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The dairy checkoff has taken immediate actions to help increase demand for and sales of U.S. dairy products in these difficult 
economic times. Beginning late last year, Dairy Management Inc.™ (DMI) and the U.S. Dairy Export Council® (USDEC) have 
adjusted more than $30 million to further focus on immediate and longer-term sales impacting efforts. Remaining true to the 
long-term strategies of working with and through the industry to extend the producer’s investment, here are some activities: 

 
 

 

 
  
 

To help revitalize the pizza category, dairy producers have partnered with Domino’s Pizza®. Now other 
pizza chains are taking notice and are offering more cheese-focused promotions, including chains in the 
Northeast and Idaho. If every pizza was made with one more ounce of cheese, it would use an 
additional 2.5 billion pounds of milk annually.  
 

Phase 1: Beginning in February 2009, dairy producers partnered with Domino’s Pizza® to introduce 

Domino’s American Legends™, six new “generously cheesed” pizzas, which use up to 40 percent more 
cheese than traditional Domino’s pizzas. Dairy producers have invested $12 million over two years and 
Domino’s has invested four to five times more than that to support these permanent menu items that 
help build cheese sales. Domino’s reported a 1 percent sales increase in first quarter 2009.  
 

Phase 2: In June, the chain launched phase two of Domino’s American Legends –a comprehensive, 

national marketing effort to promote the pizzas – knowing that more cheese equals better pizza. 
Marketing elements to help drive customer traffic and sales include: television and print advertising; in-
store and on-the-box promotion messages; unique “house sampling parties” to generate demand for the 
pizzas; and state and regional local promotion efforts.  
 

Phase 3: In July, Domino’s showed its appreciation to America’s dairy producers by securing 

prominent, American Legends-specific advertising on the home page for Yahoo.com, the 
world’s largest online search engine (with more than 500 million visitors), to ask customers 

to vote for their favorite pizza for a chance to win free Domino’s pizzas for a year. They also ramped up 
promotion and online offers for their cheese-friendly menu items at their Web site –at no additional 
cost to dairy producers. 
 

Phase 4: Domino’s continues its cheese-friendly efforts and dairy producers will enhance 

these efforts through marketing and promotion support. These initiatives will not only boost 
cheese sales, they also will help generate similar promotions in the marketplace that will 

create additional sales.  
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Dairy producers also are focused on protecting and promoting pizza’s place in schools as a 
healthy, satisfying and popular item. Pizza is the No. 1 entrée in schools–25 percent of all 
school meals include pizza. DMI and state and regional checkoff organizations are working 
with industry partners on a comprehensive program to build the perfect pizza – one that not 

only tastes good, but also meets increasingly restrictive school nutrition standards. Keeping pizza in 
schools and keeping kids interested in real cheese is a priority for sustaining long-term sales.  
 
 

 
 

 
 
 

To drive dairy innovation at foodservice and beyond, dairy producers have partnered with McDonald’s.  
 

Phase 1: This multi-year partnership kicked off with the introduction of McCafe® specialty coffee 

beverages (which are up to 80 percent milk), which rolled out in 2008 and today are available in nearly 
14,000 McDonald’s restaurants across the country. Publicly released data indicates McDonald’s sales 
increased 4.3 percent in July (compared to July 2008 data), an increase that the company credited in 
large part to the specialty coffee beverages. Other menu development ideas could include yogurt 
smoothies, espresso drinks and new single-serve flavored milk options.  

 

Phase 2: Five years after launching single-serve milk in plastic, re-sealable containers, 

McDonald’s continues to promote milk by investing in advertising, in-store signs and other 
marketing efforts. Most recently, milk was featured as part of a special tie-in with “Ice Age: 

Dawn of the Dinosaurs,” a popular children’s movie. McDonald’s was the first national restaurant chain 
to offer milk in plastic bottles; today nearly 70,000 restaurants across the country offer this product. 
Collectively, this drives short- and long-term sales by recapturing milk as the beverage of choice for 
kids because over 1.2 billion times a year kids get the product they want in the format they want it. All 
totaled, dairy producers have invested $6 million with partners on single-serve milk at foodservice – our 
partners collectively invest over $130 million each and every year to promote and sustain the kids’ milk 
franchise.  
 

Phase 3: McDonald’s recently launched a national marketing campaign to promote its line 

of three new Angus Burgers, which uses two slices of cheese per sandwich. Estimates 
indicate that Angus Burgers may use up to 6 million pounds of cheese this year. In addition 

to American cheese used on two of the sandwiches, one burger features Swiss cheese – a first for 
McDonald’s. This summer, other foodservice companies are following suit and are developing – and 
marketing – cheese-friendly burgers and other menu items.  
  

http://www.aboutmcdonalds.com/etc/medialib/aboutMcDonalds/image_library/logos.Par.51527.File.dat/11382980_mlsb_rm_ilib_rm_4cc_l.zip
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To help make lactose-free milk indispensible to the nearly 1 in 4 Americans who have left or are at risk 
to leave the category due to actual or perceived lactose intolerance, dairy producers have entered into 
a long-term partnership with a leading milk processor.  
 

Phase 1: Dairy checkoff-funded research indicates that consumers with lactose intolerance drink less 

milk, or avoid it altogether. A significant sales opportunity exists to bring milk back into the daily diets of 
these people and encourage those in the category to enjoy it more.  Currently, lactose-free milk 
products represent less than 2 percent of the entire milk category. By investing in a long-term project to 
educate and promote lactose-free products, this category could require an additional 2.5 to 5 billion 
pounds annually.  
 

Phase 2: Working with HP Hood® and its Lactaid® brand, the category leader with more than 

80 percent share of the lactose-free market, dairy producers are helping to build sales through 
education and the marketing of lactose-free milk. One immediate step in the long-term 

partnership between DMI and HP Hood is a nationwide, branded retail coupon offer this fall that, based 
on past efforts, may increase sales between 30 to 60 percent during the promotional period. 
 
 

 
 
 
 
 
 
  
 
To help accelerate fluid milk innovation, dairy producers funded research that suggests chocolate milk 
is an excellent post-exercise beverage because it contains protein and other essential nutrients.   
 

Phase 1: DMI partnered with Shamrock Farms® to test the sales opportunity for their chocolate milk 

product, “Rockin’ Refuel,” which has additional protein and naturally occurring electrolytes. Tests 
indicate the product is popular with men ages 18 to 25 and with moms looking for new and healthy 
options for their families.  
 

Phase 2: Now, DMI is working across the industry to identify sales opportunities for post-exercise dairy 

beverages through other flavors and packaging options, as well as new places to buy the product such as 
schools and vending machines.  
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To encourage innovative new products and new uses for dairy products and ingredients, dairy 
producers are working with food and beverage industry partners.  
 

Phase 1: General Mills®, owner of the Yoplait® brand in the United States, in concert with DMI, 

developed a new line of frozen fruit and yogurt smoothies that use a breakthrough yogurt chip 
technology. The yogurt chip and frozen fruit smoothie is blended with 8 ounces of milk to make a 
delicious, nutritious and convenient smoothie. After testing the product last year, General Mills stated it 
was one of the most successful product tests ever! 

 

Phase 2: As a result of its early success, General Mills, in collaboration with national and 

local dairy promotion organizations, is rolling out the frozen fruit and yogurt smoothie 
products in grocery stores across the country this fall. Through the checkoff, dairy producers are 
partnering with General Mills to conduct sampling events at stores to boost sales as tests indicated once 
consumers tried the smoothies they became regular customers of the product.  
 
 

 
 
 

 

 
 
 
 
 
To expand the use of dairy ingredients, dairy producers are working with food and beverage industry 
partners. A key collaboration is with Starbucks Coffee®, which uses nearly 2 billion pounds of fluid milk a 
year.   
 

Phase 1: Dairy producers supported the chain in July 2008 with the introduction of the Vivanno™ 

Smoothies product line, which consists of fruit, milk, and a powder blend of dairy whey protein and 
fiber.  

 
Phase 2: In response to Vivanno’s success, the chain recently introduced a third flavor, 

strawberry banana,in addition to its banana chocolate and orange mango offerings. These 
drinks, which use more than 3.7 million pounds of whey protein and require more than 550 million 
pounds of milk annually, are heavily marketed by the chain, including aggressive in-store promotion and 
marketing. 

http://www.starbucks.com/retail/new-in-stores.asp

