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Build Trust & Strengthen 
Dairy’s Reputation

Before we all say goodbye for the year, I wanted to take a moment to 
celebrate 2022, sharing kudos and highlighting our key successes.

Lots of Kudos!  The Dairy Alliance has made great strides this year – a year of 
transformation and growth. I’d like to express my heartfelt gratitude to our farmer 
investors, our partners, and The Dairy Alliance hard-working staff who make The Dairy Alliance 
more effective and impactful every day!

We’ve accomplished so much in 2022. The Dairy Alliance set out to become a consumer-
focused, action oriented catalyst in the Southeast resulting in a vibrant region with sustainable 
demand for fluid milk.   I am pleased to say that we have made significant progress and have 
achieved many milestones this year. The innovative ideas and the tireless work we did on your 
behalf to promote and protect dairy resulted in:
 • An overall increase in Southeast fluid milk consumption by 2% - taking us back to April 
    2021 levels
 • A 28% increase in school milk sales through bulk milk dispensers, dairy optimization 
    grants, FUTP60, trainings while working diligently to ensure Southeast schools serve milk 
    in the face of plant closings 
 • 4 new dairy centric food service menu items through 8 presentations and trend ideation 
    sessions we initiated
 • 2 successful integrated milk marketing campaigns that generated (per campaign) over 
    12M impressions, a 59% increase TDA web traffic and 3,885% increase clicks to The Dairy 
    Alliance blog
 • A new flavored milk product - Goo Goo Cluster milk – we launched with Twice Daily 
 • Moving the needle on consumer trust in dairy by .2 points through launching The Dairy 
    Truth, conducting 10 Virtual farm tours and the Adopt A Cow program reaching over 
    252,868 students.  But we still have work to do
 • Strengthened collaboration with DMI and other State and Regional organizations 

I encourage you to read through this report to learn more about these and other items that have 
happened throughout the year – and we are just getting started! There is much more to come 
in 2023! The Dairy Alliance promises to continue to deliver more creative integrated marketing 
campaigns to drive demand for milk and dairy, to keep catalyzing innovation and to build out a 
bigger network of partners.  

From all of us at The Dairy Alliance, we wish you the best of holidays, a happy new 
year, a successful 2023. We appreciate your confidence and support and look forward 
working with you next year!

481 grants awarded to be implemented in 2021-2022 school year
402 schools, 268,000 students impacted by dairy programs*

3,290,000 additional pounds of milk moved through dairy programs*
*Not all data from the 79 remaining schools awarded grants could be validated before this report

To improve the overall nutrition of school meals without compromising 
program participation, school divisions work with The Dairy Alliance to offer milk in new 

and tasty ways. The Dairy Alliance provides programming, trainings and equipment to enhance 
the school milk experience. 

For 2021-2022 school reporting, The Dairy Alliance analyzed equipment grant data from 44 
Virginia schools awarded funds. These grants increased milk usage by almost 3 ounces of milk 
per student per day, moving an incremental 783,734 milk pounds. In total, the equipment 
grants produced a 66% incremental increase in milk usage. School meal programs and grants 
awarded through The Dairy Alliance move milk now while building eating habits among future 
consumers—the students.

Youth Wellness Numbers
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Insulate & Innovate to 
Drive Incremental Dairy

A recent DMI-sponsored campaign was created here in 
the Southeast. You may not know Jimmy Donaldson 

from North Carolina, but any Gen Zer can tell you who 
MrBeast is, a YouTube influencer and gamer with over 114 
million subscribers on his main channel. 

In celebration of National Farmer’s Day, MrBeast challenged 
a group of gamers in a custom Minecraft gaming competition 
featuring a dairy-dedicated level with a chance to win cash. 
Throughout the contest, MrBeast delivered dairy sustainability and nutrition messages and 
appreciation for America’s dairy farmers.

In less than 24 hours of the video going live, it became the No. 1 trending video on all of 
YouTube and had more than 3 million views and thousands of comments. By the end of 
November, the video had over 8 million views.

MrBeast visited Simply Natural Creamery near his hometown of Greenville, North Carolina, 
earlier this fall. Organized by The Dairy Alliance, footage from the farm visit was featured on 
his Tik Tok channel and garnered over 42.3 million views. He highlighted dairy farming 
practices and challenged viewers to “stitch” the video for a chance to win cash.

This is the second time DMI has worked with MrBeast to promote dairy to younger audiences. 
In late 2019, national checkoff began working with gamers to reach the Gen Z audience. 
MrBeast was among the influential gamers that participated in virtual dairy farm tours before 
sharing their learnings with their millions of followers.

MrBeast Visits Local Dairy Farm, 
Shares Experience with Millions

Virginia dairy farmer and DMI (Dairy Management Inc) board-member Joanna Shipp 
recently joined the U.S. Dairy Export Council (USDEC) on a trip to Chile to explore 

new markets and promote U.S. dairy products from September 24 to October 1. Joanna 
and others met with importers, customers, farmers and dairy and food organizations to 

discuss mutually beneficial growth in the dairy sector.

The U.S. Dairy Export Council (USDEC) is a DMI subsidiary 
that represents global trade interests of U.S. dairy farmers, 
processors and cooperatives. Though USDEC is part of 
checkoff funding, membership dues fund and allow for trade 
policy and lobbying activities.

Chile is an emerging market that will be increasingly vital 
for U.S. dairy exports. Chile has a growing economy and 
consumers seeking dairy products like cheeses that Chile’s 
dairy industry does not focus in. Rather, Chile imports cheeses 
from Europe, with a growing demand for U.S. cheese.

Though the Southeast dairy industry focuses on fluid milk, 
promoting other dairy products like cheese moves milk in 
our region. With more dairy products of other regions going 
to Chile, the current demand for fluid milk must be met. 
Though U.S. consumers may not currently consume enough 
dairy, exporting to other markets drives the demand for 
Southeast milk within the country as checkoff programs work 
to highlight milk as an essential ingredient.

It is important for those in the dairy industry like Joanna to 
represent U.S. dairy. Chile partners (and others) are looking 
for sustainably produced foods. With misinformation and 
negative views of dairy amongst consumers, having the 
industry experts who produce the products explain to 

potential partners the truth about US dairy is a huge advantage. These representatives 
can highlight sustainable practices, animal care, and other practices the common 
consumer considers when purchasing products.

Though it can be difficult to see the immediate impact of checkoff funding, programs like 
USDEC work to strengthen and diversify dairy so farmers can continue working in the 
industry they love.

The Dairy Alliance shared a video interview with Joanna during our weekly Southeast 
Dairy Farmers regional checkoff update last month. To join our email list for these updates, 
contact Farrah Newberry by email at fnewberry@thedairyalliance.com.

Why USDEC Activities are Important  
to Southeast Dairy Industry

Over two years ago, The Dairy Alliance initiated a partnership between Flowers 
Creamery, Goo Goo Cluster and Twice Daily to introduce a flavored milk that would 

drive milk sales and indulge consumer taste buds. After a lengthy process of tweaking 
flavor profiles and ingredients, the outcome was a classic Goo Goo Cluster flavored non-
homogenized chocolate whole milk with added caramel, marshmallow and peanut flavors.

Goo Goo Milk will be sold exclusively at Twice Daily convenience store’s 65 locations 
across North Alabama, Western Kentucky and Middle Tennessee through the end of 
December, with a possible expansion into additional retailers in the new year. 

The creation of Goo Goo milk began through The Dairy Alliance’s partnership with Twice 
Daily. Twice Daily is dedicated to supporting the Southeast’s dairy farmers through mutually 
beneficial flavor innovations and promotions. Seeking to bring new opportunities to 
Tennessee producers and add value through partnerships with local businesses, Goo Goo 
Cluster’s iconic candy flavor and Flowers Creamery’s chocolate milk were chosen. The flavor 
will attract existing milk fans and consumers looking for indulgence who may not currently 
choose real milk.

The creation of Goo Goo Milk was supported by a grant from the Tennessee Dairy Producers 
Committee to further assist in promoting Tennessee dairy innovation. With its successful launch brings 
the possibility for more exclusive flavors to appear across the Southeast from on-farm processors.

Introducing Goo Goo Milk
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Strengthen Local 
Relationships & Support

To drive milk sales, The Dairy 
Alliance understands that 

partners must offer dairy products 
that reflect current trends. By 
using these trends along with 
consumer data to create compelling 
campaigns and recipes, The Dairy 
Alliance and restaurant partners 
bring mutually beneficial menu 
additions to Southeast eats, as well 
as tasty dairy dishes for consumers 
to enjoy.

This fall, Pal’s Sudden Service, 
with promotional assistance from 
The Dairy Alliance, introduced a 
limited-time Cotton Candy Shake. 
The milkshake quickly became 

their second most popular milkshake on the menu 
and brought interest to other milkshake offerings, 
with a sales increase of 72% for a 16 oz 
shake and a 38% increase for a 32 oz 
milkshake during this time-frame. With 
this success, the Cotton Candy Shake 
offering was expanded into December 
2022. 

Your Pie LTO Results for 2022:
• Hot Honey Pepperoni represented 
   2.96% of sales and Large Pizzas 
   represented 9.1% of sales during 
   January-March 
• Large Pizzas represented 14.4% 
   of sales during April-May
• Peach & Prosciutto represented 
   3.5% of sales and Large Pizzas represented 
   15% of sales during June-August
• Cubano represented 
   2.3% of sales and Large 
   Pizzas represented 
   15.5% of sales during 
   September-October

Restaurant Highlights 2022
During the promotional period, we 

were able to increase our 16oz shake 
sales 72% and our 32oz shake sales 38%, 

and the Cotton Candy Shake  became 
our #2 in the shake category. The Dairy 

Alliance was instrumental in helping us 
achieve these results with extra monies 

spent on additional targeted television 
advertising around sporting event 

broadcasts, and several extra billboards 
in both our DMA’s.”

—Deane Gionta, Senior Vice President, 
Supply Chain Management, 

for Pal’s Sudden Service

“

Q&A with 
Restaurant Partner 
Your Pie Founder 
and President 
Drew French

How has The Dairy 
Alliance collaboration 
positively impacted 
Your Pie?

With the partnership of The Dairy Alliance, 
we have really been able to amplify our 

LTO (limited time offers) program as well 
as contribute to our overall brand 

strategy. Our LTO program is more 
well thought out on the front end, 
we are able to do more thorough 

testing, and our launch is better 
thanks to the partnership. All 
of this has resulted in greater

 sales for our system.

The Dairy Alliance 
also worked with 
Your Pie to bring 

more cheesy pizzas to 
consumers through 

trendy flavors and larger 
pizza options.

During Covid, we were looking to meet 
our customer where they were, which 
was at home. The larger pizza allowed 
us to utilize delivery more effectively 
and get a larger share of business 
from our customer base. More 
cheese allows pizza to travel 
better, which in turn creates 
a better experience for our 
customers, which drives 
sales.

Why add additional 
cheese and a larger 

size to Your Pie pizzas?

Which of the new 
pizza combinations 
developed through 
TDA-gathered data 
was most surprising? If 
in market in 2022, how 
has it impacted sales?

Our Hot Honey Pepperoni pizza was the 
biggest surprise of the 2021/2022 LTO 

lineup.  Sales were so strong that we 
ended up putting the pizza on our 

everyday menu. The partnership we 
had with The Dairy Alliance gave 

us the confidence to do this 
program and in turn has 

made a lasting impact.

This year, The Dairy Alliance launched two integrated marketing 
campaigns, aiming to drive milk sales by positioning milk as a relevant 

and beneficial beverage to Millennial and Gen Z audiences.

33,000 clicks | 1,520,000 users reached

• The Dairy Alliance expanded its reach to consumers in Southeastern urban 
areas through health messaging. The recent Kids Nutrition campaign ran 
five weeks in addition to a soft launch online the month prior. The Atlanta-
area campaign targeted health-minded millennial parents, especially women 
between the ages of 25 to 44, with children between the ages of 10 and 15. 
Placed billboards promoted milk as an essential ingredient to life to keep milk 
top of mind.

• Promotional content directed consumers to The Dairy Alliance blog, which 
saw a nearly 3,885% increase in landing page visits and a 59% increase in 
website traffic during the campaign compared to the previous year.

• Registered dietitians and health influencers highlighted the importance of 
milk for growing children through family-friendly recipes for a combined reach 
of nearly 31,500 viewers.

• Tennessee Titans safety Amani Hooker is highlighting the benefits of milk 
through billboards, online ads, and interviews. Following a successful season 
and renewed interest in the Titans, Amani will use his spotlight to encourage 
milk consumption among Tennesseans.

• The Carolina Panthers player Shaq Thompson is promoting milk’s benefits through a training 
room series. Athletes like Shaq who have a large focus on nutrition and training for their careers 
can encourage consumers to choose milk for its positive health effects while keeping an authentic 
feel in their content.

• The Dairy Alliance spread campaign-specific content online across platforms. Emily Shaw of 
DairyGirlFitness is sharing milk’s immunity through entertaining Instagram reels and posts starting 
in November to her over 25,700 health-conscious followers.
 

Following the success of last year’s partnership with three UGA football players to promote the 
amazing things milk can do for the body, The Dairy Alliance is sponsoring UGA quarterback, 
Stetson Bennet to get the word out about how milk helps him deliver great things on the field.
This November, Stetson changed his nickname from the Mailman to the Milkman, donning 
a classic milkman uniform to share milk with football fans through social media and online 
ads.

Sports dietitian Marie Spano joined Stetson in the milk truck to share how milk 
is an important part of the diet. Marie and her expertise on athletes’ nutrition 
will be seen across The Dairy Alliance campaigns, as she also interviewed 
Tennessee Titan Amani Hooker for a Nashville-area campaign. As the Milkman, 
Stetson will pass the milk bottle to other UGA athletes next spring. The Dairy 
Alliance is exploring an expansion of this campaign to other colleges in the 
Southeast, with more star athletes promoting milk during their normal season. 
This strategy reaches fans through commercials and ads featuring powerful athletes, 
positioning dairy as an accessible health and wellness food.

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

@dairy_alliance@thedairyalliance@realdairyrealdelicious

Audri Crews
Alabama, Georgia & Mississippi

acrews@thedairyalliance.com
(470) 698 8124

Denise Jones
Kentucky & Tennessee

djones@thedairyalliance.com
(270) 970 4792

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

(828) 406 9482

Ingredients:
1 cup whole milk
1 lb shredded rotisserie chicken
4 cans (15 oz each) white beans
4 tablespoons butter
3 tablespoons flour
1 sweet onion, diced
2 cloves garlic, minced
1-2 jalapeños, diced
1 red bell pepper, diced
1 teaspoon dried oregano
1/2 teaspoon white pepper
1/2 teaspoon garlic powder
2 cups shredded cheese
3 to 4 cups chicken broth
1/2 cup sour cream
1/2 cup heavy cream
salt, as needed

Instructions: In a large Dutch oven or pot, melt butter over medium heat. Add 
flour and whisk well. Add diced onions, garlic, jalapenos, red pepper and stir for 
about a minute. While whisking, add milk in a steady stream. Add 1 cup of the 
broth while continuing to whisk until smooth. Add the dry seasonings. Mix well. 
Add strained beans and 2 more cups of broth. Add the shredded chicken.

Bring to heavy simmer, reduce to medium-low heat, and allow to cook for about 20 minutes, stirring often to prevent 
burning. Add the heavy cream and sour cream. Mix in 1 cup of the cheese. Set the remaining cup aside to top chili 
when serving. Add additional broth to reach desired thickness. Salt as needed and serve hot with cheese.

Influencer Phillip Fryman, SouthernFatty, 
has partnered with The Dairy Alliance for the 
holiday season. Providing dairy-rich recipes for 
Halloween, Thanksgiving, and Christmas, Phillip is 
also highlighting locally produced dairy products 
found in the Nashville market. This strategy helps 
create more dairy demand during the holiday season 
while also educating Nashville area consumers 
about their options when shopping local. The Dairy 
Alliance will continue to work with Phillip in the new 
year while bringing on more influencers to represent 
more of the Southeast market.

Cook Time: 30 minutes
Moderate | Servings: 8-10

Prep Time: 5 minutes
Total Time: 35 minutes

Rotisserie Chicken White Chili


