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New scorecard helps drive Checkoff work
We’re constantly thinking of ways to ensure 
that the work we do on your behalf to build 
trust and increase dairy sales is making a 
difference. While data for sales can be  
easier to track with information we receive 
from partners, it’s more difficult to gauge 
and quantify consumer trust in an  
actionable way. Your investment in dairy 

checkoff for dairy promotion and research should be  
results-driven, which is why our 2021-2023 strategic plan 
made a stronger commitment to measurement. 

Recently, we released our first mid-year scorecard which 
helps to measure the impact of the work we’re doing by  
correlating it with dairy sales and shifting consumer  
sentiment. This scorecard provides valuable insight into  
 

how we are progressing against the goals we set for our 
three-year strategic plan.

Our first six-month scorecard reflects the progress we’ve  
made in shifting consumer perspectives and progress with 
retail and foodservice partners to drive sales. It also shows us 
areas where we need to continue to focus on including online  
shopping and sustainability.

We’ll continue to share twice annually in our Promotion in  
Action newsletter and in this publication, the Dairy Promotion 
Update. I hope you find this information valuable in  
understanding how we use  
metrics to drive checkoff work.

Molly Pelzer 
Midwest Dairy CEO

Dairy Promotion Update is  
published to inform Midwest  
dairy farmers about checkoff  
programs funded through  
Midwest Dairy. 
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Questions can be directed to the Farmer Relations staff for your state or call 1-800-642-3895  

ARKANSAS, SOUTHERN  
MISSOURI AND EASTERN  
OKLAHOMA 
Stacy Dohle  
417-267-5039 
sdohle@midwestdairy.com  

ILLINOIS  
Kendra Anderson  
309-825-2196 
kanderson@midwestdairy.com  

IOWA  
Mitch Schulte  
319-228-8503  
mschulte@midwestdairy.com  

With Fuel Up to 
Play 60, students 
learn beneficial 
habits they can 
build on and 
apply throughout 
their lives.

91 8
of consumers 

snack multiple times 
throughout the day

of these consumers 
forgo meals altogether in
favor of all-day snacking

percent percent

INCREASE  
DAIRY SALES

Making every drop count  
for dairy farmers
The goal behind the National Dairy Checkoff Program 
remains the same today as it was when it began in 1983: 
To increase demand for dairy. This goal also remains the 
focus of the work we do at Midwest Dairy, and it’s why we 
intend to help make every drop count.

As you well know, there is so much going into every drop 
of milk. From caring for each newborn calf to a consumer’s 
consumption of a dairy product, each drop of milk counts 
towards the future of your farms and the dairy industry.

So, how does Midwest Dairy’s work help make every drop 
count for our farmer funders?

• We focus on increasing dairy sales 
by working with retail and foodservice 
partners like Casey’s, Pizza Ranch, and 
Kum ‘n Go to incrementally increase the 
amounts of dairy products, like cheese and 
milk, sold. We also work with and through 
partners, such as Coborn’s, to incentivize 
shoppers to purchase more dairy products. 
In addition, we partner with local schools to 
help meet the nutritional needs of children 
by providing wholesome and healthy dairy 
options for every meal.

• We grow trust in dairy by showcasing 
the many benefits of dairy at major events 
like state fairs, educating visitors on the 
importance of dairy farming, and  
showcasing how their favorite dairy  
products have healthy (and tasty) benefits. 
We also work with influencers to reach 
large audiences of consumers to increase 
trust in dairy products and dairy farmers.

• We advance research in dairy by funding 
dairy products and food safety research at 
land grant universities across our region as 
identified as a priority by cooperatives. We 
help our retailers stay on top of trends and 
help them understand what drives food 
purchasing decisions, thereby helping  
increase the number of dairy products 
being sold through their stores.

• We work to create farm and community 
leaders by providing our farmers with  
the tools to share your story to help build 
trust in farming practices. This includes  
providing spokesperson training,  
resources, and materials for your on-farm 
and community events, and our next 
generation farmer leadership program, 
Dairy Experience and Ag Leadership 
(DEAL). We also help build future dairy 
leaders through our ambassador program, 
internships, Dairy Princess program, and 
more. These young leaders have unique 
opportunities to share their stories with 
consumers, building consumer confidence 
in dairy as they shape the future of the 
dairy industry.

At Midwest Dairy, we are proud to represent over  
5,800 dairy farm families across 10 states. Every one  
of them is our reason why we work to make every  
drop count.

NEBRASKA 
Tracy J. Behnken  
531-207-4291 
tbehnken@midwestdairy.com  

NORTH DAKOTA 
Beth Bruck-Upton   
402-707-9135 
bupton@midwestdairy.com

SOUTH DAKOTA 
Tom Peterson  
605-251-2439 
tpeterson@midwestdairy.com 

NORTHERN MISSOURI  
AND KANSAS 
Ron Grusenmeyer  
816-873-0351 
rgrusenmeyer@midwestdairy.com 

MINNESOTA 
Shannon Seifert  
507-766-6864 
sseifert@midwestdairy.com  

Lucas Sjostrom  
320-346-2216 
lsjostrom@midwestdairy.com 

Land O’Lakes, Inc.,  
GENYOUth donate $100,000 in grants to  
Minnesota and Wisconsin rural schools for meal 
delivery and service
GENYOUth recently announced a donation of 
$100,000 to its End Student Hunger Fund by Land 
O’Lakes, Inc., in collaboration with Midwest Dairy 
and Dairy Farmers of Wisconsin.

Fifty rural schools in high-need communities in  
Minnesota and Wisconsin will receive grants of 
$2,000 each to help feed nearly 15,000 students  
daily. Schools may use the grants to purchase  
equipment and resources needed to serve students.

“As a century-old, member-owned cooperative,  
Land O’Lakes, Inc. believes in supporting local  
communities and working together to make  
abundant, nutritious food available so our young  
people can realize their full potential. The battle 
against childhood hunger starts right in our backyard 
in the small communities of Wisconsin and  
Minnesota. We are excited and grateful to be part  
of a team that is committed to helping local schools 
end student hunger,” said Morgan Kinross-Wright, 
vice president of Community Relations for Land 
O’Lakes, Inc.

“Midwest Dairy is committed to the families and  
communities of Minnesota, and we are grateful for  

 

the support that Land O’Lakes, Inc. and GENYOUth 
are providing to help ensure thousands of at-risk 
students receive the meals and nutrition they need,” 
said Molly Pelzer, CEO at Midwest Dairy.

Based on a survey conducted by GENYOUth of over 
1,000 school nutrition professionals nationwide,  
student hunger and food insecurity remain a top  
concern for schools. If you are interested in further 
supporting GENYOUth’s mission of creating healthier 
school communities, please consider donating today 
at https://genyouthnow.org/donate or text MEALS to 
52000 to make a one-time $10 donation.
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DEAL program provides 15 farmers tools  
to connect with consumers

Midwest Dairy recently invited the current class of 
the Dairy Experience and Agriculture Leadership 
Program (DEAL) to Chicago for phase two of the 
three-phase leadership program. 

The 18-month long DEAL program provides 15 
farmers with the opportunity to strengthen their 
skills when engaging with consumers; participate 
in media interviews; gain a better understanding of 
the dairy checkoff; and provides an environment to 
build connections as well as network with industry 
leaders and peers. 

Through these trainings and experiences, DEAL 
participants are better prepared to share their 
farm’s story to help build trust and sales for dairy. 
The group did exactly that while in Chicago, 
focusing on building their skills to connect with 
each other and consumers. The group participated 
in ENGAGE training, which gave them the tools 
to positively engage with consumers. They also 
virtually attended the Dairy Experience Forum to 
understand today’s consumer wants and needs 
while also hearing from Dairy Management Inc. 

(DMI) leaders on what’s happening within the dairy 
industry on a national level. 

While together, DEAL participants also toured 
Lenkaitis Dairy where they saw the farm’s robotic 
milking system in action. The phase two training 
wrapped up with a social media training from  
Don Schindler, DMI’s senior vice president of  
digital innovations. 

DEAL focuses on a three-phase program. Phase 
one is all about understanding the dairy checkoff 
and helping participants narrow in on their  
professional strengths as an individual as well  
as how to use them as the faces of the dairy 
industry. Phase two focuses on connecting with 
consumers. Phase three gives participants the 
confidence and tools to conduct a successful 
media interview and allows for a meeting with the 
Midwest Dairy Corporate Board. Phase three will 
take place this December and will be the last  
official meeting for this class before recruitment 
starts for the next DEAL participants.

In an effort to increase transparency around work to build 
trust and sales for dairy while also sharing actionable 
research insights with partners, Midwest Dairy recently 
released its first mid-year scorecard to quantify progress 
against the goals set for our 3-year strategic plan.

The three areas where we are currently reporting metrics  
include: 1) Increasing Dairy Sales; 2) Advancing Research 
in Dairy; and 3) Growing Trust in Dairy. Next year, we’ll 
begin reporting results metrics related to two additional 
business objectives: 4) Increasing Dairy Advocates, and  
5) Developing Dairy Leaders.

In the area of Increasing Dairy Sales, Midwest Dairy is 
tracking increased pounds of milk sold as the measurement 
of progress. Here are our results as of mid-July:

• Our work with retail partners has already exceeded 
our annual sales goal, with a year-over-year increase 
of 7.1 M incremental pounds of milk sold as compared 
to the 6.5 M annual goal we set. From January through 

June, Midwest Dairy worked with 15 partners on retail 
activations and the reported results to date include data 
from 6 of these projects. The other 8 projects are not 
yet complete, so sales data from those projects will be 
included in our year-end metrics.

• In our work with school food service partners, we’ve 
achieved 325K incremental pounds of milk sold out of 
a 1M annual goal. Our largest success comes from a 
smoothie project with the Wichita school district, our 
third-largest district with about 50,000 students.  
Additional success came from a variety of other school 
projects in smaller districts, including grab ’n go  
breakfast programs, high school coffee bars, and 
smoothie programs. The pandemic significantly  
disrupted school meals and many of our fully  
developed school projects in the first six months of 
2021. We anticipate our year-end results will improve 
as more districts return to school buildings in the fall.

• Our primary foodservice activation this year will  
be with Pizza Ranch with rollouts timed to the  
back-to-school and holiday timeframes when we  
will help them celebrate their 40th anniversary. Our  
annual goal for foodservice is 3M incremental pounds 
of milk sold with results available at the end of  
the year.

• In the area of Advancing Research in Dairy, our 
goal this year is to identify 15 examples of sales 
partners or processors using research findings to fuel 
innovation to drive dairy sales. To date, we’ve tracked 
7 examples. These include efforts to help an  
Iowa-based convenience store expand their milk 
case; sharing insights with Pizza Ranch that inspired 
them to kick off their successful breakfast pizza 
project earlier than planned; and providing insights on 
today’s consumers to help Coborn’s develop  
activations relevant to their shoppers. A Midwest 
Dairy Foods Research Center project funded by  
Midwest Dairy on Listeria control has also led to  
a collaboration with a leading U.S. ice cream  
manufacturer to ensure product safety.

Under the strategy of Growing Trust in Dairy, Midwest 
Dairy set a 3-year goal of 225 thought leadership  
activations, with 64 activations completed to date. In the 
area of Youth Trust, our 3-year goal is 75 partner projects, 
with 7 being completed to date and others still underway. 
Our annual goal is to increase the number of youths 
reached by our educational initiatives by 30 percent.  
Results from our Youth Trust outreach historically  
coincide with the beginning of the school year, so we’ll 
include an update in our end-of-the-year report.

Consumer sentiment about dairy tracks positively
Midwest Dairy’s metrics scorecard also tracks our work in 
shifting consumer sentiment. With help from an outside 
intelligence firm, Midwest Dairy has been able to establish 
a consumer sentiment baseline that allows a comparison 
of consumer attitude and behavior over time. By  
surveying a demographic representation of adult  
consumers in Midwest Dairy’s marketplace, we can  
monitor the shifts in consumer sentiment by repeatedly 
asking core questions. We can also observe how  
consumer sentiment (attitudes and beliefs) relates to  
the dairy purchase and consumption behaviors they  
report in the survey.

More importantly, we can see that when specific aspects 
of consumer attitudes and beliefs (trust indicators) shift 
to more positive levels, survey respondents also report 
increased dairy purchase and consumption habits.

Our annual goal for improving consumer sentiment is  
+2 percentage points for each trust indicator. Our  

midyear 2021 survey results reveal a substantial positive 
impact on the attitudes and beliefs of consumers in the 
Midwest Dairy region:

• Trust in farmers – Positive shift of 9 points.

• Humane cow care – Positive shift of 8 points.

• Dairy is healthy – Positive shift of 3 points.

• Dairy is environmentally healthy – Positive shift 
of 3 points so far this year.

• Dairy is safe – Positive shift of 2 points.

• Dairy looks out for me - This was a new trust  
indicator in the midyear survey. A data comparison will 
be available for this area with the year-end scorecard.

Watch for additional scorecard updates twice annually 
through 2023, which marks the end of our current 3-year 
strategic plan.

Midwest Dairy introduces metrics scorecard
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New scorecard helps drive Checkoff work
We’re constantly thinking of ways to ensure 
that the work we do on your behalf to build 
trust and increase dairy sales is making a 
difference. While data for sales can be  
easier to track with information we receive 
from partners, it’s more difficult to gauge 
and quantify consumer trust in an  
actionable way. Your investment in dairy 

checkoff for dairy promotion and research should be  
results-driven, which is why our 2021-2023 strategic plan 
made a stronger commitment to measurement. 

Recently, we released our first mid-year scorecard which 
helps to measure the impact of the work we’re doing by  
correlating it with dairy sales and shifting consumer  
sentiment. This scorecard provides valuable insight into  
 

how we are progressing against the goals we set for our 
three-year strategic plan.

Our first six-month scorecard reflects the progress we’ve  
made in shifting consumer perspectives and progress with 
retail and foodservice partners to drive sales. It also shows us 
areas where we need to continue to focus on including online  
shopping and sustainability.

We’ll continue to share twice annually in our Promotion in  
Action newsletter and in this publication, the Dairy Promotion 
Update. I hope you find this information valuable in  
understanding how we use  
metrics to drive checkoff work.

Molly Pelzer 
Midwest Dairy CEO

Dairy Promotion Update is  
published to inform Midwest  
dairy farmers about checkoff  
programs funded through  
Midwest Dairy. 
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With Fuel Up to 
Play 60, students 
learn beneficial 
habits they can 
build on and 
apply throughout 
their lives.

91 8
of consumers 

snack multiple times 
throughout the day

of these consumers 
forgo meals altogether in
favor of all-day snacking

percent percent

INCREASE  
DAIRY SALES

Making every drop count  
for dairy farmers
The goal behind the National Dairy Checkoff Program 
remains the same today as it was when it began in 1983: 
To increase demand for dairy. This goal also remains the 
focus of the work we do at Midwest Dairy, and it’s why we 
intend to help make every drop count.

As you well know, there is so much going into every drop 
of milk. From caring for each newborn calf to a consumer’s 
consumption of a dairy product, each drop of milk counts 
towards the future of your farms and the dairy industry.

So, how does Midwest Dairy’s work help make every drop 
count for our farmer funders?

• We focus on increasing dairy sales 
by working with retail and foodservice 
partners like Casey’s, Pizza Ranch, and 
Kum ‘n Go to incrementally increase the 
amounts of dairy products, like cheese and 
milk, sold. We also work with and through 
partners, such as Coborn’s, to incentivize 
shoppers to purchase more dairy products. 
In addition, we partner with local schools to 
help meet the nutritional needs of children 
by providing wholesome and healthy dairy 
options for every meal.

• We grow trust in dairy by showcasing 
the many benefits of dairy at major events 
like state fairs, educating visitors on the 
importance of dairy farming, and  
showcasing how their favorite dairy  
products have healthy (and tasty) benefits. 
We also work with influencers to reach 
large audiences of consumers to increase 
trust in dairy products and dairy farmers.

• We advance research in dairy by funding 
dairy products and food safety research at 
land grant universities across our region as 
identified as a priority by cooperatives. We 
help our retailers stay on top of trends and 
help them understand what drives food 
purchasing decisions, thereby helping  
increase the number of dairy products 
being sold through their stores.

• We work to create farm and community 
leaders by providing our farmers with  
the tools to share your story to help build 
trust in farming practices. This includes  
providing spokesperson training,  
resources, and materials for your on-farm 
and community events, and our next 
generation farmer leadership program, 
Dairy Experience and Ag Leadership 
(DEAL). We also help build future dairy 
leaders through our ambassador program, 
internships, Dairy Princess program, and 
more. These young leaders have unique 
opportunities to share their stories with 
consumers, building consumer confidence 
in dairy as they shape the future of the 
dairy industry.

At Midwest Dairy, we are proud to represent over  
5,800 dairy farm families across 10 states. Every one  
of them is our reason why we work to make every  
drop count.
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Land O’Lakes, Inc.,  
GENYOUth donate $100,000 in grants to  
Minnesota and Wisconsin rural schools for meal 
delivery and service
GENYOUth recently announced a donation of 
$100,000 to its End Student Hunger Fund by Land 
O’Lakes, Inc., in collaboration with Midwest Dairy 
and Dairy Farmers of Wisconsin.

Fifty rural schools in high-need communities in  
Minnesota and Wisconsin will receive grants of 
$2,000 each to help feed nearly 15,000 students  
daily. Schools may use the grants to purchase  
equipment and resources needed to serve students.

“As a century-old, member-owned cooperative,  
Land O’Lakes, Inc. believes in supporting local  
communities and working together to make  
abundant, nutritious food available so our young  
people can realize their full potential. The battle 
against childhood hunger starts right in our backyard 
in the small communities of Wisconsin and  
Minnesota. We are excited and grateful to be part  
of a team that is committed to helping local schools 
end student hunger,” said Morgan Kinross-Wright, 
vice president of Community Relations for Land 
O’Lakes, Inc.

“Midwest Dairy is committed to the families and  
communities of Minnesota, and we are grateful for  

 

the support that Land O’Lakes, Inc. and GENYOUth 
are providing to help ensure thousands of at-risk 
students receive the meals and nutrition they need,” 
said Molly Pelzer, CEO at Midwest Dairy.

Based on a survey conducted by GENYOUth of over 
1,000 school nutrition professionals nationwide,  
student hunger and food insecurity remain a top  
concern for schools. If you are interested in further 
supporting GENYOUth’s mission of creating healthier 
school communities, please consider donating today 
at https://genyouthnow.org/donate or text MEALS to 
52000 to make a one-time $10 donation.
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New scorecard helps drive Checkoff work
We’re constantly thinking of ways to ensure 
that the work we do on your behalf to build 
trust and increase dairy sales is making a 
difference. While data for sales can be  
easier to track with information we receive 
from partners, it’s more difficult to gauge 
and quantify consumer trust in an  
actionable way. Your investment in dairy 

checkoff for dairy promotion and research should be  
results-driven, which is why our 2021-2023 strategic plan 
made a stronger commitment to measurement. 

Recently, we released our first mid-year scorecard which 
helps to measure the impact of the work we’re doing by  
correlating it with dairy sales and shifting consumer  
sentiment. This scorecard provides valuable insight into  
 

how we are progressing against the goals we set for our 
three-year strategic plan.

Our first six-month scorecard reflects the progress we’ve  
made in shifting consumer perspectives and progress with 
retail and foodservice partners to drive sales. It also shows us 
areas where we need to continue to focus on including online  
shopping and sustainability.

We’ll continue to share twice annually in our Promotion in  
Action newsletter and in this publication, the Dairy Promotion 
Update. I hope you find this information valuable in  
understanding how we use  
metrics to drive checkoff work.

Molly Pelzer 
Midwest Dairy CEO

Dairy Promotion Update is  
published to inform Midwest  
dairy farmers about checkoff  
programs funded through  
Midwest Dairy. 

Midwest Dairy 
2015 Rice Street 
St. Paul, Minnesota 55113 
800-642-3895 – Toll Free 
651-488-0261 – Phone 

Editor 
Jo Grammond, manager  
Corporate Communications  
816-702-5665 

Contributors 
Mackenzie Felt, manager 
Corporate Communications 

Stephanie Onken, manager  
Corporate Communications

MidwestDairy.com

Midwest Dairy Resources
Visit MidwestDairy.com 

• To stay up-to-date on checkoff efforts 
• To access the Promo Center, or call 1-877-360-FARM (3276) 

Questions can be directed to the Farmer Relations staff for your state or call 1-800-642-3895  

ARKANSAS, SOUTHERN  
MISSOURI AND EASTERN  
OKLAHOMA 
Stacy Dohle  
417-267-5039 
sdohle@midwestdairy.com  

ILLINOIS  
Kendra Anderson  
309-825-2196 
kanderson@midwestdairy.com  

IOWA  
Mitch Schulte  
319-228-8503  
mschulte@midwestdairy.com  

With Fuel Up to 
Play 60, students 
learn beneficial 
habits they can 
build on and 
apply throughout 
their lives.

918
of consumers 

snack multiple times 
throughout the day

of these consumers 
forgo meals altogether in
favor of all-day snacking

percentpercent

INCREASE  
DAIRY SALES

Making every drop count  
for dairy farmers
The goal behind the National Dairy Checkoff Program 
remains the same today as it was when it began in 1983: 
To increase demand for dairy. This goal also remains the 
focus of the work we do at Midwest Dairy, and it’s why we 
intend to help make every drop count.

As you well know, there is so much going into every drop 
of milk. From caring for each newborn calf to a consumer’s 
consumption of a dairy product, each drop of milk counts 
towards the future of your farms and the dairy industry.

So, how does Midwest Dairy’s work help make every drop 
count for our farmer funders?

• We focus on increasing dairy sales 
by working with retail and foodservice 
partners like Casey’s, Pizza Ranch, and 
Kum ‘n Go to incrementally increase the 
amounts of dairy products, like cheese and 
milk, sold. We also work with and through 
partners, such as Coborn’s, to incentivize 
shoppers to purchase more dairy products. 
In addition, we partner with local schools to 
help meet the nutritional needs of children 
by providing wholesome and healthy dairy 
options for every meal.

• We grow trust in dairy by showcasing 
the many benefits of dairy at major events 
like state fairs, educating visitors on the 
importance of dairy farming, and  
showcasing how their favorite dairy  
products have healthy (and tasty) benefits. 
We also work with influencers to reach 
large audiences of consumers to increase 
trust in dairy products and dairy farmers.

• We advance research in dairy by funding 
dairy products and food safety research at 
land grant universities across our region as 
identified as a priority by cooperatives. We 
help our retailers stay on top of trends and 
help them understand what drives food 
purchasing decisions, thereby helping  
increase the number of dairy products 
being sold through their stores.

• We work to create farm and community 
leaders by providing our farmers with  
the tools to share your story to help build 
trust in farming practices. This includes  
providing spokesperson training,  
resources, and materials for your on-farm 
and community events, and our next 
generation farmer leadership program, 
Dairy Experience and Ag Leadership 
(DEAL). We also help build future dairy 
leaders through our ambassador program, 
internships, Dairy Princess program, and 
more. These young leaders have unique 
opportunities to share their stories with 
consumers, building consumer confidence 
in dairy as they shape the future of the 
dairy industry.

At Midwest Dairy, we are proud to represent over  
5,800 dairy farm families across 10 states. Every one  
of them is our reason why we work to make every  
drop count.
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Land O’Lakes, Inc.,  
GENYOUth donate $100,000 in grants to  
Minnesota and Wisconsin rural schools for meal 
delivery and service
GENYOUth recently announced a donation of 
$100,000 to its End Student Hunger Fund by Land 
O’Lakes, Inc., in collaboration with Midwest Dairy 
and Dairy Farmers of Wisconsin.

Fifty rural schools in high-need communities in  
Minnesota and Wisconsin will receive grants of 
$2,000 each to help feed nearly 15,000 students  
daily. Schools may use the grants to purchase  
equipment and resources needed to serve students.

“As a century-old, member-owned cooperative,  
Land O’Lakes, Inc. believes in supporting local  
communities and working together to make  
abundant, nutritious food available so our young  
people can realize their full potential. The battle 
against childhood hunger starts right in our backyard 
in the small communities of Wisconsin and  
Minnesota. We are excited and grateful to be part  
of a team that is committed to helping local schools 
end student hunger,” said Morgan Kinross-Wright, 
vice president of Community Relations for Land 
O’Lakes, Inc.

“Midwest Dairy is committed to the families and  
communities of Minnesota, and we are grateful for  

 

the support that Land O’Lakes, Inc. and GENYOUth 
are providing to help ensure thousands of at-risk 
students receive the meals and nutrition they need,” 
said Molly Pelzer, CEO at Midwest Dairy.

Based on a survey conducted by GENYOUth of over 
1,000 school nutrition professionals nationwide,  
student hunger and food insecurity remain a top  
concern for schools. If you are interested in further 
supporting GENYOUth’s mission of creating healthier 
school communities, please consider donating today 
at https://genyouthnow.org/donate or text MEALS to 
52000 to make a one-time $10 donation.
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