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Fall 2017

FOOD AND NUTRITION ISSUES LIKELY TO IMPACT THE DAIRY INDUSTRY IN THE NEXT 1 TO 3 YEARS

Now more than ever, people have a genuine interest in where their food 
comes from, how it’s made and what’s in it. As consumers continue to be 
further removed from farms, there is a growing need to educate them 
on agriculture. Consumers are now more likely to get their information 
from Internet searches, media headlines and social media, which can be 
confusing if the sources aren’t accurate. According to a 2016 survey by 
the International Food Information Council Foundation, 44 percent of 
Americans read an article or watched a documentary examining food 
systems or common beliefs about diet, and over one-third changed their 
opinions or behaviors based on the information they obtained.1 Though 
often overlooked, one of the best sources of information comes straight 
from the agriculture community itself. 

The dairy industry has become more proactive in educating consumers 
on where milk and dairy foods come from and how they are produced 
from the farm to the grocery store. Consumers trust foods produced 
locally, and there is a growing desire to connect with local food systems 
through farm tours and farmers markets. Dairy producers and processors 
have continued opportunities to connect with consumers and share their 
story.

In order to meet the growing need to connect consumers to dairy farm families, 
Dairy Council of California has created a new position, industry relations 
manager, and launched the DairyUp app, a new mobile tool designed to help 
the dairy industry effectively communicate with consumers. Through initial 
surveys of key stakeholders and health professionals, visiting dairy farms has 
had a positive impact on perceptions and knowledge of the industry, with 
potential to grow this awareness even further. California dairy farm families and 
processors have an amazing story to tell.

Social responsibility is the expectation consumers have that organizations are making ethical decisions and taking 
additional measures to give back to communities. Examples include investing in clean water efforts, starting 
initiatives to improve food access and focusing on reducing environmental impact. Companies that demonstrate 
social responsibility tend to create brand value as customers want to have relationships with brands that share 
their personal values. According to a 2015 survey from Nielson, 66 percent of respondents were willing to pay 
more for products from sustainable and ethical-minded businesses.9 

Many companies are using this social responsibility trend to 
establish connections to their surrounding communities, as well as 
to create customer loyalty. As online ordering expands purchasing 
options, consumers have countless shopping choices. Developing 
or continuing social responsibility strategies can create a positive 
image and build trust with consumers by establishing shared values.

Dairy Council of California staff members actively engage health and 
education leaders in the communities where they live and work, helping 
to elevate the health of children and parents through healthy eating 
habits.

Consumers are becoming less connected with 
agriculture, even as their interest in where their 
food comes from continues to grow. 

Demonstrating social responsibility continues to build trust with customers.
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Dairy Council of California is dedicated to elevating the health of children and parents in California through the 
pursuit of lifelong healthy eating habits.




