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• Unique approach by dairy
• How are we doing?
• Specific examples
• Key learnings



Innovation Center for U.S. Dairy

Health and 
Wellness

Sustainability Globalization Research and 
Insights

Pre-competitive Science, Strategy and Insights

Companies and brands incorporate into their business plans

Consumer Marketplace

34 CEOs and Chairmen of leading dairy companies and 
cooperatives

+800 professionals from dairy industry and beyond

Food Safety Consumer 
Confidence

Presenter
Presentation Notes
Innovation Center for U.S. Dairy was founded by dairy producers in 2008 as a way to help the dairy industry work together on issues and opportunities that affect the entire industry, but are too big for any one company or segment of the supply chain to tackle alone.Represents leading dairy producer and processor organizations who are working together pre-competitively to develop shared strategies and insights that can help the entire dairy industry. The green boxes represent the six areas of key focus of the Innovation Center. In each area of focus, we encourage companies to incorporate these shared approaches into their business plans to foster a unified approach to the marketplace.The sustainability committee focuses on fostering innovation and economic, social and environmental sustainability.



Associations/Government

112 companies & 150 professionals in the Sustainability Council
Leading 8 project teams with over 800 industry members contributing over $6M in kind

Alliance Dairies
Clauss Dairy Farms

Fair Oaks Farms
Fiscalini Farms

Foster Brothers Farm
Gar-Lin Dairy Farm

Graywood Farm
Haubenschild Farms Inc.

Holsum Dairies
Kooistra Farms
Maddox Dairy
MarBec Dairy

Medeiros & Sons Dairy
McCarty Family Farms

Mystic Valley Dairy
Nobis Dairy

Prairieland Dairy
Rovey Dairy

Simonson Dairy
Spruce Haven Farm

Triple A Farms
Werkhoven Dairy

Coops & 
Farmers

Crop
Production

Dairy 
Processor

Transport

Retail & 
QSR

Community

Sustainability 
Council

We commit to being leaders in 
sustainability, ensuring the health and 
well-being of our planet, communities, 

consumers and the industry

Cheese

Suppliers

Presenter
Presentation Notes
The Sustainability Council, which was also created by dairy producers, oversees the Innovation Center’s sustainability efforts.  There are 100 companies and 137 professionals on the Sustainability Council.These industry professionals are there at their own expense, contributing their time and expertise. Other organizations --such as foundations and government -- have contributed financial and in-kind services, to help advance farmer’s priorities. In fact, in 2011, the Sustainability Commitment engaged more than 830 stakeholders who invested approximately 6,700 working days, valued at more than $6.2 million, to support dairy sustainability efforts throughout the year.  In total in 2011, $8 million in cash and in-kind services were secured for sustainability efforts. The Sustainability Council is chaired by Mike McCloskey of Fair Oaks Farms in Indiana, and as you can see here, the leadership team represents companies and organizations from throughout the supply chain, as well as scientists, suppliers, and academics. As we move forward with this unprecedented, industrywide sustainability initiative, our goal is to continue to build and sustain a strong Sustainability Council with a diversity of perspectives from stakeholders across the dairy supply chain and beyond.<NOTE: MENTION IT HERE IF YOU OR SOMEONE IN THE AUDIENCE SERVES ON THE SUSTAINABILTY COUNCIL OR ANOTHER INNOVATION CENTER COMMITTEE>  Updates: Organic Valley added 6/11
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• Our consumers – through access to safe, nutritious, 
high-quality products.

• Our communities – through contributing, 
participating, and investing where we live and 
operate.

• Our cows – through animal stewardship.
• Our employees – through ensuring a safe and 

respectful workplace.
• Our planet – through the stewardship and 

responsible use of natural resources.
• Our businesses – through a focus on long-term 

economic vitality.

• The U.S. Dairy Industry supports socially 
responsible, economically viable and 
environmentally sound dairy food systems that 
promote the current and future health and well 
being of: 

• We commit to these principles through our 
shared values of honesty, integrity, 
inclusiveness, and transparency

Guiding Principles Align on 
a Vision for the Industry

Presenter
Presentation Notes
Guiding principles of the framework align with consumer interestsHelp us report with “proof points” to tell our storyThe Guiding Principles communicate the dairy industry’s values and definition of Sustainability to its stakeholders. The principles provide the pillars of the Framework and are designed to inform the sustainability programs, measurement and reporting of industry members. Additional indicators and metrics may be added to the Framework in line with topics covered by these guiding principles. The principles articulate those sustainability topics that are core to our industry. Care for our cows, employees, consumers, communities, planet and our businesses all are at the heart of what we do. We need a mechanism to tell our stories about how we take care of these core activities in line with our values, and the indicators of the Framework are a starting point to support the industry in telling the stories around these principles. These principles were drafted by a group of industry members and stakeholders, and refined during the Council meeting in March 2012. The words were carefully weighted and discussed at length by the Council members. The Council has signed off on it in March. 



Enhancing Consumer Trust
Credibly Enhance Consumer Trust

Share Best Practices and case studies
to optimize performance

Science to establish the baseline

Use Smart Tools to measure what matters

Stewardship & Sustainability Guide 
to track and communicate progress

Presenter
Presentation Notes
This is part of a larger Stewardship and Sustainability strategy that has been guided by the DMI Board, the Innovation Center Board,  and the Sustainability Council since 2008. About 20 dairy producers are in a leadership role on the Sustainability Council, and there are about 60 more people on the Council from across the supply chain, from crop production through retail. The overall goal and benefit of all of our work is to enhance consumer trust in dairy, thereby helping to grow our markets and secure our future.  Just like in nutrition, stewardship and sustainability is based on the use of science as the foundation to set the record straight. So for example, we established an accurate baseline of the industry’s GHG footprint through the LCA Survey which some of you may remember.The science also shows us what measures matter, and we are using that information to develop practical tools like Farm Smart that will help dairy farmers, processors, and milk transporters to identify opportunities to improve  -- environmentally and financially. Best practices and case studies are being  developed and shared to help optimize performance across the supply chain. And today, we want to focus on the development of the Stewardship & Sustainability Guide for U.S. Dairy, which will help us communicate our stewardship story. 



Farm Smart™

Smart 
Tools

Presenter
Presentation Notes
Let me tell you a little bit more about Farm Smart, Drawing on science from our survey of 536 farms, and other sources, Farm Smart will be a forecasting and modeling tool for dairy producers. It captures information on each farm’s unique site, on soil, water, terrain, crops and cows, etc Dairy producers can use it to estimate the impact of changes on environmental AND financial factors.  It is in the early stages of development now, and is being tested with 120 dairy producers around the country this year. 



Measure and Communicate 
Sustainability Through the Value Chain 

Field Dairy

Farm SmartTM

An innovative, integrated online 
management system that empowers 
continuous environmental, social and 
economic improvement for dairy 
producers.

Plant SmartTM

A tool that allows fluid milk processing 
plants to reduce GHG emissions and 
energy costs. 

Fleet SmartTM

A tool to reduce fuel consumption, costs 
and GHG emissions in the transport and 
distribution of milk. 

Retail

Field DairyField Dairy

Milk Cooperative

Transportation

Processing

Presenter
Presentation Notes
Farm SmartTMAn innovative, integrated online management system that empowers continuous environmental, social and economic improvement for dairy producers.Dairy Fleet SmartTMA tool to reduce fuel consumption, costs and GHG emissions in the transport and distribution of milk. Calculate your carbon footprint and develop an action plan to improve transportation efficiencies.Dairy Plant SmartTMA tool that allows fluid milk processing plants to reduce GHG emissions and energy costs. Calculate your carbon footprint, develop an action plan, and benchmark your plant.Plant Smart tool allows plant managers to calculate carbon footprint and benchmark, www.usdairy.com/plantsmartDairies comprise nearly 30% of plants participating in ENERGY STAR7 dairies have achieved 10% or greater energy savingsEqual to 320,075 MMBtu or the energy needed to power over 7,300 homes in the U.S. or the prevention of 17,818 MT of CO2 emissions.



• Credible, transparent and 
industry led. 
Program that is equal to or exceeds the 
competition while satisfying the demands of retail 
customers and dairy consumers

• Demonstrate progress. 
Buyers and sellers seek proof that dairy – “from 
grass to glass” – uses practices that protect natural 
resources and promote community well-being and 
economic vitality

• Mission: one approach.  
Create a voluntary method to track and 
communicate stewardship and sustainability 
progress

Single Approach from “Grass to Glass”

Presenter
Presentation Notes
Do more with less. World population growth is placing more demand on food supply with limited natural resources.Credible, transparent and industry led. Program that is equal to or exceeds the competition while satisfying the demands of retail customers and dairy consumers.Demonstrate progress. Buyers and sellers seek proof that dairy – “from grass to glass” – uses practices that protect natural resources and promote community well-being and economic vitality.  Mission: one approach.  Create a voluntary method to track and communicate stewardship and sustainability progress.



About the Dairy Industry



competitors

Current Reality

NGOs consumers

customers government investors

Presenter
Presentation Notes
Current reality in 2007 and now even more. The dairy industry is unique in the fact that we are both a commodity and consumer facing product so we understand and know that we have to be responsive to consumer’s needs. We are with 80% penetration in the household, there isn’t a consumer or organization that doesn’t touch dairy.



33%

34%

36%

36%

35%

5%

8%

6%

7%

8%

62%

58%

58%

57%

57%

Using energy responsibly

Protecting water quality

Handling manure properly

Protecting air quality

Using water responsibly

Q4 2012 Assessment of Dairy Farmer Performance
% U.S. Adults Rating Dairy Farmer Performance in Each Area 

Not familiar enough Doing poorly Doing adequately/well/exceptionally

Communicating Sustainability: What 
does the consumer want to know?



Key Findings: Carbon Footprint, all products



Measurement:
Understand business drivers

Presenter
Presentation Notes
While the carbon footprint study was under way, the Innovation Center for U.S. Dairy launched a voluntary sustainability commitment.The voluntary sustainability commitment is our goalto reduce greenhouse gas emissions of a gallon of milkby 25 percent by the year 2020. This chart gives you a look at the primary sources that make up our footprint.In order to reach our goal by 2020We identified a series of projects that will help us reduce greenhouse as emissionsFocusing primarily on the areas you see here. No other industry has done this. It’s unprecedented.The U.S. dairy industry is the first group to measure its carbon footprintFrom farm to table.How better to show our commitment than take ownership of our footprint?And take strides toward improving it?I’ve talked a lot about improvements we can make to become more efficient.Let’s take a look at some examples.



Lead: Combination of 
Top Down and Bottom Up

32 Dairy industry CEOs and chairpersons 
committed to…

25% by 2020
GHG reduction for fluid milk

$238 million
Estimated business value across industry

Presenter
Presentation Notes
The Innovation Center for U.S. Dairy provides a forum for the dairy industry to work together pre-competitively to address barriers and opportunities to foster innovation and increase sales of U.S. dairy. 



• 2014: 70% of suppliers have an approach
• 2015:  50% of suppliers can provide details 

• 2016: Begin purchasing verified sustainable beef

• Shareholder resolution on sustainability reporting

• Commitment to sustainably source dairy using the 
Guide by 2020

Customers are Setting Sustainable 
Sourcing Goals

Presenter
Presentation Notes
WalmartBy the end of 2014, 70% of suppliers will have an approach (goals/program/tracking):Participating in addressing productivity Minimizing greenhouse gas emissions from the cow (enteric emissions) and manure/urine50% of suppliers will have an approach in place to address feed production energy, fertilizer and pesticide inputs.By the end of 2015, 50% of suppliers can provide details about their goals/program/tracking on productivity while minimizing greenhouse gas emissions from the cow (enteric emissions) and manure/urine.30% of suppliers can provide details on how they are addressing feed production energy, fertilizer and pesticide inputs.McDonaldsCurrent sustainability priorities:Waste managementEnergy UseConservation of habitatLabor rights and worker safetyGreenhouse gas emissionsWater impactsAnimal Welfare 



Lead: Partnership Benefits 
Thousands of Dairy Farmers



Who Do Consumers Trust –
Farm and Environmental Topics

Physician

Dairy Farmer

Environmental Scientist

Family Member

Veterinarian

National Geographic

World Wildlife

ORGANIZATIONS TRUSTED 
THE MOST

SOURCES TRUSTED 
THE MOST

EPA

18

Source: Dairy Monitor Q4 2013

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&docid=WsFwGjmUiAOaTM&tbnid=WC26i6b_y3mOIM:&ved=0CAUQjRw&url=http://www.forbes.com/2010/07/21/trust-privacy-technology-wall-street-opinions-laneri-noer-trust_land.html&ei=zPZmU-nWNseg8QGJ7ICwBA&bvm=bv.65788261,d.b2U&psig=AFQjCNHmKDRbp5wvBTrhkvHAnhULtqoZvg&ust=1399343158408451
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&docid=WsFwGjmUiAOaTM&tbnid=WC26i6b_y3mOIM:&ved=0CAUQjRw&url=http://www.forbes.com/2010/07/21/trust-privacy-technology-wall-street-opinions-laneri-noer-trust_land.html&ei=zPZmU-nWNseg8QGJ7ICwBA&bvm=bv.65788261,d.b2U&psig=AFQjCNHmKDRbp5wvBTrhkvHAnhULtqoZvg&ust=1399343158408451


The Most “Green” Consumers 
are Highly Influential 

Highest concentration: 61% Female More likely to be 
college educated, 

higher income

Higher concentration 
among Millennials

San Francisco
Washington DC

Boston
Anchorage

Seattle
Denver



Specific Example



rbST-Free Fluid Milk
• Marketing push in the beginning

21

Conventional rbST-Free Organic



rbST-Free Fluid / Result

• Processors paid up-charge
• Retailers / Consumers paid 

up-charge 
• Enough farmers incentivized 

to switch

22



rbST – Free / Cheese

23



rbST-Free / Cheese Result

24



Key Learnings

• Can’t sell what consumers won’t buy
• Science not enough anymore for 

many people
• Farmers trusted – but too few 

anymore to reach consumers without 
internet help

• Emotions run high – example, GMO’s 
and animal care

25



Suggestions re: Strategy & Sustainability

1. A check-the-box effort likely dangerous
• Need commitment

2. We found good economics in sustainability
3. Get employees engaged … manufacturing 

employees love helping solve for how to use less
4. Science not enough …

• Try “population growing, using less technology like 
GMO’s will result in more costly food for all and more 
hungry people”

26



Thank you

27
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