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ñNEW INITIATIVES FROM THE DAIRY 

CHECKOFFòé

OR

ñTHIS ISNôT YOUR PARENTSô 

PROMOTION PROGRAMòé



Checkoff ChangeséNew Initiativesé

nShifting Our Focus Toé

lRetail, foodservice marketplaces

nChanging Our Emphasis Toé

lKids and Moms targets

lOne-on-one programming

lExport markets

nBreaking Down Barriers

lSchool marketing arena



Checkoff ChangeséNew Initiativesé

n Partnerships

lFood manufacturers, foodservice and grocery chains, 

health professionals, others

n Communications

lDairy Reputation Management 

lCrisis Management

n New Messages

l3-A-Day of Dairyé

n New Opportunities

lCalcium-weight management connection



Will Coveré

nOrganizational Information

n2004 National Unified Marketing Plan

nNew Initiatives Iné

lPartnerships

lSchool milk

l3-A-Day of Dairy

lCrisis management

lWeight management



STATE & REGIONAL 

PROMOTIONAL ORGANIZATIONS



Adv/Retail/Natl

Comm/Impl  

95.9%

Org. Operations

1.7%

Admin.

2.4%

DAIRY MAX 2004 BUDGET

Total Budget $10,026,000    95.9% To Programming



Dairy MAX Market Profile

nPopulation = Approx. 9.5 % of U.S.

26,000,000 in 2003

n9 of Top 100 Markets 

nMilk Production =    Approx. 8% of U.S.

lRaw Milk Exported 12 monthsé.

n1000 Producer Members

n9 of Top 20 Hispanic Markets

l17% of Hispanics in U.S.



SUDIA 2004 BUDGET

        91.4%

ADV/RET/COMM/

     NUTRITION 

PROGRAM  IMPL.

    

Admin.

2.8%
Operations

3.3%

Unallocated

2.5%

TOTAL BUDGET = $12,068,900  



SUDIA MARKET PROFILE

nProducer Numbers < 5,000 

n2004 Projected Producer Income

In-Area = $7,614,500

Out-of-Area =   3,624,400

Misc. & Carry-over = 830,000

Total   $12,068,900

n35% of African-Americans in U.S.



SUDIA MARKET PROFILE

nPopulation = Approx. 17.5 % of U.S.

50,000,000 in 2003

n28 of Top 100 Markets 

n9-State Region

l423,000 sq. miles!

nMilk Production < 6% of U.S.

lRaw and packaged milk imported 12-monthsé



DMI
Dairy Management, Inc.

(78 Producers)

MilkPEP
Milk Processors

Education Program

(20 Processors)

UDIA
United Dairy Industry

Association (10¢)

NDB
National Dairy

Board (5¢)

SUDIA

9 State Organizations

CA, OR, 

SWDM

National Milk Promotion

Organization Structure

16 State/Regionals

Dairy

MAX



2004 Unified Marketing Plan

nOutcome of 1999 Checkoff Committee

nLong Term Goals/Strategic Initiatives

lSustain growth by developing incremental 

consumption opportunities

lRecapture milk as the beverage of choice for 

children

lLeverage information, analysis and insights for 

increased consumption of dairy ingredients

and dairy products



2004 Unified Marketing Plan

lBuild and maintain consumer value and trust

in dairy products, dairy farmers and the dairy 

industry

lSustain and expand export markets for all U.S. 

dairy products



STRONG COMMITMENT TO THE

UNIFIED MARKETING PLAN

nDairy MAX and SUDIA Boards Have 

Demonstrated Their Commitment To The UMP

n% Budgets Committed to UMP Rank #1, 2 

Respectively

lDairy MAX @ 92% of budget

lSUDIA @ 89% of budget

nWe Believe In One Unified, Disciplined Marketing 

Plan



PARTNERSHIPS

http://www.cabotcheese.com/menu_top.php
http://www.buybordenmilk.com/home.html
http://www.kraft.com/index.html




How School Milk Isé



How School Milk Could Beé



New Look of School Milk

n National emphasis in 2004

n Replace paper carton with plastic container on meal 

line

n 2002 School Milk Pilot Test results show:

uMilk sales up 18%

uMilk consumption up 37%

n Phased-in approach

uAll markets Ÿ educate

uReady markets Ÿ grants



New Look of School Milk

n Education Process - All markets

l SFS Meetings ïlocal, regional, state

uAssess milk handling/merchandising

uDetermine readiness for plastic

uEncourage dialog with processors 

'Bid process

l Processor Contacts

uReview SMPT results

uReview MilkPEP support

uInvite all to SFS meetings 



High School Before & After Grant



New Initiative:

òAction For Healthy Kidsó

n Outreach to school 

administrators, emphasizing 

the importance of a healthy 

school environment.

n Partnership with Educators, 

Health Professionals, NFL

n State-by-State Action for 

Healthy Kids Teams are 

building momentum and 

recognition.



Alabama Action for Healthy Kids

State Team

nDeveloped a ñGuide to Healthy Vending Machinesò, 
milk is the ñrecommendedò beverage.

nñGuides toé school parties, fundraising and school 
storesò are currently in development.

n Partnership with AL PTA, ALDA and other health 
professional organizations.

n Applying for grant $$ for future program 
implementation





2004 -2008

NFL Partnership

nCheckoff Provides:

lDistribution of After-School Physical Fitness 
Activity Program

uTop 3000 School Districts (710 in SUDIA & 
Dairy MAX) 

lCafeteria and Classroom Promotions
Incorporating NFL Properties

lNFL Propertiesô Use on Milk Containers

l$15.7 MM over 5 years



NFL Partnership

nCheckoff Receives:

lRight to Use NFL Properties 

uNFL Shield, Super Bowl Logo, etc.

uFranchise Marks

uPlayer Personalities

léIn Schools, with Retailers, Processors
lPower, Popularity, Energy & Excitement of 

NFL Added to Promotions

lValuable Partner for ñAction for Healthy 
Kidsò

u$2 MM over 5 years





New Initiative:

3-A-DAY PR AND EDUCATION

nActivities 

lWorking into media tours

lAdding to all Medical Outreach 

activities

lWorking into all activities and 

programs as appropriate



3-A-Day of Dairy Support:

n65 Manufacturers

n40 Retailers (50+ % ACV)

n4 National Health Organizations

n240,000 Health Professionals



Dairy Case Headers

Packaging

Kroger In -Store Support

Aisle Violators



New  Initiative:



Wendyõs Kidsõ Meal òChoiceó Test

Major Breakthrough!



Kidsõ Meal Test Details

nKidsô Meal ñChoiceò Test
lSept 22-Oct 24, 2003

nKidsô Meal ñChoicesò
l8-oz, plastic container
u(2%) White
u(1%) Chocolate

n 4 Test Markets (430 stores):
Philadelphia, Miami, Columbus, 
Raleigh

nMedia, In-Store Advertising


