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HilandDairy.com/Holidays 

Promotional Period: 
November 15 - December 31, 2021

Hiland for Every Holiday Moment

Social Media Results:
Social Actions for Additional Entry:
• Facebook Visits: 5,125
• Facebook Shares: 259
• Twitter Follows: 1,843
• Instagram Visits: 2,795
• Pinterest Follows: 2,121

Social Audience Growth for Promo Period Nov 15-Dec 31:
• Total Net Audience Growth: 1,776  +2,764.5%
• Facebook Net Page Likes: 1,095  +2,090%
• Instagram Net Follower Growth: 681  +5,575%

Final Results:
• Entries: 11,367
• Bonus Entries: 11,884
• Total Entries: 23,251
• Referrals: 391
• E-news Subscribers: 9,643

• Social Actions:
o Facebook Visits: 5,125
o Facebook Shares: 259
o Twitter Follows: 1,843
o Instagram Visits: 2,795
o Pinterest Follows: 2,121

• Page Visits: 60,927
• Conversion Rate: 18.6%

https://www.hilanddairy.com/holidays


We worked with an influencer program to run a sponsored social campaign designed to 
increase engagement, contest entries, and awareness of the Holiday Promotion. We 
partnered with foodie creators across a variety of archetypes including Instagram, Facebook, 
and Pinterest. Showcased here is a preview of some of the high-quality photos and recipe 
content the influencers created, alongside some of the key performance metrics from the 
program. If you have any questions or you’d like to see more, please reach out to Kelly.

Holiday Holiday 
Influencer Influencer 
PartnershipPartnership



HilandDairy.com/Spring 

Spring is the perfect time to focus on our lighter product offerings. As New Year's Resolutions start to 
wane, we're here to give consumers fresh and fun reminders of how to incorporate healthy Hiland Dairy 
products into their lifestyles. 

We've partnered with Lolo Home Kitchen to come up with six custom recipes featuring Hiland's cottage 
cheese, sour cream, and yogurt. The recipes range from Strawberry Cheesecake Overnight Oats to Cottage 
Cheese and Spinach Stuffed Chicken, each highlighting creative ways to include dairy products in a healthy 
diet that's not lacking in flavor.

Our "Get Healthy with Hiland" email series will be promoted on the landing page, in addition to fun recipe 
ideas and a signup for a chance to win our “Light and Fresh” prize pack. The “Light and Fresh” prize pack will 
include a blender; modern lunch box; Hiland-branded kitchen tools, cooler and thermos; and free product 
coupons.

An integrated marketing campaign utilizing paid social media (including Facebook, Instagram, Snapchat, 
Pinterest), digital display/native, video/connected television, and radio will help drive awareness of and 
traffic to the promotional landing page.

Promotional Period: March - April 2022

Goals/Objectives:Goals/Objectives:
• Inform and educate consumers about lighter, healthier Hiland Dairy products
• Support product sales efforts
• Increase engagement and awareness

Sweet, Savory

 is the perfect time to focus on our lighter product offerings. As New Year's Resolutions star
we're here to give consumers fresh and fun reminders of how to incorporate healthy Hiland
cts into their lifestyles.

partnered with Lolo Home Kitchen to come up with six custom recipes featuring Hiland's co

Promotional Period: p March - April 2022pMarch - April 2022

Sweet, SavorySweet, SavorySweet, Savory
Springtime

https://www.hilanddairy.com/spring


Digital, Social and Digital, Social and 
Traditional MarketingTraditional Marketing
The media schedule will provide powerful 
tactics to ensure the message is heard 
throughout Hiland’s trade area.   

• Digital Ads
• Social Media Ads, Cover Photos 

and Strategy
• Streaming Audio
• Connected TV
• Pre-Roll Video
• Public Relations
• Consumer Emails
• Radio

See for YourselfSee for Yourself
Visit the landing page for more details:

Questions? Questions? 
Call Kelly or Kathy at Envoy l 402.558.0637

Media SupportMedia Support

Have a store that wants to get 
involved? We can provide customized 
point-of-sale materials.

Sweet, Savory Sweet, Savory 
SpingtimeSpingtime

HilandDairy.com/Spring 

https://www.hilanddairy.com/spring


Period 12 Thru November 28, 2021
If you would like to see the full report, click here.

Key Takeaways:
• During Period 12, volume rose due to the traditional seasonal pattern; volume was -4.9mm gal/wk 

or -5.3% vs. ’19.

• Softness (vs. ’19) was driven by traditional white milk (-4.8mm/wk), offset by growth in Value 
Added products (+1.1mm/wk). Flavors’ growth during summer has slowed in Sept./Oct.

• Using 2021 YTD to project the remainder of the year suggests this year’s volume will be -4.5% or 
5,161mm.

Period 13 Thru December 26, 2021
If you would like to see the full report, click here.
Key Takeaways:

• Retail sales trends in Period 13 fell -6.0%. Softness driven by traditional white (-4.6mm/wk), offset 
by growth in Value-Added (+1.1mm/wk).

• Flavored volume was +5.4%, reflecting the return to pre-pandemic mobility and improvement in 
C-store flavored milk sales. Flavored Fat-Reduced was +46% with students back in school and the 
return of chocolate milk for their lunches.

• Organic milk volume was down -7.4%.

• With strong Nov. results and using YTD sales, USDA is projecting full year volume will be -4.2% or 
5,177mm.

MilkPEP MilkPEP 
Sales ToplineSales Topline
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+5.2%

12,584,463

15,472,793

28,057,256 TOTAL +1.4%

Gallons

11,155,444

15,714,075

26,869,520

-3.5%

Almond represents 73% of all Alternatives and has 
been declining this year.

The assortment in the average store has risen by only 
three items since 2017.
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Period 13
Thru December 26, 2021

Milkk Saless Toplinee Report

An Excel workbook is provided with results for the 6 regions and 31 local markets/states for key product groups. The Topline includes 3 rotating special topics, one each 
period.  The topics are: a)  Category Outlook, b) Consumer Panel Data, and c) Promotion & Trade Efficiency.  

This period All Special Topics are Included – Category Outlook, Consumer Panel, and Promotion & Trade Efficiency data is featured starting on page 54.

https://www.dropbox.com/scl/fi/6szolochr51422286wm13/MilkPEPSalesToplinethru10.3.21-F.pptx?dl=0&rlkey=pjikfc055n25mxgvp08kxy99u
https://www.dropbox.com/scl/fi/d5oitlfo8kn4jhj50gxsq/MilkPEP-Sales-Topline-thru-12.26.21-F.pptx?dl=0&rlkey=8vyibpurks94437phwwkhrfc7


Custom Custom 
Plant Plant 
PagesPages
We are working on developing 
individual pages on the website for each 
plant. These pages will showcase things 
like number of employees, community 
involvement, photos from events, etc. 
Sarah has sent a questionnaire to each 
plant, please get your responses to her 
if you haven’t yet as we will plan to go 
live with these in 2022. 

Here is an example of how the Kansas 
City page is shaping up (not yet final). 



The Hiland Sales HomeThe Hiland Sales Home
Please be sure to share this very important tool chest with your sales teams!
We are constantly updating the Sales Home with new materials. Please be sure to check the 
New Updates tab to see what’s new!

What’s new this month? 

2022 Materials Update 2022 Materials Update 

TheHilandSalesHome.com

New Promotional Item Catalog!

New Point-of-Sale 
Materials Available!
Contact Sarah to order.

HilandDairy.com

2021 World Dairy Expo 2021 World Dairy Expo 
ChampionshipChampionship 

Dairy Product Contest WinnersDairy Product Contest Winners

Drinkware

Cup 7
12Blue & black with white logo, spout lid

Mug
177Black with white logo, bright blue 

inside

Mug 4
62Navy marble with white logo

Koozie
200Blue with white logo, tall style

Mug 2
185Blue & white swirl with blue logo, 

tall

Straw Cup
32Blue with white logo

Koozie 2
263

Mug 3
12Navy with blue logo inside white 

oval, white inside

Straw Cup 2 54Clear with full color logo, double 
wall plastic

Page 4

MMuMug 4Mug 4Mug 4g 4
626262Navy marble with white logo

oozzzieeee
e with white logo, tall st

18te swirl with blue logo,

SStraw CStraw Cup
32Blue with white logo

o
e

t

Promotional Item
Catalog

2022
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Locally Made. 
Naturally Delicious.TM

HilandDairy.com

Locally Made. Locally Made. 
Naturally Delicious.Naturally Delicious.TMTM

Farmer-owned. 
Future-focused. 

Driven by care and quality.
Company Brochure Refresh
Please contact Sarah or 
Greg to order the new 
corporate brochure.

Locally Made. 
Naturally Delicious.TM

Locally Made.
Naturally Delicious.

Locally Made.Locally Made.
Naturally Delicious.Naturally Delicious.

2022 Materials Update  

Sales Folders
We have made some revisions to the 

Sales Folder and the Springfield office 
has about 1,500 available to send out 

to markets. These are in boxes of 250. 
Please contact Greg or Sarah to order.

TheHilandSalesHome.com

SAVE NOW
55 OFF¢
Any Gallon Milk

1177-5796 2020 Elastitag NeckHangers.ai   1   11/5/19   4:06 PM

SAVE NOW
50 OFF¢

Any 24 oz 
Cottage Cheese

1177-5796 2020 Elastitag NeckHangers.ai   1   11/5/19   4:06 PM

Elastitags 
Elastitags are available to order via 

Sarah or Greg and come pre-packaged 
in quantities of 250.

New Sour Cream Pouch elastitagsAvailable

http://thehilandsaleshome.com/


Shelf Strips
These general Hiland-branded shelf strips 
are available to order from Sarah.

TheHilandSalesHome.com

One serving of milk contains 
many of the essential nutrients 

your body needs, including: 

12WAYS

CANHELP YOUR BODY
MILK

Milk Posters
Interested in posters that 
show the 12 ways that milk 
can help your body? Sarah 
has customized and printed 
and can send to you. 

2022 Materials Update  2022 Materials Update  

“We Proudly Serve” Stickers 
We have produced these stickers to 
provide to retail stores (think ice cream 
or donut shops, etc) that say they proudly 
serve Hiland. Please let Sarah know if 
you are interested in ordering.

P dl S ” Sti k

http://thehilandsaleshome.com/


Need Marketing Assistance?  Need Marketing Assistance?  
We can help with:

• Sponsorships/Race Ads
• Print Ads/Materials
• Grocer Partnerships and In-Store Materials
• Research and Consumer Feedback
• IRI

Need marketing materials or assistance? Give us a shout!Need marketing materials or assistance? Give us a shout!
Kathy Broniecki, APR

KathyB@envoyinc.com
402-558-0637 ext. 107

Kelly Bentley
KBentley@envoyinc.com
402-558-0637 ext. 129

We’re Here to HelpWe’re Here to Help

We’ve added a Comments/Suggestions form to thehilandsaleshome.com. You can use this 
to submit product suggestions, marketing ideas, general feedback, etc. 

• Local Marketing Initiatives
• Design (from trailers to murals, 

you name it)
• Public Relations
• And more!

Have an upcoming event you want to promote? Let us know and we can 
share with our fans on social media or send an email to targeted zip codes.  

Hiring? We can help attract qualified leads with targeted ads on social 
media driving to your job posting.  

Sarah Carey
scarey@hilanddairy.com

417-370-6451 

http://thehilandsaleshome.com/



