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Purpose of the meeting today

Challenges when talking to other people 
about dairy?

Where do we get our 
information/knowledge from so that we 
are equipped with knowledge about the 
goodness of dairy?



Purpose of the meeting today
How do we motivate the 
people around us i.e. friends 
and family to consume more 
dairy?

Lastly, are you proud of the 
industry you work for? 

Dairy must be part of your every day life
You must have a dairy moment!

https://www.youtube.com/watch?v=JCvQk9JBlrw

https://www.youtube.com/watch?v=JCvQk9JBlrw


Who or which industry do you work for?
How do you answer the question…

Can you  feel proud to be part of 
this dynamic industry?

Can you be confident that the 
dairy is nutritious and improves 
lives of many people?

Is it worth sharing the dairy 
message with friends and family?

TODAY – you will be empowered 
and inspired about dairy

MOMENT OF TRUTH



How many people earn their livelihood from dairy?

World wide the dairy sector touches approximately 1 billion people

• 121m dairy farms

• 600m people live on dairy farms

• 400m people are supported by a full-time jobs, created by dairy 
farming (including feed, fertilizing, milk collection, processing and 
retail)

Source: Global dairy platform



South Africa’s dairy industry

Source: Milk SA

Secondary industry
± 25 000

Milk processors of
Secondary industry
± 150
± 115 PDs

Producers of raw milk
± 1 680

Primary industry
± 40 000

Average milk production per cow per day was 19,5 ℓ in 2015. 

A total of 96% of milk was sold in the formal market and 2% informally. 

The rest was used for own consumption and calves. (Lacto data,May 2016)



Milk and dairy products play 
an important role in the well-
being of all South Africans 
as it supplies important 
nutritional benefits in a tasty
and satisfying way every 
day!
• Rich source of a wide range of nutrients 

which contributes to the quality of diets

• It is vital to well-nourished children –
improves learning ability

• Contributes to reducing risk of non-
communicable disease



Why is the dairy industry dynamic?



Consumer Education 
Project – takes the 

interest of the consumer 
into consideration and 

placing dairy in the right 
place minds of consumer.

Innovation
Pasteurised to long life

Initiative to self-
regulate the industry 
through establishing 
Dairy Standard Agency

Food safety

Classification system 
for dairy products: 
Introduction of R260

Yoghurt – product 
innovation in product and 
packaging.

Institutional innovation

SAMPRO is a pioneer in 
bringing the dairy 

industry together within 
the competition act.

Advanced 
technology used at 
dairy farms. 
Highly scientific 
farming practices 
are found in SA

Networking on 
international level

Members of IDF, GDP 
and IMP

Plays important role in the 
economy through 
development of farm 
lands/country side which 
forms the backbone of the 
industry.



How do we ‘build’ the industry?

• Build trust in the products

• Communicate the quality of 
nutrients present in dairy

• Safety of dairy products on 
the market

• Innovation of the industry



Aims of the project 

• Educate consumers on the 
health and nutritional benefits

of the product

• Address misconceptions 
about the product among 
consumers

• Positively change consumer 
behaviour with respect to 
consumption of a certain 
product



Agricultural Marketing Act Regulation 57

“From a national point of view and to promote the 
viability of the dairy industry, consumers should be 
informed of the health and nutritional advantages of 
milk and other dairy products.  

Informed consumers will not only contribute to the 
national well-being in respect of nutrition and health, 
but especially also to the viability and sound 
development of the dairy industry.  

The education will be conducted in such a way that it 
will not erode the marketing activities of any firm in 
the dairy industry that are aimed at differentiating 
its products from that of competitors”.





Why the need for Consumer Education



Dairy competes with all 
products

Dairy is a diverse set of 
individual products 
used by consumers in 
different ways, 
times and 
purposes. 



Why the need for 
Consumer Education

• How to package the dairy 
health and nutrition 
messages. 

• Bring dairy into the lifestyle of 
the consumer.



Building the industry through the 
Consumer Education Project of Milk 
SA

General communication target audiences

• Teenagers and young adults (LSM 6-10)

• Parents: Mothers with children (LSM 6-10)

• Low socio-economic consumers (LSM 4-6)

• Primary schools: Grd 1-3 and 4-7

• Sports community: Athletes and coaches (LSM 6-
10)



TARGET: Teenagers

Television Facebook Tasty Tuesday Treats

https://www.youtube.com/user/DairyGivesYouGo

https://www.youtube.com/user/DairyGivesYouGo


WHY Teenagers?

• South Africa is a ‘young’ country with a very 
high percentage of teenagers within the 
population pyramid;

• Teenagers have fast growing purchasing 
power; 

• Teenagers influence parents’ purchasing 
decisions; 

• High levels of communication and interaction 
among teenagers, which offers a very good 
chance to leverage marketing efforts through 
word of mouth;



WHY Teenagers?

• Teenagers are more open to advertising messages than 
older target groups if communicated in the correct manner;

• Teenagers are homogenous in terms of changing attitudes;

• Teenagers display little LSM differentiation, which means 
have typical teenage attitudes independent from living standard 
and income; and

• Teenagers of today are the adults of tomorrow. 



Teenagers: Television

Television Aim Message

1. Take dairy out of its 
traditional space of 
the kitchen.

2. Place dairy in the 
everyday life-space of 
the teenager.

Dairy gives you go

Energy in everyday
activities



Teenagers: Social media

Facebook and digital Aim Messages

1. Engage with 
teens

2. Benefit driven 
messages

3. Engage with the 
campaign

4. Create traffic to 
the website

1. Goodness of 
dairy

2. Six key 
messages

3. Benefits of 
dairy in the 
diet



SOCIAL MEDIA

Tasty Tuesday treats



Teenagers: Website
Television Facebook Website

www.dairygivesyougo.co.za

Infographics

http://www.dairygivesyougo.co.za/


NEW TELEVISION ADVERTS 

TO BE LAUNCHED IN 

October

Testing of TV ads before and after 
development:

• Do teenagers grasp the intended 
message?

• What is the impact of the ‘go-guy’ in 
the advertisements?

• Which of the advertisements are 
most positively received by 
teenagers? 

Ml;



TARGET: Mothers with children



PARENTS: Mothers with children

Promotional articles Websites Television

www.rediscoverdairy.co.za

www.dairygivesyougo.co.za

http://www.rediscoverdairy.co.za/
http://www.dairygivesyougo.co.za/


Mothers with children

Consumer print Aim Messages

1. Create awareness of 
the goodness of 
dairy in the diet

2. Give a reason WHY
dairy must be part of 
every day diet

1. Benefits of dairy in 
the diet

2. HOW to include 
dairy in the diet of 
the child

3. Six key messages
• Bone building
• Muscle strength
• Nutrient rich
• Fat content
• Weight control
• 3-A-Day





Consumer Print

• Stokvel on 27 August.

• Advertorial topics focus on

1. individual dairy products 
so that the message is 
spread evenly across the 
categories 

2. within the ‘nutrient rich’

3. and 3-A-day messages



Consumer Print and 
Dairy health forum:
New classification system



Reaching low-income 
consumers



Aim:

To educate and inform on the 

value of dairy in the diet.

Staple food is: 

• Maize meal 

porridge

• Bread

• Black tea with 

sugar

Poverty stricken

Poor nutritional  

status

Not enough 

knowledge to 

make healthy 
choices



Message that is 

delivered

• Value of dairy in the diet

• Dairy is nutritional value 

for money



1. Government clinics and hospitals

Government Clinics –
educational 
presentations 

• Consumers / 
patients waiting

• Entertain/ educate 
and deliver a dairy 
health message

Messages

“Have milk 
maas or 

yoghurt every 
day”

Dairy improves the 
quality of the diet.

Just add ‘dairy’ to you 
every day meal



2. Reaching the group through trained health educators 

Consumer Education 

Project of Milk SA (CEP) 

provides training opportunity to 

train-the-trainer

CEP 

Contract with service provider

that can overcome obstacles at 

rural level 

Obstacles with Authorities

• Sceptical towards 

‘marketing activities’

messages

• SA Food-based dietary 

guidelines

• Balanced diet

• Training by dietitian

Liaison with authorities:

• Dept of Health

• District office

• Dietitian of District office



Training of Service 

provider’s 

Health Educators

Each HP responsible 

for one clinic in rural 

area 

Train the Trainer
Training of DOH Health Promoters (HO)



Training of Service 

provider’s 

Health Educators

Consumer Education Project

• Set goals per year

• Develop communication messages

• Develop training aids

• Train the Health educators 

• Test health educators 

• Ensure present professional

Each HP 

responsible 

for one clinic 

in rural area 

Train the Trainer
Training of DOH Health Promoters (HO)

Trained by the CEP dietitian and Health Educators

Trained by CEP dietitian – English

Trained by Health educator – vernacular language

Demonstration of presentation to HP

Message is repeated 3 times



Health promoter is equipped to deliver the 
dairy and health message to the low-
income consumers.

Provided with:

Lesson plan and PPT

Leaflet

s

A4 dairy clinic tool

Posters for clinic
Dairy-based 

nutrition bookletInvest $30/person (R400 ZAR)



Lesson plan





Program reach

• 44% of districts in SA

• 871 Nutrition advisors and Health promoters

0 2 4 6 8 10 12

Western Cape

Eastern Cape

Northern Cape

Free State

North West

Gauteng

Limpopo

Mpumalanga

KZN

Districts where CEP presented training

Number of districts CEP presented training Number of districts/province





How do we ‘build’ the industry? RECAP!

• Equipped with knowledge

• Have the TV ad on your 
phone

• Know the website i.e. 

www.dairygivesyougo

• Facebook page: DGYG

• Use ‘moment of truth’

http://www.dairygivesyougo/


10 facts the leaflet can teach you

1. Nutrients in dairy
2. Why is dairy good for you
3. How to add dairy to the diet
4. Types of milk available
5. Importance of calcium
6. How much calcium
7. Bone building stages in life
8. Lactose intolerance
9. Rehydration with dairy
10.Dental health
You need 3 servings of dairy 

a day



Building the industry through the 
Consumer Education Project of Milk SA

Specialised communication target audiences

• Dietitians and nutritionists

• Nutrition advisors and health promoters

• Doctors 

• Nurses



Health professionals

Aim
Inform of health 
benefits

1. Health and 
nutrition

2. Scientific based

3. Credible messages

4. New research 
results



Technical 

advisory 

committee

• Dr Friede Wenhold

• Dr Zelda White

• Dr Tuschka Reynders

• Prof Rene Blaauw

• Prof Corinne Walsh

• Nicki de Villiers

• Dr Ingrid van Heerden

Health Professionals



Health Professional 

Elements

1. Scientific advertorials and 
nutrition reviews

2. Continuous Professional 
Development events and articles

3. Presentations at ADSA event and  
regional meetings

4. University students

http://www.rediscoverdairy.co.za/

http://www.rediscoverdairy.co.za/


Health Professional 

http://www.rediscoverdairy.co.za/

http://www.rediscoverdairy.co.za/


http://www.rediscoverdairy.co.za/

http://www.rediscoverdairy.co.za/


http://www.rediscoverdairy.co.za/

http://www.rediscoverdairy.co.za/


http://www.rediscoverdairy.co.za/

http://www.rediscoverdairy.co.za/


http://www.rediscoverdairy.co.za/

http://www.rediscoverdairy.co.za/


http://www.rediscoverdairy.co.za/

http://www.rediscoverdairy.co.za/


Health Professional print 
Metabolism and health effects of lactose and galactose



LEAFLETS



Christine Leighton
christine@dairycep.co.za
www.rediscoverdairy.co.za

mailto:christine@dairycep.co.za
http://www.rediscoverdairy.co.za/

