


Since the start of the new 
year, I’ve had the privilege 
of attending eight ADA 
annual meetings, a DMI 

board meeting, a DMI 
officer’s meeting, a Senior 

Leadership Team meeting, a 
Dairy of 2050 presentation, a 

couple of strategic planning meetings for the 2020 
DMI plan, and a processor visit and plant tour.  
It’s been a busy start, and frankly a mixed bag of 
emotions and thoughts.  

Although there is seemingly no end to the 
challenges we are facing, there is good news. 
There is reason for hope and optimism. The new 
Farm Bill and risk management tools that are in 
the pipeline show promise for some much-needed 
support and relief, especially for our smaller farms. 
On a national level, leadership is uniting in both 
planning and execution across the industry and 
across the United States. A new 2020 strategic 
plan is being developed. For the first time, this plan 
is being driven at the grass-roots level, with your 
input, by the state and regional leadership working 

hand-in-glove with DMI leadership.  You will see 
farmers and processors unite as MilkPEP and DMI 
will join under the Undeniably Dairy umbrella for 
a united marketing effort to maximize industry 
exposure and synergies. Key players in the industry 
met in mid-February to develop a united plan to 
address the school milk crisis and ground-breaking 
discussions are being backed with market-focused 
innovation partners like Amazon.

Last summer at the annual meeting in Biloxi, we 
talked about the need to focus as an industry in 
the Southeast on three main areas – Unification, 
Leadership and Change. As you can see from 
the above short list of highlights so far this year, 
our focus is in lock-step with the national industry. 
Starting with the DMI Regional Forums and The 
Dairy Alliance board of directors meeting in Chicago 
in March, we are going to lay out a process and plan 
to bring this focus and our mission statement to life. 
Look for details on a new leadership development 
program or reach out to your local farmer relations 
manager to find out more. 

Together. Forward.

Schools’ 
Impressive 
Return 
on Farmer 
Investments 16,600

Dairy Everywhere 
Schools

16,600

700,000
pounds of 

 dairy

7.9%
increase 
in milk

7%
increase 
in meal 

participation

350
schools 

with grants



          Don’t use punctuation
 

         Don’t use spaces in    

         between words

         Don’t make hashtags too   

         long

         Do follow others to see        
         popular hashtags 

         Do use more than one    
         hashtag if applicable 

         Do research current   
         trending hashtags
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#cheese 

#icecream 

#foodie 

#delish 

#love 

#cute 

#food 

#funfactfriday 

#selfie 

Themed 

#JuneDairyMonth 

#JDM 

#JDM2019 

#IceCreamMonth 

#GetMoreWithMilk

#UndeniablyDairy

Whether you are on Twitter, Instagram or Facebook, hashtags can 

increase your audience if used the right way! They are used for group 

discussions, subjects and special events anywhere online these days. 

By adding them to your posts, you are opening up your social media 

site to new followers and similar people in the dairy industry. 

Hashtag Tips:

with Board Member Michael Ferguson

A: I farm in Senatobia MS, about 35 miles south 
of Memphis. We are primarily a grazing dairy, 
supplementing with hay and grain when needed. I’m 
milking about 100-120 head twice a day. I do have 
some beef cattle and other agriculture entities as 
supplemental farm income. My wife Jill and I have 
been married for 46 years and we have two wonderful 
children and three beautiful grandchildren.

Get to know our Board Member Michael Ferguson and
his thoughts on the future of dairy.

Q: What is your role on the US Dairy Export 
Council?

A: I serve on the oversight committee for the US Dairy 
Export Council. That basically means USDEC provides 
updates to the committee about the next 5% plan and 
we give feedback on their ideas to increase exports.  
The other dairy farmers along with myself, work hand in 
hand with former Secretary of Agriculture, Tom Vilsack, 
to further the 5% plan and get exports to reach 20% of 
the domestic production.

A: Studies show that food 
production must double by 2050 to 
feed the world’s growing population 
and dairy needs to be a big part of that. 
The majority of the population growth 
is outside of the United States. Thankfully 
for US dairy farmers, we are not limited on resources and we 
have the ability to expand our market share if the demand 
is there. Domestic consumption for dairy is only growing 
1-2% so we must look for sales beyond our borders. I believe 
export and innovation in the dairy case are the two main 
opportunities to keep dairy farmers in business. 

Q: How long have you been on The Dairy  
Alliance board?

A: I was appointed to the ADA of Mississippi board in 
2001 and then elected to The Dairy Alliance board to 
represent Mississippi in 2008. This will be my 11th year 
serving on The Dairy Alliance board.

Q: What would you want to share with fellow 
Southeast dairy farmers?

Q: Tell us a little about yourself and your farm?

A: Our future as dairy farmers in the Southeast and dairy 
farmers as a whole, depends on innovation and exports. The 
mindset is that the Southeast is a fluid milk market, but we 
need to realize we play in a global economy. Anything that 
increases demand and sells more product is going to affect 
our milk check. We need to market dairy products to specific 
target audiences. Millennials and GenZ want a convenient 
product and something they can connect with. Fairlife and 
drinkable yogurts are the new norm for younger consumers.

Q: How do you see the 
export market helping dairy 
farmers?

T H E  A R T  O F  U S I N G 

H a s h t a g s



The Dairy Alliance is 
continually looking for new 
avenues to connect consumers 
to dairy products. In 2018, 
we did just that with the new 
food bank initiative called 
Milk2MyPlate.

Food Banks | Year of Success

Kristin Brittle and Laura Buxenbaum alongside Eddie Oliver, Executive Director 
of the Federation of Virginia Food Banks and dairy farmer Dan Holsinger.

At the 2019 Super Bowl Experience in 
Atlanta, Undeniably Dairy and The Dairy 
Alliance passed out free local chocolate 
milk and grilled cheese sandwiches to keep 
fans fueled for activities. In the days leading 
up to the game, Undeniably Dairy ran 
humorous ads reaching over 

16 million people nationwide.

Touchdown for 
Dairy at NFL 
Super Bowl 

Visitors enjoying the delicious snacks at the 
Undeniably Dairy food truck.

Super Bowl fans interact with dairy farmers Jeff 
and Jana Busciglio to learn more about where 
dairy products come from.

Supplying refrigeration units 
and establishing a regular route 
for milk deliveries at area food 
banks will aid our community and 
offer a new market for our dairy 
farmers.

The Dairy Alliance has 
partnered with three food 
banks in the Southeast to 
supply cold storage for dairy 
products. 

Fresh milk is one of the most 
requested items from food 
banks, yet it is not continually 
stocked due to short shelf life 
and inadequate storage. 

Those weren’t the only dairy-fueled 
events for the big game. Fuel Up to 

Play 60 hosted clinics at the Super 
Bowl Experience to teach students 

about dairy nutrition and staying active. 
Students learned about the health 
benefits dairy from local farmers. They 
also discovered how NFL players include 
dairy in their diets. 



$49,000
grant for Virginia’s Milk for 
Good program and cooling 
units for 18 pantries

$30,000
grant for 6 coolers in 
satellite agencies in 
Kentucky

$50,000
grant for 17 commercial 
cooling units for food 
pantries to keep fresh milk 
cold in Georgia

Kristin Brittle and Laura Buxenbaum alongside Eddie Oliver, Executive Director 
of the Federation of Virginia Food Banks and dairy farmer Dan Holsinger.

Our New Website is Live!

New Video

Recipes

Quick Links

The homepage has 

featured recipes for users 

to easily scroll through 

our newest creations.

We’ve kept our quick links section 

for popular pages on the 

homepage for easy access.

279%  traff ic increase

First Month of 
New Site:

8,555 new visitors in one   
month

Doubled page one 
rankings

   The Dairy Alliance website  

   has a new look. Focusing 

on cow care, recipes and dairy nutrition, our 

site now makes information on dairy easier 

to nagivate for consumers and the dairy 

farming community. In just one month, the 

stats are validating the new design.



The Dairy Alliance partnered with Under Armour’s MyFitnessPal app to promote the 
benefits of real milk and protein. MyFitnessPal tracks diet and exercise to help users meet 
their fitness goals. With 16.2 million people from our 8 states using the app, there are 
plenty into fitness! 
The Dairy Alliance’s “Not All Protein is Created Equal” campaign ran for the month of 
January to reach consumers making lifestyle changes in the new year. Users viewed our 
milk facts four times more than they viewed Quaker Oat’s own Under Armour campaign! 
With this success, we will continue partnering with Under Armour throughout 2019.

Under Armour Partnership Phase 1 
Achieves Amazing Results

When a user logged an 
alternative beverage, real 
dairy appeared at the top 

of the choices.

Then users were directed to 
our website to learn more 

about how dairy compares 
to alternative beverages.

1.75M 
consumers
reached

28K 
clicks on ads

30K 
website visits

If a user clicked on 
dairy milk, it took them 

to a page with our 
smoothie recipe! 

MOMENTS MATTER



Kroger’s Primo Pastures 
Milk is on the Mooove 
The Primo Pastures line is a direct result of the national 
partnership with DMI and Kroger. It consists of three 
delicious and indulgent premium flavors: Belgian 
Chocolate, Sea Salt Caramel and Cherry Cordial. All 
of these flavored milks are made with whole milk and 
have attractive packaging to entice consumers. 

Under Armour Partnership Phase 1 
Achieves Amazing Results #LOVEWHATSREAL

MilkPEP Launches National Dairy Campaign

MilkPEP analyzed over 60,000 Instagram 
posts and found a connection between 
dairy and happiness. One out of every 
four food posts  included real dairy! 
The top dairy foods shared included 
lattes, ice cream, mac and cheese 
and smoothies. 

DAIRY = HAPPY

MOMENTS MATTER
MilkPEP is encouraging consumers to 
share their favorite moment with milk on 
Instagram using #LoveWhatsReal to be 
entered to win a year’s supply of free milk! 
The campaign encourages Americans to 
slow down from daily distractions and focus 
on what really matters and the role milk 
plays in those moments.



The Dairy Alliance
5340 West Fayetteville Road
Atlanta, GA 30349-5416

CHANGE SERVICE REQUESTED

Mekenzie Panhans
Alabama, Georgia & Mississippi

mpanhans@thedairyalliance.com
(404) 210 4504

Denise Jones
Kentucky & Tennessee

djones@thedairyalliance.com
(270) 970 4792

Elizabeth Moretz
North & South Carolina & Virginia

emoretz@thedairyalliance.com
(828) 406 9482

@thedairyalliance @thedairyalliance @thedairyalliance @dairy_alliance

Update your contact information for a 
chance to win Dairy Swag! Stay up-to-date 
on the latest events and announcements. 
Contact your farmer relations manager or visit 
thedairyalliance.com/farmer-resources/ to 
update your information. Your last chance to 
win some new swag is April 30.

Submit Your 
Contact Info to Win!

FARMER RELATIONS MANAGERS


