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PREFACE

This publication presents information relatinghe tontainers in which fluid milk products are seldd the methods of
distribution used to market these items by handiegsilated under Federal milk marketing orders (FRM8J. The
information in this report is based on a survefjuid milk sales by handlers regulated under Fdaeila marketing orders
during November 2021. Its purpose is to updaienéas survey in November 2019, and to see if teealdserved in past
surveys are continuing. Data were obtained frotk haindlers regulated under the 11 marketing orders

Handlers regulated under FMMO's process approxim#tese-quarters of all the fluid milk productddson the United

States. In general, the sizes and types of cantgiand methods of distribution used to markstghoduction would be
representative of the entire country. In additiaithough these surveys are based on Novemberriilidsales, the
relationships shown would be representative inratianths of the year. Exceptions would be salésifipint containers
and sales through school outlets, which would eaifiplicable to sales in a non-school month, alatigsales of eggnog
which vary seasonally.

The tables in this report provide historical infation from past surveys and detailed informatiomfithe current survey.
Information is presented for individual orders &mdall orders combined. The data in this repcet@ercentages of total
fluid milk products sold by regulated handlers.eTiumber of each size of container can be apprésdray using the

additional information provided in Appendix 1 (patj®.

This is the thirty-second report in a series. Bindata have been distributed based on surveys imadovember 1963
through 1967, 1969, and every other year thereafter

Recent Changes in the Survey

The survey used to collect 2021data was identichiet one used to collect data for 2019 and 2Btb¥vever, the California
FMMO became effective in November 2018 and dat#hfatrorder is included in the 2021 and 2019 pabibos.

The survey used to collect 2017 data underwentrelagively minor change compared with 2015. Th&S6urvey
grouped products into three categories -- convealti@rganic, and extended shelf life (ESL) -- ddirproducts except
eggnog and cultured buttermilk. The 2017 surveyired eggnog and cultured buttermilk to be grouipethe same
manner as all other products. This data is detail@ables 3 and 5 of this publication.

The survey used to collect 2015 data underwentfisignt changes compared with those used for pvsvieports. This
was done to “modernize” the data collection todsettflect current marketing conditions, and towla more user-friendly
publication of survey results. The change in datéection resulted in an alteration of severaldaltompared with
previous publications. Graphical presentation sigaificantly expanded in the 2015 report, withgbly double the
number of graphs compared with the 2013 report.

Changes to the 2015 survey compared with previeassyincluded reducing the number of containessizgorted, which

allows publication with fewer instances of resetttiata. Grouping products into three categoraswentional, organic,

and extended shelf life (ESL) -- was also a newufeaf the 2015 survey. Finally, data collecpentaining to the method
of distribution was altered in the 2015 surveydetailed description of the 2015 survey changes®edound in the preface
of the 2015 publication.

PFMSR-1115 Page 2



Packaged Fluid Milk Sales Report
Agricultural Marketing Service

TABLE OF CONTENTS

Page No

Preface ... e 2
Table of CONtENtS . . . . ..o 3-4
Table 1: Total FMP Sold by Handlers Regulatedeu®MMQO’s

Percentage by Container Type - November of Seletéeds 1965-2021 ......... 5
Table 2: Total FMP Sold by Handlers RegulatedeueMMO’s

Percentage by Container Size - November of Seletdads 1965-2021 . ......... 5
Graphs 1 and 2: Fluid Products Sold by Contaliypie and Container Size,

November of Selected Years 1965-2021. . .. .. ... ... ittt 6-7

Table 3: Products Sold by Size and Type of Coe’ralby Size and Category, by Individual Products
(Tables 3-1 to 3-9) November 2021. . e 8-24

Graphs 3 - 12: Sales by Container Size and CatdgoEach Product and
All Products Combined - November 2021. . . ..ottt e, 9-26

Graphs 13 - 18: Sales by Container Size, All @rdad All Categories Combined
November 2021 . . . .. ... 27-32

Table 4. Products Sold by Size and Type of Caetdior Each Order (Tables 4-1 to 4-11)
NovemMbEr 2021 . . . .. 33-36

Table 5: Products Sold by Container Size, by &cbdnd Category, All Orders (Tables 5-1 to 5-7)
NOVEmMbEr 2021 . . . . . 37-39

Table 6: Product Sold by Method of Distributiét, Orders Combined,
November of Selected Years 1965-2021. . . . ........... e nn 40

Table 7: Products Sold by Method of Distributi8y, Individual Order,
November 2021 . . . . ... e 41

Table 8: Products Sold by Type of Other Whole€aldet By Individual Orders,
November 2021, . . . ... e 42

Graphs 19 - 21: Fluid Products Sold by Metho®istribution
November 2021 . . . ... o 43-45

Table 9: Total Pounds of FMP Sold by Handlers Ratgal under FMMO's,
Percentage by Category - November of SelectealsYE065-2021. . .............. 46

Table 10: Total Pounds of FMP Sold by Handlers Regd under FMMO’s
By Product and By Marketing Area - November 2021. ... .................. 46

PFMSR-1115 Page 3



Packaged Fluid Milk Sales Report
Agricultural Marketing Service

Appendix 1: Definitions and Factors for Converti@gntainer Units to Sales Volume

DEfiNItiONS . . o o 48
Factors for Converting Container Unitsto Salesuvta . ... ........ ... ... .. . cuu.. ..., 49
Appendix 2: Sales by Product and Container Size

Graphs for Tables 3-1 to 3-8: Percentage by Coatta&ize for Individual Products. . ..... ... 51-54
Appendix 3: Sales by Method of Distribution

Graphs for Tables 7 & 8: Percentage by Method sfribiution for Individual Orders. ... ...... 56-61

INFOrMation CONLACES . . . . . ottt e e e e e e e e e e e e e e e 62

PFMSR-1115 Page 4



Packaged Fluid Milk Sales Report

Agricultural Marketing Service

Table 1

Total Fluid Milk Products Sold By Handlers Regulatad Under Federal Orders

Percent byContainer Type
November of Selected Years 1965-2021

Type of Container:
Year
Glass Paper Plastic Other
——————————————————————————————— Percent of Federal Order Total* -----------=--=-=-mmmmmmmmmmen
196¢ 29 65 4 2
197¢ 2 67 31 LT
198t LT 34 65 LT
199t LT 24 76 LT
2005 LT 15 85 NA
20C7 LT 15 85 NA
2009 LT 14 85 NA
2011 LT 15 85 NA
2013 LT 14 86 NA
2015 LT 16 84 NA
2017 LT 17 83 NA
2019 LT 19 81 NA
2021 LT 18 82 NA
Table 2
Total Fluid Milk Products Sold By Handlers Regulated Under Federal Orders
Percent byContainer Size
November of Selected Years 1965-2021
Size of Container:
Year
Gallon Half-gallon Quart Pint Half-pint| Over 10 qua Other**
------------------------------------------ Percent of Federal Order Total* -----------=-==mmmmmmmcmem oo
196¢ 17 54 12 1 1C 4 2
197¢ 43 34 7 1 11 3 1
198t 60 22 5 2 9 2 LT
199t 64 18 4 2 1C 2 LT
2005 65 18 3 2 1C 1 1
20C7 65 18 3 2 11 1 1
2009 67 17 3 1 10 1 1
2011 66 18 3 1 10 1 1
2013 66 18 3 1 1C 1 1
2015 64 18 3 1 11 CC 1
2017 64 18 3 1 11 CC 3
2019 58 20 3 2 13 CO 4
2021 58 21 3 1 10 CC 7

NOTES for Table 1 and Table 2:
1

LT - Less than 0.5 percent.
CO - Included in “Other”.

NA — This category was discontinued prior to 2003.
* Totals may not add due to rounding.
** Other” (Table 2) includes miscellaneous sizesnimost cases smaller than a pint. For 2015 — 20R%lso includes 2.5 gallon and larger containers.
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Fluid Milk Products Sold by Container Type
All Federal Milk Marketing Orders
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Graph 1: Fluid Milk Products Sold by Container Type

> Plastic containers continue to be the dominate type used to distribute fluid milk products,

accounting for approximately 82% of the volume of packaged fluid milk sold by FMMO handlers
during November 2021. Plastic containers have accounted for two-thirds or more of the volume
sold in each survey since 1987. Its proportion increased 1 percentage point in the 2021 biennial
survey but decreased by 4 percentage points compared with the November 2013 survey.

» Paper continues to be the second most popular container type, accounting for around 18% of the
total sold, up from 14% in November 2013. Paper’s popularity peaked in 1971 when it was
responsible for approximately 78% of the volume sold.

» The volume of milk sold in glass containers has been less than 0.5% since 1983. The popularity of
glass declined rapidly from 1965 to 1975, falling from approximately 29% of the total to around 2%
in that 10-year period.
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Fluid Milk Products Sold by Container Size
All Federal Milk Marketing Orders
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Graph 2: Fluid Milk Products Sold by Container Size

> Although gallon containers continue to account for most of the fluid milk sold by FMMO handlers,
the proportion has declined from a high of 67% in November 2009 to 58% in 2019 and 2021. Prior

to 2019, gallon containers had accounted for at least 60% of the total during each survey since

1985, and the proportion was relatively constant in the mid 60’s from 1995 through 2017.

The popularity of gallon containers increased dramatically from 1965 to 1975, rising from around

17% to approximately 43%. Most of this increase came at the expense of half-gallon and quart

container sizes and coincides with the rapid decline in popularity of glass containers.

The proportion of milk sold in half-gallon containers during November 2021 increased to 21%.

Prior to 2019, the proportion sold in half-gallon containers had been around 18% in every survey

since 1995.

The volume accounted for by quarts has been constant at approximately 3% of the total during
each survey since 2005, which is one-fourth the level recorded in 1965.

The proportion of milk sold in half-pint containers decreased by 3 percentage points in the 2021
survey to 10% of the total. Prior to 2019, pint container’s proportion of the total had remained
remarkably constant since the mid 1960’s, with a high of 11% and a low of 9%.
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Table 3-1
Whole Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Type of Containe~ November 2021

Size of Type of Container:
Container Glass Paper Plastic All Types
---------------------------- Percent of Eederal Order Total* ----------------------------
Gallor -- -- 69.€ 69.€
Half-gallor 0.2 71 13.1 203
Quar LT 04 13 1.7
Pint CR-LT LT 06 0.€
Half-pint - 0.¢ 01 1.C
Other* LT 04 6.2 6.6
All sizes 0.2 8.8 91.C 100.(
Footnotes for Tables 3-1 through 3-9 are detailegamye 26.
Table 3-1A
Whole Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional ESL Organic All Categories
——————————————————— Percent of Eederal Order Total* ----------------=---------
Gallor 67.4 0.7 1kt 69.€
Half-gallor 13.7 2.C 4.€ 203
Quar 14 03 0.1 1.7
Pint 06 LT LT 0.€
Half-pint 0.8 LT 0.1 1.C
Other* 23.€ 2.7 0.1 6.8
All sizes 87.€ 5.7 6.4 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdame 26.
Table 3-1B
Whole Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container~ November 2021
Size of Type of Container:
Container Conventional ESL Organic All Categories
----------------------------- Percent of Category Total*
Gallor 76.7 11.7 23.€ 69.6
Half-gallor 15.€ 35.t 71.¢ 203
Quar 15 4.8 0.6 1.7
Pint 0.7 0.2 0.2 0.€
Half-pint 1.C 0.1 2.C 1.C
Other* 4.5 47.€ 18 6.8
All sizes 10C.0 100.0( 100.( 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdaiye 26.
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2021 Whole Milk Sales by Container Size and Category
All Federal Milk Marketing Orders

Whole Milk Sales by

% of Individual Product Category Total Category:
0, Conventional - 87.9%
80% —-l p . . Organic - 6.4%
71.6% O Conventional B Organic EESL ESL - 5.7%

( * Other: Includes 2.5 gallon and larger containers,
60% - L along with additional miscellaneous sizes.

47.6%

40% -

20% A

0%

Gallon Half-gallon Quart Pint Half-pint Other*

Graph 3: 2021 Whole Milk Sales by Container Size and Category

> Whole milk accounted for 36.4% of all FMMO milk sales during November 2021, which was the
largest proportion among all products sold and an increase of 2.9 percentage points compared
with the previous survey, and 7.9 percentage points compared with the 2015 survey.

» Conventional milk sales accounted for 87.9% of all FMMO whole milk sales during November 2021,
while organic milk sales were responsible for 6.4%, and ESL sales represented 5.7%.

» Within the conventional whole milk category, gallon containers accounted for 76.7% of total sales,
while half-gallon sales were responsible for 15.6%. Sales in all other container sizes represented
only 7.7% of the November 2021 total.

> Organic whole milk sales during November 2021 were dominated by half-gallon (71.6%) and gallon
(23.6%) packaging, with these two container sizes accounting for more than 95% of the FMO total.

> Over 83% of extended shelf-life whole milk FMO sales during November 2021 were in two
container size classifications — half-gallons (35.5%) and other containers (47.6%). Gallon containers
registered a distant third with 11.7% of ESL sales, and quarts were fourth with 4.8%.
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Table 3-2

Flavored Whole Milk Sold By Handlers Regulated Under Federal Orders

Percentage bySize and Type of Containe= November 2021

Size of Type of Container:
Container Glass | Paper Plastic All Types
---------------------------- Percent of Eederal Order Total* ----------------------------
Gallor -- -- 10.4 10.4
Half-gallor 09 5.t 33.€ 40.1
Quar 05 0.€ 12.1 132
Pint LT 04 22.¢€ 22.¢
Half-pint - 1.1 1.6 2.6
Other* 02 14 8.€ 10.t
All sizes 16 8.S 89.f 100.(
Footnotes for Tables 3-1 through 3-9 are detailegamye 26.
Table 3-2A
Flavored Whole Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional | ESL Organic All Categories
—————————————————————————— Percent of Eederal Order Total* ----------------=---------
Gallor 10.4 -- - 10.¢
Half-gallor 35.1 2.2 2. 40.1
Quar 11.7 14 0.1 132
Pint 22.7 0.2 CR-LT 22.¢
Half-pint 2.7 LT 0.1 2.¢
Other** 6.2 3.7 0.€ 10.t
All sizes 889 7.5 3.€ 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdame 26.
Table 3-2B
Flavored Whole Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional | ESL Organic All Categories
----------------------------- Percent of Category Total* ---------------=-m--m-mmmomm
Gallor 11.¢ -- - 10.¢
Half-gallor 39.5 29.2 77.1 40.1
Quar 13.1 18.4 3.€ 132
Pint 25.¢ 2.t CR 22.¢
Half-pint 3.C 0.€ 3.2 2.€
Other** 7.C 49.2 15.7 10.t
All sizes 100.( 100.0( 100.( 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdaiye 26.
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2021 Flavored Whole Milk Sales by Container Size and Category
All Federal Milk Marketing Orders

Flavored Whole Milk Sales

by Category:
L. Conventional - 88.9%
% of Individual Product Category Total Organic - 3.6%
80% -‘ ESL - 7.5%
O Conventional @Organic MESL
* Other: Includes 2.5 gallon and larger containers,
along with additional miscellaneous sizes.
Due to data restrictions organic pints were included
60% - with Other.
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40% -
25.6%
o |
20% 11.8%
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0%
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Graph 4: 2021 Flavored Whole Milk Sales by Container Size and Category

» Conventional flavored whole milk comprised 88.9% of all FMMO flavored whole milk sales during
November 2021, while ESL sales accounted for 7.5% with organic milk represented just 3.6%.
Flavored whole milk made up only 1.8% of all FMMO milk sales during November 2021.

» Within the conventional flavored whole milk category, half-gallons accounted for 40.1% of total
sales, while pints made up 22.9%, and quarts were responsible for 13.2%. Gallons (10.4%), half-
pints (2.9%), and other sizes (10.5%) represented a combined 23.8% of the total.

» The most popular size container for ESL flavored whole milk was the other size package
classification with 49.2% of total sales. Half-gallons (29.3%) and quarts (18.4%) accounted for an
additional 47.7% of sales, while half-pints (0.6%) and pints (2.5%) accounted for the remainder.

» Half-gallons dominated the organic market with 77.1% of the total, while the second closest size
category was Other at 15.7%. Half-pints (3.3%) and quarts (3.9%) made up just 7.2% of the organic
total during November 2021.
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ort

Reduced Fat (2%) Milk Sold By Handlers Regulated Under Federal Orders

Table 3-3

Percentage bySize and Type of Containe= November 2021

Size of Type of Container:
Container Glass | Paper Plastic All Types
---------------------------- Percent of Eederal Order Total* ----------------------------
Gallor -- -- 69.% 69.3
Half-gallor 0.2 7.C 131 20.2
Quar LT 04 0.€ 13
Pint -- LT 0.4 0.4
Half-pint - 1.7 01 1.6
Other** CR-LT 04 6.5 6.C
All sizes 0.2 9.5 90.3 100.(
Footnotes for Tables 3-1 through 3-9 are detailegamye 26.
Table 3-3A
Reduced Fat (2%) Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional | ESL Organic All Categories
—————————————————————————— Percent of Eederal Order Total* ----------------=---------
Gallor 67.7 05 11 69.3
Half-gallor 13.€ 2.t 4.2 20.2
Quar 0.c 03 Lt 13
Pint 0.4 LT - 0.4
Half-pint 1.8 LT - 1.6
Other** 3.C 3.€ 0.1 6.C
All sizes 87.4 7.2 5.4 100.(
Footnotes for Tables 3-1 through 3-9 are detailepage 26.
Table 3-3B
Reduced Fat (2%) Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2019
Size of Type of Container:
Container Conventional | ESL Organic All Categories
----------------------------- Percent of Category Total* -----------------m--m-mmeomm
Gallor 77.5 2.C 31.2 69.<
Half-gallor 156 46.1 65.€ 20.c
Quar 10 12.£ 2.2 13
Pint 0.4 0.€ CR-LT 0.4
Half-pint 2.1 10 - 18
Other** 3.4 37.¢ 08 6.S
All sizes 100.( 100.0( 100.( 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdame 26.
PFMSR-1115 Page 12
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2021 Reduced Fat Milk Sales by Container Size and Category
All Federal Milk Marketing Orders
Reduced Fat Milk Sales by

% of Individual Product Category Total Category:
80% 1 Conventional - 87.4%

. . Organic - 5.4%
O Conventional @Organic @ESL ESL - 7.2%

65.8%
* Other: Includes 2.5 gallon and larger containers,
along with additional miscellaneous sizes.
Due to data restrictions organic pints were
included with Other.

60% -

40% -

20% -
] 12.4%

0
1.0% 2-2% 04% e %% 2.1% 0.0% 1.0% EI0-8%

0%
Gallon Half-gallon Quart Pint Half-pint Other*

Graph 5: 2021 Reduced Fat Milk Sales by Container Size and Category

> Conventional products accounted for 87.4% of all reduced fat milk sales during November 2021,
while ESL sales represented 7.2%, and organic products made up 5.4%. Reduced fat milk
accounted for the second largest proportion (32.3%) of FMMO milk sales during November 2021.

> Gallons and half-gallons were the dominate size containers for conventional (93.1%) and organic
(97.0%) categories during November 2021, while half-gallons and the other size category
accounted for 83.7% of the ESL category.

» Within the conventional reduced fat milk category, gallons made up 77.5% of total sales while half-
gallons accounted for 15.6%. Other* was the only other size container that accounted for at least
3% of the total during November 2021.

> Half-gallons were the most popular size container for organic reduced fat products with 65.8% of
total sales. Gallons accounted 31.2% of the total, while all other size containers combined made
up just 3.0% of the total during November 2021.

> ESL sales of reduced fat milk were dominated by half-gallons (46.1%) and the other size category
(37.6%), while quarts (12.4%) came in a distant third. All the other size categories combined for
just 3.9% of ESL reduced fat sales during November 2021.
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Table 3-4
Low Fat (1%) Milk Sold By Handlers Regulated Under Federal Orders

Percentage bySize and Type of Containe= November 2021

Size of Type of Container:
Container Glass | Paper Plastic All Types
---------------------------- Percent of Eederal Order Total* ----------------------------
Gallor -- -- 48.¢ 48.¢
Half-gallor 01 6.4 116 18.1
Quar CR-LT 13 0.€ 21
Pint -- CR-LT 0.1 0.1
Half-pint - 24 ¢ 1.6 26.€
Other* CR-LT 0.7 3.€ 4.t
All sizes 0.1 33.2 66.7 100.(
Footnotes for Tables 3-1 through 3-9 are detailegamye 26.
Table 3-4A
Low Fat (1%) Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional | ESL Organic All Categories
—————————————————————————— Percent of Eederal Order Total* ----------------=---------
Gallor 47.¢€ 0.2 0.7 48.¢
Half-gallor 12.C 22 3.8 18.1
Quar 10 1.1 LT 21
Pint 0.1 CR-LT - 0.1
Half-pint 24.¢ 08 09 26.€
Other** 3.C 1kt 0.1 4.t
All sizes 88.t 5.¢ 5.€ 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdame 26.
Table 3-4B
Low Fat (1%) Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional | ESL Organic All Categories
----------------------------- Percent of Category Total* ---------------=-m--m-mmmomm
Gallor 53.7 4.8 12.7 48.¢
Half-gallor 135 379 70.% 18.1
Quar 11 18.7 0.€ 21
Pint 0.1 CR-LT - 0.1
Half-pint 28.2 13.4 15.: 26.€
Other** 3.4 252 1.1 4.t
All sizes 100.( 100.0( 100.( 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdaiye 26.
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2021 Low Fat Milk Sales by Container Size and Category
All Federal Milk Marketing Orders

Low Fat Milk Sales by
Category:

% of Individual Product Category Total Conventional - 88.5%
80% Organic - 5.6%
ESL - 5.9%
70.3% OConventional @EOrganic MESL
. 0
* Other: Includes 2.5 gallon and larger containers,
along with additional miscellaneous sizes.
Due to data restrictions ESL pints were included
60% with Other.
53.7%
40%
28.2%
25.2%
18.7%
20%
1.1% 0.6% 0.1% 0.0% R*
0%

Gallon Half-gallon Quart Pint Half-pint Other*

Graph 6: 2021 Low Fat Milk Sales by Container Size and Category

» Conventional milk comprised 88.5% of all FMMO low fat milk sales during November 2021, while
organic sales accounted for 5.6% and ESL represented 5.9%. Low fat milk made up 11.9% of all
FMMO milk sales during November 2021.

> The most popular container sizes for conventional low fat milk during November 2021 were gallons
(53.7%), followed by half-pints (28.2%), and half-gallons (13.5%). The combined sales for all other

container sizes accounted for just 4.6% of the total.

> Organic low fat milk sales were primarily in half-gallons (70.3%) and half-pints (15.3%) during
November 2021. Gallon sales made up 12.7% of the total, while the remaining containers sizes
combined for just 1.7%.

» Half-gallon (37.9%) and other size container (25.2%) sales of low fat milk made up 63.1% of the

FMMO total for ESL products during November 2021. Sales in quart containers accounted for the

next largest proportion with 18.7% of the total, while the remaining 18.2% of ESL low fat sales
were attributable to half-pints and gallons.
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Table 3-5
Fat Free (Skim) Milk Sold By Handlers Regulated Under Federal Orders

Percentage bySize and Type of Containe= November 2021

Size of Type of Container:
Container Glass | Paper Plastic All Types
---------------------------- Percent of Eederal Order Total* ----------------------------
Gallor -- -- 55.4 55.4
Half-gallor 04 9.4 14.¢ 24.7
Quar LT 06 1kt 2.C
Pint -- CR-LT 0.2 2
Half-pint - 9.C 0.2 9.2
Other* CR-LT 0.4 7.8 8.2
All sizes 04 194 80.2 100.(
Footnotes for Tables 3-1 through 3-9 are detailegamye 26.
Table 3-5A
Fat Free (Skim) Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional | ESL Organic All Categories
—————————————————————————— Percent of Eederal Order Total* ----------------=---------
Gallor 54.C 06 0.€ 55.4
Half-gallor 16.5 4.2 4.1 24.7
Quar 1kt 05 0.1 2.C
Pint 0.2 LT LT 2
Half-pint 9.1 02 LT 9.2
Other** 2.2 5.¢ 0.1 8.2
All sizes 83.€ 11.4 5.1 100.(
Footnotes for Tables 3-1 through 3-9 are detailepage 26.
Table 3-5B
Fat Free (Skim) Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional | ESL Organic All Categories
----------------------------- Percent of Category Total* ---------------=-m--m-mmmomm
Gallor 64.€ 4.¢ 17.2 55.4
Half-gallor 19.€ 36.t 80.1 24.7
Quar 1.8 4.4 1.2 2.C
Pint 0.2 03 0.2 2
Half-pint 10.€ 1.¢ 0.1 9.2
Other** 2.€ 52.C 1.2 8.2
All sizes 100.( 100.0( 100.( 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdaiye 26.
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2021 Fat Free Milk Sales by Container Size and Category
All Federal Milk Marketing Orders

Fat Free Milk Sales by

Category:
.. @ tional - 83.6%
% of Individual Product Category Total on;f;a:::? 5.1%
80% ] ESL - 11.4%
O Conventional @Organic EESL
* Other: Includes 2.5 gallon and larger containers,
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Graph 7: 2021 Fat Free Milk Sales by Container Size and Category

» Conventional milk accounted for 83.6% of all FMMO fat free milk sales during November 2021,
while ESL products made up 11.4%, and organic sales represented 5.1% of the total. Sales of all fat
free products accounted for 6.2% of total FMMO milk sales during November 2021.

» Within the conventional fat free milk category, gallons were the most popular size container
accounting for 64.6% of sales during November 2021. Half-gallons were a distant second with
19.8% of the total, while half-pints recorded the third largest proportion at 10.9%.

» Other size containers (52.0%) and half-gallons (36.5%) were the prominent container sizes for fat
free milk within the ESL category, accounting for a combined 88.5% of the sales during November
2021. Gallons (4.9%) and quarts (4.4%) were a distant third and fourth, accounting for a combined
9.3% of fat free sales. Half-pints (1.9%) and pints (0.3%) made up the remaining 2.2% of ESL fat
free sales during November 2021.

» Organic fat free milk sales were predominately in half-gallon (80.1%) and gallon (17.2%) containers
during November 2021. The remaining container sizes — quarts, pints, half-pints, and other —
accounted for less than 3% of the FMMO fat free sales total.
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Table 3-6

Flavored Fat Reduced Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Type of Containe= November 2021

Size of Type of Container:
Container Glass Paper Plastic All Types
---------------------------- Percent of Eederal Order Total*
Gallor -- -- 12.1 12.1
Half-gallor 0.2 0.8 8.C 9.C
Quar 0.1 03 0.€ 13
Pint LT 0.2 1.2 14
Half-pint - 55.C 6.€ 61.€
Other* CR-LT 3.2 11.1 14.¢
All sizes 0.3 59.¢ 40.1 100.(
Footnotes for Tables 3-1 through 3-9 are detailegamye 26.
Table 3-6A
Flavored Fat Reduced Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional ESL Organic All Categories
—————————————————————————— Percent of Eederal Order Total*
Gallor 12.1 LT - 12.1
Half-gallor 8.2 05 0.2 9.C
Quar 0.c 04 CR-LT 13
Pint 14 CR-LT - 14
Half-pint 59.2 1.¢ 06 61.€
Other** 7.7 5.8 1.C 14.4
All sizes 89.€ 8.€ 1.€ 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdame 26.
Table 3-6B
Flavored Fat Reduced Milk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional ESL Organic All Categories
----------------------------- Percent of Category Total* ---------------=-m--m-mmmomm
Gallor 13.E 0.2 - 12.1
Half-gallor 9.2 5.4 12.¢ 9.C
Quar 1.C 4.4 CR 13
Pint 1kt CR-LT - 14
Half-pint 66.1 22.¢ 32.C 61.€
Other** 8.€ 67.2 55.2 14.4
All sizes 100.( 1C0.C 100.C 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdaiye 26.
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Packaged Fluid Milk Sales Report
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2021 Flavored Fat Reduced Milk Sales by Container Size and Category
All Federal Milk Marketing Orders

Flavored Fat Reduced Milk
Sales by Category:
Conventional - 89.6%
% of Individual Product Category Total Organic - 1.8%

ESL - 8.6%
80% -‘ O Conventional [@Organic WESL

* Other: Includes 2.5 gallon and larger containers,
along with additional miscellaneous sizes.
Due to data restrictions organic quarts and ESL pints 66.1%

were included with Other. r

67.2%
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20% 1 13.5%

12.8%
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Graph 8: 2021 Flavored Fat Reduced Milk Sales by Container Size and Category

» For purposes of this survey, flavored fat reduced milk sales include all lower fat flavored products
(i.e., flavored reduced fat, flavored low fat, flavored fat free), and these products accounted for
8.5% of all FMMO milk sales during November 2021.

> The conventional milk category dominated sales of flavored reduced fat milk products during
November 2021, accounting for 89.6% of FMMO sales. ESL products comprised 8.6% of sales,
while the organic category recorded just 1.8% of the total.

> Half-pints were by far the most popular container size for conventional flavored fat reduced
products with 66.1% of sales, and they accounted for 61.8% of all November 2021 FMMO sales.
Gallons (13.5%) were a distant second in conventional sales, followed by half-gallons (9.3%), and
other sizes (8.6%)

» The other size container category dominated organic and ESL sales, accounting for 55.2% of
organic flavored fat reduced sales and 67.2% of the ESL November 2021 total. Half-pints (32.0%)
were second for organic sales as well as for ESL sales at 22.8%
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Table 3-7
EggnogSold By Handlers Regulated Under Federal Orders
Percentage bySize and Type of Containe= November 2021

Size of Type of Container:
Container Glass | Paper Plastic All Types
—————————————————————————— Percent of Federal Order Total* --------------------------
Gallor -- - 02 0.2
Half-gallor 0.3 16.2 36.7 53.2
Quar 1.C 20.< 15.€ 36.€
Pint -- 0.1 2.0 2.2
Half-pint - - CR-LT CR-LT
Other** - 3.2 4.3 7.5
All sizes 13 39.¢ 58.8 100.(
Footnotes for Tables 3-1 through 3-9 are detailegage 26.
Table 3-7A
EggnogSold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional | ESL Organic All Categories
—————————————————————————— Percent of Eederal Order Total* ----------------=---------
Gallor 02 -- - 0.2
Half-gallor 42.4 10.5 0.2 53.2
Quar 19.1 17.3 05 36.€
Pint 22 -- - 2.2
Half-pint CR-LT -- - CR-LT
Other** 4.1 3.4 - 7.5
All sizes 68.( 312 0.8 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdame 26.
Table 3-7B
EggnogSold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional | ESL Organic All Categories
----------------------------- Percent of Category Total* ---------------=-m--m-mmmomm
Gallor 03 -- - 0.2
Half-gallor 62.4 33.€ 39.C 53.2
Quar 28.C 55.¢ 61.C 36.€
Pint 32 -- - 2.2
Half-pint CR-LT -- - CR-LT
Other** 6.1 10.¢ - 7.5
All sizes 100.( 100.0( 100.( 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdaiye 26.
PFMSR-1115 Page 20



Packaged Fluid Milk Sales Report
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2021 Eggnog Sales by Container Size and Category
All Federal Milk Marketing Orders

Eggnog Sales by
o, P Category:
80% : % of Individual Product Category Total Conve_g_v_ntional t o
. . Organic - 0.8%
OConventional BOrganic EESL ESL- 31.2%
* Other: Includes 2.5 gallon and larger containers,
62.4% 61.0% along with additional miscellaneous sizes.
i Due to data restrictions conventional half-pints
60% - 55.6% were included with Other.
40% -
20% A
10.8%
6.1%
0.3% 3.2%
{ 77 0.0% 0.0% 0.0% 0.0% R* 0.0% 0.0% 0.0
/Iy | —
0%
Gallon Half-gallon Quart Pint Half-pint Other*

Graph 9: 2021 Eggnog Sales by Container Size and Category

> Eggnog accounted for a very small proportion of FMMO total fluid milk sales during November
2021, comprising just 1.6% of the FMMO total.

» The conventional milk category accounted for 68.0% of all eggnog sales, which was its smallest
proportion among all products. Conversely, ESL products comprised 31.2% of sales, which was its
largest share among all products. The organic category recorded just 0.8% of eggnog sales during
November 2021.

> Half-gallons (53.2%) and quarts (36.9%) were by far the most popular container sizes, accounting
for 90.1% of all eggnog sales during November 2021.

> Within the conventional eggnog category, half-gallons were the most popular size with 62.4% of
sales, followed by quarts with 28.0%. All other containers sizes comprised just 9.6% of sales.

» Within the ESL eggnog category, quarts were the most popular size with 55.6% of sales, followed
by half-gallons with 33.6%. All other container sizes comprised 10.8% of sales.

> Quarts made up 61.0% of organic eggnog sales with half-gallons making up 39.0% during
November 2021. They were the only two sizes sold.
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Table 3-8

Cultured Buttermilk Sold By Handlers Regulated Under Federal Orders

Percentage bySize and Type of Containe= November 2021

Size of Type of Container:
Container Glass | Paper Plastic All Types
—————————————————————————— Percent of Federal Order Total* --------------------------
Gallor -- - 3.t 3.t
Half-gallor CR-LT 8.8 54.% 63.1
Quar 0.1 6.8 16.2 23.C
Pint -- 0.t 2.4 3.C
Half-pint - 0.2 CR-LT 0.3
Other** - - 7.1 7.1
All sizes 0.1 16.4 83.t 100.(
» Footnotes for Tables 3-1 through 3-9 are detailegage 26.
Table 3-8A
Cultured Buttermilk Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional | ESL Organic All Categories
—————————————————————————— Percent of Eederal Order Total* ----------------=---------
Gallor 3.5 -- - 3.k
Half-gallor 63.C 0.1 - 63.1
Quar 22.2 CR 0.€ 23.C
Pint 2.6 -- CR 3.C
Half-pint 0.2 - - 0.2
Other** 7.1 -- - 7.1
All sizes 99.0 0.1 0.€ 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdame 26.
Table 3-8B
Cultured Buttermilk  Sold By Handlers Regulated Under Federal Orders
Percentage bySize and Category of Container November 2021
Size of Type of Container:
Container Conventional | ESL Organic All Categories
----------------------------- Percent of Category Total* ---------------=-m--m-mmmomm
Gallor 3.5 -- - 3.k
Half-gallor 63.7 100.( - 63.1
Quar 22 .4 CR 100.( 23.C
Pint 2.6 -- CR 3.C
Half-pint 0.2 - - 0.2
Other** 7.2 -- - 7.1
All sizes 100.( 100.( 100.( 100.(
Footnotes for Tables 3-1 through 3-9 are detailegdaiye 26.
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Packaged Fluid Milk Sales Report
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2021 Cultured Buttermilk Sales by Container Size and Category
All Federal Milk Marketing Orders

Cultured Buttermilk Sales b
% of Individual Product Category Total Category:

Conventional - 99.0%
100% " Organic - 0.9%
. . ESL-0.1%
i O Conventional EOrganic MESL
* Other: Includes 2.5 gallon and larger containers, along
80% A with additional miscellaneous sizes.
Due to data restrictions organic pints and ESL quarts were
included with quarts and half-gallons, respectively.
60%
40% A
20% -
7.2%
1 3.5% 2.9%
| 0.0% 0.0% R* = R* 0% 0.3% 0.0% 0.0% 0.0% 0.0%
k h |
0%
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Graph 10: 2021 Cultured Buttermilk Sales by Container Size and Category

> Cultured buttermilk accounted for a very small proportion of FMMO total fluid milk sales during
November 2021, comprising just 1.2% of the FMMO total.

» The conventional milk category accounted for 99% of all eggnog sales, which was its largest
proportion among all types of milk products. Conversely, organic and ESL products comprised very
small proportions, just 0.1% for ESL and 0.9% for organic.

» Half-gallons (63.1%) and quarts (23.0%) were by far the most popular container sizes, accounting
for 86.1% of all cultured buttermilk sales during November 2021.

» Within the conventional cultured buttermilk category, half-gallons were the most popular size with
63.7% of sales, followed by quarts with 22.4%. All other containers sizes comprised the remaining
13.9% of sales.

> Half-gallons and quarts* comprised 100% of sales within the ESL cultured buttermilk category.

>

Quarts and pints* comprised 100% of sales within the organic cultured buttermilk category.
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Table 3-9

Total Fluid Milk (All Products Combined) Sold By Handlers Regulated Under Federal Orders

Percentage bySize and Type of Containe~ November 2021

Size of Type of Container:
Container Glass Paper Plastic All Types
—————————————————————— Percent of Eederal Order Total*** -------------m-m-memmmmmm-
Gallor -- -- 582 582
Half-gallor 0.2 6.7 13.9 20.¢
Quar LT 0.c 17 2.€
Pint LT LT 0.¢ 1.C
Half-pint -- 9.1 0.¢ 10.C
Othep* LT 08 6.€ 7.4
All sizes 0.2 17.€ 82.2 100.(

Footnotes for Tables 3-1 through 3-9 are detailegdamye 26.

Table 3-9A

Total Fluid Milk (All Products Combined) Sold By Handlers Regulated Under Federal Orders

Percentage bySize and Category of Container November 2021

Size of Type of Container:
Container Conventional ESL Organic All Categories
-------------------------- Percent of Federal Order Total***
Gallor 56.7 05 10 582
Half-gallor 14.€ 2.3 3.8 20.¢
Quar 1.¢ 0.7 0.1 2.€
Pint 1.C LT LT 1.0
Half-pint 9.t 03 0.2 10.C
Other** 3.8 3.4 0.2 7.4
All sizes 87.t 7.2 5.2 100.(

Footnotes for Tables 3-1 through 3-9 are detailegdame 26.

Table 3-9B

Total Fluid Milk (All Products Combined) Sold By Handlers Regulated Under Federal Orders

Percentage bySize and Category of Container November 2021

Size of Type of Container:
Container Conventional ESL Organic All Categories
————————————————————————————— Percent of Category Total***  -------m-m-mmmmmmmomemm oo
Gallor 64.€ 6.€ 20.C 582
Half-gallor 16.7 32.2 71.¢ 20.¢
Quar 21 9.¢ 1.2 2.€
Pint 1.1 0.2 0.1 1.0
Half-pint 10.€ 3.€ 3.€ 10.C
Other** 4.4 47.1 30 7.4
All sizes 100.( 100.0( 100.( 100.(
Footnotes for Tables 3-1 through 3-9 are detailegamye 26.
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2021 All Milk Sales by Container Size and Category
All Federal Milk Marketing Orders

All Milk Sales by Category:
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Graph 11: 2021 All Milk Sales by Container Size and Category

> Products in the conventional sales category made up 87.5% of all FMMO milk sales during
November 2021. Organic milk products accounted for 5.3% of this total, while ESL products were
responsible for 7.2%.

» Within the conventional milk category, gallons were the overwhelming favorite container size,
accounting for 64.8% of FMMO total sales during November 2021. Half-gallons (16.7%) and half-
pints (10.9%) were a distant second and third in popularity, while the remaining container sizes
combined for just 7.6% of total sales.

> Nearly 92% of all FMMO organic milk sales during November 2021 were in two container sizes —
half-gallons with 71.9% of the total, and gallons with 20.0%. Half-pints held the largest share of
the remaining container sizes, accounting for 3.8% of the organic total.

> Within the ESL category, other sizes accounted for 47.1% of all FMMO milk sales during November
2021. Half-gallon sales were second in popularity with 32.2% of the total, while quart sales
accounted for 9.9%. Gallons, pints, and half-pints combined for 10.8% of November 2021 ESL total
milk sales.

PFMSR-1115 Page 25



Packaged Fluid Milk Sales Report

Agricultural Marketing Service

2021 Sales by Container Size and Category

All Federal Milk Marketing Orders

B Gallon [OHalf-Gallon EQuart HEPint
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[ * Other: Includes 2.5
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Graph 12:

NOTES for Table 3:

LT - Less than 0.05 percent.
CR - Restricted due confidentiality. Included @ther” when applicable, included in the largesé siategory

otherwise.

* The figures in Tables 3-1 to 3-8 are based oratjggegate sales volume (all orders combined) fospecified
product. See Table 10 for applicable sales volfoneach productTotals may not add due to rounding.

** The “Other” category includes 2.5 gallon and largramtainers, along with miscellaneous other simesost
cases smaller than a pint.

*** The figures in Table 3-9 are based on the aggeegges volume (all orders combined) for all prasiuc
combined. See Table 10 for applicable sales voluhotals may not add due to rounding.
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2021 Fluid Milk Products Sold in Gallon Containers
All Federal Milk Marketing Orders, All Categories

% of Individual Product Category

80% “ See Tables 3-1 through 3-9 for additional information.
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* Includes Flavored Reduced Fat, Flavored Lowfat, and Flavored Fat Free Milk

Graph 13: 2021 Fluid Milk Products Sold in Gallon Containers, All Categories

> Gallon containers were the prominent type used for whole, reduced fat, fat-free, and low fat milk
during November 2021, accounting for over half of the sales for each of these product categories
except low fat. Overall, gallons were responsible for more than 58.2% of all milk sold by FMMO
handlers.

» Almost 70% of reduced fat and whole milk were sold in gallon containers during November 2021,
while gallons accounted for 48.6% of low fat sales and 55.4% fat-free milk sales.

> Sales of eggnog and buttermilk in gallon containers accounted for a very small proportion of the
total — 4% or less -- for these categories. Flavored lower fat and flavored whole milk sales in gallon
containers were also a small proportion for this category, accounting for 12.1% and 10.4%,
respectively, of the total for these products during November 2021.

> While gallon containers were the predominate size for conventional milk sales, accounting for
64.8% of sales, they were much less popular for organic and ESL products. Gallons accounted for
20.0% of organic milk sales and just 6.6% of ESL sales. (See Graph #11 for detailed comparison of
sales by container size and category.)
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All Federal Milk Marketing Orders, All Categories

% of Individual Product Category Total
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Graph 14: 2021 Fluid Milk Products Sold in Half-Gallon Containers, All Categories

» Half-gallon containers accounted for 20.8% of the volume of all milk sold by FMMO handlers

during November 2021, an increase of approximately 1.3 percentage points from the previous
survey. Prior to November 2019, this proportion had been quite stable at around 18% since 1995.
(However, half-gallon containers were the most popular type for organic and second most popular
size ESL sales, accounting for 71.9% and 32.2%, respectively, for these categories — see Graph #11.)
Half-gallons were the prevalent container size for buttermilk, eggnog, and flavored whole milk,
accounting for 63.1%, 53.2%, and 40.1%, respectively, of the volume sold for each of these
products during November 2021.

Half-gallons were the second most popular size container for fat free (24.7%), whole (20.3%), and
reduced fat (20.3%), and the third most popular for, low fat (18.1%).

Half-gallons were the prevalent container size for many organic products: fat free (80.1%), flavored
whole milk (77.1%), whole (71.6%), low fat (70.3%), and reduced fat (65.8%). For ESL products,
half-gallons were the most popular container size for reduced fat, low fat, and buttermilk.
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2021 Fluid Milk Products Sold in Quart Containers
All Federal Milk Marketing Orders, All Categories

% of Individual Product Category Total

80% " See Tables 3-1 through 3-9 for additional information.
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All Products: 2.6%
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Graph 15: 2021 Fluid Milk Products Sold in Quart Containers, All Categories

> The proportion of all FMMO milk sold in quart containers during November 2021 was quite small,
accounting for just 2.6% of the total. (The proportion of sales accounted for by quart containers

for ESL products was 9.9%, while it was only 2.1% for conventional products and 1.2% for organic
milk sales — see Graph #11.)

» According to the biennial surveys, quarts have accounted for 10% or less of the total volume of
milk sold since 1971.

» Alittle over one-third (36.9%) of eggnog sales during November 2019 were in quart containers,
which was the largest proportion of any fluid milk category.

> Quart containers accounted for 23.0% of all buttermilk sales, while they made up 13.2% of flavored
whole milk sales during November 2021. For all other categories, quarts comprised 2.1% or less of
total sales.
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2021 Fluid MIlk Products Sold in Pint Containers
All Federal Milk Marketing Orders, All Categories

% of Individual Product Category Total

[v)
80% “ See Tables 3-1 through 3-9 for additional information.

60% A
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* Includes Flavored Reduced Fat, Flavored Lowfat, and Flavored Fat Free Milk

Graph 16: 2021 Fluid Milk Products Sold in Pint Containers, All Categories

> Pint containers comprise a very small proportion of all FMMO fluid milk sales. During November
2021 they made up 1.0% of the total, which was the smallest proportion of any container size. This
proportion was down from 2.0% recorded for November 2019. (Pints accounted for 1.1% of
conventional milk sales, but only 0.3% of ESL sales, and just 0.1% of organic milk sales during
November 2021 — see Graph #11.)

» Flavored whole milk was the only product with substantial sales in pint containers during
November 2021, with pints accounting for 22.9% of the total. Pints accounted for 3% or less of
sales in all other categories.
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2021 Fluid Milk Products Sold in Half-Pint Containers
All Federal Milk Marketing Orders, All Categories

% of Individual Product Category Total

See Tables 3-1 through 3-9 for additional information.
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Graph 17: 2021 Fluid Milk Products Sold in Half-Pint Containers, All Categories

> Half-pint containers accounted for 10.0% of all FMMO milk sales during November 2021. Overall,

this proportion has remained remarkably stable, with the proportion falling between 9 and 11%
during each survey prior to November 2015.

Over 60% of all flavored lower fat sales were in half-pint containers, while half-pints accounted for
a little over one-fourth of low fat milk sales.

The only other product with half-pint sales accounting for more than 3% of total volume was fat-
free milk (9.3%). Sales in half-pint containers made up 3% or less of total sales for all other
products.

Half-pints accounted for 10.9% of all conventional milk sales, 3.8% of organic milk sales, and 3.9%
of ESL milk sales - see Graph #11.
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2021 Fluid Milk Products Sold in Other Containers
All Federal Milk Marketing Orders, All Categories

% of Individual Product Category Total
80% “ See Tables 3-1 through 3-9 for additional information.

*Other: Includes 2.5 Gallon and larger containers
along with additional miscellaneous sizes.
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Graph 18: 2021 Fluid Milk Products Sold in Other Containers, All Categories

> Other container sizes comprised approximately 7.4% of all November 2021 fluid milk sales. The
other sizes category is made up of a wide variety of container sizes, including multi-gallon
containers along with various additional sizes, most of them smaller than a pint.

> Flavored lower fat, flavored whole and fat free milk had the largest proportions of sales in the
other size category with 14.4%, 10.5%, and 8.2%, respectively. The only product with less than 5%
of total sales in other size containers was low fat at 4.5%.

> Other container sizes accounted for more than 5% of November 2021 sales for all of the following
products: eggnog (7.5%), buttermilk (7.1%), reduced fat (6.9%), and whole (6.8%).

> Other container sizes accounted for 47.1% of sales for the ESL milk category, which was
substantially different compared with the conventional milk category (4.4%) and the organic milk
category (3.0%) — see Graph #11.
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Table 4-1

Total Fluid Milk Products Sold by Handlers Regulated Under the Northeast Order (001)

Percentage bySize and Type of Containefor November 2021

Type of Container:

Size of
Container Glass Paper Plastic All Types

————————————————————— Percent of Individual Order Total*
Gallor - -- 47.t 47.t
Half-gallor 0.2 14.5 156 30.2
Quar LT 19 3.0 4.¢
Pint - LT 0.7 07
Half-pint - 84 1.C 94
Othep* LT 09 6.4 7.2
All sizes 0.2 25.€ 74.% 100.(

Table 4-2

Total Fluid Milk Products Sold by Handlers Regulated Under the Appalachian Order (005

Percentage bySize and Type of Containefor November 2021

Type of Container:

Size of
Container Glass Paper Plastic All Types
————————————————————— Percent of Individual Order Total*
Gallor -- -- 64.L 64..
Half-gallor CR-1 CR-1 17.1 17.1
Quar CR-1 CR-1 14 14
Pint - - 12 12
Half-pint - 13.C 14 14.¢
Other* CR-1 - 15 15
All sizes CR-1 13.C 87.C 100.(
Table 4-3

Total Fluid Milk Products Sold by Handlers Regulated Under the Florida Order (006)

Percentage bySize and Type of Containefor November 2021

Type of Container:

Size of
Container Glass Paper Plastic All Types

———————————————————————— Percent of Individual Order Total*
Gallor -- CR-1 67.€ 67.€
Half-gallor - CR-1 17.¢ 17.¢
Quar -- -- 11 11
Pint -- -- 12 12
Half-pint - 117 - 11.7
Othep* -- -- 0.t 0.t
All sizes -- 117 88.2 100.(
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Table 4-4

Total Fluid Milk Products Sold by Handlers Regulated Under the Southeast Order (007)
Percentage bySize and Type of Containefor November 2021

Type of Container:

Size of
Container Glass Paper Plastic All Types

———————————————————————— Percent of Individual Order Total* ------------------------
Gallor -- - 64.t 64.k
Half-gallor - 17 17.2 18.¢
Quar -- 01 25 2.€
Pini -- - 2.0 2.0
Half-pint - 8.2 2.7 11.C
Other* - 0.€ 03 09
All sizes -- 10.€ 89.2 100.(

Table 4-5

Total Fluid Milk Products Sold by Handlers Regulated Under the Upper Midwest Order (030)
Percentage bySize and Type of Containefor November 2021

Type of Container:

Size of
Container Glass Paper Plastic All Types

------------------------ Percent of Individual Order Total* ------------------------
Gallor - -- 63.7 63.7
Half-gallor CR-1 4.€ 154 20.2
Quar -- 06 18 24
Pint -- CR-1 1.C 10
Half-pint - 10.2 0.6 10.¢
Othep* CR-1 0.€ 0.¢ 1.8
All sizes CR-1 16.€ 83.4 100.(

Table 4-6

Total Fluid Milk Products Sold by Handlers Regulated Under the Central Order (032)
Percentage bySize and Type of Containefor November 2021

Size of Containe

Type of Container

Glass Paper Plastic All Types

———————————————————————— Percent of Individual Order Total* ------------==-===-=----
Gallor - - 59.€ 59.€
Half-gallor - 10.7 13.€ 24.:
Quar -- 0.t 2.C 2.t
Pint - 0.1 1.2 14
Half-pint - 10.z CR 10.5
Other* - LT 17 17
All sizes - 21.€ 78.4 100.(
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Table 4-7

Total Fluid Milk Products Sold by Handlers Regulated Under the Mideast Order (033)
Percentage bySize and Type of Containefor November 2021

Type of Container:

Size of
Container Glass Paper Plastic All Types

———————————————————————— Percent of Individual Order Total* ------------------------
Gallor - -- 65.1 65.1
Half-gallor CR-1 16 12.7 14.¢
Quar CR-1 08 14 2.2
Pint -- LT 0.& 0.€
Half-pint - 6.7 11 7.€
Othep* -- 0.1 9.7 9.8
All sizes CR-1 9.2 908 100.(

Table 4-8

Total Fluid Milk Products Sold by Handlers Regulated Under the California Order (051)
Percentage bySize and Type of Containefor November 2021

Size of Containe

Type of Container

Glass Paper Plastic All Types

———————————————————————— Percent of Individual Order Total* ------------------------
Gallor - - 43.2 43.2
Half-gallor CR-1 12.C 7.t 19.t
Quar CR-1 1.8 0.4 2.2
Pint - 0.1 0.1 0.2
Half-pint - 7.2 0.8 8.1
Other* CR-1 1kt 25.2 26.7
All sizes CR-1 22.7 77.3 100.(

Table 4-9

Total Fluid Milk Products Sold by Handlers Regulated Under the Pacific Northwest Order (124)
Percentage bySize and Type of Containerfor November 2021

Type of Container

Size of
Container Glass Paper Plastic All Types

———————————————————————— Percent of Individual Order Total* ------------------------
Gallor - -- 66.7 66.7
Half-gallor - 111 8.4 19.t
Quar -- 1.7 09 26
Pini - 0.2 CR 0.2
Half-pint - 7.2 0.2 7.t
Other* - 2.E 1.C 3.k
All sizes -- 22.¢ 77.2 100.(
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Table 4-10
Total Fluid Milk Products Sold by Handlers Regulated Under the Southwest Order (126)
Percentage bySize and Type of Containerfor November 2021

Size of Type of Container:
Container Glass Paper Plastic All Types

———————————————————————— Percent of Individual Order Total* ---------==mmmmmmmmmemen
Gallor -- -- 61.2 61.2
Half-gallor 0.1 3.8 16.2 20.1
Quar 0.1 03 15 19
Pint LT 0.1 17 1.8
Half-pint - 116 0.8 12.4
Other** -- 2.1 0.5 26
All sizes 0.2 17.€ 81.¢ 100.(

Table 4-11
Total Fluid Milk Products Sold by Handlers Regulated Under the Arizona Order (131)
Percentage bySize and Type of Containefor November 2021

Size of Type of Container:
Container Glass Paper Plastic All Types

———————————————————————— Percent of Individual Order Total* --------------=---emno--
Gallor - - 64.¢ 64.¢
Half-gallor CR-1 CR-1 105 105
Quar CR-1 CR-1 15 15
Pint CR-2 - - CR
Half-pint - CR-2 CR CR
Othep* - - 23.2 23.2
All sizes CR-1 CR-1 100.( 100.(

NOTES for Table 4-1 to 4-11:

LT : Less than 0.05 percent.

CR : Restricted due confidentiality. Included @ther”.

CR-1 : Restricted due confidentiality. Includediastic”.

CR-2 : Restricted due confidentiality. Includedastic Other”.

* The figures in Tables 4-1 to 4-11 are based erntdtal sales volume for the respective milk ordgee Table 10 for
applicable sales volumd.otals may not add due to rounding.

** The “Other” category includes 2.5 gallon and largmmtainers, along with miscellaneous other sizesiost
cases smaller than a pint.
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Table 5-1
Gallon Containers Sold By Handlers Regulated Under Federal Orders

Percentage byProduct and Category— November 2021

Category:
Product Category Conventionz | ESL | Organic | All Types
—————————————————————————————— Percent of Gallon Total* --------------=-=-=-memmmmo-
Whole Milk 42.1 04 1.C 43.4
Reduced Fat (29 376 0.2 0.6 385
Low Fat (1%) 9.8 0.1 0.1 10.C
Fal-Free (skim 5.7 0.1 01 5.¢
Flavored Whol 0.3 - -- 03
Flavored Reduced F 1€ LT -- 1.€
Eggno LT - -- LT
Buttermilk 0.1 -- -- 0.1
All Product: 974 0.8 1.8 100.(
Table 5-2
Half-Gallon Containers Sold By Handlers Regulated Under Federal Orders
Percentage byProduct and Category— November 2021
Category:
Product Category Conventionz | ESL | Organic | All Types
———————————————————————————— Percent of Half-Gallon Total* ----------------=---=------
Whole Milk 24.0 35 8.1 35.€
Reduced Fat (29 21.2 3.¢ 6.5 31.€
Low Fat (1%) 6.€ 13 22 10.4
Fal-Free (skim 4.¢ 13 12 7.4
Flavored Whol 3.C 0.2 0.2 3.4
Flavored Reduced F 34 0.2 0.1 3.7
Eggnot 34 0.¢ LT 4.2
Buttermilk 3.7 LT -- 3.7
All Product: 70.E 11.2 18.3 100.(
Table 5-3
Quart Containers Sold By Handlers Regulated Under Federal Orders
Percentage byProduct and Category— November 2021
Product Category . Category: .
Conventione | ESL | Organic | All Types
—————————————————————————————— Percent of Quart Total* ------=--=======mmmmmmmmmemem
Whole Milk 18.€ 38 0.7 23.2
Reduced Fat (29 11.1 40 0.t 15.€
Low Fat (1%) 4.4 5.C 0.2 96
Fa-Free (skim 3.4 12 01 4.7
FlavoredwWhole 7.7 0.€ 0.1 8.7
Flavored Reduced F 2.€ 12 0.1 4.2
Eggnot 12.C 10.€ 0.3 23.2
Buttermilk 10.3 -- 0.4 10.7
All Product: 70.€ 27.C 2.4 100.(
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Table 5-4
Pint Containers Sold By Handlers Regulated Under Federal Orders

Percentage byProduct and Category— November 2021

Category:
Product Category Conventionz | ESL | Organic | All Types
—————————————————————————————— Percent of Pint Total* ----------------=--=-m-mmo—-
Whole Milk 23.L 0.7 04 24.5
Reduced Fat (29 11.€ 0.9 - 12.5
Low Fat (1%) 0.8 0.1 -- 09
Fal-Free (skim 1.7 0.2 01 2.C
Flavored Whol 40.€ 0.3 LT 41.C
Flavored Reduced F 11.¢ LT -- 11.¢
Eggnot 3.€ -- - 3.€
Buttermilk 3.6 -- 0.1 3.7
All Product: 97.2 2.2 0.€ 100.(
Table 5-5
10-14 oz ContainersSold By Handlers Regulated Under Federal Orders
Percentage byProduct and Category— November 2021
Category:
Product Category Conventionz | ESL | Organic | All Types
———————————————————————————— Percent of 10-14 oz Total* -----------=-=-==-=-=--=---
Whole Milk 35 4.€ CR-C 8.1
Reduced Fat (29 2.5 3.8 - 6.2
Low Fat (1%) 0.2 0.2 -- 0.t
Fal-Free (skim 01 0.2 -- 0.2
Flavored Whol 34 6.2 CR-C 9.€
Flavored Reduced F 54.¢ 19.€ -- 74.2
Eggnot 05 0.3 - 08
Buttermilk LT -- -- LT
All Product: 65.1 34.¢ CR-C 100.(
Table 5-6
Half-Pint Containers Sold By Handlers Regulated Under Federal Orders
Percentage byProduct and Category— November 2021
Product Category . Category: .
Conventione | ESL | Organic | All Types
—————————————————————————————— Percent of Half-Pint Total* ----------=====mmmmmmrmmm-
Whole Milk 3.1 LT 05 3.€
Reduced Fat (2¢ 5.¢ LT - 5.¢
Low Fat (1%) 29.7 1.C 1.C 31.7
Fa-Free (skim 5.7 01 LT 5.8
Flavored Whol 05 LT LT 05
Flavored Reduced F 503 1.7 05 52.k
Eggno LT - -- LT
Buttermilk LT -- -- LT
All Product: 95.2 2.8 2.C 100.(
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Table 5-7
All Other Container SizesSold By Handlers Regulated Under Federal Orders
Percentage byProduct and Category— November 2021

Category:
Product Category Conventionz | ESL | Organic | All Types
——————————————————— Percent of All Other Container Sizes Total* -------------------
Whole Milk 20.¢ 142 06 35.6
Reduced Fat (29 14.1 18.1 0.2 32.¢
Low Fat (19) 2 26 0.1 8.C
Fal-Free (skim 2.C 54 0.1 7.t
Flavored Whol 1.2 04 0.1 1.€
Flavored Reduced F 4. 5.E 1.2 11.€
Eggnot 1.C 0.¢ - 1.6
Buttermilk 13 -- -- 13
All Product: 50.€ 47.C 2.4 100.(

NOTES for Table 5-1 to 5-7:

LT - Less than 0.05 percent.
CR-C - Restricted due to confidentiality. IncludedConventional Category”

* Totals may not add dueto rounding
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Table 6
Total Fluid Milk Products Sold By Handlers Regulated Under Federal Orders
Method of Distribution-All Orders Combined

November of Selected Years 1965-2021

Method of Distribution:

Year Food Chai* Institutiona

Home Super- Dairy and . Other

Delivery market: Convenienc Military Schools Wholesal: Total

—————————————————————————————————————— Percent of Federal Order Total** -------------mmmmmmmmmm e
196¢ 28.c N/A N/A N/A N/A N/A 100.(
197¢ 6.€ N/A N/A N/A N/A N/A 100.(
198t 1kt 52.¢ 9.4 1.2 6.8 28.t 100.(
199t 0.7 56.5 10.z 1.C 6.5 25.1 100.(
200t 0.4 48.1 9.1 1.C 6.1 35.2 100.(
2007 0.5 47.C 8.5 1.C 6.C 36.2 100.(
200¢ 0.5 45.2 8.€ 0.€ 6.C 38.2 100.(
2011 0.5 42.¢ 7.€ 0.€ 8.C 40.€ 100.(
201: 0.: 40.¢ 8.2 0.€ 8.5 41.% 100.(
2015 04 404 6.2 NC 80 NC 100.(
2017 0.4 36.7 5.€ NC 89 NC 100.(
2019 0.4 35.2 5.0 NC 9.6 NC 100.0
2021 0.4 38.€ 4.€ NC 7.4 NC 100.(

NOTES for Table 6:

N/A-This breakdown was not available prior to 1977.

NC — Comparable data is not available due to chaimgthe categories used in the 2015 through 20R4¥gs.

* The definitions for these methods of distributieere changed somewhat in the 2015 through 202/kgsirconsequently,

2015 through 2021 data may not be completely coafgarto prior years.

** The figures in Table 6 are based on the aggeegates volume (all products and all orders conthiegcluding Arizona due
to data confidentiality). See Table 10 for apfieasales volumeTotals may not add due to rounding.
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Table 7
Total Fluid Milk Products Sold By Handlers Regulatad Under Federal Orders

Method of Distribution — Individual Orders

November 2021

Method of Distribution:

Marketing Food Store School, Institutional, and Ott
Area Order Home | Super- | Conven- Institu- Other
, market ience Schools . Other | Wholesale| Total
Delivery . tional
Chéins Store! *
-------------------------------- Percent of Individual Order Total** ------------=-mmmmmmmmmee-
Northeas 001 02 38.3 5.8 3.E 2.5 7.1 42.¢ 100.(
Appalachiar | 00% CR 40.: 3.0 14.7 34 3.8 34.¢ 100.C
Floride 00¢€ 52.2 41 7.5 7.2 5.C 24.C 100.(
Southeat 007 34.: 2.7 9.C 2.4 5.E 46.1 100.(
Upper MW 03C 30 35.€ 12.1 4.7 36 46 36.4 100.(
Centra 03z CR 362 3.7 12.C 22 92 36.7 100.(
Mideast 03z 0.1 38.¢ 3.t 52 22 4.5 45.€ 100.(
Californie 051 0.1 32.1 6.1 6.5 1t 10.2 43.F 100.(
Pacific NW 124 CR 49.¢ 2.€ 0.c 05 5.4 41.2 100.(
Southwest 126 LT 41.3 25 11.4 2.7 6.2 35.9 100.0
Arizone 131 | CR-X CR-X CR-X CR-X CR-X CR-X CR-X CR-X
All Orders 04 38.€ 4.€ 7.4 2.6 6.3 40.1 100.(

NOTES for Tables 7:

LT - Less than 0.05 percent.

CR- Restricted due to confidentiality. Includedapplicable “Other” category.
CR-X -Arizona restricted due to confidentiality.ofNncluded in “All Orders” percentages.

* The Other Wholesale category includes Mass Meardisers (such as Walmart, Target. etc.), Drug St(sech as CVS, Rite
Aid, Walgreens, etc.), Club Stores (such as CoS8em’s, BJ's Wholesale, etc.), and Wholesale Distdrs. See Table 8 for

additional information for this category.

** The data in Table 7 for the individual ordergdrased on the total sales volume for the resgeniilkk order. See Table 10
for applicable sales volumd.otals may not add due to rounding.
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Table 8
Total Fluid Milk Products Sold By Handlers Regulatad Under Federal Orders
Type of Other Wholesale Outlet*— Individual Orders
November 2021

Type of Other Wholesale Outlét:
Marketing Area N?J::S;r Mass Wholesale
Merchandisel Distributors Club Stores Total

—————————————————— Percent of Individual Order Total** ------------------
Northeas 001 12.¢ 23.€ 6.1 42.¢
Appalachiar (01015 20.€ 140 0.2 34.¢
Floride 00¢€ 11.C 11.7 1.2 24.(C
Southeas 007 27.2 18.1 0.8 46.1
Upper Midwes! 03C 16.€ 18.1 17 36.4
Centra 03z 22.¢ 8.C 4. 36.7
Mideast 03:< 21.4 16.1 8.2 45.¢
Californie 051 10.7 18.C 14.¢ 43.5
Pacific NW 124 12.1 20.C 91 41.2
Southwest 126 19.8 124 3.7 35.9
Arizong 131 CR-X CR-X CR-X CR-X
All Orders 17.€ 16.8 5.€ 40.1

NOTES for Tables 8:
CR-X -Arizona restricted due to confidentiality.ofNncluded in “All Orders” percentages.

* Mass merchandisers include outlets such as Walmarget, etc., as well as drug stores such as, ®it8 Aid, Walgreens, etc.
Club stores include outlets like Costco, Sam’ssB@holesale, etc.

** The data in Table 8 for individual orders aresbd on the total sales volume for the respectivie ondler. See Table 10 for
applicable sales volumelotals may not add due to rounding.
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2021 Fluid Milk Products Sold by Method of Distribution

Food Stores

% of Individual Market Total

80% L )
° ] @ Supermarket Chains [ Convenience Stores* | See Table 7 for additional information
(Arizona restricted due to data confidentiality
* Does not include drug stores
All Orders: 43.2%
o Supermarket Chains: 38.6%
60% A 56.3% Convenience Stores: 4.6%
52.0%
4.1% . .
>.6% 47.7% 48.1% .
43.8%  433%  423%
39.9% o
12.1% 5.8% : 3.0% 3.5% 38.2% 37.0%
40% - 3.7%
6.1% 2.7%
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Graph 19: 2021 Fluid Milk Products Sold by Method of Distribution: Food Stores

» During November 2021, 43.2% of all FMMO fluid milk sales were sold through food stores, up from
40.2% in November 2019 and 42.3% in November 2017. This proportion varied significantly among
FMMO'’s, ranging from a low of 37.0% of total sales in the Southeast Order to a high of 56.3% in
the Florida Order. The food store category includes supermarket chains and convenience stores
but does not include drug stores.

> Supermarket chains comprised 38.6% of fluid milk sales during November 2021, while convenience
stores accounted for 4.6% of the FMMO total. Supermarket chain sales accounted for more than
one-third of the total for all orders except California, while they accounted for approximately half
the sales in Florida and the Pacific NW.

» The proportion of sales attributable to supermarket chains ranged from a low of 32.1% for the
California Order to a high of 52.2% for the Florida Order.

» The Upper Midwest and California Orders reported the largest proportion of sales by convenience
stores with 12.1% and 6.1%, respectively, of each order’s total milk sales.
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2021 Fluid Milk Products Sold by Method of Distribution

Schools, Institutional, and Other

% of Individual Market Total

80% o :
* Ut *k See Table 7 for additional information
-_\ | . Schools D Other . Institutional (Arizona restricted due to data confidentiality
* Includes home delivery for some markets.
** Includes hospitals, military, nursing homes, & prisons. A" Orders 16.3%
o/ | Schools: 7.4%
60% Other: 6.3%
Institutional: 2.6%
40% A
23.4%
21.9%  203%  19.7% 182%
4% o 16.9% 1295
20% - % ; 13.1% &% 11.9%
9.2% 3.8% - .9%
i . 6.2% :
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Graph 20: 2021 Fluid Milk Products Sold by Method of Distribution: Schools, Institutional
and Other

» Schools, institutional and other sales outlets accounted for 16.3% of all FMMO fluid milk sales
during November 2021, down from 18.5% in November 2021 and 18.2% in November 2017. The
Central Order reported the largest proportion with 23.4% of sales in this category, while the Pacific
Northwest Order reported the lowest at 6.8%.

> Sales to institutional outlets ranged from a low of 0.5% of the market total for the Pacific
Northwest Order to a high of 7.2% for the Florida Order during November 2021. The institutional
category includes hospital, military, nursing home, and prison milk sales.

> School sales ranged from a low of 0.9% of the market total for the Pacific Northwest Order to a
high of 14.7% for the Appalachian Order. The Central (12.0%) and Southwest (11.4%) were the
only other markets to report school milk sales over 10% during November 2021.

» Sales in the other category ranged from a low of 3.8% of the total for the Appalachian Order to a
high of 10.2% for the California Order. This category includes sales to outlets not otherwise
defined in the survey questionnaire, as well as home delivery milk sales for some markets.
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2021 Fluid Milk Products Sold by Method of Distribution

Mass Merchandisers, Wholesale Ditributors, & Club Stores

% of Individual Product Category Total

80% See Table 7 for additional information
1 | @ Mass Merchandisers* 0O Wholsesale Distributors B Club Stores (Arizona restricted due to data confidentiality
* Includes drug stores 0,
All Orders 40.1%
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46.1% 45.8%
0,
i 3% 42.6%  41.2%
40% i 36.7% 36.4% 35.9% 348%
18.1% 4.99 1 o % 0.2°
16.1% 24.0%
23.6% 8:9% | Jagass| (a2 §740% %
20.0%
20% 1 18.0%
° 11.7%
] 0
0 0
0%
. »
z""} y & & szé' .5\\\\ &@ @X\ r & ~é\°° o{\g&
s;«\ ®b & 0‘0 & @ Qk \‘,}o & &S
° <@ N g N ° &

Graph 21: 2021 Fluid Milk Products Sold by Method of Distribution : Mass Merchandisers,
Wholesale Distributors, and Club Stores

» The mass merchandisers, wholesale distributors, and club stores category accounted for 40.1% of total
FMMO fluid milk sales during November 2021, down from 41.0% in November 2019 yet up from 39.1%
in November 2017. Mass merchandisers include retailers such as Walmart, Target, etc., while the club
store category includes outlets like Costco, Sam’s Club, BJ’s Wholesale, etc. Drug stores, such as CVS,
Rite Aid, Walgreens, etc., are included in the mass merchandisers category.

» Milk sales in this combined category ranged from a low of 24.0% of the total for the Florida Order, to a
high of 46.1% for the Southeast Order.

» Mass merchandiser milk sales ranged from a low of 10.7% of the total for the California Order, to a high
of 27.2% for the Southeast Order.

» Milk sales by wholesale distributors was quite variable, with a range of 8.9% of the total for the Central
Order to a high of 23.6% for the Northeast Order during November 2021.

» Club stores accounted for the smallest proportion of sales with 5.8% of the FMMO total, compared
with 16.8% for wholesale distributors and 17.6% for mass merchandisers. Club store sales ranged from
a low of 0.2% of the total for the Appalachian Order to a high of 14.9% for the California Order.
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Table 9
Total Fluid Milk Products Sold By Handlers Regulatad Under Federal Orders
November of Selected Years 1965-2021

Category:
Year Sales:
Conventional ESL Organic
Million Pounds ~ —emmememmeeeeee- Percent OF FMO Total -------------------
196¢ 2,24 100.( N/A N/A
197¢ 3,29( 100.( N/A N/A
198t 3,62¢ 100.( N/A N/A
199t 3,762 100.( N/A N/A
2005 3,761 100.( N/A N/A
2007 3,87z 100.( N/A N/A
2009 3,774 97.¢ N/A 2.1
2011 3,794 96.¢€ N/A 3.1
2013 3,701 96.3 N/A 3.7
2015 3481 92.C 3.7 4.3
2017 3,498 90.¢ 4.2 48
2019 3,551 90.5 4.6 4.9
2021 3,58¢ 87.t 7.2 5.3

NOTES for Table 9: NA - Organic milk was included with Conventionalgarto 2009; ESL was included with Conventionabpitio 2015.

Table 10
Total Fluid Milk Products Sold By Handlers Regulated Under Federal Orders
By Product and By Marketing Area

November 2021

Product Sales: Marketing Area Order [# Sales:
Million Pounds* Million Pounds**
Whole Milk 1,304 Northeast 001 711
Flavored Whole 63 Appalachian 005 330
Reduced Fat (2%) 1,160 Florida 006 173
Low Fat (1%) 428 Southeast 007 263
Fat-Free (skim) 223 Upper MW 030 216
Flavored Reduced Fat 306 Central 032 355
Eggnog 59 Mideast 033 542
Buttermilk 44 California 051 408
Pacific NW 124 136
All Orders 3,586 Southwest 126 337
Conventional 3,138 Arizona 131 115
ESL 258
Organic 190 All Orders 3,586

NOTES for Table 10:

* Total sales for all orders combinechleS based on survey resulftals may not add due to rounding.
** Sales of total fluid milk products thandlers regulated under the order; the outlethticiwthe milk product is delivered may not be
located in the marketing area ofdhaer. Totals may not add due to rounding.
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Appendix 1

Definitions and Factors for Converting

Container Units to Sales Volume
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Definitions:

Fluid Milk Product (FMP): Products included in the survey are limited to éhtheat have been defined as
Class | Fluid Milk Products in FMMQO’sNote: The one exception would be eggnog testing more 3bk@&an
butterfat. They are not considered a Class | F\idar FMMO'’s but are included in the survey with €&da

| Eggnogs.

Type of Container: Containers are categorized by glass, paper, astigpl&ontainers larger than one gallon
shown in the glass category are metal cans. Therpegiegory includes wax-coated and plastic-coated
containers, and foil-lined ultra-high temperatut#H{T) containers. Plastic includes rigid blow mold o
thermoformed containers, single-serve round (milkitle shaped) containers, plastic-lined boxes
(polyethylene bag in corrugated paper box or indriglastic case), and plastic bags sold separately.
Containers larger than one gallon in the plastiegary, for the most part, are bag-in-box contaner

Product Category: Products included in this survey have been groupe&d one of three categories:
conventional, extended shelf life, and organ@onventional productare non-organic fluid milk products
that have been processed using traditional pagtgimn and bottling methods. These products have a
“standard” shelf life historically associated withid milk products. Extended shelf life (ESL) producee
those that have been processed in a manner tbatsalbr a longer shelf life compared with convenéb
products. Typically, this involves some form ofralpasteurization combined with specialized patigg
that provides the product with a longer shelf li@tganic productsare those made with milk from certified
organic dairy herds. These products can be batidaty either traditional or ultra-pasteurizatioethods.
(Thus, an ultra-pasteurized product from organitk mould be classified under the organic categamgme
though it would also have an extended shelf life.)

Size of Container: Container sizes surveyed agallon, half-gallon, quart, pint, half-pint, 14 oce, 12
ounce, 10 ounce, and oth&Zontainers banded together, or containers patlarger bags, sacs, etc., are
reported separately. Examples: half-gallon twinkgaare reported as two half-gallons; four 1-quagsin

a larger bag are reported as four-quart unitsaaa gallon; six-packs of half-pints are reportedia half-
pints, etc.Note: The unit to pound conversion factors forthgous sizes and types of Fluid Milk Products
included in this survey are shown in Appendix 1).

Method of Distribution: Sales are divided intbome-deliveryand wholesale Home-delivery includes
guantities delivered to homes or sold to others delivery to homes. Wholesale includes quantities
distributed through all other methods. Wholesaleragken down into food stores; school, institutioaad
other outlets; and all other wholesale.

Food storesare further broken down into supermarket chairds @mvenience storesSchoolsinclude all
public schools (elementary and high school), celfegand universities. Institutional outlets include
hospitals, military, nursing homes, and prisonke @ther category includes outlets not specified under any
of the other specified categorie©ther Wholesalas broken down into mass merchandisers, wholesale
distributors, and club storedMass Merchandisersclude retailers such as Walmart, Target, eikcwell as
drug stores such as CVS, Rite Aid, Walgreens, €tab Storesnclude outlets such as Costco, Sam’s Club,
BJ's Wholesale, etc.Wholesale Distributorsare those entities that purchase fluid milk prasiucom
processing plants for distribution to other outlets

Restricted Information: Items that have been foot-noted with a “CR” areficemtiality restricted. These
figures can’t be published as they represent theitycof fewer than three handlers.
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Appendix 1
Factors for Converting Container Units to Sales Valme — Pounds per Unit
Product Type:
, _ Flavored
Size of Container \whole Flavored Reduged Low Eat Fat_Free Eat _
Milk Whole Eggnog | Fat Milk Milk (1%) Mll_k Reduced Buttermilk
Milk (2%) (Skim) .
Milk
pounds per uni
Gallor 8.600 8.000 9.000 8.620 8.620 8.630 8.000 8.620
Half-gallor 4.300 4.000 4.500 4.310 4.310 4.310 4.000 4310
Quar 2.150 2.000 2.250 2.155 2.155 2.1575 2.000 2.155
6-Gallor 51.600 48.000 54.000 51.720 51.720 51.780 48.000 51.720
5-Gallor 43.000 40.000 45.000 43.100 43.100 43.150 40.000 43.100
Pint 1.075 1.0000 1.125 1.0775 1.0775 1.0788 1.0000 1.0775
Pint (Round 1.075 1.0000 1.125 1.0775 1.0775 1.0788 1.0000 1.0775
Half-pint 5375 .5000 5625 .5388 5388 .5394 .5000 5388
Half-pint (Round 5375 .5000 5625 5388 5388 5394 .5000 5388
Other (Rounc 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000
14 Ounce 9406 8750 9844 9428 9428 9439 8750 9428
13.5 Ounce .9070 8438 9492 .9091 .9091 .9102 .8438 .9091
12 Ounce .8063 7500 .8438 .8081 .8081 .8091 7500 .8081
10 Ounc 6719 6250 7031 6734 6734 6742 6250 6734
Othel 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000
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Appendix 2

Sales by Product and Container Size

All Federal Milk Marketing Orders,

All Categories
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2021 Whole Milk Sales by Container Size
All Federal Milk Marketing Orders, All Categories

% of Individual Product Category

80% -J

See Table 3-1 for additional information
*Other: Includes 2.5 gallon and larger containers
along with additional miscellaneous sizes.

60% -

40% -

20% A 6.8%
b 1.7% 0.6% 1.0%
0%
Gallon Half-gallon Quart Pint Half-pint Other*
2021 Flavored Whole Milk Sales by Container Size
All Federal Milk Marketing Orders, All Catergories
% of Individual Product Category Total
80% -J
See Table 3-2 for additional information
*Qther: Includes 2.5 gallon and larger containers
60% along with additional miscellaneous sizes.
6 -
40.1%
40% A
| 22.9%
13.2%
20% - 10.4% 10.5%
] 2.9%
0%
Gallon Half-gallon Quart Pint Half-pint Other*
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2021 Reduced Fat Milk Sales by Container Size
All Federal Milk Martketing Orders, All Orders

% of Individual Product Category Total

80% -J
69.3%
See Table 3-3 for additional information
] *Other: Includes 2.5 gallon and larger containers
along with additional miscellaneous sizes.
60% A
40% A
20.3%
20% A 9
] 1.3% 0.4% 1.8% ﬁ,
0%
Gallon Half-gallon Quart Pint Half-pint Other*
2021 Low Fat Milk Sales by Container Size
All Federal Milk Marketing Orders, All Categories
% of Individual Product Category Total
80% -J
See Table 3-4 for additional information
*Qther: Includes 2.5 gallon and larger containers
1 along with additional miscellaneous sizes.
60%
. 48.6%
o ]
40% ] 26.6%
18.1%
20% A
] 2.1% 0.1% 4.5%
\
TN W
0%
Gallon Half-gallon Quart Pint Half-pint Other*
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2021 Fat Free Milk Sales by Container Size

All Federal Milk Marketing Orders, All Categories

80% -l“""‘“”
See Table 3-5 for additional information

h 55.4% *Qther: Includes 2.5 gallon and larger containers
60% e along with additional miscellaneous sizes.
40% -

E 24.7%
20% - 9.3% 8.2%

J 2.0% 0.3%

0%
Gallon Half-gallon Quart Pint Half-pint Other*

2021 Flavored Fat Reduced Milk Sales by Container Size

All Federal Milk Marketing Orders, All Categories

% of Individual Product Category Total

80% ]/
b See Table 3-6 for additional information
| *Qther: Includes 2.5 gallon and larger containers 61.8%
along with additional miscellaneous sizes.
60% -
40% A
J 14.4%
12.1%
20% 9.0%
1.3% 1.4%
0%
Gallon Half-gallon Quart Pint Half-pint Other*
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2021 Eggnog Sales by Container Size
All Federal Milk Marketing Orders

% of Individual Product Category Total

80% _J/
~N
See Table 3-7 for additional information
*Other: Includes 2.5 gallon and larger containers
along with additional miscellaneous sizes.
o Due to data restrictions, half-pints were included
60% - 53.2% in Other. Y,
h 36.9%
40% A
20%
_ 0.2% 2.2% R*
0%
Gallon Half-gallon Quart Pint

Half-pint Other*

2021 Buttermilk Sales by Container Size
All Federal Milk Marketing Orders

% of Individual Product Category Total

80% 1
63.1% See Table 3-8 for additional information
i 7 *Other: Includes 2.5 gallon and larger containers
along with additional miscellaneous sizes.
60% A
40% A
20% A
3.0% 0.3%
0%
Gallon Half-gallon Quart Pint Half-pint Other*
PFMSR-1115

Page 54



Packaged Fluid Milk Sales Report
Agricultural Marketing Service

Appendix 3

Sales by Method of Distribution

Individual Markets and

All Orders Combined
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60%

50%

40%

30%

20%
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2021 Fluid Milk Products Sold by Method of Distribution
Northeast Order

% of Individual Market Total

See Table 7 & 8 for additional information

38.3%

23.6%

10%
0.2%
0%
Supermarket Wholesale Mass Other Club Stores C i h i Home Delivery
Chains Distributors Merchandisers*
* Includes drug stores
2021 Fluid Milk Products Sold by Method of Distribution
Appalachian Order
% of Individual Market Total
0,
60% _‘ See Table 7 & 8 for additional information
50% A
40.3%
40% -
30% A
20.6%
20% A 14.7% 14.0%
10% - 3.8% 3.4%
e . 3.0% 0.2% R
0%
Supermarket Mass Schools Wholesale Other itutional C i Club Stores Home Delivery**
Chains Merchandisers* Distributors * Includes drug stores
**Included in Other Category
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2021 Fluid Milk Products Sold by Method of Distribution

Florida Order
% of Individual Market Total
0,
60% See Table 7 & 8 for additional information
52.2%
50% -
40% A
30% -
20% -
11.7% 11.0%
7.5% 7.2%
o 5.0% o
10% 4.1% 1.3% 0.0%
0%
Supermarket Wholesale Mass Schools Institutional Other Convenience Club Stores Home Delivery
Chains Distributors Merchandisers*
* Includes drug stores
2021 Fluid Milk Products Sold by Method of Distribution
Southeast Order
% of Individual Market Total
0,
60% “ See Table 7 & 8 for additional information
50% -
[
40% 34.3%
27.2%
30% - ;
18.1%
20% -
9.0%
5.5%
10% A
2.7% 2.4% 0.8% 0.0%
0%
Supermarket Mass Wholesale Schools Other C i Instituti Club Stores Home Delivery
Chains Merchandisers* Distributors
* Includes drug stores
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2021 Fluid Milk Products Sold by Method of Distribution

Upper Midwest Order
% of Individual Market Total

0, e’

60% _1 See Table 7 & 8 for additional information

50% -

40% -

30% -

20% -

10% -

0%
Supermarket Wholesale Mass Convenience Schools Other Institutional Home Delivery Club Stores
Chains Distributors Merchandisers*
* Includes drug stores
2021 Fluid Milk Products Sold by Method of Distribution
Central Order
% of Individual Market Total
60% “ See Table 7 & 8 for additional information
50% -
40% - 36.2%
30% -
22.9%
20% A
12.0%
9.2% 8.9%
o7 4.9% 9
10% - 3.7% 2.2% R
0%
Supermarket Mass Schools Other Wholesale Club Stores Convenience Institutional Home Delivery**
Chains Merchandisers* Distributors * Includes drug stores
**Included in Other Category
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2021 Fluid Milk Products Sold by Method of Distribution
Mideast Order

% of Individual Market Total
60% 1

See Table 7 & 8 for additional information

50% -
40% -
30% -
20% -

10% A

0%

Supermarket Mass

Wholesale Club Stores
Chains Distributors

Schools Other
Merchandisers*

Convenience Institutional Home Delivery

* Includes drug stores

2021 Fluid Milk Products Sold by Method of Distribution

California Order

% of Individual Market Total

()
60% -\ See Table 7 & 8 for additional information
50% -
40% -
32.1%
30% -
18.0%
20% A 14.9%
10.7% 10.2%
6.5% 6.1%
10% A : -
1.5% 0.1%
0%
Supermarket Wholesale Club Stores Mass Other Schools C i i Home Delivery
Chains Distributors Merchandisers*
* Includes drug stores
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2021 Fluid Milk Products Sold by Method of Distribution

Pacific Northwest Order
% of Individual Market Total

60% “

See Table 7 & 8 for additional information

50% -

40%

30%
20.0%
20%
12.1%
9.1%
5.4%
10% :
2.6% 0.9% 0.5% R
0%
Supermarket Wholesale Mass Club Stores Other Convenience Schools Institutional Home Delivery**
Chains Distributors Merchandisers*

* Includes drug stores
** Included in Other Category

2021 Fluid Milk Products Sold by Method of Distribution

Southwest Order
% of Individual Market Total
0,
60% -‘ See Table 7 & 8 for additional information
50% -
41.3%
40% -
30% -
19.8%
20% A
12.4% 11.4%
6.2%
o/ ]
10% 3.7% 2.7% 2.5% <0.05%
0%
Supermarket Mass Wholesale Schools Other Club Stores itutional C Home Delivery
Chains Merchandisers* Distributors
* Includes drug stores
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2021 Fluid Milk Products Sold by Method of Distribution

All Orders
60% “ % of Individual Market Total See Table 7 & 8 for additional information
50% -

38.6%
40% -
30% A
17.6%
16.8%
20% A °
7.4% 6.3%
0
10% - — >-8% 4.6%
2.6%
0.4%
0%
Supermarket Mass Wholesale Schools Other Club Stores C Home Delivery
Chains Merchandisers* Distributors
* Includes drug stores
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Information Contacts:

This report was compiled and published by the GeRMMO Market Administrator’s office, with assisige from
all other FMMO offices. E-mail inquiries may bensé&o econ.staff@fmmacentral.com.

Central Federal Milk Marketing Order .........cooir i e v e e e e e veeaane e (913) 495-9300

&

Non-Discrimination Statement

In accordance with Federal civil rights law and LD@partment of Agriculture (USDA) civil rights
regulations and policies, the USDA, its Agencidices, and employees, and institutions participgin or
administering USDA programs are prohibited froncdisinating based on race, color, national origin,
religion, sex, gender identity (including gendepmesssion), sexual orientation, disability, age,itabstatus,
family/parental status, income derived from a pubBsistance program, political beliefs, or repasa
retaliation for prior civil rights activity, in angrogram or activity conducted or funded by USDAt(all
bases apply to all programs). Remedies and contfiang deadlines vary by program or incident.

Persons with disabilities who require alternativeams of communication for program information (e.g.
Braille, large print, audiotape, American Sign Laage, etc.) should contact the responsible Agency o
USDA's TARGET Center at (202) 720-2600 (voice afd'Yor contact USDA through the Federal Relay
Service at (800) 877-8339. Additionally, prograrformation may be made available in languages dtiaar
English.

To file a program discrimination complaint, compléhe USDA Program Discrimination Complaint Form,
AD-3027, found online dtlow to File a Program Discrimination Complaand at any USDA office or write
a letter addressed to USDA and provide in theretteof the information requested in the form. fEguest a
copy of the complaint form, call (866) 632-9992b8&it your completed form or letter to USDA by: (il
U.S. Department of Agriculture, Office of the Agaist Secretary for Civil Rights, 1400 Independence
Avenue, SW, Washington, D.C. 20250-9410; (2) f&02) 690-7442; or (3) email:
program.intake@usda.g. USDA is an equal opportunity provider, employard lender
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