
 

NEWS RELEASE 

FOR IMMEDIATE RELEASE 

 

Media contacts: 

Eileen Leahy 

Elsevier 

+1 732 238 3628 

jdsmedia@elsevier.com 

 

Ken Olson, PhD, PAS 

American Dairy Science Association® 

+1 630 237 4961 

keolson@prodigy.net 

 

 

Understanding consumer perceptions of sustainability in the dairy industry 
 

Invited review explores consumer perceptions, definitions, and opinions of dairy-product 

sustainability in the Journal of Dairy Science® 

 

Philadelphia, October 21, 2021 – Consumer definitions of sustainability are often different than 

industry definitions. Understanding consumer preferences and opinions of sustainability within the dairy 

industry can help dairy product developers successfully market their products. In an article appearing in 

the Journal of Dairy Science®, researchers from North Carolina State University reviewed factors that 

influence consumer sustainability perceptions, trends and desires for sustainability, and how sustainability 

perceptions compare to popular plant-based alternatives. 

 

Different factors affect consumer perception of sustainability, including packaging, labeling, animal 

welfare, organic status, grass-fed or pasture-raised feeding systems, and local and clean label 

perceptions. A disconnect between consumer and industry definition of sustainability can lead to 

misconception and frustration. In addition to demographics and psychographics affecting importance and 

perception of sustainability, perceptions often vary among products within a single category. The authors 

of this study focused on reviewing where the differences arise between current working definitions of 

sustainability and consumer perception, and how to use strategic marketing to educate consumers.   

 

“Consumers themselves have varied perceptions, definitions, and options of sustainability that vary 

between categories and products within the dairy industry,” said first author Angelina Schiano, PhD, 

Department of Food, Bioprocessing and Nutrition Sciences, Southeast Dairy Foods Research Center, 

North Carolina University, Raleigh, NC, USA. “Understanding where sustainability definitions overlap and 

diverge is more than a pedantic exercise; these definitions shape public opinion and policy and failing to 
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consider the full ramifications of a chosen definition can have widespread consequences on the industry, 

the environment, and human quality of life.” 

 

 
Caption: Different factors affect consumer perception of sustainability, including packaging, labeling, animal welfare, 

organic status, grass-fed or pasture-raised feeding systems, and local and clean label perceptions. A disconnect 

between consumer and industry definition of sustainability can lead to misconception and frustration (Credit: 

iStock.com/sergeyryzhov). 

 

The three pillars of sustainability—environmental, economic, and social—are a common framework used 

when considering sustainability. Environmental factors include water and land usage, greenhouse gas 

emissions, and reliance on nonrenewable energy sources; economic factors include price of products and 

the ability of producers to remain profitable; and social factors include the proportion of jobs held by 

undocumented workers and animal welfare. The authors found that consumer definitions include all three 

aspects of sustainability, often in overlapping ways.  

 

“Cognitive overlap can result in halo effects that profoundly affect perception and purchase intent. For 

example, a product marketed as sustainable may be seen by consumers as more healthy, or a product 

marketed as natural may be seen as more sustainable,” Schiano added. Consumers were more likely to 

associate the term “organic” with healthier and more sustainable practices. “This suggests that the most 

effective label claims to increase sustainability perception of organic milk are those that incorporate other 

aspects of sustainability along with organic status.” 

 

However, the study suggests that promotion of nonconventional dairy as a sustainable alternative may 

ultimately harm the dairy industry by reducing consumer opinion and willingness to pay for conventional 

dairy. Alternatively, the authors propose using strategic marketing and a consumer-centric approach to 



educate consumers about the dairy industry in ways that positively affect consumer perception of dairy 

and dairy products in general, especially when compared to marketing of plant-based alternatives.  

 

--- 

 

Notes for editors 

The article is “Invited review: Sustainability: Different perspectives, inherent conflict,” by Angelina Schiano 

and MaryAnne Drake (https://doi.org/10.3168/jds.2021-20360). It appears online ahead of the Journal of 

Dairy Science, volume 104, issue 11 (November 2021), published by FASS Inc. and Elsevier.  

 

Full text of the article is available to credentialed journalists upon request. Contact Eileen Leahy at +1 732 

238 3628 or jdsmedia@elsevier.com to obtain copies. Journalists wishing to interview the authors should 

contact corresponding author MaryAnne Drake at maryanne_drake@ncsu.edu. 

 

About the Journal of Dairy Science 

The Journal of Dairy Science® (JDS), an official journal of the American Dairy Science Association®, is 

co-published by Elsevier and FASS Inc. for the American Dairy Science Association. It is the leading 

general dairy research journal in the world. JDS readers represent education, industry, and government 

agencies in more than 70 countries, with interests in biochemistry, breeding, economics, engineering, 

environment, food science, genetics, microbiology, nutrition, pathology, physiology, processing, public 

health, quality assurance, and sanitation. JDS has a 2020 Journal Impact Factor of 4.034 and five-year 

Journal Impact Factor of 4.354 according to Journal Citation Reports (Source: Clarivate 2021). 

www.journalofdairyscience.org 

 

About the American Dairy Science Association (ADSA) 

The American Dairy Science Association (ADSA) is an international organization of educators, scientists, 

and industry representatives who are committed to advancing the dairy industry and keenly aware of the 

vital role the dairy sciences play in fulfilling the economic, nutritive, and health requirements of the world's 

population. It provides leadership in scientific and technical support to sustain and grow the global dairy 

industry through generation, dissemination, and exchange of information and services. Together, ADSA 

members have discovered new methods and technologies that have revolutionized the dairy industry. 

www.adsa.org 

 

About FASS Inc. 

Since 1998, FASS has provided shared management services to not-for-profit scientific organizations. 

With combined membership rosters of more than 10,000 professionals in animal agriculture and other 

sciences, FASS offers clients services in accounting, membership management, convention and meeting 

planning, information technology, and scientific publication support. The FASS publications department 

provides journal management, peer-review support, copyediting, and composition for this journal; the staff 

includes five BELS-certified (www.bels.org) technical editors and experienced composition staff. 

www.fass.org 

 

About Elsevier 

As a global leader in information and analytics, Elsevier helps researchers and healthcare professionals 

advance science and improve health outcomes for the benefit of society. We do this by facilitating insights 

and critical decision-making for customers across the global research and health ecosystems.  

 

In everything we publish, we uphold the highest standards of quality and integrity. We bring that same 

rigor to our information analytics solutions for researchers, health professionals, institutions and funders.  
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Elsevier employs 8,100 people worldwide. We have supported the work of our research and health 

partners for more than 140 years. Growing from our roots in publishing, we offer knowledge and valuable 

analytics that help our users make breakthroughs and drive societal progress. Digital solutions such as 

ScienceDirect, Scopus, SciVal, ClinicalKey and Sherpath support strategic research management, R&D 

performance, clinical decision support, and health education. Researchers and healthcare professionals 

rely on our 2,500+ digitized journals, including The Lancet and Cell; our 40,000 eBook titles; and our 

iconic reference works, such as Gray's Anatomy. With the Elsevier Foundation and our external Inclusion 

& Diversity Advisory Board, we work in partnership with diverse stakeholders to advance inclusion and 

diversity in science, research and healthcare in developing countries and around the world.  

 

Elsevier is part of RELX, a global provider of information-based analytics and decision tools for 

professional and business customers. www.elsevier.com 
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