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The Agrarian Lifestyle  
is in Vogue! 

Authentic 
Values Wholesome 

Integrity Intrinsic 



MILK… 
• Strong 
• Trustworthy 
• Solid Family Ties 
• Fluid Milk Sales Are Huge 
• Over 250 Million Followers 
 
Yet Losing FANS! 



• 97% Household purchase milk 
• 37 Gallons per household per year 
• Remains third largest beverage 
 

• Consumed in MANY ways 
– As a beverage 
– As an additive 
– As a compliment 
– As an ingredient 

 

• 83% adults hold favorable feeling toward product 

Enviable Statistics – many strengths 

Source: Symphony IRI Panel 



Milk drinking in the US among highest in 
world – behind Australia & Canada 

Source: Dairy Facts: IDFA, ed. 2011 



Fluid milk remains an important part 
of total milk utilization! 

Source: IDFA Dairy Facts 2010 data 



 

Yet the Milk Glass Has Chips… 



Per capita consumption of milk has 
been in a downward trend since 1945! 
Growth in consumption has NOT kept pace with population growth! 

Source: USDA/ERS 



Source: Kantar Worldpanel 

Penetration of Milk declines with age 
and is decreasing over time. 



LATEST 52-WEEK FLUID MILK SALES 
US Total Volume= 31,714,734,080 lbs. (-1.9%) 

CALIFORNIA 
Volume 3,206,450,688 

Growth = -3.9% 

GREAT LAKES 
Volume 5,280,669,184 
Growth = -2.1% 

MID SOUTH 
Volume 4,074,384,760 
Growth = -1.6% 

NORTH EAST 
Volume 4,864,221,184 
Growth = -1.0% 

PLAINS 
Volume 2,598,956,728 
Growth = -1.1% 

SOUTH CENTRAL 
Volume 3,443,386,624 
Growth = -1.6% 

SOUTH EAST 
Volume 4,354,038,272 
Growth = -2.1% 

WEST 
Volume 3,895,632,128 
Growth = -1.8% 

IRI DATA Category - Milk Total U.S.- MO –  
Sales Summary Trend Period Ending 2/24/13 



Milk has lost beverage share over the 
long-term, but is stabilizing short-term. 

Source: Beverage Marketing Corporation 



Milk’s competitive position has 
weakened… 

Is milk up for a fight? 
 

–  Over long-term, milk lost to large beverage 
giants 

 

– More recently, smaller players taking share 

Source: Symphony IRI Panel 



Alternative Beverages 



Fortified Competitive Beverages 
Calcium & Vitamin D Added 



The Soy Category Is Bigger Than Ever… 



 

Non-dairy beverages often positioned as 
having advantages over milk… 



• FDA Standard of Identity of ‘Milk’ 
– “The lacteal secretion…obtained by the 

complete milking of one or more healthy cows” 
– “Shall not contain less than 8.25% milk solids 

not fat and not less than 3.25% milkfat” 
 

Soy, Almond, and other alternative 
beverages are not ‘Milk’! 

• ‘Soy Milk’, ‘Almond Milk’, nor any plant derived 
liquids do not meet the requirements to be 
allowed to be called ‘Milk’… but they are doing 
so using milk as a non-standardized descriptive 
term. 





• Authentic 
• Quality 
• Natural 
• Local 

• Sustainable 
• Agrarian 

• MILK! 
• Whole 



Value-Added Milks, while small, have grown 
while the total fluid milk category has declined 

Source: Symphony IRI DMI custom milk database 
Combined food, drug, and mass excluding Wal-Mart 

In 2011, Value-added 
milks accounted for 7% of 
fluid milk volume at retail 

and 14% of dollars.  
These include Lactose-
free, Organic, Creamy, 

Refuel, Omega-enriched. 



Export Opportunities 
• Shelf-stable milks & products 
• Recognized symbol for REAL DAIRY 
• Trusted sign indicating safe & high-

quality contents 



Volume Trend – Shelf Stable Milks 

Source: MilkPEP monthly topline data 2/24/13 

Shelf stable is defined as any product with ‘refrigerate after opening’ or similar 
language on the package.’  Currently offered mostly in pints and quart sizes, 

consumers pay an equivalent of $12 per gallon. 



National, Regional, & Store Brands 



Upstate Niagara proudly displays the Real 
Seal symbol on all dairy product 

packaging… 
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