustainability and 
social issues in 

purchasingSource: Hartman 2018, Hartman 2019, Cone 2019, YPulse 2020 





U.S. DAIRY AS AN ENVIRONMENTAL SOLUTION –
NET ZERO INITIATIVE

By 2050, U.S. dairy collectively commits to: 

BECOME CARBON 
NEUTRAL OR BETTER

OPTIMIZE WATER USE WHILE 
MAXIMIZING RECYCLING 

IMPROVE WATER QUALITY
BY OPTIMIZING UTILIZATION OF 

MANURE AND NUTRIENTS

V I S I O N

G O A L S

NET ZERO INITIATIVE



Producing a 
Gallon of Milk 

is Getting Greener
19% less GHG emissions
21% less land used  
30% less water used 

Judith L. Capper, Roger A. Cady

The effects of improved performance in the U.S. dairy 
industry on environmental impacts between 2007 and 2017

Journal of Animal Science, Vol. 98, Issue 1, January 2020   



• No/low-till farming 
and cover crops

• Renewable 
fertilizers

• Precision 
agriculture

• Nutrient Management 
Planning (NMP)

• Anaerobic digesters turn 
manure into biogas

• Technologies to capture 
nutrients and create new 
manure-based products

• Reduced liquid manure 
storage and proper 
maintenance

• LED lighting, variable speed 
vacuum pumps, 
high-efficiency refrigeration, 
and fans

• Conversion of biogas into 
electricity and/or renewable 
natural gas 

• Renewable energy sources 
from wind/solar

Feed production & 
practice changes:

On-farm energy efficiency 
& renewable energy usage:

• Feed additives

• Optimized feed rations

• Genetics

• Technology for farm 
animal management

• Cow comfort

Cow care & efficiency:

Visuals do not represent all possible practices, technologies or benefits. Each farm can voluntarily contribute to net zero efforts based on their individual operation.

Manure handling & nutrient management:

Dairy Farm 
Sustainability









U.S. DAIRY EXPORT COUNCIL 27

95% of Global Population is Outside of U.S.



U.S. DAIRY EXPORT COUNCIL 28

U.S. & Global Dairy Demand

Source: USDEC, USDA, Trade Data Monitor
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CONNECTING WITH THESE AUDIENCES
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New “Barnstorm” gaming 
activations

Ensuring young Gen Z 
gets healthy through 

new Go Noodle 2-player 
game

“Dairy Dream Team” of 
wellness influencers

Showing up on 
Earth Day with 

trusted “next gen” 
media



Wellness 
Reboot

Summer Nutrition 
Campaign

On-Farm 
Messages



Going to Consumers



Thought Leader Outreach

• Hosted a 2020 Dietary Guidelines Webinar 
in February

• 400 attendees

• Webbies
• Short videos from nutrition experts explaining 

current research 

• Virtual Dairy Experience
• Dietetic Interns and Students from 5 

universities



For the Classroom



You’re Gonna Need Milk For That and 
#HoldMyMilk Challenge



Resources for You

Dairy Producer & Food 
Pantry GrantsDairy Promotion Materials

Monthly E-Newsletters & 
Conversations with Checkoff 

Meetings



Crisis Preparedness



Follow Us



Thank you! 
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