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Company

Associated Milk Producers
PO Box 430
Freeman, SD 57029

Burbach’s Countryside Dairy
(sells to self and AMPI)
56670 880 Road

Hartington, NE 68739

Dairy Farmers of America
PO Box 901546
Kansas City, MO 64190-1546

Wells Dairy Inc.
#1 Blue Bunny Drive
LeMars, 1A 50131

Agropur
332 Division Street
Hull, 1A 51239

Dutch Girl Creamery (GOAT)
2201 W. Denton Rd
Lincoln, NE 68523

Beauty View Farm (Konecky)

NEBRASKA MILK FIRST PURCHASERS

05-20-25

Grade A

5.5

0.5

51

Nebraska Milk Producers Non-Stock Coop 13

Jisa

E Bar N Creamery

TOTAL

77
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Nebraska Department of Agriculture
Food Safety and Consumer Protection
Dairy Producers by County (05-20-25)
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NDID Board - Directory

9/25/2025

Jodi Cast

Valerie Parsons

Heath Snodgrass

JIC Jerseys

4011 A Street Rd

Beaver Crossing, NE 68313
Home:

Mobile: (402) 641-3797
Work:

Fax:

Email: jjcjerseys@gmail.com
Represents: DFA

Board Position Type: Member
Officer Position: None

Ships Milk To: Dairy Farmers of America
(DFA)

Term End Date: 11/2/2026

Nebraska Department of Agriculture
P.O. Box 94947

Lincoln, NE 68509-

Home:

Mobile: (402) 217-8145

Work: 4024712351

Fax:

Email: Valerie.Parsons@nebraska.gov
Represents: NE Dept. of Ag

Board Position Type: Ex Officio -
Government

Officer Position: None

Ships Milk To:

Term End Date: 1/2/0001

O & W Dairy Farm, Inc.

85801 518th Ave.

Orchard, NE 68764

Home:

Mobile: (402) 929-0275

Work:

Fax:

Email: gweedo2227@gmail.com
Represents: At-Large

Board Position Type: Member
Officer Position: None

Ships Milk To: Dairy Farmers of America
(DFA)

Term End Date: 11/2/2027

David Crook

Kent Pulfer

Doug Temme

Crook Dairy

71109 635 Boulevard
Humboldt, NE 68376

Home: (402) 862-2180
Mobile: (402) 862-5323
Work: (402) 862-2834

Fax:

Email: crookn503@gmail.com
Represents: At Large

Board Position Type: Member
Officer Position: None

Ships Milk To: Dairy Farmers of America
(DFA)

Term End Date: 11/2/2026

MPM Farm

811 Brooke Dr.

Wayne, NE 68787-1248

Home: (402) 375-2285

Mobile: (402) 369-0918

Work: (402) 375-2285

Fax:

Email: mpmdairy@gmail.com
Represents: Other First Purchaser
Board Position Type: Member
Officer Position: Chair

Ships Milk To: Wells Dairy, Inc. -
Corporate

Term End Date: 11/2/2025

Temme Agribusiness Inc.

57618 858th Rd.

Wayne, NE 68787

Home:

Mobile: (402) 375-0542

Work: (402) 375-4191

Fax:

Email: temmdo@gmail.com
Represents: AMPI

Board Position Type: Member
Officer Position: Secretary/Treasurer
Ships Milk To: AMPI Inc. Corporate Office
Term End Date: 11/2/2025

Doug Nuttelman

Joyce Racicky

Nuttelman Dairy

P.O. Box 413 12449 M Rd
Stromsburg, NE 68666

Home: (402) 764-5171

Mobile: (402) 366-9341

Work: 4023669341

Fax: (402) 764-5297

Email: nuttelmandairy@gmail.com
Represents:

Board Position Type: Member
Officer Position: None

Ships Milk To: Dairy Farmers of America
(DFA)

Term End Date: 11/2/2025

Elk-Creek Dairy

78074 Elk Creek Rd.

Mason City, NE 68855

Home:

Mobile: (308) 212-0542

Work: (308) 732-3263

Fax: (308) 732-3263

Email:
joyce.racicky@midwestdairyboards.com
Represents: DFA

Board Position Type: Member

Officer Position: Vice Chair

Ships Milk To: Dairy Farmers of America
(DFA)

Term End Date: 11/2/2026

Page: 5




NEBRASKA DAIRY INDUSTRY DEVELOPMENT
BOARD

Financial
Reports
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Nebraksa Dairy Industry Development Board
Fiscal Report
July 1, 2024 - June 30, 2025

FY 24-25 June YTD
Category Budget 2025 Total YTD %
Beginning Cash Balance 94,961 $ 104,958.45 $ 94,960.61
Revenue
Dairy Checkoff 1,500,000 $ 107,284.19 S  1,241,670.82
Penalty 100 0.00 217.63
Other Revenue 25 0.00 25.00
Investment Interest 2,000 184.16 2,808.92
Dumped Milk Refund 0 0.00 0.00
Total Revenue 1,502,125 $ 107,468.35 S  1,244,722.37 82.86%
Total Available Cash 1,597,086 $ 212,426.80 S 1,339,682.98
Expenditures
NDA Administrative Contract 9,000 S 439.83 S 7,268.88
Midwest Dairy Association 1,394,611 104,280.12 1,197,872.08
Southwest Dairy Association 48,000 0.00 18,390.73
Board Expense 1,000 0.00 223.94
DAS Assessments 1,850 0.00 1,153.00
Annual Audit 9,000 0.00 7,067.50
Total Expenditures 1,463,461 $ 104,719.95 S 1,231,976.13 84.18%
Adjustment to Fund Balance 0 0.00 0.00
Ending Cash Balance 133,625 S 107,706.85 S 107,706.85

* The ending cash balance is 100% invested in the short-term investment pool.

Percent of Fiscal Year Elapsed
FY 23-24 Revenue to Date:
FY 23-24 Expenditures to Date:

100%

$ 1,279,035.33
$ 1,302,227.20
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Midwest Dairy Association
Nebraska Division
July 1, 2024 to June 30, 2025

REVENUE: 12 Months
NDIDB Checkoff Revenue $ 1,197,872
EXPENSES:
Innovation:

DMI Projects 305,129 (incl. UDIA Membership)
Dairy Experience:

DEX-Sales Demand 196,044

DEX-Sales Youth 28,241

DEX-Thought Leader 114,866

DEX-Trust Adult 214,330

DEX-Trust Youth 100,887

DEX-Strategic Initiative 15,262
Research 44,836
Agricultural Affairs

Farmer Leadership 112,601

Farmer Advocates 140,791
Farmer & Corporate Communications 103,266
Program Innovation -
Administration 58,488
Total Expenses $ 1,434,739
Excess of Revenue over Expenses $ (236,867)

7% Farmer & ﬁ 4% Administration |
Corporate
Communications

21% DMI Projects

10% Farmer
Advocates

8% Farmer
Leadership

3% Research

1% DEX-Strategic
Initiative

7% DEX-Trust Youth

15% DEX-Trust Adult

14% DEX-Sales
Demand

/—I 2% DEX-Sales Youth

8% DEX-Thought
Leader
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11:58 AM Southwest Dairy Museum, Inc.

07/09/25 Receipts and Disbursements
Cash Basis January through December 2024
Jan - Dec 24
Income
4000 - Income 4,113,152.16
Total Income 4,113,152.16
Gross Profit 4,113,152.16
Expense
6000 - Basic Expenses 3,228,001.95
7000 - Special Promo Program Expens... 531,394.50
8000 - Capital Asset Expenses 189,332.41
Total Expense 3,948,728.86
Net Income
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NEBRASKA DAIRY INDUSTRY DEVELOPMENT
BOARD

Dairy Promotion Organizations

Nebraska dairy farmers pay checkoff of fifteen cents per hundred-weight of milk they
produce. The checkoff is collected by the first purchaser of each producer’s milk. Five
cents is sent to the National Dairy Board which provides funds for the national Unified
Marketing Plan (UMP) developed by Dairy Management, Inc. The other ten cents is paid
to the Nebraska Dairy Industry Development Board (NDIDB). The NDIDB funds USDA
qualified program organizations for dairy promotion activities. The NDIDB is itself a
USDA qualified program organization.

During the period July 1, 2024 through June 30, 2025, NDIDB funded the following two
qualified program organizations:

1. Midwest Dairy Association (Midwest Dairy). Under contract, Midwest Dairy
implemented programs intended to contribute to the betterment of Nebraska’s
dairy farmers and the state’s dairy industry, including 1) the local components of
the UMP, 2) the national UMP funding commitment, and 3) other promotion
programs in Nebraska consistent with the interests of Nebraska dairy producers.
Programs funded during the period are further described in the Promotion
Highlights.

2. Southwest Dairy Farmers (Southwest Dairy). Under contract, Southwest Dairy
began implementing Mobile Dairy Classroom programs in Nebraska. Programs
are further described in the Report of Activities.
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Nebraska Dairy
Promotion Highlights

JULY 1, 2024 — JUNE 30, 2025




National Dairy Promotion Highlights

Dairy Management Inc. (DMI), which represents and implements the priorities,
strategies, and programs of the national dairy checkoff program, works on behalf of
America’s dairy farmers, including the more than 130 South Dakota dairy farmers, to
protect and grow sales and trust in dairy foods, dairy farmers, and the dairy community.

The foundation of this work is a nationwide Unified Marketing Plan that DMI develops
and implements in partnership with 14 dairy promotion organizations — including
Midwest Dairy — to align national and local dairy promotion strategies and activities
focused on action in the following core priorities:

e Sustainability: Demonstrate that dairy is an environmental solution — backed by
science and proof — and economically additive for farmers, markets, and society.

¢ Innovation: Develop technology-powered breakthrough science and innovations
that advance U.S. dairy’s wellness and product leadership.

e Reputation: Taking a louder, more proactive, and competitive approach to
sharing dairy’s indispensable role as a solution for consumer wellness and a
societal solution for communities and environmental progress.

e Exports: Positioning U.S. dairy as a consistent, preferred supplier in key global
markets.

Sustainability

MORE SOLUTIONS: Additional decision support resources, measurement tools
and access to technical and financial assistance.

Greener Cattle Initiative

e Avresearch collaboration with partners across the value chain, announced a
second round of funding of $5 million available for research focused on enabling
enteric methane mitigation.

e Partners include the Foundation for Food & Agriculture Research, the Innovation
Center for U.S. Dairy, Council on Dairy Cattle Breeding, Elanco, Genus PLC, the
National Dairy Herd Information Association, Nestle and the New Zealand
Agricultural Greenhouse Gas Research Center.

Results

e $10 million for research, to date, has been made available representing a 10:1
return on investment.

e Grants have been awarded for research on genomic selection for low emitting
cows, energy flows within the rumen to learn how energy that is lost as enteric
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methane could potentially be redirected as fuel for the animal, and research on
new methane inhibitors.

Find more information on their website about the research projects that have been
awarded grants: Greener Cattle Initiative - Foundation for Food & Agriculture
Research.

Integrated Dairy Anaerobic Digestion (IDAD)

e IDAD research and modeling were conducted to determine the potential for
anaerobic digestion technology to reduce GHG emissions.

Results

e IDAD model was published in July illustrating the potential for anaerobic
digestion technology to reduce GHG emissions.

Animal Health, Efficiency and Resource Dynamics (HERD)

e Launched the HERD Initiative in May, a partnership between FFAR, DMI and
Zoetis to advance our understanding of the interrelationships among dairy
health/management and welfare, economics and the environment.

MORE PROOF: Documented progress is communicated broadly that increases
consumer trust.

Life Cycle Assessments

e Announced plans to publish two new Life Cycle Assessments to establish US
Dairy’s GHG emissions baseline from which progress is measured on the U.S.
Dairy 2050 GHG neutrality goal, and for modeling scenarios in the Strategic
Roadmap to GHG Neutrality.

Results

e The Life Cycle Assessments will be published in the second half of 2025.

e Published a 2020 Farmgate Life Cycle Assessment to refine greenhouse gas
emission estimates for key sources, including enteric fermentation, manure and
feed production.
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https://foundationfar.org/consortia/greener-cattle-initiative/
https://foundationfar.org/consortia/greener-cattle-initiative/
https://nam12.safelinks.protection.outlook.com/?url=https%3A%2F%2Fpubs.acs.org%2Fdoi%2F10.1021%2Facs.est.4c00367%3Fref%3DPDF&data=05%7C02%7Calyssa.sundell%40dairy.org%7Cc39adf1069b340cde79d08dd1abc4326%7C4a5c3ca3613143b194be00fe342a7c7c%7C0%7C0%7C638696118078365636%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=SHGlYWJgnS%2F2g30CSdwsd1sbdUMsy5uOkqICdL%2FaC7A%3D&reserved=0
https://pubs.acs.org/doi/10.1021/acs.est.5c01166

Strategic Roadmap for GHG Neutrality

e The Strategic Roadmap for GHG Neutrality is under development. The roadmap
will be a technical document that models potential scenarios for the U.S. dairy
industry (field, farm and processor) to reduce GHG emissions using current
technologies and practices.

e The Strategic Roadmap for GHG Neutrality will be published in late 2025.

MORE PARTNERS: Outside partners and investment extend checkoff dollars and
influence.

Dairy Conservation Navigator

e An online resource hub, the Dairy Conservation Navigator, was created for farm
advisors, stakeholders and conservation professionals containing science-based
information on sustainable farming practices and technologies.

e The resource contains information on over 80 practices that have positive
environmental benefits in areas of nutrition management, methane reduction, soll
health, manure handling and more.

e The Dairy Conservation Navigator launched at the Innovation Center’s Dairy
Sustainability Alliance meeting in November 2024.

Partnerships and external funding

e Partnerships and external funding are critical to support environmental research
and action in dairy sustainability.

e $28 million of new incremental investment from partners for pilot projects and
research in dairy sustainability, going to support programs that empower
sustainability action.

e One example is Feed in Focus, which aims to scale up the adoption of feed
production and feed efficiency best management practices that have
environmental and economic benefits for farms of all sizes.

Results

e To date, approximately 43 farmers are enrolled with sponsorships from Nestle,
Domino’s and General Mills.

Sustainability 101

e Hosted Sustainability 101 for DMI staff to pilot curriculum planned for future
workshops in the states and regions.
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Innovation

PARTNERS: Grow incremental and sustained dairy sales via partners, new
platforms and technologies.

Leverage Power Partners

Partnered with leaders in Foodservice, Retail and Consumer Packaged Goods to
launch disruptive new products and marketing programs.

Launched more than 12 new products: Taco Bell Cheesy Chalupa and Churro
Chillers test market, Domino’s New York Style Pizza and 5-Cheese Mac and
Cheese, McDonald’s Grandma McFlurry, $5 Value, Chicken Big Mac and Snack
Size McFlurry, General Mills Yoplait Protein and YoBark, DFA’'s Tru Moo Star
Wars Blue Milk, Darigold’s Belle Creamers and DARI's MOO'’V Chocolate Milk,
among others.

YOBARK YOBARK e Flurry

ATeawRgewY

Results

Retail: Yogurt Category volume grew 7.6%, General Mills new product volume
48.8 million pounds.

Fluid Milk: Value-Added volume grew 5.9%, Lactose Free + flavored volume
grew 10.8%, Alternatives declined 5.4%

Launched major innovation, including Domino’s 5-Cheese Mac & Cheese
continues after being launched in Sept 2024 and launched Parmesan Stuffed
Crust in March 2025.

Use Modern Technology Tools to Accelerate Commercialization and Innovation

Identified $350 billion of potential Health and Wellness growth spaces for dairy.
Launched an Artificial Intelligence (Al) database to accelerate science insights
and research to yield speed to market for nutritional science benefits for the body
and products to meet health and wellness needs.

Conducted outreach and briefed potential partners who possess capabilities to
commercialize micro-encapsulation technology. Encapsulation technology is a
novel ingredient technology to revolutionize and position dairy for modern health
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and wellness that is being developed to microencapsulate two dairy bio-actives
to address consumer needs.

Results

Al Database: Successfully launched and on-boarded our industry’s science and
innovation leaders to leverage for growth.

Product Science: Funded 16 new multi-year, product technology projects, related
to the areas of health and wellness products to enable commercialization of
products for domestic and export snacking and sustainable processing.
Encapsulation: Completed the commercial scale-up production trial of
encapsulated products, validated efficacy of patent processes and began formal
commercialization efforts.

HEALTH AND WELLNESS: Grow, protect and promote dairy science by utilizing
nutrition research, science platforms and collaborations.

Continued collaboration with Mayo Clinic to further research the role of dairy in
meeting consumer health demands, and also extend consumer reach by initiating
studies, publishing papers, and delivering presentations.

Advanced health & wellness science and modern messages through publishing
Chapter 1 of the Health & Wellness Playbook (an industry resource for dairy
claims, messaging and supporting science).

Activated the first complete dairy milk molecule database to connect all the
components of milk with all the scientific research around the world against those
components, to dramatically accelerate learning and insights.

Results

NDC Research and Publications: Published five new papers in global nutrition
and in the consumer areas of immunity and heart health, and initiated nine new
studies in growth and performance, childhood health, mental & emotional health,
sleep and heart health to prove new benefits of dairy foods.

Nutrition Science Briefings: Delivered 44 scientific presentations and briefings to
health care professionals and thought leaders, reaching over 150 scientists from
various sectors and 100,000 physicians at Mayo Clinic.

Mayo Clinic: Started three research projects in cardiovascular health. Initiated
two projects in the key future health and wellness territories of personalized
nutrition and gut microbiome.

Completed over 35 claims supporting the publication of the Health & Wellness
Playbook Chapter 1 and delivered over 50 messages to the dairy industry.
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e Milk Molecule: Onboarded eight farmer-owned entities to utilize the platform.
Checkoff formed a Science Advisory Council to start exploring new molecules
and bioactives to start prioritizing research against.

OUTSIDE INVESTMENT: Attract and secure outside investment through
engagements to connect dairy innovators with investors and pair them with new
dairy growth opportunities.

e Completed and shared three growth landscapes with leading dairy companies.
Identified the landscapes and sized the markets and growth rates for domestic
foodservice, retail beverages, and retail health and wellness spending against
key health conditions and benefits, starting with health and wellness.

e Led nine university health and wellness innovation events at seven universities to
share dairy’s growth opportunity in the health & wellness space.

Results

e Dissemination of the Health & Wellness Landscape was attended by over 2,500
participants.

e Nationally, more than $8 billion of new infrastructure against dairy announced
and in progress.

e Student and university engagement with over 200 students in dairy challenges.

Reputation

WIN IN KEY CHANNELS: Deliver breakthrough consumer content to grow dairy’s
positive share of voice in the most critical channels for youth and parents.

Activate Digital Ecosystem: Search & Social

e Delivered always-relevant “edu-tainment” to continue winning hearts, minds and
stomachs for dairy, focusing on key pillars of gut health, functional wellness and
responsible production as most resonate with target audiences.

Results

e USDairy.com traffic logged 5.8 million pageviews (85% increase over 2023) and
4.3 million total users (95% increase over 2023).

Leverage Paid & Owned Media

o Efficiently used existing budgets for media buys around priority topics, including
dairy’s benefits to health and wellness (childhood development, protein, gut
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health), dairy’s role in food security and ongoing progress within environmental
sustainability, giving dairy more media exposure without increasing budget spent.

e Media partners featured longer “advertorial” stories, and included USA Today,
TIME, Women’s Health, Men’s Health and Good Housekeeping.

Results

e Facebook and Instagram ads drove 7 thousand link clicks to USA Today and
TIME, and 22K link clicks to Good Housekeeping and Women'’s Health.
e TIME milk safety article generated more than 241,000 impressions and 3,800 link

clicks.
Work with Influential Creators

e Engaged 14 influencers (aka “The Dairy Dream Team”) across multiple topic
areas—including health and wellness, fitness, culinary, parenting and humor—to
create unique content around dairy.

Results

e Dairy Dream Team logged 75 posts, secured 155 million impressions, 51 million
video views and 1.2 million engagements (likes, comments, shares) in 2024.

eCommerce

e Partnered with 14 dairy checkoff state and regional organizations to activate
retail efforts in 2024, including Instacart, Walmart, Kroger and Dollar General.
Content highlighted dairy’s affordability, versatility and nutrition benefits.

Results

e For every dollar invested across the national and state/regional checkoffs into
eCommerce, we saw a return of $17.09 in dairy sales.

Experiential

e Showecased dairy’s versatility and global appeal to an influential audience at Food
Network’s New York Food & Wine Festival featuring Snoop Dogg and celebrity
chefs Bobby Flay and Rachael Ray.

Results

e Reached more than 6,000 foodie consumers and influencers at the celeb-
studded event and more than 7,000 impressions via influencer outreach.

Page: 18



Leveraging Instacart’s Super Bowl Debut

¢ Instacart launched their first-ever commercial during the Big Game in February
2025, highlighting iconic food mascots and featuring milk as the must-have
essential at the end of the spot.

¢ Milk was the only non-branded food item included, at no cost to dairy farmers.

o Amplified with a four-week Instacart ad campaign promoting lactose-free and
whole milk to drive sales before, during and after the big game.

Results

e Generated over $3 million in sales, $30 return on ad spend and 10% of buyers
were “new to brand”.

Build Relevance with Youth
Improve School Milk Experience Via Pilots

o Created a three-group pilot among elementary schools and high schools
comparing results from adding lactose-free shelf-stable white milk and chocolate
milk, with and without restrictions (doctor’s note).

Results

e The district has committed to expanding the availability of lactose-free milk to all
students in all schools next school year.

e Average Daily Participation ADP, milk consumption and student attitudes towards
milk all improved with the introduction of chocolate lactose-free, shelf stable milk.

Modernize Nutrition Education & Communications and Expand Access to School
Breakfast

o Offered grants and resources during two key campaign periods: “Road to School
Breakfast” (spring) and “Fuel Up First” (fall).
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Results

¢ Funded nearly 800 school equipment grants to increase dairy consumption,
impacting access to dairy via more than 100 million school meals.

ACTIVATE THIRD PARTY VOICES: Engage the most influential experts and
thought leaders in media, medicine, science and education to scale credibility
and reach consumers.

Maintain Dairy’s Place in Federal Guidelines and Programs

e Shared the comprehensive body of scientific evidence on the critical
contributions of dairy foods to the health and wellness of Americans for Dietary
Guidelines for Americans (DGA) 2025-2030 planning cycle.

¢ Invested in research and engaged with third-party science, health and wellness
partners and stakeholders to educate on the health benefits of dairy foods.

Results

e The DGA Committee expressed intent to maintain the dairy food group and
recommendation for three servings of dairy per day.

e Committee recognized the importance of dairy foods to meet diverse needs of
Americans across racial and ethnic backgrounds and did not propose additional
plant-based alternatives beyond fortified soy within the dairy food group.

Highlight Dairy’s Cultural Relevance
National Medical Association (NMA)

e Secured endorsement from NMA, the nation’s largest black physician
organization, confirming dairy’s role across the lifespan for Black Americans
through publication of a six-paper journal supplement.

e Conducted training sessions for NMA members to educate on dairy’s place in the
diet.

Results

e Reached more than 1,000 NMA physicians with education and outreach sessions
at all NMA regional meetings and the annual NMA convention, promoting cultural
relevance of dairy foods among Black Americans.
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NMA briefings with The White House, Congressional Black Caucus, and other
agencies shared dairy science and the role of healthy eating patterns in
addressing health disparities.

Next Gen/Early Career Scientist Cohort

Symposia, workshops and trainings engaged early-career (Next Gen) thought
leaders around dairy’s health benefits.

Co-sponsored Howard University’s Annual Health Disparities Symposium,
Advancing Healthy Equity: Leveraging Culturally Responsive Solutions, bringing
together a dynamic roster of thought leaders from the government, academic and
non-profit sectors.

Results

More than 200 health professionals, nutrition scientists and physicians attended
Howard University symposium.

Highlighted cultural relevancy of dairy foods in addressing health disparities,
including diet-related chronic diseases that disproportionately impact people of
color.

Bring New Dairy Science to Light — Dairy Matrix Symposium

Touted dairy’s “undercover nutrition” with key science audience — convened a
new scientific conference to amplify the science on dairy foods’ unique molecular
compositions, as well as dairy fat’s neutral to beneficial links to heart disease,
type 2 diabetes, obesity and high blood pressure.

Results

Engaged 100 highly credentialed participants including attendees and speakers
from National Institutes of Health, Johns Hopkins University and Academy of
Nutrition and Dietetics.

Connected the latest dairy matrix science to public health needs and emphasized
the importance of collaboration within the dairy industry.

While food matrix science is complex, compelling content and voices can
illustrate potential for incorporating dairy foods at all fat levels within a healthy
eating pattern.

Health and Wellness Partnerships

Continued establishing and expanding relationships with key health and wellness
groups to broaden dairy’s appeal and highlight dairy’s role in advancing health for
all Americans.
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Results

e Strategic partnership with Women, Infants & Children (WIC) reached 6.6 million
WIC moms with information on the health benefits of dairy, especially in the first
1,000 days, including recipes and highlighting the cultural relevancy of dairy and
lactose free options.

Activate as One Dairy Industry
Dairy’s Role in the First 1,000 Days

e Used dairy-industry wide approach to engage early parents and health &
wellness thought leaders around the vital role dairy foods play in maternal and
childhood health.

Results

e 13 dairy checkoff states and regional organizations activated alongside national
efforts from Undeniably Dairy, National Dairy Council and USDEC, securing more
than 10 million total impressions.

e More than 60,000 pediatric care specialists were reached across the country.
Advance Support for U.S. Dairy’s Environmental Progress

Earth Day

o Created “Dairy Diaries” video series starring Vanessa Bayer, in collaboration with
MilkPEP, available on Roku and filmed at Beck Farms in Tomkins County, New
York.

e Leveraged successful “See Dairy Differently” and “A Farmer is More Than a
Farmer” content during Earth Month 2024.

Results

o “Dairy Diaries” was the most-viewed short form branded series on Roku to date.
Viewers had a 23% increase in belief that dairy farming is environmentally
friendly (pre-viewing vs. post), and 3 in 5 viewers said the series increased their
respect for dairy farmers.

See Dairy Differently

e Encouraged thought leaders and consumers to reconsider dairy’s role with new
media partnerships and advertising channels under “See Dairy Differently”
thematic.
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e Brought dairy’s sustainability and nutrition story to life by combining powerful
advertising creative with media buys in high-profile outlets including USA Today,
New York Times, Los Angeles Times, Forbes, Good Housekeeping and Wired.

Results

e Garnered 37 million impressions and 460,000 clicks to USDairy.com via six
pieces of content.

FOODSERVICE: Partner with U.S. foodservice companies to drive menu and
marketing innovation using U.S. cheese.

How It Worked

e Our foodservice partnerships with #1 and #2 pizza brands continue to grow U.S.
cheese volume in Japan, Taiwan, Indonesia and MENA (Middle East North
Africa). Due to our partnership influence, Pizza Hut Japan will focus on cheese
as a key taste and quality perception driver and beginning in October all pizzas
used 30% more cheese.

e Additionally, our product research team, engaging with the Dairy Research
Center Network, in alignment with the menu development team at Pizza Hut
Japan developed a US Gouda for testing in 40 key stores in this market. Proving
our international pizza partnerships benefit more than just U.S. mozzarella.

e Also in Japan, Domino’s Pizza launched the Volcano Pizza, which outperformed
forecast, selling out in four weeks (planned for three-month Limited Time Offer
(LTO)). This is a new platform, which will be brought back in regular intervals,
including a well-received Halloween version in the fall.

e To increase cheese utilization on individual pizzas, Domino’s added a double
cheese upsell platform, allowing customers to double the cheese on their pizza
when ordering. They’ve also introduced a line of pizzas with 50% more cheese
on every pizza, in both Japan and Taiwan.

e Pizza Hut Indonesia launched its most successful LTO ever, The Cheese
Overflow platform, which delivered a multidimensional cheese experience
through both a cheese “pour” and a cheese “torch.”

e Pizza Hut Indonesia launched Dip n Crunch, which surpassed sales forecast by
8% and became the second most successful LTO in Pizza Hut Indonesia history
behind the Cheese Overflow, a successful launch from this partnership last year.

Results

e Launched (or relaunched) 10 new products and a dozen successful promotions.
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Neb. Rev. Stat. §2-3958(2) R.R.S., 1997, states:

The Board may audit financial and other records of first purchasers of milk, producers,
and their agents pertaining to the assessment provided for in this section and otherwise
ensure compliance with the Dairy Industry Development Act.

Audit Scope:

Neb. Rev. Stat. §2-3958(1) R.R.S., 1997, states:
There shall be paid to the Board a mandatory assessment of ten cents (.10) per
hundredweight on all milk produced in the State of Nebraska for commercial use.

The auditor will verify reports submitted to the Dairy Industry Development Board by examining
records that may include, but are not limited to, the general ledger and its accounts, purchases
journals or registers, check registers, producer accounts, and/or any other record or records
which pertain to the assessment or compliance with the Act. The auditor will conduct one audit
per fiscal year with no first purchaser being selected two years in a row.

A primary contact person will be noted for use in follow up for making future contact, and will
be presented with the results of the audit. The standard audit form presented will serve as a
notice of refund due in the case an overpayment, or as an invoice in the case of an underpayment.
Payments are to be sent to the customary fee collection agency and not collected by the auditor.
The audit results, less any proprietary information, will also be presented to the Board at its next
regularly scheduled meeting.

The auditor conducts compliance reviews of first purchasers on a random sample basis. The
audit covers a one-year review of the monthly forms that are received. Special audits may also
be conducted at the specific request of the Board.

An internal review will be done on a semi annual basis to verify accuracy of the Dairy Industry
Development Board fee form data. This review will include a comparison to data received from
the National Dairy Promotion and Research Board. Total pounds of milk purchased from pooled
and non-pooled sources are compared and a reconciliation is done. In addition, the Nebraska
Department of Agriculture will verify Grade A milk purchased by an individual entity to data
received by the Department of Agriculture Dairy Regulatory Division under the Nebraska
Pasteurized Milk Law. A report of all findings will be discussed at each Nebraska Dairy
Industry Development Board meeting. The Milk Market Administrator, not the Department of
Agriculture, will be able to verify manufactured milk purchases made. These would be
incorporated into first purchaser on-site audits conducted under agreement by the Department of
Agriculture and the Board.

The Nebraska Dairy Industry Development Board contracts for fee collection, audit, and fiscal
services with the Nebraska Department of Agriculture. The Memorandum of Agreement,
entered into annually, details services performed by the Department of Agriculture for the Dairy
Industry Development Board and the amount and method of reimbursing costs incurred.
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