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Strengthen Local 
Relationships & Support

In August, The Dairy alliance hosted its annual conference, celebrating 50 
years of working for dairy farm families. This year’s conference theme was 

Reimagine, Renew and Refocus Dairy in the Southeast. The dairy industry has 
challenges, but also many opportunities. As your local dairy checkoff, our aspiration 
is to be an action-oriented catalyst that drives sustainable demand for dairy and fluid 
milk in the Southeast. The purpose of this year’s conference was to engage in a variety of 
conversations designed to enlighten ourselves on the challenges and opportunities for dairy and most 
importantly - get us focused on a plan of action that will enable us to drive milk among consumers in the 
Southeast; make progress catalyzing the development of value-added products that meet consumer 
needs and collaborate with other organizations in the agriculture industry to secure a place for our 

products in the marketplace.

In 10 years, the US population will be vastly different than 
it is today. Our keynote speaker, Jack Li, painted a picture of 
what the future of the food and beverage marketplace might 
look like. He highlighted key trends in population including 
demographic shifts showing how events and experiences are 
shaping consumer food and beverage purchase decisions. 

The Dairy Alliance has done research to understand our consumers 
– what their nutrition needs are and most 
importantly how they view dairy and shop for 
it. This customer focused approach enables 
us to meet our consumers where they are and 
customize our marketing approach to ensure 
we are developing and growing markets for 
dairy and fluid milk now and into the future.  

You can thank the dairy export market for dairy utilization numbers last 
year. Krysta Harden, president and CEO of US Dairy Export Council broke 
down the impact dairy exports have on the entire industry. In 2020, the U.S. 
exported 2.1M tons worth $6.6 billion. Exports are vital to balancing the milk 
supply with milkfat and skim solids. Without market balance and exporting 
we would have a major back up in supply. Our opportunity for growth as an 
industry is beyond our borders. Over the past 10 years, global dairy trade 

grew on average by 4% per year. That increase is the equivalent of more than 7 billion 
pounds of dairy solids or 54 billion pounds of liquid milk!

Collaboration with others will take us farther than working alone. Working together with 
a common voice to combat negative perceptions of animal agriculture is key to ensuring 
a vibrant future for the dairy community. We sought industry experts to join us on a panel 
discussion and learn how dairy farmers can be part of the conversation. Many of the top 
questions centered around animal protein alternatives, accurate labeling and how to handle 
activists on the farm. At the conclusion of the panel, it was more evident than ever before -- 
the power of collaboration, leveraging each organizations strengths and in-depth knowledge 

will drive the dairy community forward and make us stronger. 

A Note From CEO,  Geri Berdak

The Dairy Alliance continues its partnership with Team Milk athlete, 
Lee Kiefer, a 5-time NCAA Champion who competed as part of 

Team USA’s Women’s Fencing Team at the 2012, 2016 and 2021 Olympics, 
winning in Tokyo USA’s first-ever gold medal in individual foil. 

Lee continues to share with consumers 
and fans how dairy helps fuel her 
success as a fencer in traditional media 
and in posts and stories shared to her 
over 27,500 social media followers. 
Kiefer has made multiple media 
appearances in 2021, while posts 
have included recipes and tips to 
include more dairy foods in the diet, 
a 13 Ways to Hit video featuring 13 
fencing moves paired with each of 
milk’s 13 nutrients, and trivia on dairy’s 
nutritional information she has learned 
as a medical student at the University 
of Kentucky. 

Her success as an athlete on the international stage brings trust in the dairy products she highlights 
on her social media accounts, helping more consumers turn to dairy for a healthy lifestyle. Though the 
Olympic games are over, Lee will continue to promote milk and other dairy foods with The Dairy Alliance 
through 2021.

Milk for the Win: US Olympics Promotes Dairy

"Through my partnership with the Dairy Alliance, I have had the 
opportunity to meet great people and share my love for milk with 
the world! Thank you for supporting me on my Olympic journey!”

Milk. The original sports drink.  As an organization 
focused on collaboration, we believe by partnering 
with groups that have common goals and leveraging 
each other’s strengths will add value to our work 
and your investment as dairy farmers. MilkPEP and 
The Dairy Alliance are partnering to drive fluid milk 
reconsideration among Gen Z population and their 

presentation at our conference was the highlight for many attendees. 

The good news is, over 92% of households have purchased it over 
the last year. We drink milk in the morning, add it to our cereal and 
use for baking and cooking. But milk is mature, and given its size, the 
category has been attacked as a source of volume by the decades 
of beverage innovation and proliferation. As a result, we have lost 
share of mind, share of shelf and share of stomach to a wide range 
of beverages from bottled water, sports drinks and alternatives. That 
said, our #1 job in partnership with MilkPEP is not to drive awareness 
but to re-engage and drive reconsideration of fluid milk.  Our 
plan focuses on getting Americans to rethink the benefits of milk 
centered on the theme of “You’re Gonna Need Milk for That”.  
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Insulate & Innovate to 
Drive Incremental Dairy

As Americans return to their regular lives, restaurants are looking for new menu trends that 
will appeal to consumers. This is a key opportunity for The Dairy Alliance to provide the 

latest research to restaurant partners, positioning dairy as an essential ingredient in upcoming 
menu items. The four consumer trends that continue to appear are foods that impact Total 
Wellness (physical and mental well-being), Purpose & Ethics (sustainable foods and 
packaging), Comfort & Indulgence (familiar foods) and Exploration & Experience 
(unusual food combinations), though there can be overlap in the flavors the categories inspire 
and in the menu items created.

During early COVID-19 shutdowns, consumers sought Comfort & Indulgent foods that were easy to 
enjoy at home. Younger generations like Gen Z are seeking to Explore & Experience unique flavor 
profiles that cannot be easily replicated at home. 

Positioned as a go-to resource amongst restaurant partners, The Dairy Alliance can pair these consumer trends with dairy for a 
greater penetration across all demographics. Dairy’s versatility provides an amazing opportunity to meet current consumer trends by 
providing total wellness, pairings with unique flavors and ingredients, all while still be sustainable. 

The latest limited-time offering from The Dairy Alliance’s ongoing work 
with Marble Slab Creamery is the Cheetos Flamin’ Hot Shake and Ice 

Cream. The offering features Cheetos Flamin’ Hot mixed into Marble Slab 
Creamery’s sweet cream. The ice cream option is served on a chocolate dipped 
waffle cone, while the milkshake combines the ice cream with real milk. 
The offering is available August 2 – September 30, 2021. 

The Dairy Alliance is providing digital promotion of the shake and ice cream, 
designing creative assets and amplifying messaging through its social media 

channels to target Gen Z audiences. With a unique flavor combination, the 
Cheetos Flamin’ Hot Shake and Ice Cream appeals to consumers seeking a new, 
indulgent food experience. The Dairy Alliance provides FAT Brands, Marble 

Slab Creamery’s parent company, with consumer research, preliminary ideation analysis and 
flavor trend data on an ongoing basis. Previously, The Dairy Alliance and Marble Slab Creamery 
partnered to introduce picture-perfect Cookie Dough and Cotton Candy Majestic Shakes topped with 
vanilla frosting and sweets, designed to encourage customers to share their experiences online.

Dairy Food Trends Evolve for New Experiences

Now Serving: Ice Cream and Cheetos

Dairy Management Inc.’s Beat the Lag 
initiative targeting Gen Z gamers 

promoted dairy consumption to “level up” 
energy and health. This generation between 
10- and 23-years-old have a spending power of 
an estimated $100 billion. YouTuber and baker 
Rosanna Pansino teamed up with livestream 
gamer Jordan “CaptainSparklez” Maron for a 
series of videos promoting dairy. Combined, 
the two have over 37 million followers across 
platforms. First, the two competed against 
each other to make jam cookies with milk and pizza pockets, encouraging 
viewers to visit USDairy.com for more recipes. Then, the two visited a dairy 
farm on Minecraft, sharing dairy trivia and highlighting the hard work of 
dairy farmers. Along with a contest encouraging participants to create 
dairy-based snacks, Beat the Lag videos garnered 22 million views, 
bolstering younger consumers’ perspective of dairy as a source of protein 
and other benefits.

Beat the Lag with Dairy’s Protein

Who doesn’t love milk and cookies? For the first 
time, MilkPEP is partnering with Pillsbury Soft 

Baked Cookies to drive incremental milk sales. From August 
23-October 18, 2021, shoppers will have the option to buy 2 
gallons of milk and get one package of Pillsbury Soft Baked 
cookies for free. The offer is being promoted in-store, digital 
ads and through social media.

Driving Milk Sales with Cookies

36 grants 
for milk and 

yogurt-based 
smoothies 

20 grants 
for Moo 

Brew

6 grants 
for bulk milk 

dispensers pilot 
program

29 grants 
for new milk 

boxes and 
refrigeration

This was a record-setting year for The Dairy Alliance in Fuel Up to Play 60 grants, funding 175 
schools during the 2021-2022 school year. On average, 94% of the $495,000 invested in the 

2021 Fuel Up to Play 60 grants went to impacting and improving the meals served in schools, bringing 
more dairy foods to breakfast and lunch programs. With every school providing 
meals free to students, funds targeted at improving the experience 
and positioning of milk as essential to the school day provide tasty, 
nutritious options that will lead to lifelong eating habits.

2021 Fuel Up to Play 60 Funding:  
Focus on New Dairy Programs



Build Trust & Strengthen 
Dairy’s Reputation

For checkoff and farmers alike, National Dairy Month provides numerous opportunities to showcase milk and dairy farming throughout the Southeast. This year’s celebration successfully recognized and 
spread awareness of milk's benefits, building interest and trust in dairy offerings amongst consumers through traditional media and online platforms.

National Dairy Month  2021 310,000 Reached • 300,000 Reached Through Micro-Influencers • 35,000 Virtual Farm Tour views

Through Fuel Up to Play 60, the Panthers and The Dairy Alliance teamed up to produce three episodes of a fun online series with Panthers legend Thomas Davis. Each 
episode of Mootube TV features a segment about how to include more dairy in meals, a dairy-centric recipe and additional facts from Sir Purr. At the end of each episode 

is a challenge for students watching to submit videos showcasing how dairy creates healthy bodies, healthy communities and a healthy planet.  

The Carolina Panthers have congratulated the Mootube Champions from the first season of the show-- Northern Guilford Middle School in Greensboro, NC, Troutman 
Elementary in Troutman, NC, and William Reeves Elementary in Summerville, SC—via the Panthers official Facebook and Twitter handles pronouncing dairy as an essential 
ingredient to life along with video of the students’ dairy-based smoothies. The post is key to educating more consumers about the importance of dairy, as it has a reach of over 
11 million users. Additionally, each school received a prize pack with tools for a gym and school cafeteria makeover that promote healthy living and eating patterns. Following 
the success of the video competition, Mootube TV will be back for season 2 this fall to encourage more students to choose dairy.

Mootube TV Encourages Dairy Consumption Amongst Students

The 2020-2021 virtual 
farm tours concluded 

with a trip to Barrington 
Dairies in Montezuma, 
GA. Following the tour, 

dairy farmer Jordan 
Gelber joined influencer 

Erica Key to give a 
cooking demonstration.

Dairy farmer Kristen 
Haven appeared on 

Super Talk Radio’s 
Good Things with 
Rebecca Turner in 

Mississippi, describing 
to listeners an average 
day on the dairy farm.

Targeting Millennial 
and Gen Z audiences, 

The Dairy Alliance 
worked with 

influencers Megan 
Roth and Mike 

Spurlock, who have a 
combined following of 
over 165,000 people. 
Both influencers visited 

a dairy farm, posting 
the day’s events to 
build trust in dairy 

within their audiences. 

The Dairy Alliance and its partners posted to 
social media, appeared in media interviews on 
news stations and radio shows or wrote blogs 
highlighting dairy’s benefits, garnering over 

500,000 impressions.

In a short virtual tour, Marshall Dairy Farm in 
Unionville, Virginia, highlighted their robotic milking 
machines for Virginia Agriculture in the Classroom to 

teachers and students.

The Dairy Alliance 
worked events across 

the Southeast, like 
the annual Walthall 

County Dairy Festival 
in Mississippi and 
the Mercer County 
Dairy Day Breakfast 

for 4H participants in 
Kentucky.



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

@dairy_alliance@thedairyalliance@realdairyrealdelicious

Open Position
Alabama, Georgia & Mississippi

toll free (800) 343 4693
(770) 996 6085

Denise Jones
Kentucky & Tennessee

djones@thedairyalliance.com
(270) 970 4792

Elizabeth Moretz
North and South Carolina & Virginia
emoretz@thedairyalliance.com

(828) 406 9482

Instructions: Preheat oven to 350° and grease a 9×5-inch 
(or 8×4-inch) loaf pan. In large mixing bowl cream 
together butter and sugar with a hand mixer. Add in 
Greek yogurt, milk and next three ingredients. Mix until 
well combined.  Add in flour and next 4 dry ingredients, 
mix until well combined, but don’t overbeat the flour. 
Fold in half the almonds. Pour batter into greased loaf 
pan. Bake for approximately 45-50 minutes or until golden brown and tester comes out clean when inserted into center. Cool 
in pan on wire rack for about 15 minutes. Make glaze while loaf is cooling. Carefully invert the loaf pan and transfer the bread 
to cooling rack and allow loaf to cool completely. Drizzle with glaze and sprinkle with remaining almond slices.

Through research examining what appeals to Health & Wellness 
audiences, we create in-house dairy-centric recipes to move 
more dairy and increase consumption. Using this data, we 
created the Orange Almond Quick Bread for Kroger’s The Little 
Clinic. The Little Clinic’s registered dietitians work with clients, 
create nutrition-related social media and participate in Kroger 
community events, impacting many health-conscious consumers 
and their interest in dairy products.

Ingredients
Bread:
 4 tablespoons butter, 
    softened
1⁄2 cup brown sugar
1⁄2 cup plain Greek yogurt
3⁄4 cup milk
Zest and juice of 1 orange
1 teaspoon almond extract
1 teaspoon vanilla extract
1 1⁄2 cups all-purpose flour
1⁄2 cup old fashion rolled oats
1 teaspoon baking powder

Glaze:
1 1⁄2 cups confectioners' 
    sugar, sifted
1 tablespoon melted 
    butter
2 tablespoons milk or 
    cream

Total Time: 60 minutes
Servings: 1 loaf or 12 muffins 

Prep Time: 15 minutes
Cook Time: 45 minutes 

EasyOrange Almond Quick Bread

1⁄2 teaspoon baking soda
1⁄2 teaspoon salt
1⁄2 cup sliced almonds, 
    divided


