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INNOVATION UPDATE

MARCH 5, 2024
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Agenda
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• Macro Sales View

• Innovation Strategies and Outcomes

• 2023 Highlights

• 2024-2026 Strategy and Program Updates
– Partners & Growth Platforms

– Nutrition Science

– Product Science

– Technology
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SALES BACKGROUND
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U.S. Dairy is a Powerhouse at 232 Billion Pounds and 
Continues to Grow, Domestically & Internationally

4

TOTAL DAIRY ALL CHANNEL SALES*

Milk Equivalent, Total Milk Solids Basis, Mil Lbs

EXPORTS

DOMESTIC

Source: USDA,NMPF
*Dairy dem and m easured as dom estic d isappearance and com m ercia l U.S. exports 4

TOTAL 1985:
127,671

TOTAL 2022:
231,891

4
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Dairy Continues to be a Powerhouse
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Refrigerated Dairy is the Largest Aisle at Retail

LARGEST GROCERY AISLE, SIZE ($B) AND GROWTH 5 2 WKS 10-8-2023

$78.5
$70.9

$63.1
$57.8

$41.0 $37.7 $37.7 $34.6 $34.5
$32.6 $32.3 $30.2 $29.2 $27.1 $25.0

AISLE Meat
RFG DAIRY Liquor Snacks Fresh CSDs Fresh Bakery Candy Meals 

Vegs
Fresh 
Fruit

Proc. Sports & Deli Froz. Water 
MeatEnergy Dr Meals Meals

$19.7 $11.6 $16.8 $12.2 $12.6 $7.2 $6.6 $8.6 $8.4 $8.1 $5.7 $12.3 $7.5 $7.1 $7.2
4 yr 

growth
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Real Dairy is 21 Times Larger than Plant-based 
Alternatives and Delivering More Growth

$4.1B

Plant-based 
Alternatives

$86.8B
REAL DAIRY 
PRODUCTS $0.3

$8.8

SIZE GROWTH
52 Week
$ Chg vs Year ago

Plant-based 
Alternatives

REAL DAIRY 
PRODUCTS

6

Dairy Towers Over Plant-based Alternatives 
Across Categories

DAIRY DAIRY PLANTPLANT DAIRY PLANTDAIRY PLANT

$255
$2,910

$8,859

$331

$7,879

$220

90 times
the size

$16,220

6 times 
the size

27 times 
the size

36 times 
the size

CHEESE
$23,047

ICE CREAM

SIZE $MILLIONS 52 WKS. ENDING 5-21-23

MILK YOGURT

7Source: CircanaGroup, L.P.
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Dairy Delivers More Growth at Retail than Plant-
based Alternatives

DAIRY DAIRY PLANTPLANT DAIRYDAIRY PLANT

$1

$1,054

$269

$1,034

$16

$627

-$24
PLANT

DOLLAR $M GROWTH 52 WEEKS ENDING 5-21-23 VS. YEAR AGO

CHEESE MILK YOGURT ICE CREAM
$2,128

8Source: CircanaGroup, L.P.
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DMI Focuses on 5 Interdependent Priorities 
for our Funding Farmers

Action People Innovation Reputation

A S P I R E

ExportsSustainability

9
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Objective
Develop technology-
powered breakthrough 
science and innovations 
that advance U.S. dairy’s 
wellness AND product 
leadership.

10

INNOVATION

10

Innovation Plan Outcomes

More Incremental 
Sales

More 
Commercialized 
Science

Channel-leading 
partners to launch 
new innovation and 
growth platforms and 
new technologies 
(Encapsulation)

More Outside 
Investment

More Trained 
Workforce

For product 
innovation, health 
and wellness 
science from non-
dairy processors

Connected 
technology, talent, 
and R&D capabilities 
to modernize and 
commercialize 
science and products

Accelerated 
discovery and 
commercialization 
via platforms 
(Lactoferrin) and 
benefits (Immunity)

13

11

Science & 
Innovation for 
the Future

12

12
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Nutrition 
Research

Product 
Science

Technology Growth via 
Innovation 

and 
Marketing 
Partners

Innovating for the Future
Four Focused Areas for Sustained Growth

12
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INNOVATION ECOSYSTEM

1414
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Leading a Dairy Innovation Ecosystem

Prove Growth 
Opportunties

Inspire Talent

Identify high-growth opportunities and attract, stimulate, and secure investment and talent in 
health & wellness science, technology, and product innovation.

Help Build 
Path to Market

Attract Investment

With and Through Industry & Partners

15
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Unlocking Growth Platforms & Partners

16

Health & Wellness Beverages FoodService

$350B $100B $240B

16
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$350B

17

HEALTH & WELLNESS PLATFORM 
OPPORTUNITY

17

Health & Wellness: A great opportunity 
and challenge for US Dairy

18

18

HEALTH & 
WELLNESS 
INCLUDES THREE 
INTERLOCKING 
ELEMENTS

86%

agree thatmental and 
emotional balance is 
every bit as important 
as physical health
+4 pts from 2021

Mental / 
Emotional 

Health

Physical 
Health

Social
Health

Health & 
Wellness

Source: TheHartmanGroup2023
30

19

Food as Medicine is Arriving Now

20

20
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Food as Medicine is Arriving Now

21

21

Innovation Following Trends

22

22

H&W Work Identified Top 37 Health & 
Wellness Conditions & Benefits Consumer are 
Addressing

13

14

15

16

18

19

20

21

22

23

24

Joint Health / Mobility

Skin Health

Common Cold / Virus 

High / Bad Cholesterol

17 Cancer Prevention (Skin) 

High Blood Pressure

Osteopenia / Osteoporosis 

Headaches / Migraines 

Cardiovascular Disease 

Type 2 Diabetes

Muscle Development/Tone 

Seasonal / Environmental Allergies

1

3

4

5

6

7

8

9

10

11

12

Physical / Athletic Performance

2 Bone Health

Hydration

Energy for Everyday Living / Work 

Digestive Health

Weight Management

Immunity

Mental / Emotional H&W

Oral Health 

Sleep

Hair and Nail Health 

Vision

26

27

28

29

30

31

32

33

35

36

25 Inflammation

Asthma 

Liver Health

Nausea

Memory Issues / Cognitive Decline 

Menopause

Reproductive / Fertility Challenges 

Growth / Height Potential

Maternal / Paternal Challenges

34 ADD / ADHD

Kidney Health 

Sexual Health

37 Brain Development

23

23

Identified Top Health & Wellness Growth Spaces for 
Dairy

20

Growth Potential Totaling Over $350B
ENERGY

PHYSICAL 
PERFORMANCE

SKIN
HEALTH

MENTAL/
EMOTIONAL H&W SLEEP WEIGHT 

MANAGEMENT BONE HEALTH

VISION HEART 
HEALTHORAL HEALTH

HAIR & NAIL 
HEALTH

DIGESTIVE 
HEALTH HYDRATION IMMUNITY

H&WConditionSizeIncludingF&BandNon-F&BProjectedforCY2028($B)

24
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Discover & Validate New Science Platforms

Milk Molecule
Looking at individual properties of specific

milk component & it’s benefits

Molecule Leveraging
components and benefits

Dairy Matrix
All milk components working together

Matrix
Whole Milk Dairy Foods

Niacin

Vitamin
A*

Vitamin
B12 Riboflavin

Carbs
Lactose

Protein
Casein/
Whey

Calciu
m

Phosphorus

Fat
400+FA

Vitamin
D*

PotassiumVitamin
K

Pantot
henic
Acid

Bioactive
s

Liquid Physical Matrix

Both product and nutrition science working as an “orchestra” to yield discoveries for both the body and
products at the macro whole milk matrix level to the molecular level

22

25

$100B

26

BEVERAGE PLATFORM OPPORTUNITY

26

The Beverage Landscape Has Grown 
Exponentially

1970s 1980s 1990s 2000s

ü Milk
ü Soft Drinks
ü Coffee
ü Juice

ü Milk
ü Soft Drinks
ü Coffee
ü Juice
ü Bottled Water
ü RTD Juice
ü Teas

ü Milk
ü Soft Drinks
ü Coffee
ü Juice
ü Bottled Water
ü RTD Juice
ü Teas
ü Wellness
ü Sports Drinks
ü Flavored Teas

ü Milk
ü Soft Drinks
ü Coffee
ü Juice
ü Bottled Water
ü RTD Juice
ü Teas
ü Wellness
ü Sports Drinks
ü Flavored Teas
ü Functional Bevs
ü Energy Drinks
ü Enhanced 

Water
ü RTD Coffee
ü Almond Drink
ü Coconut Bevs
ü RTD Smoothies
ü K-Cups

ü Milk
ü Soft Drinks
ü Coffee
ü Juice
ü Bottled Water
ü RTD Juice
ü Teas
ü Wellness
ü Sports Drinks
ü Flavored Teas
ü Functional Bevs
ü Energy Drinks
ü Enhanced 

Water
ü RTD Coffee
ü Almond Drink
ü Coconut Bevs
ü RTD Smoothies
ü K-Cups

ü Vegetable/Fruit 
Blend

ü Sparkling Juice
ü Fusion Drinks
ü Coconut Water
ü Drinkable 

Yogurt
ü Pea Protein 

Drinks
ü Kombucha
ü Other

Fermented
ü Cold Brew 

Coffee
ü Cold Pressed

Juices
ü Alkaline Water
ü Maple Water
ü And many

more…

Today

37

27

2828

Beverages Driven by Dramatic Innovation 
and Branded Investment

Source: Innova Market Insights; Pathwater, QSRMagazine; Keurig; McDonalds

W
at

er
C

of
fe

e

Technology Premiumization Health-Focused Flavors/Carbonation Food Service

28
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Gen Z: More Beverages at Younger Ages
By 5th Grade Youth Determines 75% of Beverages in Household

29

30

Dairy Comprises 15% of Total $175B 
Beverage Landscape

Note: Non-dairy beverages also includes tea (7.4B), unflavored sparkling water (5.8B), protein shakes (5.7B), flavored still water (4.4B), weight loss/nutrition shakes (4.4B), dairy alternatives (2.3B), and functional wellness drinks
(0.1B); dairy-inclusive categories also include milkshakes
Source: TCG Beverage Demand Landscape (2023)

$26.7B
Dairy-

Inclusive 
Beverages

$148.6B
Non-Dairy
Beverages

Total
Beverages

~$175B
Total Non-Alcoholic Retail 

Beverages

Top non-dairy categories $ Size
Carbonated soft drinks $38.0B

Energy drinks $18.5B

Juice $18.3B

Unflavored still water $15.6B

Flavored sparkling water $10.9B

Sports drinks $10.3B

Top dairy-inclusive categories $ Size

Dairy milk $16.5B

Whitened/RTD Coffee $8.3B

Yogurt drinks $1.2B

Smoothies $0.9B

30

31

Top Demand Moment Represent $100B in Sales
Dairy Milk Has Only a 15% Share of Those Moments

$24.1B
Address consumer 

demand for 
beverages that can 

deliver mental H&W 
benefits, whether it’s 
energy or relaxation

Mental Health &
Wellness

$19.0B
Satisfy highly 

engaged, proactive 
younger consumers’ 

demand for 
functional H&W

Functional Health &
Wellness

$37.2B
Delight consumers 

with delicious 
beverages that 

deliver special and 
rewarding 

experiences

Special
Treat

$19.1B
Delight consumers 

with satisfying 
everyday beverages 

that fit into 
individualized daily

routines 41

Routine
Treat

*dairy milk platform only
Note: Based on claimed spend
Source: TCG Beverage
Demand Landscape (2023)

Total 
Beverage

Spend

31

Team Will Inspire Industry To Spur 
Beverage Investment

32

32
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$240B

33

DOMESTIC CHANNELS FOODSERVICE 
OPPORTUNITY

33

Current Domestic Foodservice Partners

Landscape Goal:
Identify new growth partners and menu gaps

50

34

Foodservice Sales Today
Limited-Service Restaurants (Quick Service and Fast Casual) accounts for 42% of Total Food
Service Sales and 47% of the overall Dairy volume within Food Service

5%

9%

9%

26%

42%

Education

Retailers

Travel & Leisure

Full service restaurants

Limited service 
restaurants

5%

8%

16%

47%

Education

Retailers

Travel & Leisure

Full Service Restaurants

Limited Service Restaurants

Share of RSE
(2022 Retail Sales Equivalent of Food & Bev –

excluding Alcohol)

Share of Total Dairy Usage
(2022 Milk Weight Equivalent in Food Service)

Source: Technom ic, FS Landscape Report, O ctober 2023 
Showing segm ents w ith share of 5% or more 35

15% Half is school milk

35

$89

$32
$38

$27

$7 $8

$105

$45 $47 $41 $43 $43 $45

$32

$18 $20

$9 $9

$149

$87 $87

$64 $62
$56

$34

$17
$10

Burger Chicken Coffee Cafe Sandwich/Bak 
Café

Pizza Mexican All Other Asian/Noodle Frozen Desserts

$B 2019 $B 2022 $B 2030

Segment Growth In Limited Service
Burger, Chicken and Coffee Cafes are top 3 growth areas for 2030

36

Sweet Spot for Future Growth

36
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37In partnership with © 2023 Technomic, Inc.

TopMenuPlatforms 
BasedonOverallGrowth 
OutlookandDairyUsage 
Opportunities

1st tier: Top6
● Total Coffees/Teas
● Burger
● Total sandwiches (deli style +hot sandwiches)
● Chicken sandwiches
● Breakfast sandwiches

2nd tier: Next 3
● Mexican entrees
● Pizza
● Salads

37

Team Will Inspire Industry To Spur 
Foodservice Investment

38

38

Team Will Inspire Industry To Spur 
Foodservice Investment

ButterChickenBeverages

39

39

40

Nutrition Research 
For Sustained Growth

4
0

40
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Checkoff H&W Nutrition Science Goals

Unlocks new H&W 
science benefits

41

Proves dairy’s 
unique role in 
society & food 

system

Builds Trust & Sales

41

H&W Science Highlights 2023

42

42

Unlocking New 
Benefits

Brain Health

43

Heart Health

Gut Health Bone Health

43

Whole Milk Dairy Research

Cardiometabolic

Non Classical
Biomarkers

Dairy
Bioactives

Inclusion of Whole 
Milk in Clinical 

Guidelines

Dairy 
Matrix

Research Milestones and Modernized Health & Wellness Strategy

Collaborating 
with Mayo 
Clinic CVD 
Research 
Center

• 83 Funded Research Studies

• $10 Million / 11 years

• catalyzed other scientists to
investigate and further invest in dairy’s
role and benefits to human health

• 606 non-dairy funded research 
papers / 10years

Elevate Whole Milk Science 
to Educate in support of 
Dietary Guidance

44

Prove Uniqueness of Dairy 
Fats on Health

44
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Advancing the role of dairy foods in health and wellness across three working pillars

DMI and Mayo Clinic Collaboration

EDUCATION
AND

OUTREACH

NOW

SCIENTIFIC
RESEARCH

NEXT

DIGITAL
HEALTHCARE

TRANSFORMATION

FUTURE

45

45

46

Thirty Science Activations with Mayo Clinic in 
2023

Q 3 2 0 2 2 Q1 2 0 2 3 Q 2 2 0 2 3

Dairy Matrix Scientific 
Lecture

Leadership Kick-Off 
Event

Dairy at
Mayo’s CV Day Mayo Talks Sponsorship

Q 4 2 0 2 2

NDC Ambassador Event

Q3 & Q 4 2 0 2 3

• Scientific Lectures at Mayo Congresses (3)

• Mayo Clinic Webinars (2)

• “Ask the Mayo Mom” Podcast (2)

• Consumer Articles via Mayo Press

• Mayo.org consumer content

Pro Dairy
Tweet / Article

46

“…Studies in the United Statesand
abroad suggest that full-fat milk,
cheeseand yogurt may not have the
negative effects on heart or vascular
health aspreviously thought.”

Kyla M. Lara-Breitinger, MD, MS,
Mayo Clinic Division of 
Cardiovascular Prevention and 
Division of Echocardiography

“Thank you for being a sponsor for our 
meeting. It issorefreshing to see food 
represented here as it’s a preventive 

cardiology meeting. We welcome your 
information and enthusiasm!”

47

Mayo Clinic Cardiovascular Support

47

Key Takeaways

Identified high 
potential growth 
areas- Health and 
Wellness, Beverage, 
and Food Service

Nutrition 
Research is both 
protecting dairy’s 
role in society but 
also leading the 
discovery of new 
health benefits for 
dairy

Leveraging technology 
for rapid insights and 
commercialization of 
dairy products and 

benefits

Continue to engage 
partners for rapid 
commercialization 

scaling and outside 
investment

48
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Questions?

4
9

49


