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Suruchi endeavor in Skill/ Entrepreneur Development Domain 
 

Diploma in Dairy Technology (DDT) in alli-
ance with IGNOU 

Study Center authorized by School of Agriculture In-
dira Gandhi National Open University (IGNOU) Details 
as below: 

Academy of Dairy Skill Development (ADSkiD) 
Unit of Suruchi Consultants 
C-49, Sector-65, Noida U.P – 201307 
SC/PSC Code: 39018P 
Prog. In-charge: Mr. Sanjay Singhal 
Contact no. : +91-0120+4370845 
Email:  adskid39018p@gmail.com  

 
New admissions are closed  
  

Indian Dairy Map 2017 launched on 27th Oc-
tober, at Pune. 

Aspiring entrepreneurs might attend our in-
troductory session (Free) on how to set up 
dairy farm and plant on every 4thSaturday of 
Every month from 2 PM to 5 PM, Prior regis-
tration is must and for that contact our of-
fice. 
For more information please email on 
info@suruchiconsultants.com or contact at +91 
0120 4320845 

  60th Dairy Entrepreneurship Development 
Program (DEDP) at Suruchi Consultants, C-
49, Sec-65, Noida.  Date will be announced 
soon. 

For more information please follow the link:  

https://www.suruchiconsult-
ants.com/pageDownloads/downloads/train-
ing/3_58th%20DEDP%20MAy_june_2019.pdf 

4th Practical Dairy Entrepreneurship Develop-
ment Program (PDEDP) at Suruchi 

Consultants, C-49, Sec-65, Noida, Dates will 
be announced soon. 

For more information please follow the link:  

http://www.suruchiconsultants.com/pageDown-
loads/downloads/train-
ing/9_14092019_PdEDP_brochure.pdf 

Dairy Startup Sensitization Program from 
farm to table in Noida. On 29th February, 
2020 
 

For more information please follow the link: 

http://www.suruchiconsultants.com/pageDown-
loads/downloads/training/8_21122019_DSSP.pdf 

Suruchi has launched Online Dairy Entrepre-
neurship Development Program (ODEDP). It 
is 12 weeks program. Registrations are open 
till 29th February,2020. 
Watch-
Video:https://www.youtube.com/watch?v=
5iS432VlGc8&t=42s 

For more information please visit on website 
http://skilldairy.com/ 

7th Regional Dairy Entrepreneurship Develop-

ment Program (RDEDP) Dates will be an-
nounced soon. 

https://www.suruchiconsult-
ants.com/pageDownloads/downloads/train-
ing/1_7th%20RDEDP%20Brochure.pdf 

Mandatory training “Food Saftey Supervisor” for 
dairy sector as per FSSAI is being organised  on 
25th & 26th of March 2020 .
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Indian News 

Buffalo Mozzarella cheese,desi ghee,etc cleared under PLI by the Govt 
MAR 31, 2021 

https://dairynews7x7.com/buffalo-mozzarella-cheesedesi-gheeetc-cleared-under-pli-by-the-govt/ 

 
he Cabinet on Wednesday approved a 

production-linked incentive scheme for 

the food processing sector with an out-

lay of ₹10,900 crore, in a bid to create global 

manufacturing champions in the country. The 

scheme will be implemented over a six year pe-

riod from 2021-22 to 2026-27. 

This scheme aims to incentivize manufacturing 

of ready-to-cook and ready-to-eat food prod-

ucts, products made of processed fruits and 

vegetables, marine products and mozzarella 

cheese. Innovative or organic products of small 

and medium sized enterprises including egg, 

poultry meat, egg products will also be incentiv-

ized. 

In addition, a component of the scheme will 

also focus on offering subsidies for in-store 

branding, shelf-space renting and marketing, to 

promote Indian brands in global markets. 

Union Minister Piyush Goyal said that the im-

plementation of the scheme will help expansion 

of processing capacity to generate processed 

food output of ₹33,494 crore and create about 

2.5 lakh jobs by 2026-27. He said this will also 

increase the share of the processed food sector 

in India’s exports. 

Goyal said that this will ensure remunerative 

prices for farm produce and higher income for 

farmers and strengthen global visibility of In-

dian brands in international markets 

An expression of interest will be floated by 

April-end and interested companies will need to 

commit to a minimum level of investments and 

increase in sales and if they achieve both they 

will be able to avail subsidies based on the in-

cremental sales. 

“The selected applicant will be required to un-

dertake investment, as quoted in their applica-

tion (subject to the prescribed minimum) in 

Plant & Machinery in the first two years of 

2021-22 & 2022-23. Investment made in 2020-

21 also to be counted for meeting the man-

dated investment,” an official statement added. 

Conditions of stipulated minimum sales and 

mandated investment will not be applicable for 

entities selected for making innovative or or-

ganic products, it noted. 
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Cow dung paint, a potential income booster for dairy farmers 
MAR 31, 2021 

https://dairynews7x7.com/cow-dung-paint-a-potential-income-booster-for-dairy-farmers/ 

part form the ‘ahimsa’ philosophy, the 

economic utility of cow has played a 

role in its elevated theological status 

and being a reverred animal in many cultures. 

Well, there are more reasons for rearing the an-

imal, other than religious. 

The daunting goal of doubling farmers’ income 

needs action on multiple fronts. A steady source 

of additional income for cattle growers is being 

explored by the Khadi and Village Industries 

Commission (KVIC) with the innovative technol-

ogy of ‘Khadi Prakritik’ paint made out of cow 

dung. The eco-friendly, non-toxic, odourless 

product with anti-fungal and anti-bacterial 

properties, could potentially enable a farmer to 

earn additional Rs 30,000 from one cow annu-

ally. 

Anupama, a young woman in early 20s living in 

Sector 135, Noida has 4 cows and 2 buffaloes. 

She and her family prepare ‘upla’ — dried and 

round-sized cake made out of cow dung — and 

on some days earn some Rs 70-100/day by sell-

ing the surplus stock after domestic use of upla 

as cooking fuel. But the income stream is not 

steady, as the demand for upla is erratic. 

Come to think of it. Anupma could take cue 

from a few farmer families on the outskirts of 

Jaipur who now make regular income of Rs 5/kg 

by selling raw dung. The KVIC technology allows 

use of cow dung as the main raw material for 

manufacture of white paint — emulsion and 

distemper. With an estimated potential sales of 

Rs 6,000 crore of these paints in next two years, 

farmers could expect to get Rs 1,000 crore by 

selling raw cow dung, which is now largely 

wasted, according to Vinai Kumar Saxena, chair-

man of KVIC. 

“We sell upla at Rs 1/piece. Up to 5 uplas could 

be made from one kilogram of dung,” Anupama 

says. A steady income at a marginally higher 

rate from raw dung could be rewarding for her 

family, she says, given the saving on labour and 

the potential for steady demand for the mate-

rial. According to sources, 150-170 kg of dung is 

required to produce of 500 litres of Prakritik 

paint. 

KVIC has been sourcing the raw material from a 

cow shelter (gaushala) in Jaipur, rather than 

from individual farmers, ever since the product 

was launched by minister for micro, small and 

medium enterprises (MSME) Nitin Gadkari in 

January. Small farmers with 4-6 cows use the 

dung as crop nutrient and reduce the cost of of 

crop production by cutting down on the use of 

chemical fertilisers like urea and DAP. Dairy 

units and other large farmers who are getting 

just Rs 300-500 per tractor-load of cow dung, 

could make monetary gains thanks to the KVIC 

product. 

Saxena told FE that that while KVIC is currently 

paying only Rs 5/kg for raw cow dung procured 

from gaushalas and small farmers, it intends to 

increase the rate to Rs 10/kg. Since the launch 

of the product two month ago, KVIC has sold 

6,000 litres of Prakritik paint, via online as well 

through retail outlets. 

KVIC has priced the distemper at Rs 160/litre 

and emulsion at Rs 290/litre (white). While 

acrylic distemper prices of many established 

brands (in 10 litre pack) are lower (Rs 55-140/li-

tre) than that of Khadi Prakritik, KVIC’s emulsion 

is cheaper compared to synthetic variants (Rs 

345-600/litre). 

“We have chalked out a plan for promotion of 

these products starting from imparting training 

to small entrepreneurs to appointing dealer 

networks. We are scaling up operations to pop-

ularise the products,” Saxena said. 

Currently, KVIC’s Jaipur-based 500-litre per day 

facility is the only production centre, which is 

likely to be upgraded to 1,000-litre per day ca-

pacity by end of May. Besides, there is also plan 
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to set up six more plants of 500-litre capacity 

each in Odisha, Gujarat, Maharashtra, Uttar 

Pradesh and Madhya Pradesh in April, he said. 

KVIC is confident that leading players in the Rs 

60,000-crore domestic paint industry would 

consider investing in Prakritik technology in due 

course. 

To set up a plant of 500-litre per day capacity, 

an investment of Rs 20 lakh is required, which 

will be funded by government scheme for the 

MSME sector. Each such plant could provide di-

rect employment to 11 people. “KVIC is charg-

ing one-time royalty fee of Rs 1 lakh to offer the 

technology and also the facility to sell through 

its pan-India network of over 8,600 retail Khadi 

outlets,” Saxena said, adding that as many as 3 

lakh people will get employment in next two 

years due to this product. 

Prakritik is also ‘healthy product’ as it is devoid 

of plastic or synthetic ingredients. It is also free 

of heavy metals like lead, mercury, chromium, 

arsenic and cadmium. 

 

 

Ahmedabad: Create dairy brands that stand for quality, Union Minister urges maldharis 
March 28, 2021 5:00:31 am 

https://indianexpress.com/article/cities/ahmedabad/create-dairy-brands-that-stand-for-quality-union-minister-

urges-maldharis-7248635/ 

 
SSURING THEM of government sup-

port, Union Minister Parshottam Ru-

pala on Saturday asked maldharis 

(herdsmen and cattle-herders) to create dairy 

brands that “stand for quality” and tap into 

people’s preference for organic products that is 

being witnessed since the Covid-19 pan-

demic began. 

Addressing a seminar on the theme of revitalis-

ing pastoral pastoral identity and economy in 

Rajkot, Rupala said the maldharis needed to ap-

preciate the “changed times”. 

“The fact that you have managed to survive by 

herding your goats and sheep, camels and cows, 

buffaloes and bovines means you must be doing 

something right. But to sustain ourselves, we 

need to think about and adapt to changed 

times. Gir breed of cow is today considered the 

best cow breed in the world. The need of the 

hour is to provide best product. Why don’t you 

create brands that stand for quality and purity? 

People are ready to pay good price for such 

products, especially during the Covid-19 pan-

demic when people are increasingly preferring 

organic products,” Rupala, Union Minister of 

State for Agriculture and Farmers’ Welfare, said. 

He was reacting to concern raised by Gordhan 

Dhameliya, chairman of Gopal Dairy (Rajkot Dis-

trict Cooperative Milk Producers Union Lim-

ited), about adulteration in milk. Speaking at 

the seminar, Dhameliya said that Gopal Dairy 

has been acting tough on those engaging in 

adulteration and has installed milk-screening 

machines which detect almost all types of adul-

teration. The chairman sought the Centre’s fi-

nancial help in installing more such machines so 

that quality of milk can be maintained. 

“We will definitely help dairies in this regard. 

But we will also help maldharis directly. At the 

behest of Prime Minister Narendra Modi, the 

budget for the next fiscal has proposal to treat 

maldharis and fishermen on the same line as 

farmers and provide them Rs3 lakh loan at four 

per cent interest,” Rupala said. 
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The Minister added that India is the largest milk 

producer of the world yet per capita milk yield 

in India is comparatively low. “Why is it that Gir 

cows in Brazil are yielding up to 50 litres of milk 

a day where as productivity of our herd is 

low?,” Rupala said, adding maldharis who lead 

nomadic lives should be brought under the net-

work of cattle-feed so that productivity of their 

herds go up. 

He also added that the BJP governments in the 

state, over the years, pumped Narmada water 

to Kutch and made drinking water available and 

thereby helped maldharies who otherwise had 

to migrate out of the district every year in 

search of water and fodder. Rupala also assured 

maldharis that the Centre would extend all pos-

sible support for conservation of camels, don-

keys and goats in the state. 

The Union Minister also launched ‘Rich Cups’, 

Greek yogurt made from goat milk by United In-

dia Dairy Products, a firm based in Sayla taluka 

of Surendranagar district. The Minister also 

launched the firm’s penda made from goat milk. 

The seminar was organised by Sahjeevan, an 

NGO based in Bhuj of Kutch and working for 

welfare of maldharis in Saurashtra region of Gu-

jarat. The NGO has opened an office in Upleta 

taluka of Rajkot district recently with an aim to 

conserve Halari breed of donkeys, Kahmi breed 

of goat and also try and get Bhagri goats as a 

distinct boat breed. 

“The idea is to conserve these goats while also 

promoting livelihoods of maldharis by providing 

them market linkages,” Manoj Mishra, execu-

tive director of Sahjeevan, said. 

 

 

Gujarat: Yoghurt, cheese and even shrikhand from goat milk soon! 
Mar 27, 2021 

https://timesofindia.indiatimes.com/city/vadodara/gujarat-yoghurt-cheese-and-even-shrikhand-from-goat-milk-

soon/articleshow/81718101.cms 

ADODARA/ RAJKOT: Soon, Gujaratis 

can say with elan — we moved your 

Feta cheese ! Welcome to new epicu-

rean trends in Gujarat , the cradle of India’s 

White Revolution, where goats are being 

‘milked’ for dairy products beyond the globally 

expensive milk powder. 

 

And moving the feta — a soft, brined white 

cheese global delicacy made from goat and 

sheep milk — Gujarat will give you many alter-

natives including goat milk Greek yoghurt , a 

first-of-its-kind value-added product prepared 

from goat milk! It will be launched at a national 

seminar on Saturday aimed to mainstream the 

pastoral systems of Saurashtra.  

There’s more. A Rajkotbased private player is 

set to launch ‘shrikhand’ and ‘lassi’ too made 

from goat milk to tickle the taste buds. Not to 

be left behind in exploiting goat milk’s poten-

tial, home grown dairy giant Amul too is explor-

ing the market potential with products like 

cheese and ‘peda’. 

Nationally, private players like Rajasthan’s 

Aadvik Foods, Delhi’s Courtyard Farms, Nutra-

goat, Farm Fresh and others have already 

started selling frozen goat milk, said to be the 

closest to mother’s milk, in the range of Rs 400 
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a litre, milk powder at Rs 1,200 and goat-milk 

soaps for Rs 150 a piece! 

Board of the Surendranagar District Co-opera-

tive Milk Producers Union Limited (SDCMPUL), a 

member union of the Gujarat Co-operative Milk 

Marketing Federation (GCMMF), has given ap-

proval to start procuring goat milk from breed-

ers in three talukas of Surendranagar — Sayla, 

Chotila and Dhrangadhra. 

A pilot project of SDCMPUL, popularly known as 

Sursagar Dairy, has revealed that it can procure 

around 4,000 litres milk per day from here. It 

has also moved a proposal seeking grant of Rs 

1.5 crore under the Rashtriya Krishi Vikas Yojna 

from the animal husbandry department to de-

velop a separate collection system for goat milk. 

“GCMMF is mulling to market goat milk like it 

did for camel milk. The proposal will come up in 

next board meeting. Surendranagar is known 

for Jhalawadi breed of goats,” said Sursagar 

Dairy’s chairman Bababhai Bharvad. 

The project is expected to benefit 8,000 no-

madic families – who own goats and sheep. 

“We fully support the initiative of Sursagar 

Dairy,” said Valamji Humbal, GCMMF’s vice 

chairman. 

“As of now ‘maldharis’ sell goat milk to tea ven-

dors and others for Rs 15 to Rs 20 per litre. 

Through the value-added products like yoghurt 

and fresh cheese, we expect them to earn 

around Rs 40 per litre,” said Manoj Mishra, ex-

ecutive director of Kutch-based NGO Sahjeevan. 

Sahjeevan, with close collaboration of Gujarat’s 

Department of Animal Husbandry, is working on 

developing goat and Halari donkey’s milk value 

chain, facilitating the community with sustaina-

ble market linkages. 

“We will begin commercial production of goat 

milk Greek yogurt with a target of 10,000 cups a 

month,” said Jay Kishan, proprietor of United 

India Dairy Products, which wants to dish out 

goat milk ‘shrikhand’ and ‘lassi’ as well. 

 

Dairy players oppose free trade pact with EU 
March 26, 2021 

https://www.thehindubusinessline.com/economy/agri-business/dairy-players-oppose-free-trade-pact-with-eu/ar-

ticle34172561.ece 

nclusion of dairy in pact would affect do-

mestic units’ 

Even as the Centre is inching closer to sign a 

Free Trade Agreement (FTA) deal with the Euro-

pean Union (EU), India’s dairy sector has flagged 

some concerns involving livelihood scores of In-

dian farmers. 

The inclusion of dairy products in the FTA is 

feared to hamper farmers’ interests and stymie 

Government’s efforts to boost dairy exports 

from India, they claimed. 

Dairy major and Amul marketer Gujarat Cooper-

ative Milk Marketing Federation Ltd (GCMMF) 

has written a letter to the Union Commerce 

Ministry stating that opening up Indian market 

for European dairies will result into subsidising 

elite consumers at the cost of Indian farmers. 

“Our biggest concern is that EU has export sub-

sidy for their dairies, thereby providing double 

subsidy to farmers and dairies. If they enter the 

Indian market under FTA, it will hurt the Indian 

dairy farmers. We have written to the Union 

Ministry seeking to keep dairy out of the FTA 

negotiations,” RS Sodhi told BusinessLine. 

In the letter dated March 22, GCMMF has said 

that there is no case to further subsidise import 

of dairy products such as Skimmed Milk Powder 

(SMP) as it is already allowed for import under 

Tariff Rate Quota (TRQ) of 10,000 tonnes at 15 

per cent duty against the prevailing 60 per cent. 

“SMP is dried form of milk and is direct substi-

tute of milk. Hence it has direct impact on the 

milk produced in India,” the letter argued. 

Cheese imports 
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On the possibility of cheese imports from Eu-

rope, Sodhi stated that while its imports are al-

lowed at 30 per cent duty without any re-

strictions, a majority of this is gourmet cheese 

variety. “Against this, similar products are pro-

duced by over 15 crore poor dairy farmers of In-

dia for their livelihoods. Thus, any concession in 

high-end products like cheese would prove to 

be concession given to elite consumers at the 

cost of poor farmers,” Sodhi said in the letter. 

Leading private dairy player Parag Milk Foods 

Limited’s Chairman Devendra Shah said the FTA 

move will hurt dairy producers’ interests as it 

will result into dumping of the cheaper dairy 

products from Europe. 

“When there would be cheaper supplies of 

cheese available in the international markets, 

there would be a temptation for other private 

players to source directly from there. This will 

eventually hurt India’s own dairy farming,” Shah 

said, adding that the move needed a reconsid-

eration. 

On the one hand, the Government has encour-

aged dairy products exports with mozzarella 

cheese through performance-linked incentive 

schemes, on the other, it has allowed duty con-

cessions for import of cheese thus defeating the 

very purpose of the scheme. 

India refrained from signing RCEP because of a 

similar threat of import of dairy products from 

Australia and New Zealand. “EU is five times 

bigger producer and control similar market 

share in the global dairy trade. Hence, India 

should completely oppose import of any of the 

dairy products under the HS code 0401 to 

0406,” he added in the request to the Govern-

ment. 

 

Farm to home A2 milk-tech startup Native Milk receives funding 
MAR 25, 2021 

https://dairynews7x7.com/farm-to-home-a2-milk-tech-startup-native-milk-receives-funding/ 

umbai-based farm-to-home A2 milk 

company, Native Milk has raised an 

undisclosed amount of capital in a 

Pre-Series A funding round led by Rukam Capi-

tal and DSG Consumer Partners. Currently, the 

company is offering dairy products, including 

milk and ghee, in Mumbai. Native Milk aspires 

to expand its presence in the overall premium 

milk market in the metro cities with the capital 

infusion while maintaining its USP of traceable 

cruelty-free sourcing in the next three years. 

Founded in 2019 by Abinash Mohanty and 

Rohny Shende, Native Milk has been working on 

integrating a backward process to deliver its 

milk from farm to consumers with its sourcing, 

processing and last-mile delivery infrastructure. 

The company intends to introduce more dairy 

products in its portfolio in the coming days. Na-

tive Milk also endeavours to increase farmers’ 

income and milk’s quality in the supply chain. 

“Milk is an essential part of every Indian family 

– be it a tradition, celebration or daily nutrition. 

While the milk revolution aimed to increase 

milk production and bring it to homes, we want 

to take the revolution forward and bring purity, 

nutrition, innovation, and excitement to the 

category. We are extremely proud to have our 

conviction backed by the esteemed investors 

like Rukam Capital and DSG Consumer Part-

ners” – Co-founders of Native Milk, Abinash 

Mohanty and Rohny Shende. 

Archana Jahagirdar, Managing Partner, Rukam 

Capital, says, “Backward processed Milk with a 

last-mile delivery is the next big thing with 

sourcing premium quality milk. The company 

has been able to successfully induct itself across 

a D2C subscription model. We have been thor-

oughly impressed by the evolution of the 

team’s vision over time and focus on capital-ef-

ficient growth. We are very excited to partner 

with them on their exciting journey to become 

M 
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the next household name in online milk deliv-

ery”. 

“Indians are accustomed to getting their milk 

being delivered at doorstep early in the morn-

ing. However, new-age customers are more 

quality-sensitive than ever before. Startups 

have identified the changing demand and are 

offering tailored, tech-backed services to them. 

Native Milk is offering pure, premium A2 milk 

and milk products sourced with a backward pro-

cess that can be ordered online in a matter of 

seconds.” said Archana. 

Native Milk believes in bringing milk that is 

pure, antibiotic-and-hormone free and with a 

humane sourcing footprint to consumer’s door-

step. Their cows are cared for and graze freely 

on open farms. With India being the largest 

dairy producer globally, its considerable growth 

can be attributed to the value creation and ad-

dition that has been characteristic of this indus-

try. 

Rukam Capital is committed to energising and 

catalyzing the growth of emerging consumer 

brands that have the vision to provide services 

and products to cater to the consumers’ grow-

ing requirements. Rukam Capital has invested in 

Native Milk with an aim to strengthen the foun-

dation of this milk-tech startup in India. 

About Rukam Capital 

Incorporated in 2019, Rukam Capital is a New 

Delhi-based venture capital firm that invests in 

purpose-led founders obsessed with solving 

hard problems at scale by creating products and 

companies that people love. Founded by 

Archana Jahagirdar, Managing Partner of 

Rukam Capital is on a mission to unravel the op-

portunities and potential concealed in the 

startup ecosystem. The firm has accelerated 

funding in several consumer brands, including 

Sleepy Owl, Burger Singh, Svami, GO DESi, The 

Bread Company, Orange Retail Finance, Henry 

& Smith and Misters. 

About DSG Consumer Partners 

DSG Consumer Partners (DSGCP) is an early 

stage venture capital fund focused on investing 

exclusively in consumer brands and businesses 

in India and South East Asia. Since its inception 

in 2013, DSGCP has backed over 40 start-ups 

and helped build some of the leading insurgent 

brands including OYO Rooms (sold to Softbank), 

Zipdial (sold to Twitter), Redmart (sold to 

Lazada), Veeba, Epigamia, Chai Point, Eazydiner, 

SaladStop!, Chope, GOQii, Mswipe, The Moms 

Co, Sleepy Owl Coffee, Simplee Aloe, Piccolo, 

YouVit, Pip & Nut, Sleepy Cat, Vista Rooms, Su-

per Bottoms, Brewlander and others. DSGCP 

currently manages US$200 million of commit-

ted capital and has investment professionals 

and advisors in Mauritius, Singapore and Mum-

bai. 

About Native Milk 

Native Milk is a premium farm-to-home A2 milk 

company. Native Milk is completely backwards 

integrated from farm to consumers with its own 

sourcing, processing and last-mile delivery infra-

structure. Its products include milk and ghee 

currently, with other products in the pipeline. 

The company operates on a D2C subscription 

model in the front end while endeavours to in-

crease farmer income and quality of milk pro-

cured in the supply chain. 

 

 

 

 

 

 



Amul campaigns to bust “myths” about non-dairy beverages 
MAR 25, 2021 

https://dairynews7x7.com/amul-campaigns-to-bust-myths-about-non-dairy-beverages-that-are-alternative-to-

milk/ 

 
n a newspaper advertisement this week, 

dairy cooperative Amul sought to bust 

“myths” about non-dairy beverages that 

are alternative to milk. 

The advertisement states that the term “milk” is 

being encroached by plant-based beverages 

made from soya, almonds, oats and others, 

which Amul believes is misleading for consum-

ers. 

Amul’s aggressive campaign 

Amul has been very aggressive in defending its 

“milk” territory. Beginning with vanaspati, 

which was being marketed as “vegetable ghee”. 

The dairy industry’s claim is that ghee can only 

be milk fat, not vegetable fat. 

Then came ice-cream – that contains about 10 

per cent fat and 11 per cent SNF (solids-not-fat). 

The dairy industry (led by Amul) has led a cam-

paign that only ice-cream containing 10 per 

cent milk fat can be called “ice-cream”. If the 

milk fat is replaced by vegetable oil, the result-

ant product can only be called “frozen dessert” 

even if it contains 11 per cent SNF from milk 

(because the “cream” in ice-cream can only be 

derived from milk). 

More recently, Amul launched “peanut spread”. 

According to it, there is nothing called “peanut 

butter” because “butter” is nothing but clarified 

ghee and can only be derived from milk. So, 

“ghee” is 99.5 per cent milk fat and “butter” is 

82 per cent milk fat. 

FSSAI regulations 

Under new regulations set by the Food Safety 

and Standards Authority of India (FSSAI) in 

2017, a company cannot claim or suggest in ad-

vertisements and packaging that a non-milk 

product is made out of milk. 

By drawing attention to this and other pro-

posed regulations on dairy analogues, Amul is 

making “an appeal of the dairy industry to 

FSSAI” to enforce existing rules and implement 

others on the subject. 

Milk is the normal mammary secretion derived 

from milking of healthy milch animals, whereas 

dairy analogues are plant-based milk substitutes 

made from almonds, soy, coconut and others 

I 
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The nutritional value of plant-based substitutes 

is lower than that of milk derived from a cow or 

a buffalo. However, they are used for the same 

purposes as milk, often by people having die-

tary restrictions, allergies or intolerances arising 

out of dairy products. They are also opted by 

people for ethical or environmental concerns. 

A television advertisement on ice-creams made 

by Amul, which has been emphasising that 

“milk is the dairy industry” and “impersonating 

or masquerading as a dairy product is illegal,” 

was in 2018 found disparaging to frozen dessert 

products by the Bombay High Court. 

The ad showed milk pouring into an Amul cup 

that said “Real milk. Real Ice Cream” and vana-

spati or vegetable oil flowing into a cup that 

said “frozen dessert contains edible vegetable 

oil. 

Hindustan Unilever, Vadilal and other manufac-

turers of frozen desserts had taken Amul’s par-

ent company the Gujarat Cooperative Milk Mar-

keting Federation ltd (GCMMF) to court over 

the ad. 

However the latest advertisement is aimed at 

consolidating consumers from the middle and 

higher income sections, who can afford dairy al-

ternatives and may switch to it. 

Almond and soy milk alternatives are the two 

more popular choices available in the market at 

present, however their price is much higher as 

compared to cow or buffalo milk. 

A litre of soy milk costs around Rs 100, whereas 

almond milk is about Rs 300 — significantly 

higher than cow or buffalo milk which is around 

Rs 50. For those allergic to soy and almonds, 

there are other milk alternatives made from 

rice, coconut and oats. 

Environmental concerns like greenhouse gas 

emissions from the dairy sector, pollution of 

water by improper handling of manure and 

other waste from dairies, also sometimes make 

people switch to non-dairy alternatives. 

Ethical reasons cited by people for switching to 

milk alternatives include cruelty to cows and 

buffaloes at farms. 

 

60K dairy farms to strategize their supply-chain with Dodla- Hesa Global 
MAR 25, 2021 
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5% of India is still under the rural sector 

which is yet to go through development 

and lacks in terms of livelihood and em-

ployment. With this new wave of startup cul-

ture in India and new innovative ideas flowing, 

a lot of startups have been focused towards 

contributing to rural development. These start-

ups are working towards uplifting the rural 

economy and helping the lives of rural people 

by enabling technology. They have been provid-

ing easy solutions in Indian villages where not 

everything is available at the glance of a click. 

These developments are not limited to any one 

sector but are concentrated on improving the 
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village lifestyle holistically, from health to retail. 

Most of these startups are customer centric and 

are empowering them with entrepreneurship 

and income generation. Bridging the divide be-

tween the rural and urban India with the help of 

technology, the startups have gone deep into 

the Indian rural villages with their strong and in-

telligent strategy. They are successfully generat-

ing employment opportunities and encouraging 

quality life. Substantial and inclusive develop-

ment is their key agenda of focus. These 

startups have set a benchmark in terms of their 

contribution for rural development and their ef-

forts should not go unnoticed. 

Frontier Markets– Is an assisted social com-

merce platform that provides rural India with 

high quality solutions. It gives the rural con-

sumer an experience of a “phygital dukaan” 

which is an online and offline purchase experi-

ence where women play a key role as their 

model is gender driven. Their women work 

salesforce, called “Saheli” through their village 

networking have successfully created a niche 

for them in small villages across India. Saral 

Jeevan Saelis use the FM application “Meri Sa-

heli” to showcase their products encouraging 

purchase of goods. FM has made internet con-

sumption effortless in rural India with their 48 

hours delivery and after sales service. They have 

successfully provided jobs to more than 10k 

women, building rural entrepreneurs. FM was 

initially established to ease the rural shopping 

experience providing relevant solutions that 

help them create financial assets, and clean en-

ergy and solar projects later in 2015 they 

adopted the gender module and now have in-

creased their product line to all kinds of rural 

needs. 

Hesa Global- Hesa, a social startup connecting 

Bharat phygitally is providing Last Mile Physical 

& Digital Connect to Rural India. One destina-

tion for all rural problems, Hesa is bridging the 

gap between the rural & urban India by leverag-

ing technology & manpower. Hesa Global is en-

abling technology in rural India for both cus-

tomers and the brands from buying,selling,pro-

moting,delivering, all rolled into one platform. 

Founded in July 2019, Hesa Global so far has 

reached over 7.5 lac rural consumers in 11 dis-

tricts (AP & Telangana). Hesa partners with any 

brand looking out to promote and/or sell their 

products or services (including banking and fi-

nancial services) in rural markets and also con-

nects rural entrepreneurs including farmers to 

sell their products in the market. Hesa has been 

successful at creating an impact in the rural sec-

tor with its social projects like Dodla Dairy, 

which allowed 60,000 dairy farms to strategize 

their supply and earn profit. Another tie up with 

the Govt of Telangana’s StreeNidhi credit coop-

erative Federations, Hesa is empowering 

women groups at the grassroots and providing 

them an avenue to earn a decent livelihood. 

Gramophone- is an AgriTech startup that fo-

cuses on Intelligent Farming providing more 

than 60000 farmers with a platform for Agro-

nomic Intelligence. Founded in 2016 by Nishant 

Vats and Tauseef Khan, Gramophone is a one-

stop e-commerce platform for farmers deliver-

ing agricultural inputs in more than 10,000 vil-

lages. Gramophone provides end-to-end solu-

tions and services to the farming community in 

India enabling them to increase their income by 

giving them the right advice to go to the right 

market to sell the right products. Their services 

range from Super Safe Program providing farm-

ers assistance for their crops from the scratch 

till the end of the harvest such as information 

about the seeds, required pesticides and crop 

nutrition, to SamridhiKit, which is a natural kit 

containing all the microorganisms helping farm-

ers with the nourishment of their soil. Gramo-

phone has also set up Gram Uday centres in vil-

lages in order to support the disrupted rural 

supply chain. It has successfully impacted the 

lives of farmers in India with multiple projects 

and programs led by the company. 



GoCoop-  Is a Bangalore based and India’s only 

online social marketplace around artisans and 

weavers community for craft and handloom ,it 

also organises offline exhibitions and wholesale 

business.. It is a craft supply chain which sup-

ports wholesalers ,retailers and brands for an 

exchange of products without the hassle of a 

middleman and generating more profits.Their 

sellers on the platform including co-operatives, 

small master weavers, entrepreneurs and NGOs 

register online and offline, create their own 

page, upload a list of their products based on 

their pricing and can sell directly to customers 

in India and 14 countries. The startup claims to 

have raised series A funding with more than 

30,000 products, 15,000 registered users, more 

than 250 sellers, and over 4,500 cooperatives. 

The platform is successfully giving the rich In-

dian crafts an opportunity in the Indian and in-

ternational markets. It has most importantly 

made it easy for the village craftsmen and 

women, increasing their profits and supporting 

them. 

Chikitsak-  With the idea to bring easy and af-

fordable healthcare solutions in rural India,Ma-

lind Naik founded Chikitsak. Chikitsak provides a 

screening kit which can easily be used by low 

skilled healthcare workers through technology 

and is portable. Within INR 200 it conducts 

screening for patients in their homes The 

startup largely focuses on non-communicable 

diseases. It conducts a 3 day training workshop 

for its workers before deploying them. The 

technologically driven startup in the healthcare 

sector prevents human error as the patient’s 

basic details, such as height, weight, pulse, 

blood pressure, blood sugar, and vision tests, 

are recorded directly without any manual inter-

vention. The data is stored in the cloud for fu-

ture references and can be accessed by its user 

easily on their phones. 

 

Here’s how a family bonds over Mother Dairy ice creams 
25 March 2021 

https://www.indiantelevision.com/mam/media-and-advertising/ad-campaigns/here-s-how-a-family-bonds-over-

mother-dairy-ice-creams-210325 

 
EW DELHI: With summer around the 

corner, Mother Dairy has rolled out a 

new ice creams campaign 

#KhushiyonKiParampara that targets consumers 

across varied age groups. 

Comprising three ad films, the campaign curates 

the thought of togetherness and family bonding 

while indulging in favoured flavours of ice 

creams. 

The idea of the new campaign revolves around 

the fact that often people in a family, despite 

living together, are disconnected from each 

other as they are busy in their own lives. It is 

centred around a modern family that realises 

that there are very few instances when they get 

to spend time together. 

The new TVC films are tied to the umbrella 

proposition of Rishton Ka Swaad Badhaye and 

aptly depicts an Indian household bonding over 

their love for ice creams, celebrating the occa-N 
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sion as a daily ritual. The ads have been di-

rected by filmmaker Shoojit Sircar, while the 

lead roles have been played by Swanand Kirkire 

as the father and Lubna Salim as the mother. 

Together they have conveyed the thought of 

bonding over ice cream in a persuasive story-

line. 

The six week-long campaign will also be show-

cased across print, digital and outdoor medi-

ums. 

Mother Dairy business head – dairy products 

Sanjay Sharma said, “Through our new cam-

paign, we have attempted to capture those cel-

ebratory family moments over ice creams, 

which are more like a ritual. As a brand we see 

an opportunity to not only capture the mind 

share of our consumers but also the shelf space 

of their refrigerators while offering them quality 

milk-based ice creams in a variety of flavours to 

choose from. The newly launched TVCs aptly 

capture the essence of family bonding and love 

for unique flavours from varied age groups and 

yet come together to greet the occasion beauti-

fully, reflecting our core positioning of Rishton 

ka Swaad Badhaye.” 

Ogilvy India (north) chief creative officer Ritu 

Sharda remarked, “In this ever-evolving world 

that we reside in today, it has become all the 

more important for families to spend time to-

gether (especially during the pandemic). We 

wanted to capture the emotion of togetherness 

through bonding moments over indulgent ice 

creams. Our idea brings a simple ice cream eat-

ing family tradition to light that showcases the 

warmth of relationships." 

 

 

Nestlé India is looking to expand its footprint in the rural markets 
MAR 24, 2021 
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mid subdued growth in the urban mar-

kets, Nestlé India is looking to aggres-

sively expand its footprint in the rural 

markets, with a target to reach 1,20,000 villages 

in the next 2-3 years, bolstered by targeted 

products as well as campaigns, Suresh Nara-

yanan, Chairman and Managing Director, Nestlé 

India said. 

Speaking to select mediapersons, Mr. Nara-

yanan said for the next few quarters, the rural 

market is expected to continue to outpace ur-

ban markets in terms of growth. The company 

had taken steps in the last 2-3 years to enhance 

the rural footprint and the number stood at 

89,000 villages in 2019, from 1,000 villages in 

2017, he added. 

A 

https://dairynews7x7.com/nestle-india-is-looking-to-expand-its-footprint-in-the-rural-markets/


“The target that we have got is to reach 

1,20,000 villages — that is all villages with a 

population of more than 5,000. That is the kind 

of reach we are looking to establish in the next 

2-3 years. There is a very strong determination 

as far as expanding our rural footprint is con-

cerned,” Mr. Narayanan said. 

The company, for which currently a third of its 

business comes from the urban market, rural 

markets have shown accelerated growth during 

the entire period of the pandemic. In the De-

cember quarter, the company’s overall domes-

tic sales grew by about 10%. While growth in 

the urban market stood at 6%, rural sales 

growth was almost twice that. 

Talking about the efforts to expand footprint in 

rural markets, Mr. Narayanan said this will be 

done not only via expansion of the distribution 

network, but also by tweaking the relevant 

parts of the portfolio. “The work is on, in terms 

of renovating and innovating some products 

that we will put out in the rural and semi-urban 

markets. We will look at different models and 

channels of distribution to access smaller mar-

kets and finally communication thrust of the 

company will also go towards campaigns, mes-

saging and advertising that will be more rural 

centric,” he added. 

Replying to a query on the growth of industry, 

he said, “I’m a firm believer in the consumption 

story of this country.” He said every research 

notes that the packaged goods market is set to 

double in the next 5-10 years from about $35 

billion now, to $70 billion. “Because of the pan-

demic there could be some delay in that, but I 

don’t think we will be denied that…And there 

are a few demographic and economic reasons 

why that would probably be the case.” 

He pointed out that between 2018-19 and 

2030, India is expected to add almost 140 mil-

lion households to the aspiring and the affluent 

class in the country. And the bottom of the pyr-

amid, which is really those deprived, is going to 

shrink. “This clearly means that there is going to 

be an increasing proclivity towards the con-

sumption of packaged goods, and also of 

branded goods of whatever kind during this pe-

riod,” he said. 

He further added that rural India and semi-ur-

ban India were really areas to watch out for in 

terms of continued resilience over a period of 

time. 

Talking about the urban markets, he said they 

had been badly affected because of the lock-

down and the migration that took place. Mr. 

Narayanan said that there were already signs of 

improvement and urban markets should start to 

come back in the next couple of quarters pro-

vided “nothing goes terribly wrong as far as the 

evolution of pandemic” is concerned. 

 

 

 

 

 

 

 

 

 

 

 

 



Zydus eyes ghee segment with launch of Nutralite Doodhshakti 
MAR 24, 2021 
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ith a focus on grabbing a bigger 

share of the packaged food busi-

ness, Zydus Wellness is targeting the 

ghee segment. It has also been ramping up its 

overall direct distribution across urban and rural 

regions. 

The company recently launched ghee and probi-

otic butterspread under the brand Nutralite 

Doodhshakti. 

Focus on retail sales 

Tarun Arora, CEO, Zydus Wellness said, “In the 

past, the ghee franchise was more focussed on 

sales at CSD stores and in bulk packs with a B2B 

focus. But now we are focussing on reducing 

bulk sales and increasing the retail sales. We are 

rolling out Nutralite Doodhshakti ghee across 

modern trade, general trade stores and e-com-

merce across the country. In the next few 

months, we will be rolling out a new route-to-

market strategy for the urban markets.” 

The company’s initial focus is to grow sales of 

the brand in the North and the West regions 

and gradually across the country. 

“In the past one year, We have ramped up our 

direct distribution by more than 50-55 per cent 

since July, across both rural and urban regions,” 

he added. 

According to a research report by ICICI Direct, 

the company will increase its direct distribution 

reach to nearly 0.5 million outlets by the end of 

March. The company’s net sales in the Decem-

ber quarter grew by 15.6 per cent led by strong 

double digit growth in Sugar Free and sustained 

growth in other brands, the report added. 

Zydus Wellness fast-tracked many launches last 

year such as Sugar Free D’lite Chocolate, Nutral-

ite Choco-spreads and Nycil sanitiser wipes. 

Arora said the focus on building an innovation 

pipeline will continue this year. 

Meanwhile, the company is also looking at 

strengthening its market share in the malt-

based beverage category with brand Complan. 

Arora said the company is investing significantly 

behind the brand to grow its penetration 

through ramped up distribution and stronger 

consumer engagements. “As of February, Com-

plan’s distribution crossed the 5.5 lakh outlets-

mark, which is the highest distribution in the 

past three years,” Arora added. 
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Govt to launch Rs 5000 Crores dairy entrepreneurship scheme 
MAR 24, 2021 
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he Centre will soon roll out a ₹5,000-

crore scheme to promote entrepreneur-

ship in the animal husbandry sector, 

with the twin objective of increasing productiv-

ity and reducing input costs, Atul Chaturvedi, 

secretary, ministry of fisheries, animal hus-

bandry and dairying said in an interview. 

The focus will shift from alleviating poverty to 

encouraging more investments in the sector, he 

added. The scheme will initially run for five 

years and seeks to create a chain of entrepre-

neurs who will breed quality farm animals (such 

as cows, buffaloes, goats and pigs) and sell 

them to farmers. The Centre will provide up to 

50% subsidy to entrepreneurs, Chaturvedi said. 

They can avail bank loans to meet capital ex-

penditure requirements, for buying breeds and 

technology. 

“We want to replicate the success of private 

hatcheries prevalent in the poultry industry 

without government intervention. Livestock 

output has been growing at 8% CAGR (com-

pound annual growth rate) for the last few 

years and it has the potential to grow at double 

digits if properly incentivized which could lead 

to tripling or quadrupling of farmers’ income. 

This will also give a boost to building an Atma-

nirbhar Bharat,” he said. 

The Centre seeks to create rural entrepreneurs 

for producing cheaper fodder through the year. 

“Quality green fodder is available for only two 

to three months of a year and there is also huge 

geographical imbalance. By converting green 

fodder into silage, such rural entrepreneurs can 

supply preserved green fodder round the clock 

throughout the year and at a much cheaper 

price than concentrate feed available in the 

market.” 

Chaturvedi said the Centre is looking at a hub-

and-spoke model. “Farmers can grow the fod-

der between two crop seasons and entrepre-

neurs can process it using machinery and con-

vert it into silage and sell it at nearby markets at 

one-tenth the price of concentrate feed.” 

T.K. Mohanty, principal scientist (animal repro-

duction) at Karnal based National Dairy Re-

search Institute, said the government must pri-

oritize feeder entrepreneurs over breeder en-

trepreneurs, and needs a 20-year plan for the 

scheme to succeed. “In last 70 years, we have 

been able to do only 35% artificial insemination. 

It can’t be changed overnight. It requires edu-

cating farmers and breeders and making tech-

nology and money available at the right place. 

Also, one needs to be mindful that the model 

which will work in one region may not work 

across India.” 
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1,000 Vijaya Dairy outlets to be set up across Telangana State 
MAR 24, 2021 
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nimal Husbandry Minister Talasani 

Srinivas Yadav said on Friday that Vi-

jaya Dairy would soon increase the 

number of outlets in the State to 1,000 in view 

of the increase in customer base. This will also 

help in generating employment to over one lakh 

people, he said. 

Addressing a press conference at Telangana 

Rashtra Samithi Legislature Party office here, 

the Minister said marketing facilities would also 

be provided to Vijaya Dairy to compete with pri-

vate companies to sell its products and the new 

ice-cream range that has already been 

launched. 

Stating that preference was given to dairy de-

velopment in the budget, Srinivas Yadav said Vi-

jaya dairy, which was earlier in losses to the 

tune of Rs 30 crore, had now emerged as a 

profit-making unit. State dairies, with a turno-

ver of Rs 600 crore, have so far recorded over 

Rs.60 crore in profits. The dairy sector that was 

on the verge of closure has now become a 

profit generating sector in the State. “The entire 

credit goes go to Chief Minister K Chandrashek-

har Rao,” he said. 

The Animal Husbandry department was getting 

more recognition under the leadership of Chief 

Minister. As promised earlier, the State govern-

ment was releasing Rs.30 crore to encourage 

dairy farmers in the State, the Minister said 

adding that the welfare of dairy farmers was an 

important issue for the government. 

There are as many as 2.15 lakh members in 

dairy societies, Srinivas Yadav said, adding that 

guidelines would soon be prepared for distrib-

uting three lakh sheep to the shepherds com-

munity in the State. 

“We will prepare guidelines in such a manner 

that there would be no scope for irregularities,” 

he said, adding fodder grass seeds would also 

be given to the beneficiaries. 

The Fisheries department has drawn up plans to 

launch 150 mobile outlets to sell quality fish to 

people who are presently going to the popular 

Ramnagar fish market and Begum Bazaar along 

with other markets. “We will soon sell quality 

fish in colonies through our mobile outlets,” the 

Minister said. 

 

Rs 4 per litre milk subsidy released to Karimnagar dairy farmers 

MAR 24, 2021 

https://dairynews7x7.com/rs-4-per-litre-milk-subsidy-released-to-karimnagar-dairy-farmers/ 

 

ood news to the milk farmers of Ka-

rimnagar Dairy as the State govern-

ment has announced release of Rs 4 

per litre incentive to a tune of Rs 26.19 crore to 

the farmers of integrated Karimnagar district 

from January 2019 onwards. 

Ch Rajeshwara Rao, Chairman of Karimnagar 

Milk Producer Company Limited, along with 

A 
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Mother Dairy Chairman Gutta Jitender Reddy 

made a complaint regarding this. The complaint 

was made to IT and Municipal Administration 

Minister KT Rama Rao, Animal Husbandry Min-

ister T Srinivas Yadav, Finance Minister T Harish 

Rao and Energy Minister G Jagadish Reddy in 

the Assembly lobbies in Hyderabad on Tuesday. 

The Ministers assured to release the incentive 

of Rs 4 per litre to the farmer immediately. 

On behalf of dairy farmers, Karimnagar Dairy 

Chairman Ch Rajeshwara Rao along with the 

Board of Directors thanked the State govern-

ment and the Ministers for promising release of 

the incentive amount to farmers. 

 

 

Rukam Capital and DSG Consumer Partners lead Pre-series A funding for milk-tech 

startup Native Milk 
National, March 23rd, 

http://bwdisrupt.businessworld.in/article/Rukam-Capital-and-DSG-Consumer-Partners-lead-Pre-series-A-funding-

for-milk-tech-startup-Native-Milk/24-03-2021-384680/ 

ational, March 23rd, 2021: Mumbai-

based farm-to-home A2 milk company, 

Native Milk has raised an undisclosed 

amount of capital in a Pre-Series A funding 

round led by Rukam Capital and DSG Consumer 

Partners. Currently, the company is offering 

dairy products, including milk and ghee, in 

Mumbai. Native Milk aspires to expand its pres-

ence in the overall premium milk market in the 

metro cities with the capital infusion while 

maintaining its USP of traceable cruelty-free 

sourcing in the next three years.  

Founded in 2019 by Abinash Mohanty and 

Rohny Shende, Native Milk has been working on 

integrating a backward process to deliver its 

milk from farm to consumers with its sourcing, 

processing and last-mile delivery infrastructure. 

The company intends to introduce more dairy 

products in its portfolio in the coming days. Na-

tive Milk also endeavours to increase farmers' 

income and milk's quality in the supply chain.  

"Milk is an essential part of every Indian family - 

be it a tradition, celebration or daily nutrition. 

While the milk revolution aimed to increase 

milk production and bring it to homes, we want 

to take the revolution forward and bring purity, 

nutrition, innovation, and excitement to the 

category. We are extremely proud to have our 

conviction backed by the esteemed investors 

like Rukam Capital and DSG Consumer Part-

ners" - Co-founders of Native Milk, Abinash Mo-

hanty and Rohny Shende.  

Archana Jahagirdar, Managing Partner, Rukam 

Capital, says, "Backward processed Milk with a 

last-mile delivery is the next big thing with 

sourcing premium quality milk. The company 

has been able to successfully induct itself across 

a D2C subscription model. We have been thor-

oughly impressed by the evolution of the team's 

vision over time and focus on capital-efficient 

growth. We are very excited to partner with 

them on their exciting journey to become the 

next household name in online milk delivery".  

"Indians are accustomed to getting their milk 

being delivered at doorstep early in the morn-

ing. However, new-age customers are more 

quality-sensitive than ever before. Startups 

have identified the changing demand and are 

offering tailored, tech-backed services to them. 

Native Milk is offering pure, premium A2 milk 

and milk products sourced with a backward pro-

cess that can be ordered online in a matter of 

seconds." said Archana. 

 Native Milk believes in bringing milk that is 

pure, antibiotic-and-hormone free and with a 

humane sourcing footprint to consumer's door-

step. Their cows are cared for and graze freely 

on open farms. With India being the largest 
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dairy producer globally, its considerable growth 

can be attributed to the value creation and ad-

dition that has been characteristic of this indus-

try.  

Rukam Capital is committed to energising and 

catalyzing the growth of emerging consumer 

brands that have the vision to provide services 

and products to cater to the consumers' grow-

ing requirements. Rukam Capital has invested in 

Native Milk with an aim to strengthen the foun-

dation of this milk-tech startup in India.  

About Rukam Capital 

Incorporated in 2019, Rukam Capital is a New 

Delhi-based venture capital firm that invests in 

purpose-led founders obsessed with solving 

hard problems at scale by creating products and 

companies that people love. Founded by 

Archana Jahagirdar, Managing Partner of 

Rukam Capital is on a mission to unravel the op-

portunities and potential concealed in the 

startup ecosystem. The firm has accelerated 

funding in several consumer brands, including 

Sleepy Owl, Burger Singh, Svami, GO DESi, The 

Bread Company, Orange Retail Finance, Henry 

& Smith and Misters.  

About DSG Consumer Partners 

DSG Consumer Partners (DSGCP) is an early 

stage venture capital fund focused on investing 

exclusively in consumer brands and businesses 

in India and South East Asia. Since its inception 

in 2013, DSGCP has backed over 40 start-ups 

and helped build some of the leading insurgent 

brands including OYO Rooms (sold to Softbank), 

Zipdial (sold to Twitter), Redmart (sold to 

Lazada), Veeba, Epigamia, Chai Point, Eazydiner, 

SaladStop!, Chope, GOQii, Mswipe, The Moms 

Co, Sleepy Owl Coffee, Simplee Aloe, Piccolo, 

YouVit, Pip & Nut, Sleepy Cat, Vista Rooms, Su-

per Bottoms, Brewlander and others. DSGCP 

currently manages US$200 million of commit-

ted capital and has investment professionals 

and advisors in Mauritius, Singapore and Mum-

bai.  

About Native Milk 

Native Milk is a premium farm-to-home A2 milk 

company. Native Milk is completely backwards 

integrated from farm to consumers with its own 

sourcing, processing and last-mile delivery infra-

structure. Its products include milk and ghee 

currently, with other products in the pipeline. 

The company operates on a D2C subscription 

model in the front end while endeavours to in-

crease farmer income and quality of milk pro-

cured in the supply chain. 

 

India’s Goodmylk Launches its First Vegan Cheese Product 
March 23, 2021 

https://vegconomist.com/products-and-launches/indias-goodmylk-launches-its-first-vegan-cheese-product/ 

ndian plant milk producer Goodmylk, 

whose existing portfolio consists of nut- 

and and oat-based milks, vegan mayon-

naise, chocolate, vegan butter and peanut curd, 

announces it is entering the cheese alternative 

market with a vegan cheddar product. In Janu-

ary 2020 the startup raised INR 3 cr – the equiv-

alent of over $400,000, in its second seed 

round. 

Samples of the new, clean label cheese prod-

uct can be ordered through the website at pre-

sent for the Bengaluru area only, as the brand 

carries out consumer testing and gathers feed-

back for further product development. 

Vegan business has been steadily increasing in 

India where a survey in 2019 found that 63% of 

Indians were willing to replace meat with plant-

based options. A study released today finds that 

the Indian Meat Substitutes Market is esti-

mated to reach over USD47.57 million in value 

terms by the end of FY2026 and is forecast to 

grow at CAGR of 7.48% during FY2021E-

FY2026F. 
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However, dairy is a serious business in the 

country:  187.7 million tons of cows’ milk was 

produced between 2018 and 2019 whereas be-

tween 2000 – 20001 only 80.6 million tons were 

produced. It is to this issue that Goodmylk sets 

out to raise awareness. 

“Adults [in India] don’t want to simply drink a 

glass of milk. They use it in their teas and cof-

fees and cakes; here is where vegan products in 

India need to improve,” said founder Abhay 

Rangan las year to Sentient Media. 

 

Govt plans scheme for agri entrepreneurs 
22 Mar 2021, 07:19 AM IST 

https://www.livemint.com/news/india/govt-plans-scheme-for-agri-entrepreneurs-11616353105678.html 

 
he Centre will soon roll out a ₹5,000-

crore scheme to promote entrepreneur-

ship in the animal husbandry sector, 

with the twin objective of increasing productiv-

ity and reducing input costs, Atul Chaturvedi, 

secretary, ministry of fisheries, animal hus-

bandry and dairying, said in an interview. 

The focus will shift from alleviating poverty to 

encouraging more investments in the sector, he 

added. The scheme will initially run for five 

years and seeks to create a chain of entrepre-

neurs who will breed quality farm animals (such 

as cows, buffaloes, goats and pigs) and sell 

them to farmers. The Centre will provide up to 

50% subsidy to entrepreneurs, Chaturvedi said. 

They can avail bank loans to meet capital ex-

penditure requirements, for buying breeds and 

technology. 

“We want to replicate the success of private 

hatcheries prevalent in the poultry industry 

without government intervention. Livestock 

output has been growing at 8% CAGR (com-

pound annual growth rate) for the last few 

years and it has the potential to grow at double 

digits if properly incentivized which could lead 

to tripling or quadrupling of farmers’ income. 

This will also give a boost to building an Atma-

nirbhar Bharat," he said. 

The Centre seeks to create rural entrepreneurs 

for producing cheaper fodder through the year. 

“Quality green fodder is available for only two 

to three months of a year and there is also huge 

geographical imbalance. By converting green 

fodder into silage, such rural entrepreneurs can 

supply preserved green fodder round the clock 

throughout the year and at a much cheaper 

price than concentrate feed available in the 

market." 

Chaturvedi said the Centre is looking at a hub-

and-spoke model. “Farmers can grow the fod-

der between two crop seasons and entrepre-

neurs can process it using machinery and con-

vert it into silage and sell it at nearby markets at 

one-tenth the price of concentrate feed." 

T.K. Mohanty, principal scientist (animal repro-

duction) at Karnal based National Dairy Re-

search Institute, said the government must pri-

oritize feeder entrepreneurs over breeder en-

trepreneurs, and needs a 20-year plan for the 

scheme to succeed. “In last 70 years, we have 

been able to do only 35% artificial insemination. 

It can’t be changed overnight. It requires edu-

cating farmers and breeders and making tech-

nology and money available at the right place. 

Also, one needs to be mindful that the model 

which will work in one region may not work 

across India." 
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How buffalo milk and meat can help double farmers’ income 
March 21, 2021 10:40:42 pm 

https://indianexpress.com/article/opinion/how-buffalo-milk-and-meat-can-help-double-farmers-income-7238803/ 

 
ndia is the world’s second-largest producer 

of farm products and blessed with 140 mil-

lion hectares of sown farmland, nearly 

1,200 mm of average annual rainfall and as 

many as 15 agro-climatic zones. 

However, despite this treasure of resources, In-

dia’s agricultural exports are hardly $ 40 billion 

a year. With the world expected to add another 

2 billion to the current population of 6.8 billion 

by 2050, we can easily boost annual farm ship-

ments to over $ 100 billion in the near future, 

which will also help in more than doubling our 

farmers’ incomes. 

But this requires a coordinated strategy and lev-

eraging our inherent competitive advantage. 

Consider milk, where we are not just the 

world’s leading producer, but also home to the 

largest population of buffaloes. This offers a 

unique opportunity for our farmers to rear 

these animals for both milk and meat. 

Dairy cooperatives ensure that farmers receive 

roughly three-fourths of what consumers pay 

for milk. The domestic buffalo meat industry 

does the same: The Rs 25,000-26,000 that the 

farmer gets for a 300-kg spent animal now is 

75-80 per cent of the free-on-board export real-

isation from buffalo meat. Why should the In-

dian dairy farmer be deprived of the “twin ben-

efits” (from milk and meat) that will also lead to 

a “doubling” of his income? 

The estimated global export market for bovine 

meat is around $50 billion. In 2014, India be-

came the world’s biggest exporter and it was 

entirely buffalo meat. But, between 2014-15 

and 2019-20, the value of our buffalo meat ex-

ports fell from $4.78 billion to $3.20 billion. This 

was unfortunate, considering India’s vast ani-

mal population (109.85 million buffaloes as per 

the 2019 Livestock Census) and the world-class 

plants built by the industry. 

Despite significant policy support from the gov-

ernment, we are still finding it difficult to pene-

trate markets beyond Southeast Asia, West Asia 

and North Africa. Non-tariff barriers by the Eu-

ropean Union, US and China pose a challenge to 

realising the true potential of Indian buffalo 

meat. The frozen, de-boned and de-glanded 

meat that we export fully conform to the stand-

ards and guidelines laid down by the OIE (World 

Organisation for Animal Health). Yet, there are 

many large meat-importing countries that are 

OIE members that do not follow its charter. This 

needs to be negotiated on a bilateral basis, 

more so with the government already taking 

the lead in correcting the one-sided imbalances 

that have arisen from free trade agreements 

signed with some of these countries. 

On the domestic front, too, the current govern-

ment deserves appreciation for sanctioning Rs 

13,343 crore for 100 per cent vaccination of 

livestock against Foot and Mouth Disease and 

brucellosis, apart from allocation of Rs 15,000 

crore under the Animal Husbandry Infrastruc-

ture Fund. What is necessary now is to imple-

ment these programmes on a war footing. 

It is important to note that almost two-thirds of 

India’s buffalo meat is contributed by Uttar Pra-

desh, which is also the country’s largest milk 

producer. Moreover, this state is a major tan-

ning-cum-leather goods manufacturing hub. 

Our plants produce not only meat, but also 

quality raw hide for the leather industry, be-

sides gelatin (from animal bones) for pharma 

units and tallow (from fat) for biodiesel makers. 
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Not for nothing is the buffalo a source of wealth 

for UP’s and India’s farmers. 

Tapping this wealth calls for a structured ap-

proach that is truly farmer-centric. Buffalo meat 

from India should be promoted as a natural 

product. Our animals are not fed bone or blood 

meal and neither are any growth promoters and 

hormones administered. As an industry, we are 

committed to upgrading our sanitary protocols 

and take responsibility for the quality of pro-

duce that reinforces Brand India’s credibility. 

Once the FMD vaccination drive takes off — 

hopefully with Covid-19 behind us — along with 

tagging of animals, it can set the stage for trace-

ability of products that can act as a force multi-

plier for our exports. 

Another government scheme that has huge 

promise is the Salvaging and Rearing of Male 

Buffalo Calves. Farmers can be encouraged to 

rear them to full-grown adults exclusively for 

supplying to meat plants. This already-existing 

scheme of the Ministry of Animal Husbandry 

needs to be rolled out at the district level, with 

hand-holding by district veterinary officers and 

in cooperation with the industry. As an agro-in-

dustry with close linkages with the farming 

community, there is no reason to impose a 40 

per cent duty on exports of raw salted buffalo 

hides and not extending benefits under RoDTEP 

(Remission of Duties and Taxes on Export Prod-

ucts) to meat exports. 

Finally, it is necessary to point out that the neg-

ative narrative that animal activists are weaving 

about the sector is ultimately going to harm the 

interests of our farmers. Animal husbandry is 

central to realising the Prime Minister’s noble 

goal of doubling farmers’ income. And let it 

come as much from their milk as meat and skin. 

 

 

‘Asli swaad zindagi ka’ — this 90s Cadbury Dairy Milk commercial changed Indian adver-

tising 

20 March, 2021 3:10 pm IST 

https://theprint.in/features/brandma/asli-swaad-zindagi-ka-this-90s-cadbury-dairy-milk-commercial-

changed-indian-advertising/623969/ 

 
ew Delhi: The image of a long-haired 

girl dancing on a cricket ground in una-

bashed glee is sure to ring a bell 

among chocolate-lovers across India. 

In 1994, confectionery giant Cadbury Dairy Milk, 

along with director Mahesh Mathai and adver-

tising firm Ogilvy & Mather, launched the iconic 

advertisement featuring a young girl in a blue 

patterned dress, munching on a Cadbury choco-

late bar on the sidelines of a cricket match. 

When the batsman, presumably her male 

friend, scores the winning run, the crowd 

cheers while she runs past security onto the 

field and performs an awkward celebratory 

dance while the “asli swaad zindagi ka” tagline 

plays in the background. 

The advertisement not only left an imprint on 

viewers, but was also a critical element of Cad-

bury’s campaign to change the perception that 

chocolates were only for children and to expand 

the product’s target audience. 

Speaking to ThePrint, Prakash Nair, associate 

president and integrated brand leader at Ogilvy 

& Mather, said, “Before the ad came out, Cad-

bury chocolate was always targeted as a gift 
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from a parent to a child or a treat for the child. 

It was low hanging fruit. The brand needed real 

impetus for growth” 

Nair added, “That’s when the ad came in. It was 

meant to appeal not just to kids but the kid in 

everyone”. 

 

Telangana to set up 1,000 Vijaya Dairy outlets across State 
19th Mar 2021 

https://telanganatoday.com/telangana-to-set-up-1000-vijaya-dairy-outlets-across-state 

 
yderabad: Animal Husbandry Minister 

Talasani Srinivas Yadav said on Friday 

that Vijaya Dairy would soon increase 

the number of outlets in the State to 1,000 in 

view of the increase in customer base. This will 

also help in generating employment to over one 

lakh people, he said. 

Addressing a press conference at Telangana 

Rashtra Samithi Legislature Party office here, 

the Minister said marketing facilities would also 

be provided to Vijaya Dairy to compete with pri-

vate companies to sell its products and the new 

ice-cream range that has already been 

launched. 

Stating that preference was given to dairy de-

velopment in the budget, Srinivas Yadav said Vi-

jaya dairy, which was earlier in losses to the 

tune of Rs 30 crore, had now emerged as a 

profit-making unit. State dairies, with a turno-

ver of Rs 600 crore, have so far recorded over 

Rs.60 crore in profits. The dairy sector that was 

on the verge of closure has now become a 

profit generating sector in the State. “The entire 

credit goes go to Chief Minister K Chandrashek-

har Rao,” he said. 

The Animal Husbandry department was getting 

more recognition under the leadership of Chief 

Minister. As promised earlier, the State govern-

ment was releasing Rs.30 crore to encourage 

dairy farmers in the State, the Minister said 

adding that the welfare of dairy farmers was an 

important issue for the government. 

There are as many as 2.15 lakh members in 

dairy societies, Srinivas Yadav said, adding that 

guidelines would soon be prepared for distrib-

uting three lakh sheep to the shepherds com-

munity in the State. 

“We will prepare guidelines in such a manner 

that there would be no scope for irregularities,” 

he said, adding fodder grass seeds would also 

be given to the beneficiaries. 

The Fisheries department has drawn up plans to 

launch 150 mobile outlets to sell quality fish to 

people who are presently going to the popular 

Ramnagar fish market and Begum Bazaar along 

with other markets. “We will soon sell quality 

fish in colonies through our mobile outlets,” the 

Minister said. 
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Sri Kumar Misra from Milk Mantra wishes to transform the food value chain 

MAR 18, 2021 

https://dairynews7x7.com/sri-kumar-misra-from-milk-mantra-wishes-to-transform-the-food-value-

chain/ 

 
n 2009, Srikumar Misra quit his lucrative job 

in London to return home and start an ethi-

cal sourcing model with Milk Mantra. 

“Growing up, I often interacted with farmers 

and their children at my grandparent’s farm. 

These children would grow up and work to sup-

port their families and would never get a 

chance to come out of generational poverty. 

This foundational memory stayed with me as I 

started Milk Mantra,” reminisces Misra. 

With ethical sourcing from small farmers at its 

core, Milk Mantra is a new-age tech-enabled 

platform powering the Indian dairy and agricul-

tural sector. It connects over 68,000 farmers to 

over 300,000 households daily. The organisa-

tion not only ensures that farmers get the right 

price each time but also empowers them by ex-

tending a wide variety of extension services 

aimed at achieving quality milk production. 

Milk Mantra, with its brand Milky Moo, has cre-

ated livelihood at scale with sustained ability to 

provide regular and sustainable income in the 

hands of farmers who live in abject poverty. The 

company’s impact is noticeable in its commer-

cial viability with revenues scaling from $2 mil-

lion in 2013 to $30 million in 2020. 

With the motto of “Happy Farmers = Happy 

Cows = Best Milk!” Milk Mantra’s ethical sourc-

ing has disrupted the erstwhile practices of milk 

sourcing and uses technology to eliminate mid-

dlemen. 

India is both the world’s largest producer and 

consumer of dairy products by volume, with 

more than 20 percent of the world’s total milk 

production. However, there has been negligent 

innovation in the sector and 70 percent of the 

milk industry is highly unorganised, raising con-

cerns over adulteration. Misra considered this 

to be a tremendous opportunity to create an 

exciting and engaging dairy brand, leveraging 

his experience and observations of several in-

ternational markets. 

“It’s been fulfilling to have assisted thousands 

of farmers to improve their lives and at the 

same time ensure thousands of consumers are 

able to access high-quality yet nutritious food. 

We need to give back what we take and it’s only 

possible when we align our thinking to tackle 

the real-world problems that affect our country 

in a unique way. There is much to be done and 

we are just getting started,” he adds. 

“Milk Mantra’s scalable business model is sup-

ported by cutting edge technology but it also 

has a grassroot connect. It is empowering local 

communities by giving them a source of sustain-

able income while being commercially viable.” 

Padmanand V, Partner, Grant Thornton Bharat 

LLP”A challenger brand, Milk Mantra has set up 

its own niche in the highly competitive dairy 
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sector, through its regional strong play. Focused 

on the highest standards of governance and 

farmer welfare, Mr Misra has been mooing 

growth with sustained social impact.” Aman 

Dhall, Founder, CommsCredible 

 

 

Animal husbandry department is looking at creating Cow factories in India 
MAR 18, 2021 

https://dairynews7x7.com/animal-husbandry-department-is-looking-at-creating-cow-factories-in-india/ 

 
he Animal Husbandry department is 

looking at creating ‘cow factories’ in 

which embryos and semen from supe-

rior breed cattle, fertilised in labs, will then be 

implanted into low-productive cows owned by 

farmers.  

Atul Chaturvedi, Secretary (Animal Husbandry), 

told ThePrint that since 2017 — when the first 

calf was born in India through in-vitro fertilisa-

tion (IVF) —  the department has already ‘pro-

duced’ 1,500 calves and created 5,000 em-

bryos.  

The department now aims to take this technol-

ogy out of the labs and popularise it among In-

dian farmers with the help of NGOs and the pri-

vate sector.  

“This is going to revolutionise the field of animal 

husbandry in India,” Chaturvedi said. “Our aim 

is not to increase the population of livestock but 

rather improve the breeding and productivity, 

apart from creating disease-free cattle at a 

faster rate.” 

According to Chaturvedi, the semen and eggs 

will come from indigenous cow breeds such as 

Sahiwal, Gir, Red Sindhi, Rathi, Tharparkar, 

Kankrej (cattle breeds) and buffalo breeds such 

as Murrah, Jaffarabadi, Nili Ravi, Mehsana and 

Banni.   

“Semen will be obtained from elitist of the elite 

bulls available in the country of the above men-

tioned breeds,” he said. 

The secretary further said that successful trials 

of the IVF technology were conducted by the 

National Dairy Development Board at Anand in 

Gujarat in collaboration with Brazil’s EMBRAPA 

Dairy Cattle.  

Chaturvedi said the advanced technology can 

produce multiple versions of superior female 

germplasm.  

“The productivity and breeding that could not 

have been achieved in seven generations of cat-

tle are now going to be achieved in one genera-

tion,” he said. 

“This is what minister Giriraj Singh meant when 

he talked about the ‘cow factories’. We will 

have donor cows and surrogate cows. The supe-

rior female cattle will become donor mothers 

and the low productive cows will bear the calf 

of the superior cow. The embryos will be pro-

duced in labs just like we produce test-tube ba-

bies for humans.” 

17 laboratories functional all over India 

The animal husbandry and fisheries department 

had sanctioned 31 laboratories to clone cows in 

2019, Chaturvedi said, adding that 17 of them 

are functional as of now.  

Around 10 of the labs are producing embryos 

through IVF technology and the rest are still us-

ing the earlier Multiple Ovulation and Embryo 

Transfer (MOET) technology.  

Chaturvedi said the difference is that through 

MOET technology, a farmer can get 10-20 calves 

born of superior female breeds in a year 
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whereas through OPU-IVF technology, the aver-

age is 20-40 calves in a year. 

The government is also set to allow universities, 

livestock development boards and private play-

ers to develop embryos and sell them to farm-

ers. 

To popularise the IVF technology among farm-

ers 

The department is set to launch the Accelerated 

Breed Improvement Programme, through which 

it hopes to transfer the embryos to farmers. Un-

der the initiative, a target of two lakh embryos 

has been set up for the next three years.  

The National Dairy Development Board will be 

the nodal agency.  

Chaturvedi said every farmer will be given a 

subsidy of Rs 5,000 on each successful preg-

nancy. “Along with the subsidy on pregnancies 

through IVF, we are also going to set up call 

centres for this,” he told ThePrint. 

“NGOs like J.K. Trust are also demonstrating the 

technology in the remote areas of northern 

states so that the farmers can be encouraged,” 

he added. “Right now, the average cost of IVF 

technology is 30,000 per calf, which is expen-

sive but with private players in the market and 

the government’s added incentive, the average 

cost would be Rs 20,000.” 

“Farmers applying for IVF from a service pro-

vider will get assured pregnancy tested at 90 

days,” he further said.  

Dr. Shyam Zawar of J.K. Trust told ThePrint, “We 

have been demonstrating the technology 

through mobile vans in Punjab, Rajasthan and 

Bihar. We take our mobile vans to remote vil-

lages and popularise IVF.” 

 

 

Mayor of Patiala will take stern action against suppliers of spurious milk 
MAR 18, 2021 

https://dairynews7x7.com/mayor-of-patiala-will-take-stern-action-against-suppliers-of-spurious-milk/ 

 
he Municipal Corporation (MC) will take 

action against those preparing spurious 

milk in the city. Officials of the MC today 

held a meeting with dairy farmers, being shifted 

to a new project, wherein the Mayor gave as-

surance to fulfil their demands and address all 

issues. 

During meeting officials said over 85 units out 

of 134 at the dairy project in Ablowal village 

had been allotted. The project worth Rs13 crore 

is supposed to come up on a 26-acre site. 

Dairy farmers said they were facing issues with 

respect to seeking loans for establishing dairy 

farms among others. They were not able to get 
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loans from banks as many of them were above 

60 years, dairy farmers added. 

Others pointed out that spurious milk was being 

prepared in the city. “We are in competition 

with Verka with respect to milk price and also 

those, who are preparing spurious milk and 

playing with lives of consumers. We can’t com-

pete with them,” dairy farmers said. 

Mayor Sanjeev Sharma said, “The MC will initi-

ate action against all such illegal acts. Dairy 

farmers should bring the matter to the notice of 

the MC and action will be initiated against viola-

tors while keeping the identity of informers se-

cret.” 

 

Chittoor has supplied 7 crore litres of milk to Delhi through Doodh Duronto 
MAR 18, 2021 

https://dairynews7x7.com/chittoor-has-supplied-7-crore-litres-of-cow-milk-to-delhi-through-doodh-duronto/ 

 
hittoor being one of the leading milk 

producing district, has transported 7 

crore litres of milk from Renigunta junc-

tion to New Delhi in the current financial year. 

Through the dedicated Doodh Duronto specials 

which the South Central Railway has been oper-

ating on a daily basis since July 15, the milk is 

being transported to meet the increasing de-

mand. 

This was the highest ever transportation of milk 

since its commencement in 2011-12. It may be 

recalled that initially the milk tankers were at-

tached to regular superfast trains to serve the 

purpose on a regular basis. Thus, around 2-3 li-

tres of milk could be transported in each finan-

cial year which has gone up to 4.4 crore litres in 

2019-20 as the demand for milk surged. The 

Covid-19 lockdown in April 2020 proved to be a 

challenge for the authorities to transport the 

milk as all passenger trains were stopped. 

Following the directives of the General Manager 

Gajanan Mallya, Guntakal division officials 

swung into action with an alternative mode of 

transporting the milk exclusively by running 

special trains namely ‘Doodh Duronto’. Also 

Read – Covid surge rings alarm bells in Chittoor. 

These were operated initially on every alterna-

tive day from March 26, 2020 but to meet the 

ever increasing demand it became a daily spe-

cial and continuing till now, said the Chief Public 

Relations Officer Ch Rakesh. He added that 

Doodh Duronto special was being operated on 

par with Mail express trains and the 2,300 km 

distance between Renigunta and Hazarat Ni-

zamuddin is covered within a short time of 30 

hours. 
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NDDB has developed “Dairy Surveyor” – a GIS-enabled application 
MAR 18, 2021 

https://dairynews7x7.com/nddb-has-developed-dairy-surveyor-a-gis-enabled-application/ 

 
hile delivering the keynote address 

at NDDB’s webinar on “Dairy Sur-

veyor – Taking Technology to the 

Dairy Network” on 15 March 2021, Ms Varsha 

Joshi, Joint Secretary (Cattle & Dairy Develop-

ment), Department of Animal Husbandry & 

Dairying (Ministry of Fisheries, Animal Hus-

bandry & Dairying), Govt of India and Chairman, 

NDDB said that in line with the Govt of India’s 

vision of Digital India, NDDB has developed 

“Dairy Surveyor” – a GIS-enabled android appli-

cation for the benefit of dairy cooperatives and 

producers-owned organisations. 

Senior officials from NDDB, Jharkhand Milk Fed-

eration, MP State Cooperative Dairy Federation 

Ltd and DRMU, Barauni (Bihar) shared their ex-

periences on features/utility of this app, infra-

structural mapping, monitoring & survey and 

procurement & marketing aspects in the webi-

nar. The webinar linked 132 CEOs/Senior offi-

cials from milk federations and unions across In-

dia through Google Meet and YouTube. 

Ms Joshi conveyed, “Dairy Surveyor application 

will provide a robust locational database that 

can be used by the policy makers to formulate 

or review effective policies & programmes re-

lated to the dairy sector.” It can capture “real-

time” location-based information to strengthen 

decision-making. The app is capable of geotag-

ging and mapping infrastructure, real-time 

tracking of field projects, monitoring milk pro-

curement and sale-related activities. It will bring 

in transparency and also help in saving time, ef-

fort and cost. 

Shri Arun Raste, Executive Director, NDDB said 

that NDDB’s data digitisation drive through the 

app will set benchmarks and Dairy Board’s ef-

forts will certainly encourage dairy institutions 

to adopt and increase usage of digital plat-

forms. He said that such an app will definitely 

encourage our dairy fraternity to become more 

aware and gradually shift towards digital econ-

omy.   

Shri Sudhir Kumar Singh, MD, JMF, Ranchi elab-

orated on Dairy Surveyor’s utility features in 

marketing operations. He said that this app is 

useful at planning stage to expand marketing 

coverage, monitor performance and increase 

market share. Shri Sunil Ranjan Mishra, MD, 

DRMU, Barauni highlighted the app’s utility in 

procurement operations. Shri Aseem Nigam, 

W 

https://dairynews7x7.com/nddb-has-developed-dairy-surveyor-a-gis-enabled-application/


AGM, MPCDF, Bhopal shared his views on the 

app’s efficacy in infrastructure mapping. 

NDDB is constantly working to ensure infor-

mation sharing and get a diverse set of experts 

on digital platforms to delve on developments 

in dairy sector.    

 

Good news to Karimnagar dairy farmers 
17 march 2021 

https://www.thehansindia.com/telangana/good-news-to-karimnagar-dairy-farmers-677216 

ood news to the milk farmers of Ka-

rimnagar Dairy as the State govern-

ment has announced release of Rs 4 

per litre incentive to a tune of Rs 26.19 crore to 

the farmers of integrated Karimnagar district 

from January 2019 onwards. 

Following a representation made by Ch Ra-

jeshwara Rao, Chairman of Karimnagar Milk 

Producer Company Limited, also known as Ka-

rimnagar Dairy, along with Mother Dairy Chair-

man Gutta Jitender Reddy to IT and Municipal 

Administration Minister KT Rama Rao, Animal 

Husbandry Minister T Srinivas Yadav, Finance 

Minister T Harish Rao and Energy Minister G 

Jagadish Reddy in the Assembly lobbies in Hy-

derabad on Tuesday, the Ministers assured to 

release the incentive of Rs 4 per litre to the 

farmer immediately. 

On behalf of dairy farmers, Karimnagar Dairy 

Chairman Ch Rajeshwara Rao along with the 

Board of Directors thanked the State govern-

ment and the 

Ministers for promising release of the incentive 

amount to farmers. 

 

Plan to test anganwadi food by FSSAI labs 
MARCH 17, 2021 22:55 IST 

https://www.thehindu.com/news/national/plan-to-test-anganwadi-food-by-fssai-labs/article34094272.ece 

he Mission POSHAN 2.0 likely to be sent 

for the Union Cabinet approval soon 

provides for testing of meals and food 

packets distributed at anganwadis for nutri-

tional standards and quality by FSSAI labs. 

According to a government official in the know, 

the government proposes to also rope in NABL 

laboratories notified by the Food Safety and 

Standards Authority of India (FSSAI) as well as 

use rapid food testing kits approved by the reg-

ulator. The latter will mitigate the need for sam-

ples to be sent to the laboratories for testing. 

The Ministry of Women and Child Development, 

which is the nodal Ministry for implementing 

the Mission POSHAN, will also partner with the 

Panchayati Raj Ministry so that FSSAI and the 

National Institute of Nutrition can train Pancha-

yati Raj functionaries at village level and an-

ganwadi workers in maintaining and monitoring 

quality of take-home ration and supplementary 

nutrition distributed at anganwadis. 

The Mission POSHAN 2.0 was first announced 

by Union Finance Minister Nirmala Sitharaman 

in her Budget speech last month, but the details 

are still be finalised. Since 2017, the govern-

ment has been implementing POSHAN Abhiyan 

or Nutrition Mission with specific targets for im-

proving various malnutrition indicators by 2022. 
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ED sends notice to Bengal Home Secy in Metro Dairy case 
March 17, 2021 5:53:29 am 

https://indianexpress.com/article/cities/kolkata/ed-sends-notice-to-bengal-home-secy-in-metro-dairy-case-

7231782/ 

 
he Enforcement Directorate (ED), prob-

ing the money-laundering aspect of 

Metro Dairy’s share transfer to a private 

firm, has sent a notice to Bengal home secretary 

H K Dwivedi, agency sources said on Tuesday. 

ED officials had in February conducted raids at 

Keventer’s office here, the private entity to 

whom the shares were sold. 

In 2017, the state government had approved 

the sale of its entire stake of 47 per cent in 

Metro Dairy to Keventer, owned by the Jalan 

group of Kolkata, at a consideration of Rs 84.5 

crore. Keventer is a food company having pres-

ence in the dairy and frozen item sector. Metro 

Dairy was set up as India’s first public-private 

partnership project in the dairy sector in 1996. 

“I heard that the home secretary has been 

asked to appear before the ED as a witness, ear-

lier [TMC leader] Partha Chatterjee was asked 

to appear in another. Amit Shah is doing all this 

because they know they will lose,” said CM Ma-

mata Banerjee at a rally in Bankura on Tuesday. 

 

 

‘NDDB app to bring in transparency’ 
TNN | Mar 16, 2021, 04:05 IST 

https://timesofindia.indiatimes.com/city/vadodara/nddb-app-to-bring-in-transparency/articleshow/81519470.cms 

adodara/ Anand: Dairy Surveyor — a 

GIS-enabled android application devel-

oped by the National Dairy Develop-

ment Board (NDDB) will provide a robust loca-

tional database that can be used by policy mak-

ers to formulate or review effective policies and 

programmes related to the dairy sector. 

This is what Varsha Joshi joint secretary (cattle 

and dairy development), department of animal 

husbandry and dairying (Ministry of Fisheries, 

Animal Husbandry & Dairying) of government of 

India and interim chairman of NDDB said. 

Joshi was delivering the keynote address at 

NDDB’s webinar on ‘Dairy Surveyor — taking 

technology to the dairy network’ on Monday. 

The app can capture ‘real-time’ information to 

strengthen decision-making. It is capable of ge-

otagging and mapping infrastructure, real-time 

tracking of field projects, monitoring milk pro-

curement and sale-related activities. “It will 

bring in transparency and also help in saving 

time, effort and cost,” she said. 

Senior officials from NDDB, Jharkhand Milk Fed-

eration, MP State Cooperative Dairy Federation 

Ltd and Deshratna Dr Rajendra Prasad Dudh Ut-

padak Sahkari Sangh Limited, popularly known 

as Barauni Dairy, Bihar shared their experiences 

on the utility of this app. 

The webinar linked 132 CEOs/senior officials 

from milk federations and unions from across 

the country. 
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Parliamentary panel calls for controlling Aflatoxin contamination in milk products 
16 March 2021 

https://medicaldialogues.in/news/industry/pharma/parliamentary-panel-calls-for-controlling-aflatoxin-contamina-

tion-in-milk-products-75588 

ew Delhi: In order to keep a check on 

the adulteration of milk and milk prod-

ucts with Aflatoxin-M1 that adversely 

affects the health of the common masses, the 

Parliamentary Committee recently called for 

controlling Aflatoxin contamination in food 

grains and to improve the quality and safety of 

the milk and milk products. 

The recommendation to the Food Safety and 

Standards Authority of India (FSSAI) came after 

the committee noted that mycotoxins found in 

mould contamination of food grains continued 

to cause various human diseases. 

The Department-related Parliamentary Standing 

Committee on Health and Family Welfare, 

headed by Prof. Ram Gopal Yadav, submitted its 

126th report on Demands for Grants 2021-22 

earlier this month. 

Some Aspergillus species contain aflatoxins 

(AFs), which are mycotoxins. Ingested Aflatoxin 

B1 (AFB1) is metabolized into carcinogenic Afla-

toxin M1 (AFM1) in dairy cows, which is then 

extracted by milk, posing a health risk to con-

sumers such as causing cancer, abdominal pain, 

vomiting, hepatitis, impaired growth in children 

and also death after acute exposure to high 

concentrations in food. 

In this regard, the department related to the 

Parliamentary Standing Committee on Health 

and Family Welfare stated that the existing law 

governing punishment for offences under the 

Food Safety and Standards Act, 2006 is based 

on a graded structure. 

According to the study, the penalties for serious 

offences such as adulteration and consuming 

poisoned food are more extreme. For less seri-

ous offences such as substandard food, mis-

branded food, false advertisements, food con-

taining foreign matter, and unhygienic or un-

sanitary food processing or manufacturing, the 

penalty is just a fine ranging from one lakh to 

five lakhs. In the case of unhealthy food, the 

punishment will be a minimum of Rs. ten lakhs 

and a minimum of seven years in jail, with the 

possibility of life imprisonment if the ingestion 

of such food results in death. It might not be 

out of position to point out that the FSS Act al-

lows for more deterrent punishment than the 

Indian Penal Code of 1860. 

As recommended by the Department related 

Parliamentary Standing Committee (DRSC) on 

Health and Family Welfare, in case of willful 

adulteration resulting in unsafe food, the pun-

ishment is being proposed to be more deterrent 

even in cases where actual death or injury has 

not taken place but the unsafe food has the po-

tential to cause such eventuality. Section 59A is 

proposed to be inserted for the purpose. 

Further, in terms of imposing more deterrent 

punishment in cases where actual death or in-

jury has not taken place but such unsafe food 

has the potential to cause such eventuality, the 

committee appreciated FSSAI for acceptance of 

the recommendations of DRSC on Health and 

Family Welfare according. 

However, in the report, the committee ex-

pressed its concern over the delay in the inser-

tion of Section – 59A to give effect to the said 

deterrent punishment. As a result, the Commit-

tee recommended that the clause be incorpo-

rated into the Act as soon as possible. 

According to the report, FSSAI has been con-

stantly working to improve the quality and 

safety of milk and milk products. The maximum 

residual limit for Aflatoxin-M1 has been fixed to 

0.5 µg/kg in harmonization with the interna-

tional standards-Codex which is based on the 

risk assessment by the Joint FAO/WHO Expert 

Committee on Food Additives (JECFA). 
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Furthermore, FSSAI has made it mandatory for 

the commercial feed intended for cattle to com-

ply with Bureau of Indian Standards (BIS) speci-

fications for Compounded feeds for Cattle (IS 

2052:2009) and to carry a BIS certification mark 

on the product label which will be enforced 

from 1st July 2021. 

In light of the above concerns, the Committee 

strongly recommended FSSAI to control Afla-

toxin contamination in food grains. The Com-

mittee further recommended the FSSAI to im-

prove the quality and safety of the milk and 

milk products as adulterated milk with Aflatoxin 

contamination adversely affects the health of 

the common masses. 

The Committee expressed its optimism that 

compliance with the Bureau of Indian Standards 

(BIS) specification for compounded feeds for 

cattle, which will take effect on July 1, 2021, 

would ensure food quality and safety. 

 

 

Why India needs a Second Milk Revolution 
16 March, 2021 

https://krishijagran.com/featured/why-india-needs-a-second-milk-revolution/ 

 
he first white revolution in the 1970s 

turned India from a milk deficit country 

to a milk sufficient one. India has been 

the largest milk-producing nation in the world 

since the past two decades. India tops the list in 

milk production due to a high cattle population 

despite low milk productivity.  

One of the bottlenecks hindering growth for 

milk productivity is the lack of a technology-

based system of production in rural areas. 

Eighty percent of Indian cattle are owned by 

farmers with a herd size of up to four animals 

with little automation and infrastructure. More-

over, poor genetics of the herd leads to low 

milk productivity.  

Parallel to these supply-side challenges; India is 

slated to witness a boom in dairy demand. De-

mand for milk is growing at 6% annually in India 

but supply is growing at 4%. In order to meet 

the increasing demand for milk and ensure that 

India is self-dependent on milk production, 

there needs to be more productivity. Hence 

there is a need for a second white revolution. 

The gap between this supply and demand can 

be addressed by adopting innovative dairy 

farming practices.  

Just as in the first milk revolution, this time 

around too the growth in productivity will be 

driven by small-scale farmers. Marginal farmers, 

however, are seeing lower returns from milk 

produced from their animals. In order to in-

crease overall milk productivity and support ru-

ral dairy farmers, the milk yield per animal 

needs to increase. This can only be achieved 

through policies suitable to agro-climatic condi-

tions and the needs of local farmers. Major pro-

ducers like the USA and European Union experi-

enced booms in productivity through genomic 

breeding interventions. Rearing a large number 

of animals creates high pressure on our re-

sources and environment and is not a sustaina-

ble model. The solution is increased milk 

productivity through scientifically advanced 

breeding.  

A second white revolution in India is the need of 

the hour not just to increase milk supply but to 

usher economic growth in the rural sector, dou-
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ble farmer income, and ensure a more environ-

mentally sustainable model for dairy produc-

tion. A major part of this revolution will be 

driven by technology-based solutions.  

The first challenge in raising productivity for 

doubling rural farmer income is to increase the 

coverage of Artificial Insemination (AI) Services 

from a low level of 30% to 75%. National Dairy 

Program, a world bank-assisted program has 

been a major initiative for genetic improvement 

through progeny selection and progeny testing. 

This will give a boost to the productivity of cur-

rent non-descript cattle and double milk pro-

duction in the next two to three years. AI tech-

nology is low hanging fruit and continuing this 

for the next few years will be able to double or 

even triple milk production in the country.  

Other more expensive technologies such as IVF 

(In Vitro Fertilization) embryos from high merit 

germplasm can assure 100% genetic gains to as-

sure farmers of future revenue and increase 

productivity in the next generation of cattle. 

Sexed embryos manufactured from sorted se-

men can ensure a female calf which has a 

higher monetary value for the farmer. The in-

dustrial-scale of production of such technolo-

gies will lead to further affordability of such 

technologies.  

TBG (Tropical Bovine Genetics), a brand under 

TAG (Tropical Animal Genetics) was setup with 

the single purpose of ushering in the second 

milk revolution in India through the use of 

groundbreaking science and technology. Our 

goal is to double rural farmer income.  

Our indigenously developed In Vitro Breeding 

Platform (IVBP) allows for the breeding of bo-

vine animals with the desired traits and charac-

teristics at a cellular level. This paves the way 

for innovative products such as sexed semen, 

high merit semen for use in advanced artificial 

insemination. The IVF embryo technology offers 

assured genetics. Currently, TBG is working on a 

radically new technology known as Pregnancy 

Free Lactation (PFL) technology that allows 

cows to lactate without the need for preg-

nancy.    

 

Starbucks Introduces Oat Milk – A new plant based dairy free addition to its delicious 

menu across India 
March 16, 2021 

https://www.apnnews.com/starbucks-introduces-oat-milk-a-new-plant-based-dairy-free-addition-to-its-delicious-

menu-across-india/ 

arnessing the plant-based revolution, 

Starbucks has announced the launch of 

its new dairy free addition to its menu 

across outlets in India  – Oat Milk. Addition of 

oats is an extension of the coffee major’s al-

ready existing variety of plant-based choices 

such as almond & soy. Embracing an additional 

dairy free alternative in the menu highlights a 

positive shift in consumers demand for healthy 

alternatives and Starbucks’ unwavering commit-

ment to support India’s plant based movement 

by offering delicious diet-inclusive choices. This 

new non-dairy alternative is perfect for plant-

based and dairy-conscious consumers. 

Coffee aficionados can treat their taste buds as 

the favourite neighbourhood store has also in-

troduced an array of delightful limited-edition 

oat based beverages such as Oats Cocoa Mac-

chiato, Iced Oats Cocoa Macchiato & Oats Co-

coa Frappuccino®. These plant-based offerings 

pair perfectly with Starbucks handcrafted bev-

erages, providing a wholesome experience to all 

its fans. 

Oats Cocoa Macchiato 
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The Oats Cocoa Macchiato is made with shots 

of espresso combined with the goodness of 

steamed Oats, Vanilla syrup and topped with 

mocha drizzle and a dusting of cocoa powder 

 

Aavin milk turns dearer in many areas 
MARCH 16, 2021 01:04 IST 

https://www.thehindu.com/news/cities/chennai/aavin-milk-turns-dearer-in-many-areas/article34078617.ece 

t a time when the AIADMK and the 

DMK are promising to reduce milk 

prices after being elected to power, 

Aavin consumers in the city are made to pay 50 

paise more than the maximum retail price per 

packet. 

Retailers in some areas have been telling their 

customers that prices have been revised from 

March 1 and packet prices have gone up by 50 

paise or ₹1 each, said consumers. “I don’t buy 

milk daily; we buy according to our needs. Two 

days ago, I went to buy milk and the shop-

keeper said the cost had gone up. Then I went 

to another area and asked shops there too and 

they said they had indeed increased prices. I 

was shocked since there was no formal an-

nouncement,” said K. Easwaran, a resident of 

Villivakkam. 

Aavin officials said that milk prices had not been 

increased. 

‘Unfair practice’ 

G. Murugan of Mylapore said many shopkeep-

ers sold Aavin milk above the MRP, which was 

an unfair trade practice. “It has been their usual 

practice to overcharge us and prices go up ac-

cording to their whims and fancies. However, 

this is not the case with private dairies. Shops 

don’t over charge when it comes to private 

brands,” he said. 

S. Velayudham, a shopkeeper in Velachery, said 

that shopkeepers were forced to sell above re-

tail price as they got milk at MRP from Aavin re-

tailers. “We need to run the fridge throughout 

the day even if we have just two packets of 

milk. We don’t get any profit from the sale of 

milk. We get profit from the sale of other items 

such as bread, eggs and rice,” he said. 

Kamaraj, Tamil Nadu Milk Retailers and Employ-

ees Welfare Association, said they were forced 

to supply at above MRP rates to shops since 

they got only ₹1 per packet from wholesalers, 

who got ₹2 per packet. “We have to go pick up 

milk from wholesalers, supply to retailers, col-

lect money from them again and pay the whole-

salers. But these transactions happen as cash 

and carry. We are not given any bills. There are 

retailers, who sell milk worth about ₹50,000 a 

day and get ₹1,000 out of that. They employ 

one man and he is paid ₹400 a day. Petrol 

charges and leaks run to ₹250 daily. At the end 

of the day, they get ₹350 a day,” he said. 

Dealers have been demanding that Aavin do 

away with the system of wholesalers. “Private 

brands deal through just retailers, which re-

duces the commission being given to various 

persons down the chain and the advantage can 

be passed into the customers,” he added. 
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USDA and Dairy Farmers work together to mitigate risk in 2021 
Mar 30, 2021 

http://www.osceolasun.com/news/usda-and-dairy-farmers-work-together-to-mitigate-risk-in-2021/arti-

cle_ecd6f3be-9165-11eb-b1d2-7336148b3330.html 

n an unprecedented year, USDA staff and 

dairy producers across the country worked 

together to protect dairy operations for the 

2021 production year under USDA’s risk man-

agement program options – the Dairy Margin 

Coverage (DMC), Dairy Revenue Protection 

(DRP), and Livestock Gross Margin for Dairy Cat-

tle (LGM) programs. Recent enrollment data for 

these programs indicate that dairy operations 

are proactively managing their risk. 

“In a year rife with challenges, our staff worked 

diligently to improve customer service and 

seamlessly deliver programs to assist agricul-

tural producers,” said Bill Northey, USDA’s Un-

der Secretary for Farm Production and Conser-

vation. “Through patience and perseverance on 

both sides of the virtual counter, as well as 

added resources made available to producers 

and staff for operating in a pandemic, produc-

ers were able to timely participate in these pro-

grams.” 

Administered by USDA’s Farm Service Agency, 

DMC offers protection to dairy producers when 

the difference between the all-milk price and 

the average feed price (the margin) falls below 

a certain dollar amount selected by the pro-

ducer. 

Nearly three-quarters of all U.S. dairy opera-

tions with established production history are 

enrolled in DMC for the 2021 program year. 

Compared with 2020 enrollment of 13,532 op-

erations, participation for 2021 increased to 

cover nearly 18,500 operations nationwide – 

meaning an additional 4,900 dairy operations 

recognized the value of DMC to their bottom 

line. 

This enrollment success is a testament to the 

value of DMC to dairy operations. DMC is a 

cashflow-friendly program that offers enrolled 

operations the option to select a $4.00 cata-

strophic level of coverage with no premium fee 

or elect to buy up coverage. The premium on 

buy-up coverage is based on margin triggers be-

tween $4.50 and $9.50 on 5 to 95% of estab-

lished production history. For coverage at the 

maximum margin trigger of $9.50, producers 

pay $0.15 per hundredweight of established 

milk production history. 

To date, DMC has paid out more than $500 mil-

lion in program benefits to dairy operations en-

rolled in calendar years 2019 and 2020. Margin 

payments triggered seven months in 2019 and 

four months, to date, for the 2020 DMC pro-

gram year. 

Approximately 3,000 operations purchased ad-

ditional protection under DRP, which covers 

30% of the milk supply and has provided more 

than $400 million in payments to covered oper-

ations since 2019. DRP, now in its second year, 

has grown from 2,500 policies in 2019. Addi-

tionally, 200 producers purchased coverage 

through LGM. Both LGM and DRP are managed 

by USDA’s Risk Management Agency. 

While DRP insures against unexpected declines 

in the quarterly revenue from milk sales, LGM 

provides protection against the loss of gross 

margin (market value of milk minus feed costs) 

on the milk produced from dairy cows. 

More Information 

Enrollment for 2022 coverage for DMC will take 

place in the fall of 2021. For more information 

about DMC and to use the online program deci-

sion tool, visit the farmers.gov DMC webpage, 

or contact your local USDA Service Center. To 

locate your local office, visit farmers.gov/ser-

vice-center-locator. 
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All Federal crop insurance policies are available 

from Approved Insurance Providers (AIP). To 

learn more about DRP and LGM and other crop 

and livestock insurance products, contact your 

local AIP. A list of AIPs is available at all USDA 

service centers and on the RMA website at the 

Agent Locator Page. 

All USDA Service Centers are open for business, 

including those that restrict in-person visits or 

require appointments. All Service Center visitors 

wishing to conduct business with FSA, Natural 

Resources Conservation Service, or any other 

Service Center agency should call ahead and 

schedule an appointment. Service Centers that 

are open for appointments will pre-screen visi-

tors based on health concerns or recent travel, 

and visitors must adhere to social distancing 

guidelines. Visitors are also required to wear a 

face covering during their appointment. Our 

program delivery staff will continue to work 

with our producers by phone, email, and using 

online tools. More information on working with 

our Service Centers can be found at farm-

ers.gov/coronavirus 

 

Anti-adulteration campaign Milk shops raided 
March 26, 2021 

https://www.thenews.com.pk/print/810014-anti-adulteration-campaign-milk-shops-raided 

OWSHERA: Raids were conducted 

Thursday on several milk shops in 

Nowshera Kalaan and Cantt areas as 

the anti-adulteration drive continued under the 

special directives of Adviser to Chief Minister 

for Food, Mian Khaliq-ur-Rahman Khattak, on 

the third consecutive day. 

The mobile laboratory technical experts from 

the Livestock Department, Peshawar, accompa-

nied the official. 

During the daylong operation, samples were 

drawn and analyzed on the spot during which 

various forms of adulteration were confirmed. 

District Food Controller Sher Fayaz Khan, who is 

also the District Price and Food Control Magis-

trate, said that actions against the violators 

were taken after fulfilling all legal formalities. 

The accused will be produced in the court of the 

District Food Controller on Friday for further ac-

tions. 

 

Food Authority Wastes 1360 Litres Adulterated Milk 
Wed 24th March 2021 | 04:34 PM 

https://www.urdupoint.com/en/pakistan/food-authority-wastes-1360-litres-adulterated-1203130.html 

 
ULTAN, (UrduPoint / Pakistan Point 

News - 24th Mar, 2021 ) :Dairy 

Safety Team of Punjab food Author-

ity (PFA) dumped hundreds of litres adulterated 

milk after conducting raid at local milk collec-

tion centre here on Wednesday. 

According to DG Food Authority Rifaqat Ali 

about 1360 litres milk found adulterated with 

items ranging from soil to polutted particles got 

wastage on the spot. 

Even dead flies were found at upper layer of the 

milk. 

He said milk suppliers were directed to ensure 

its quality before making supply to any of their 

consumer. 
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He said substandard milk used to cause stom-

ach infection, besides diarrhoea among other 

viral diseases. 

He warned of keeping on stern action 

against sale of adulterated or substandard milk 

across the board. 

 

Making honey without bees and milk without cows 
23 March 2021 

https://www.bbc.com/news/business-56154143 

t's not unusual for vegans to miss certain 

foods. What is unusual, though, is Mr Man-

dich's solution: to create a type of honey, 

identical to the natural kind in every molecule, 

but produced without involving any bees at all. 

"When you look at honey and how it's made, it 

starts with bees collecting pollen and nectar 

from the flowers and then converting that into 

the building blocks of honey, which are fructose 

and glucose," he says. 

"We are simulating that in the lab, using micro-

organisms which do the work of building the ini-

tial blocks of honey." 

Over the last few years, plant-based alterna-

tives to meat and dairy have become increas-

ingly widespread. However, for many, they 

simply don't come up to scratch in terms of fla-

vour, texture or ease of use. 

But now, a number of start-up companies, like 

MeliBio, are looking to use fermentation to pro-

duce vegan products that are identical biologi-

cally to the real thing. 

Through the process of fermentation, micro-or-

ganisms digest a food supply and excrete a use-

ful product - yeast, for example, is fed sugars 

and produces alcohol to make beer. 

But by tailoring the micro-organism carefully 

and choosing the right feed stocks, it's possible 

to create a different end product - anything 

from honey, to egg whites, to milk. 

One company taking this approach is Better 

Dairy, a London-based start-up developing milk 

and cheese through yeast fermentation. 

"The way it works is that you can use yeast in 

the way that we use yeast for beer brewing - 

but we tweak the yeast so that instead of pro-

ducing beer, it produces what we want it to pro-

duce," says Jevan Nagarajah, co-founder and 

chief executive. 

"So the technology is using yeast as a conver-

sion platform from the input sugars and the 

things that you'd usually feed it, and turning 

that into dairy, in our case." 

Similar techniques are being used to produce 

egg whites, with San Francisco-based Clara 

Foods on the brink of mass production and hop-

ing to become the world's largest egg protein 

producer by 2028. 

"Our proprietary fermentation technology al-

lows us to control and even surpass the texture, 

taste and culinary functionality of animal-de-

rived egg counterparts," says co-founder and 

chief executive Arturo Elizondo. 

As well as making vegans happy, cultured prod-

ucts may have environmental benefits. 

According to the UN's Food and Agricultural Or-

ganization, meat and dairy between them ac-

count for about 14.5% of global greenhouse gas 

emissions. 

Meanwhile, the world's appetite for honey is 

harming many species of bee, says Mr Mandich. 

"Commercial beekeeping is favouring a single 

bee species, the honey bee, all over the world 

to meet the rising demand for honey," he says. 

"They are actively competing with wild and na-

tive bee species and pushing them back." 

We're likely to see the first bio-identical dairy 

products as ingredients in other products, ra-

ther than in cartons or jars on supermarket 

shelves. 

"Around two-thirds of the honey sold in the 

markets is honey as an ingredient for other 
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products - industries like food, beverages, cos-

metics and pharma. So we as a company are 

starting with a business-to-business model 

first," says Mr Mandich. "We already have 15 

companies in the US who have signed letters of 

intent." 

MeliBio expects to start its first deliveries at the 

end of this year. 

Better Dairy has a similar strategy. The compa-

ny's a little further behind in terms of commer-

cialisation, but is confident that it will be able to 

produce at scale, and is looking to sell to restau-

rant chains. 

"If you think of someone like Pizza Hut or 

McDonald's where you need a cheese that 

melts in a very specific way, it's very difficult to 

have a cheese that's meltable and actually ve-

gan, and that doesn't turn into a pool of oil and 

starch when you cook it," says Mr Nagarajah. 

One issue with commercialisation will be label-

ling - are these products really milk, eggs or 

honey? The companies are hopeful that the au-

thorities will see it that way. 

"It is molecularly identical, so it should be the 

same," says Mr Nagarajah. "But if we have to 

choose a different name, so be it." 

One intriguing possibility of fermentation-based 

animal products is the chance to create prod-

ucts that are better than the real thing. 

 

Mielke: Milk production keeps rising 
Mar 23, 2021 

https://www.capitalpress.com/ag_sectors/dairy/mielke-milk-production-keeps-rising/article_af81e684-8bf9-11eb-

865f-8340e96efa75.html 

he Agriculture Department’s preliminary 

data reports February milk output hit 

17.63 billion pounds, down 1.5% from 

February 2020. 

However, February 2020 had an extra “Leap 

Day,” so adjusting for that, February output was 

actually up 2.0% from 2020. Output in the top 

24 states was up 2.3%, when adjusted. 

Revisions in January output were a big factor of 

interest in this report as January’s preliminary 

estimate was raised by 155 million pounds to 

19.3 billion, up 2.4%, instead of the originally 

reported 1.6% increase. 

February cow numbers were up for the eighth 

consecutive month, totaling 9.46 million head in 

the 50 states, up 3,000 from January’s count, 

which was revised up 5,000 head. The February 

herd was up 81,000 from February 2020. 

February output per cow averaged 1,864 

pounds, up 22 pounds or 1.2% from a year ago. 

California’s February output was up 2.1% from a 

year ago, when adjusted, thanks to a 43-pound 

gain per cow, but with 3,000 fewer cows. The 

January total was revised up 94 million pounds, 

resulting in a 2.0% increase from January 2020, 

instead of the originally reported 0.7% de-

crease. 

Wisconsin was up 3.2% in February on a 57-

pound gain per cow but 2,000 fewer cows. Jan-

uary output was revised up 12 million pounds, 

resulting in a 3.6% gain from January 2020, in-

stead of 3.1%. 

Idaho was up 0.4%, despite a 2-pound drop per 

cow, but cow numbers were up 3,000 head. Re-

visions added 14 million pounds to Idaho’s Jan-

uary output, up 0.7% from a year ago, instead 

of the 0.3% drop originally reported. 

Michigan was up 3.8%, on a 14-pound gain per 

cow and 13,000 more cows. Minnesota was up 

5.8%, on a 51-pound gain per cow and 12,000 

more cows. New Mexico inched 0.9% higher on 

3,000 more cows with output per cow un-

changed. 

New York was up 1.7%, thanks to a 32-pound 

gain per cow. Cow numbers were unchanged. 

Oregon was down 1.5% on 2,000 fewer cows 

but output per cow was up 2 pounds. 
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Pennsylvania was off 0.7%, on a drop of 8,000 

cows, though output per cow was up 14 

pounds. 

Indiana again showed the biggest gain, up 

10.4%, thanks to 17,000 more cows milked and 

a 14-pound per cow gain, but South Dakota was 

next again, up 9.6%, on 13,000 more cows and 

7 more pounds per cow. 

Texas was up 5.3%, on 30,000 more cows and 4 

more pounds per cow, and that despite the 

weather challenges it endured. 

Washington state was down 2.3% on 4,000 

fewer cows, and an 18-pound drop per cow, as 

weather impacted that state as well. 

Plenty to chew on 

U.S. butter stocks climbed to 352.7 million 

pounds in February, up 20.8 million pounds or 

6.3% from the January level, which was revised 

3.5 million pounds higher than what was re-

ported a month ago, and is a whopping 50.9 

million pounds or 16.8% above Feb. 2020. 

February was the 20th consecutive month that 

butter stocks topped those a year ago. How-

ever, the build was smaller than many ex-

pected. That is a positive but butter output re-

mains strong and we’ll get more of that data in 

the February Dairy Products report issued April 

1. 

American type cheese hit 816 million pounds, 

up 6.9 million pounds or 0.9% from January, 

which was revised up 8.3 million pounds, and is 

37.7 million or 4.8% above a year ago. 

The “other” cheese category jumped to 597.5 

million pounds, up 19.6 million pounds or 3.4% 

from January and 37.8 million or 6.8% above a 

year ago. 

The total U.S. cheese inventory stood at 1.44 

billion pounds, up 27.8 million pounds or 2.0% 

from January and 74.1 million pounds or 5.4% 

above a year ago. 

February was the fourth month in a row that to-

tal cheese stocks grew and revisions for January 

amounted to 10 million pounds, which 

HighGround Dairy says is “a report-to-report 

build of 38 million pounds, a more bearish num-

ber than the initial February data would sug-

gest.” 

With spring flush upon us, cheese output will no 

doubt rise and could push stocks to record 

highs. 

Dairy prices weaken 

CME dairy prices were weaker last week, with 

the exception of dry whey, which set a record 

high. The Cheddar blocks closed Friday at $1.79 

per pound, unchanged on the week but 4.75 

cents below a year ago. 

The barrels rolled downhill to a Friday close of 

$1.4525, down a dime on the week but still 2.25 

cents above a year ago. There were 6 sales of 

block and 13 of barrel last week at the CME. 

Monday’s traders took the blocks down 3 cents 

and dropped them another 4.50 cents Tuesday, 

to $1.7150, as they absorbed the Cold Storage 

and China’s import data. 

The barrels dropped 1.50 cents Monday but 

inched back up 0.25 cents Tuesday to $1.44, 

27.50 cents below the blocks. 

Cheese demand reports are mixed, according to 

Dairy Market News, but Midwestern cheese-

makers report busier tones with some having 

trouble keeping up with demand. Inventories 

vary but some are balanced to tight. Export in-

terests, renewed school lunch programs, and 

spring holidays have helped to keep market 

tones somewhat bullish, says DMN. 

Retail cheese demand in the West has been 

slowing slightly while demand at food service 

has been picking up. Buyers are finding plenty 

of cheese available. Mozzarella is moving well, 

says DMN, and with March Madness and other 

televised spring sports tournaments, some con-

tacts expected demand to pick up as viewers 

purchase both restaurant carry out and grocery 

pizzas. 

Cheese is being produced in high volumes in the 

West, with plenty of milk available. Interna-

tional interest lessened as prices increased. Port 



issues have improved but still are not back to 

normal, says DMN. 

Cash butter saw its Friday finish at $1.6650 per 

pound, down a nickel on the week and 9 cents 

below a year ago, with only 5 sales reported for 

the week. 

The butter was unchanged Monday but jumped 

3.50 cents Tuesday, hitting $1.70. 

Central cream is tightening but churning is on-

going. Cream is nearing the peak of affordability 

for churners, says DMN, but butter availability 

remains bountiful. Market tones have retained 

solidity, thanks to consecutive weeks of positive 

food service demand which is described as 

“reminiscent of pre-COVID buying,” according 

to DMN, plus interest continues from export 

customers. 

Spring flush is early in the West, says DMN, and 

cream is plentiful. Ice cream makers are pulling 

more heavily on cream but butter makers have 

ample supplies. And, there is a lot of butter in 

the cooler. Export interest is strong, food ser-

vice demand is showing growth as restrictions 

relax, and retail accounts are building inventory 

to prepare for the upcoming spring holiday ad-

vertised sales. 

Grade A nonfat dry milk closed Friday at 

$1.1525 per pound, down 1.75 cents on the 

week but 16.50 cents above a year ago when 

the powder fell 6.50 cents. There were 11 sales 

last week. 

Monday’s powder was down 1.25 cents but re-

gained a penny Tuesday, climbing back to $1.15 

per pound. 

Spot dry whey continued its record-breaking 

trek in CME trading, with small daily gains last 

week, and reached a Friday summit at 61.25 

cents per pound, up 2 cents on the week, 28.25 

cents above a year ago, and approached NASS-

surveyed price levels not seen since 2014. Only 

2 sales were reported last week at the CME. 

The whey was unchanged both Monday and 

Tuesday. 

China buying 

China was the proverbial “bull in the china 

shop” when it came to the latest import data, 

which traders and analysts are poring over. 

Reminiscent of buying in 2014, data were re-

leased this week for both January and February, 

and HighGround Dairy says January marked the 

highest volumes on record for any month. 

Whole milk powder imports in the two months 

totaled 530.4 million pounds, up 7.4% from 

2020. Skim milk powder totaled 192.5 million 

pounds, up 35.9%. Butter, at 46.2 million, was 

down 18.8%, but cheese totaled 67.7 million 

pounds, up 33.7%, year to date. Whey product 

imports amounted to 277.1 million pounds, up 

49.2% from the same period a year ago. 

The biggest leap was in whole milk powder from 

New Zealand, according to HGD, and fluid milk 

and cream from the EU-27. China frontloaded 

both whole and skim milk powder in January, as 

they typically do, says HGD, “but it came at an 

even stronger pace than usual given global ship-

ping uncertainty.” 

HGD says that remembering why food prices 

are inflated in China helps to project upcoming 

dairy demand and points to “food shortages 

due to disease and weather, alongside rising 

needs and a growing middle class. China does 

not have enough productive farmland, keeping 

food imports critical. If a pandemic could not 

stop China from recording record dairy imports 

in 2020, consumption trends throughout this 

year will be strong as well. The country is turn-

ing to protein of any sort, including dairy, to 

meet needs, driving global values higher in re-

cent weeks where they will stay until Chinese 

buyers are satisfied with inventory levels,” HGD 

concludes. 

Fluid sales drop 

U.S. fluid milk sales have returned to “normal,” 

meaning they fell again. USDA’s latest data 

shows 3.9 billion pounds of packaged fluid 

products were sold in January, down 4.9% from 

Jan. 2020, and follows a 1.5% gain in December. 



Conventional product sales totaled 3.6 billion 

pounds, down 5.7% from a year ago. Organic 

products, at 255 million pounds, were up 8.1%, 

and represented 6.6% of total sales for the 

month. 

Whole milk sales totaled 1.3 billion pounds, 

down 2.7% from a year ago, and made up 33% 

of total fluid sales in January. 

Skim milk sales, at 225 million pounds, were 

down 15.3% from a year ago. 

Class I up 31 cents 

The April Federal order Class I base milk price is 

$15.51 per hundredweight, up 31 cents from 

March, $1.13 below April 2020, and equates to 

about $1.33 per gallon, down from $1.43 a year 

ago. 

 

 

COVID-19 accelerates RethinkX predictions of meat and dairy collapse by 2030, founder 

says 
March 22, 2021 

https://www.fooddive.com/news/covid-19-accelerates-rethinkx-predictions-of-meat-and-dairy-collapse-by-

203/597085/ 

 
he COVID-19 pandemic has largely 

proven — and in some ways accelerated 

— think tank RethinkX's 2019 re-

port saying the beef and dairy industries will 

collapse by 2030, James Arbib, RethinkX's 

founder, said at the virtual New Food Invest 

conference last week. 

For the most part, Arbib said, the pandemic has 

brought to light many of the problems with the 

current animal-based industry. Before meat 

companies could put precautions in place, 

COVID-19 outbreaks in meat processing facili-

ties brought attention to the way that meat 

gets to consumers — and issues with shortages 

due to shuttered plants showed consumers 

could find alternatives. Also, he said, the fact 

that the pandemic began as an animal virus 

transmitted to humans brought another danger 

using animals for food to light.  

RethinkX is an independent think tank that fore-

casts the speed of technology-driven disruption. 

Its Food & Agriculture Report projected demand 

for cow-associated products would be down 

70% by 2030. Beef and dairy companies will be 

decimated, with revenues down 90%, the re-

port said, but about a quarter of the continental 

U.S. now dedicated to livestock and feed pro-

duction will be available for other uses, and 

greenhouse gas emissions from the food indus-

try would be down 45% in 2030. 

Dive Insight: 

While many analysts have predicted a shift 

away from using animals for food for a wealth 

of reasons, the RethinkX report seemed a bit 

shocking when it was first published. It was pro-

jecting an entire transformation of the food sys-

tem in a bit longer than a decade — using tech-

nology that at the time was still in the R&D 

phase. 

Consumer preference, financing and advances 

for alternatives to animal agriculture have 

moved more in the last year than any previous 

one. Not only has the pandemic upended food 

supply chains and traditional meat production, 

but it's also had the effect of accelerating 

growth in plant-based meat, plant-based 

dairy and plant-based cheese. Cell-based meat 

is not just an idea companies are working 

on. Regulatory approval in Singapore has made 
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it an actual product, and it can be close to price 

parity with chicken meat from an animal. Plant-

based and fermented substitute companies 

have grown in both product availability and 

portfolios, but they've also received record-set-

ting investment. A recent analysis from the 

Good Food Institute found that $3.1 billion was 

invested in alternative proteins in 2020. 

However, the method by which RethinkX says 

the food system will be run still seems some-

what unlikely in the next nine years. Report au-

thors talk about a "food-as-software" model, in 

which scientists would engineer food at a mo-

lecular level and upload it to databases that are 

accessible to food designers worldwide. The re-

port states this can geographically spread out 

food production and high quality food that is 

not subject to price volatility or threats posed 

by weather, disease or trade. 

While there are companies in the alternatives 

space that plan to primarily produce ingredients 

that came from animals — Perfect Day for 

dairy, Meat-Tech 3D for meat and New Culture 

Foods for cheese — these companies are all in 

business for themselves, filing for patents and 

closely guarding trade secrets. These compa-

nies, however, are willing to work with others. 

Perfect Day has a partnership with ADM, and 

Meat-Tech, which recently had an IPO on the 

NASDAQ exchange, has said it seeks to sell its 

manufacturing technology. But their research 

and work is probably not likely to be made 

available to the world for free. The specialized 

equipment and expertise needed to produce 

each type of food also makes it unlikely to turn 

into a simple download — at least in the near 

term. 

At the virtual conference session last week, Ar-

bib didn't talk too much about the "food as soft-

ware" model or the advancements in technol-

ogy and scope the last year and a half have 

brought. He said the change really comes down 

to consumers' bottom line and what is better 

for people and the environment. 

"The real driver of this disruption, the real rea-

son why we're going to get off animal agricul-

ture and the use of animals in our economy is 

economics," he said. "It's the fact that the new 

technologies are both cheaper and better than 

the old ones. But they're a subsidiary. They're 

kind of secondary drivers of disruption. Every-

thing from climate change to human health to 

animal welfare — and those are definitely been 

strengthened through this pandemic — we're 

seeing a much greater pressure, which will af-

fect both consumer demand for these products, 

but also governments and regulators who will 

look to move." 

 

Rutter’s Dairy celebrates a century of local milk 
March 22, 2021 

https://www.dairyfoods.com/articles/94923-rutters-dairy-celebrates-a-century-of-local-milk 

ork, Pa., can trace its beginnings back 

to 1741, when settlers from the Phila-

delphia region founded the city. And 

Rutter’s Dairy — which is based in this area — 

has an origin story that goes back almost as far. 

In 1747, Andrew Rutter was deeded 167 acres 

in York County, Pa., by Springetts Penn (the 

great-grandson of William Penn), the company 

says. This began the Rutter family’s farm opera-

tions. 

But it wasn’t until 1921, when George and Bud 

Rutter began selling milk from said farm, that 

Rutter’s Dairy was officially formed. Then 

known as “Crystal Spring Dairy,” Rutter’s got its 

start as a home delivery business, says Todd 

Rutter, president and third-generation Rutter 

family member. 

A lot can change in a century. 

In the first years of its operations, Rutter’s was 

dedicated solely to home delivery. Then in the 
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late 1960s, it began opening up its own conven-

ience stores to compete with dairy-owned re-

tails chains in the area, the company says. And 

Rutter’s completely pivoted to retail by the 

1990s. 

“I think a major turning point would have been 

the change in focus from home delivery to retail 

and wholesale customers,” Rutter notes. 

Today the company might no longer deliver 

milk door to door, but consumers can find its 

products throughout Pennsylvania, Maryland 

and West Virginia. 

An array of beverages 

Rutter’s produces 103 SKUs in the fluid milk, tea 

and juice categories, says Rick Miller, sales/mar-

keting director. The company offers fluid milk in 

most typical variations — nonfat, fortified non-

fat, low-fat, 1%, 2% and half & half — and many 

formats, including gallon containers, half-gallon 

containers and half-pint containers. It also man-

ufactures eggnog and an array of flavored milks. 

A particularly successful flavored milk launch in 

recent years was Chocolate Peanut Butter milk, 

which was originally created as part of the com-

pany’s limited-time offer (LTO) program (see 

Product Development Spotlight sidebar). Pea-

nut Butter fandom runs deep in Central Penn-

sylvania, where Rutter’s is located, explains Mil-

ler, in part because Hershey’s (which produces 

Reese’s Peanut Butter Cups) also is headquar-

tered in the area. 

“Central Pennsylvania is the peanut butter capi-

tal of the world. Peanut butter here is like ba-

con is to the rest of the world,” Rutter jokes. 

“You put peanut butter in or on anything here; 

it's very successful.” 

While the Chocolate Peanut Butter milk was 

originally going to be only an LTO, it was so pop-

ular that Rutter’s decided to make it a perma-

nent offering, Miller remarks. 

“We could not make [the Chocolate Peanut But-

ter milk] fast enough. And then we ran out of 

ingredients and labels for our limited-time of-

fer, and people were very sad,” he says. “So we 

retooled, and six months later, we brought it 

out as an everyday standard item in two sizes.” 

Rutter’s chocolate milk is another very popular 

offering. Miller explains that the company regu-

larly gets phone calls from fans asking if there is 

a way for them to ship the product out of the 

mid-Atlantic area. (As Rutter’s is a regional 

dairy, it currently does not have distribution 

outside of the Pennsylvania, Maryland and 

West Virginia areas). 

“I'll get phone calls from people that have 

moved away from our area, begging us to ship 

[our] chocolate milk across the country,” ex-

plains Diane Quinn, customer service manager. 

Rutter’s services most of the typical channels 

for dairy, including retail stores, its own and 

other convenience stores, schools, nursing 

homes, foodservice and colleges. It also pro-

duces products for some private label custom-

ers, explains Rutter. 

“We're pretty much in most of them,” says 

Quinn. 

Local before it was ‘cool’ 

When marketing its products, Rutter’s empha-

sizes its local milk source and the freshness of 

its products, notes Miller. 

“We support local farmers,” he adds. “We're 

very proud of our producers, and a big part of 

our supply comes from those local producers 

that are within a hundred-mile radius of our fa-

cility.” 

Rutter explains that Rutter’s has supported local 

farmers since its founding, and has always made 

products with all-natural ingredients. 

"We were local before local was cool,” he 

points out. 

Another point of marketing, at least on Rutter’s 

single-serve milks, is the protein content, says 

Miller. After noticing the consumer trend of in-

creasing protein consumption, Rutter’s re-

vamped its milk packaging in 2019 to call out 

the amount of protein. 



As far as its typical customer, Miller notes that 

milk tends to reach across all different de-

mographics. The amount and type of milk its 

customers purchased did change a bit this year 

with the COVID-19 pandemic. Before last year, 

Rutter’s had noticed a trend toward single-

serve offerings. 

“As people started to stay home and work from 

home, we saw the trend shift to our gallons and 

half gallons because people [returned] back to 

bringing the bulk sizes home,” he explains. 

“With restaurants and convenience stores [hav-

ing a] diminished amount of people coming in 

for their breakfast and lunch trade, it definitely 

changed our product offering, as far as the vol-

ume going out.” 

Rutter’s products are available at many local re-

tail outlets, but the company has seen the most 

success in expanding its footprint “through pri-

vate label opportunities with other distribu-

tors,” explains Rutter. 

According to Miller, because today’s consumers 

are purchasing many beverages beyond milk, 

Rutter’s is competing with “everyone.” And to 

compete in that crowded landscape, the com-

pany focuses on producing the highest-quality 

product it can. 

“We stick with what we do best,” Miller empha-

sizes. “We've been doing this a long time where 

we feel we're the best at what we do — making 

milk. Milk is our bread and butter.” 

‘The best chocolate milk ever’ 

Rutter’s advertises digitally, on billboards and in 

newspapers and also runs TV ads in its local 

markets, notes Miller. The company produced a 

TV ad in 2020 that promotes its chocolate milk 

as “the best chocolate milk ever.” The ad high-

lights the special life moments into which choc-

olate milk fits and calls out the milk’s nutritional 

qualities and natural ingredients. 

While events have not happened recently due 

to the pandemic, in the past, Rutter’s partnered 

with a local baseball team and did some promo-

tion at the county fair as part of its marketing 

strategy. Additionally, Rutter’s works with local 

news stations to host Facebook Live events on 

the stations’ Facebook pages as part of its social 

media approach. 

“I do a bunch of Facebook Live events every 

year to help promote our LTO products and also 

promote our seasonal products like eggnog, and 

those have been very successful,” Miller re-

marks. “[It is] a very good form of advertising 

that is low cost and high output … My eggnog 

Facebook Live got over 120,000 views in our 

market.” 

For the eggnog video, Miller demonstrated reci-

pes to local news anchors featuring the product, 

including eggnog pancakes, eggnog cookies and 

mixed drinks. 

Rutter’s also promotes its products on its per-

sonal Facebook pages. Twice a month, it show-

cases its milk or flavored milk on the platform. 

Developing talent locally 

Rutter grew up working for Rutter’s. He jokes 

that while he’s officially been on staff for 43 

years, he’s unofficially worked for the company 

since he could walk. Most of the executive team 

also has long-term ties to the company. Quinn 

has been with the company for 32 years — 

starting in the accounting department. 

“I have worked [with] and known all three gen-

erations of owners since I've been here,” she 

says. “That's pretty outstanding, I think, to have 

that piece of history in my background.” 

Miller also has been with the company for dec-

ades. He started with Rutter’s 22 years ago. 

“We're very good at promoting from within,” 

Miller points out. “We try to develop our own 

talent.” 

Rutter says this “homegrown” approach to 

building talent is part of the key to the staff’s 

longevity. 

“Almost all my team … they worked their way 

up through from entry-level positions up into 

management, up different levels of manage-

ment then up into key executive roles,” he 

notes. 



Rutter’s “homegrown” attitude extends to its 

view of corporate citizenship as well. The com-

pany is very committed to giving back to its lo-

cal community. 

“We try very hard for our money to stay back in 

our market for the people that help support us; 

we try to help support them,” explains Rutter. 

For example, Rutter’s gave almost $8 million in 

the past 16 years to local charities, says Rutter. 

These include local food banks and charities 

that focus on children’s issues. The company 

also started its own charity called Rutter’s Chil-

dren’s Charities. 

Making lemonade 

For his part, Rutter says his perspective on the 

dairy industry has shifted in the past year with 

the pandemic, as more people returned to the 

dairy category during shutdowns. 

“I think the last year has given the dairy indus-

try a huge opportunity, so I think our challenge 

is how to exploit the opportunity the situation's 

given us and capitalize on it,” he explains. 

Rutter views the increased milk sales during the 

“terrible” pandemic as a making “lemonade out 

of lemons” scenario. 

“So, we've got the lemons, let's figure out how 

to make and sell lots of milk as our lemonade,” 

Rutter says. 

Dairy is a mainstay in home cooking in general, 

but especially in the breakfast category, Rutter 

notes. He hopes that the dairy industry can find 

a way to capitalize on home-cooked meals even 

as the pandemic subsides. 

“Breakfast, especially, is fluid milk's best 

friend,” he points out. “As all these millions of 

people stayed home and had breakfast for a 

change, hopefully they've rediscovered it. And 

hopefully, they appreciate the value of that 

quality family time, and it's a new trend.” 

As far as looking to the future, Rutter’s is mainly 

focused on keeping its operations running 

smoothly during this challenging time, Rutter 

notes. 

“Our biggest challenge each and every month is 

trying to figure out how to keep staffing,” he 

says, “and how to keep trucks rolling, and how 

to keep plant rolling and get through every day. 

“My team and their managers underneath them 

have been more creative and innovative than 

we've ever thought we would be,” Rutter adds. 

“And hopefully, one of the things we've learned 

as a management group is that we can do this 

and survive. … So, maybe we can figure out how 

to do it a little better next time.” 

 

Climate change to put UK's farming, dairy sector under massive stress 
March 21, 2021 10:07 IST 

https://www.business-standard.com/article/current-affairs/climate-change-to-put-uk-s-farming-dairy-sector-un-

der-massive-stress-121032100105_1.html 

 

he UK's two important farming sectors, 

dairy and potato growing, will be badly 

hit by climate change over the next 30 

to 50 years, the country's national weather ser-

vice the Met Office has warned in a study. 

The research found that heat stress in dairy cat-

tle is projected to increase significantly in key 

dairy regions of the UK, particularly in south 

western England, Xinhua news agency quoted 

the study as saying on Saturday. 
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Heat stress conditions are met around two-to-

three days per year, but in the period 2051-

2070, this could extend to around one month 

per year on average, said the study. 

Published in the Climate Risk Management jour-

nal, the study also covered the impacts on the 

potato sector due to late blight, a disease af-

fecting potato crops which occurs in warm, hu-

mid weather. 

The crop disease is likely to occur more often 

across Britain in 30 to 50 years' time, according 

to the Met Office, with the greatest increases in 

western and northern regions. 

"Projections show potential for major climate 

change impacts on UK farming. Our study found 

that future dairy cattle in parts of the south east 

(of England) may be exposed to heat stress for 

an extra two months per year. At the moment, 

cattle in the south east experience around a 

week per year of these stressful conditions," 

said Freya Garry, author of the study. 

The UK plans to ban the sale of new petrol and 

diesel cars by 2030 as part of its effort to deliver 

its legally binding commitment to bring green-

house gas emissions to net zero by 2050. 

The international community, including both 

developing and developed countries, already 

recognised the importance of joining hands in 

tackling climate change. 

In 2021, China and Britain will host the 15th 

meeting of the Conference of the Parties to the 

Convention on Biological Diversity (COP15) and 

the 26th UN Climate Change Conference of the 

Parties (COP26), respectively. 

 

 

Research explains why cool cows can provide more milk 
Mar 20, 2021 

https://www.albanyherald.com/news/research-explains-why-cool-cows-can-provide-more-milk/article_12e08c16-

86bf-11eb-85d2-2f29b99ee0d9.html 

 
THENS — With increasing global tem-

peratures, dairy cattle face heat stress 

more frequently throughout the year 

than in the past. Thanks to cooling technology, 

dairy cattle can enjoy a better quality of life, but 

farmers and consumers may wonder if cattle 

comfort results in more milk. 

A study conducted by University of Georgia re-

searchers determined that dairy cattle cooled 

with fans and sprinklers respond better to heat 

stress, produce more milk and have healthier 

mammary glands. 

In a recently published article in the Journal of 

Dairy Science, UGA scientists determined how 

evaporative cooling and zinc sources in feed im-

pact mammary glands and heat-shock re-

sponses in lactating dairy cattle. The article was 

authored by Ruth Marisol Orellana Rivas while 

she completed her doctoral degree in dairy sci-

ence under the guidance of associate professor 

Sha Tao and now Professor Emeritus John Ber-

nard in the College of Agricultural and Environ-

mental Sciences. 

“Heat stress represents a major burden to the 

dairy industry, especially in the United States 

and I would say worldwide,” Orellana Rivas, 

who primarily conducted cellular lab research 

for the project, said. “It has been studied for 

many years, but there are so many things we 

still need to understand, especially at the physi-

ological level.” 
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Since most breeds of dairy cattle originated in 

temperate European climates, they’re better 

adapted to cool environments and start to ex-

perience heat stress around 68 degrees Fahren-

heit in humid conditions. 

“A cow basically has a big fermentation factory 

as a stomach, and heat is produced within 

that,” Bernard, whose animal and dairy science 

research focuses on nutrition and forages, said. 

“A lot of that heat comes from forage that she 

converts into nutrients that she can then use for 

milk production. It gets complicated.” 

Previous research on proteins subjected to heat 

stress in a lab (in vitro) demonstrated exposure 

of bovine mammary cells to heat for long peri-

ods resulted in a loss of heat tolerance and cell 

death. Researchers wanted to determine 

whether the same was true when measured in 

currently lactating dairy cattle on the farm (in 

vivo). 

“We don’t know a lot about how heat stress af-

fects the mammary gland itself,” Orellana Rivas 

said. “Physiologically, what are the cell events 

that happen in the mammary gland? A lot of the 

research that exists is in vitro, but we still need 

a lot of in vivo models to understand better 

how the mammary gland reacts to heat stress.” 

Tao’s research and UGA Extension efforts in the 

Department of Animal and Dairy Science center 

on heat stress and its effects on physiology. As 

the principal investigator on this project, he di-

rected the experiment to understand cellular 

reactions in real-world circumstances for dairy 

cattle. 

Because nutrition affects heat shock responses 

and mammary glands, the team also explored 

whether specific zinc supplements in feed could 

improve heat stress reactions during environ-

mental challenges. In this study, they divided 

dairy cattle to be researched into groups to re-

ceive one of two feed supplements: inorganic 

zinc and zinc-methionine. As a nutrition and 

feed additives expert, Bernard formulated feed 

ratios and assisted with the day-to-day tech-

nical aspects of the trial. 

For the first half of the experiment, all cattle ex-

perienced evaporative cooling in specialized 

barns, complete with misters and fans, a com-

mon practice on dairy farms in the Southern 

U.S. For the second part, cooling was removed 

from half of the cattle. In order to determine 

the effect heat stress had on a cellular level, re-

searchers humanely and safely collected blood 

samples and used that data to evaluate heat 

shock protein reactions. Researchers also col-

lected mammary biopsies before and after the 

environmental challenge to extract RNA for 

gene expression evaluation. 

“In this study, we examined how hot weather 

could affect milk synthesis and stress responses 

of cows and discovered that providing fans and 

sprinklers to dairy cows will help minimize the 

effect of hot weather on cows,” Tao said. 

Lab evaluation of the heat shock proteins found 

that they were more active in the cows without 

cooling than those with it. Therefore, milk pro-

duction was higher in the cattle that experi-

enced evaporative cooling, but the findings 

could have further implications. 

“We observed that both mammary and circulat-

ing heat shock proteins would keep increasing 

until several days into heat stress,” Orellana Ri-

vas said. “This likely means that heat shock pro-

tein is being produced and that heat tolerance 

is consistent throughout time, which could be 

important for cell survival not only at the mam-

mary level but for different tissue, because heat 

shock proteins are expressed in in different cell 

types.” 

Although there was no significant difference in 

milk production based on the dietary zinc treat-

ments, the research indicated zinc-methionine 

could affect other cell functions and provided 

research questions for future studies. 

The results could lead to more efficient milk 

production as climate change impacts global 



temperatures and increases heat stress in other 

parts of the U.S. 

“Producers in the North are looking at what you 

need to do in heat stress just as often as pro-

ducers in the Southeast are. They may not have 

the duration of chronic heat stress we do (in 

Georgia), but they are realizing the need for 

heat mitigation in facilities and looking at diet 

aspects to try to do everything they can to mini-

mize the negative impacts of heat stress,” said 

Bernard, who retired from UGA in October after 

more than 22 years of research and extension 

work in dairy cattle nutrition and management. 

However, Bernard said focus on heat stress mit-

igation techniques in the Georgia dairy industry 

could help both animal welfare and the milk 

market. Because cows produce less milk during 

summer and fall heat in Georgia, milk is at a 

premium price in the fall when schools open. 

Then, during the winter months, there is a sur-

plus of milk. This seasonality of milk production 

results in supply and demand shifts. Better 

management of highs and lows in milk prices 

could benefit Georgia’s dairy farmers. 

“This knowledge will help dairy scientists de-

velop additional management and nutritional 

tools to further improve cow comfort and 

productivity in the hot and humid summer in 

Georgia,” Tao said. “Happy cow, happy farmer.” 

Orellana Rivas graduated with her doctorate in 

December and now works with Provimi North 

America, where she promotes research-based 

products to improve dairy calf nutrition prac-

tices. 

The research project was partially funded by the 

Zinpro Corporation and the U.S. Department of 

Agriculture’s National Institute of Food and Ag-

riculture. 

 

 

U.S. Herds Expected to Produce 227 Billion Pounds of Milk in 2021 
Friday, March 19, 2021 

http://www.farmers-exchange.net/detailPage.aspx?articleID=20455 

n The Agriculture Department lowered its 

estimate on 2021 milk production in the lat-

est World Agricultural Supply and Demand 

Estimates report "as a higher expected cow in-

ventory was more than offset by slower growth 

in milk per cow." 

2020 production and marketings were finalized 

and estimated at 223.2 and 222.2 billion 

pounds, respectively, up 100 million pounds on 

production from February's estimate. 2020 pro-

duction was up 4.8 billion pounds, or 2.2 per-

cent, from 2019. 

2021 production and marketings were esti-

mated at 227.3 and 226.3 billion pounds, re-

spectively, down 100 million pounds on produc-

tion. If realized, 2021 production would still be 

up 4.1 billion pounds, or 1.8 percent, from 

2020. 

The annual cheese price forecast was un-

changed from last month as weaker prices in 

the first part of 2021 were offset by expected 

improved demand later in the year. That re-

sulted in the 2021 Class III milk price average 

being projected at $16.75 per hundredweight, 

up 15 cents from the February estimate, and 

compares to $18.16 in 2020 and $16.96 in 2019. 

Butter, nonfat dry milk and whey price forecasts 

were raised from last month with expected im-

provements in both domestic and export de-

mand. Thus the Class IV price was pegged at 

$14.45, up 75 cents from last month's estimate, 

and compares to a $13.49 average in 2020 and 

$16.30 in 2019. 

This month's 2020-21 U.S. corn supply and use 

outlook was unchanged from last month. The 

projected season-average farm price was un-

changed at $4.30 per bushel. 

U.S. soybean supply and use projections were 

mostly unchanged. With soybean crush and ex-

ports projected at 2.2 billion bushels and 2.25 
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billion bushels, respectively. Ending stocks re-

main at 120 million bushels, down 405 million 

from last year's record. The U.S. season-average 

soybean price was projected at $11.15 per 

bushel, unchanged from last month. 

The March 9 Daily Dairy Report stated: "While 

China failed to buy as much corn in February as 

it did in January, export bookings for U.S. corn 

and soybeans have been setting a record pace 

for the 2020-21 marketing year." 

The DDR warned that feed costs have climbed 

to their highest levels since 2014 and "continue 

to squeeze dairy producer margins and even 

record or near-record large crops this year will 

likely not be big enough to provide much price 

reprieve." 

The March 5 Dairy and Food Market Analyst 

adds: "Concerns about inflation are dominating 

our conversations. In addition to higher feed 

costs, which equal more than $2 per hundred-

weight, dairy farmers are now reporting double-

digit percentage increases in the prices of fuel, 

parts and fertilizer. A year ago, $15.75 per hun-

dredweight Class III milk prices were close to 

break-even for many farmers in the country. To-

day that number is $18 per hundredweight and 

rising." 

Farmers who signed up for USDA's Dairy Margin 

Coverage program can expect a payout for Jan-

uary if they protected a margin between milk 

prices and feed costs of $7.50 per hundred-

weight of milk or above, according to the March 

9 Capital Press. USDA's calculated margin above 

feed costs was $7.14 per hundredweight for 

January. 

Uncertainty seems to never end in the dairy in-

dustry and right now dairy farmers face some 

challenging contrasts. U.S. milk output is rising 

as we enter the spring flush, but will rising de-

mand and exports offset that? U.S. milk prices 

are strengthening, but will rising feed costs off-

set that, and what will government food pur-

chases look like in COVID relief under the new 

administration? 

StoneX dairy broker Dave Kurzawski pointed out 

in the March 15 "Dairy Radio Now" broadcast 

that rising demand is the key point because "de-

mand is primarily responsible whenever we see 

$2 cheese or $2 butter." 

He said that we have seen stronger than normal 

retail demand for the past 12 months or so and 

that will come up against stronger food service 

demand as cities and states reduce restaurant 

restrictions due to COVID. But, "We don't know 

what that reopening will mean," he cautioned, 

though he believes it will be "a shock to the 

supply chain across the country and even glob-

ally." 

Grocery stores and foodservice will be fighting 

for the same stomach space, he explained, and 

"In the fog of war you can have higher prices." 

That will settle down in the next year or two, he 

said, "But for the next six months, you're in the 

fog of war on the demand side." 

It underscores the need to lock in milk prices, 

he concluded. "With the higher feed costs, it's 

about profit margin," he said. "But it will be a 

tough year for dairy farmers on the buy side." 

Speaking of exports, January fell to an 18-

month low, according to the latest data, slip-

ping to 14 percent of U.S. milk solids, down 

from 14.1 percent in December and 14.9 per-

cent a year ago. Volume was below prior year 

levels for the third consecutive month, says 

HGD, "even as shipments marked the second 

strongest January on record after 2020. Losses 

were notable on cheese and nonfat dry milk." 

Dry whey exports showed strong gains from 

2020, totaling 40.3 million pounds, up 34.4 per-

cent from January 2020, mainly thanks to China. 

HGD reported that China's market share 

jumped to 56 percent versus 33 percent one 

year ago, with the second largest destination 

being Japan. 

But StoneX warned in its March 5 "Early Morn-

ing Update" that "while international whey de-

mand has been strong, one thing to be cogno-



scente of is the new variant of African swine fe-

ver, which is starting to hit hard on the Chinese 

herd. Since the start of the year about 8 million 

pigs have been killed and if new variants cannot 

be contained it could hurt overall demand for 

whey used for feed." 

Butter exports totaled 6.2 million pounds, up 

81.9 percent, primarily due to demand from 

Canada, Egypt and Bahrain. HGD says this was 

the strongest January for U.S. butter shipments 

in seven years. 

Butter imports were up 7.7 percent and cheese 

imports were up 8.5 percent. 

Cheese exports totaled 55.6 million pounds, 

down 9.9 percent from a year ago, though 

Cheddar exports were up 1.9 percent. 

Nonfat dry milk/skim milk powder shipments, at 

138.6 million pounds, were down 9.6 percent, 

as volume fell to Southeast Asia and Mexico, ac-

cording to HGD. Nonfat exports to Mexico were 

the lowest for the month in three years. 

The March 5 DDR said, "Exports of consumer-

ready dairy products from the U.S. to Mexico 

limped along. The country's struggling economy 

and a downturn in tourism have weighed heav-

ily on demand from foodservice and rising milk 

output in Mexico has reduced the need for im-

ported dairy products." 

The DDR says Mexico imported just 9.6 million 

pounds of U.S. cheese in January, a nine-year 

low, and 49 percent less than a year ago. How-

ever, "South Korea took Mexico's usual place as 

the top market for U.S. cheese exports in Janu-

ary. South Korean imports jumped 38.5 percent, 

year over year, to 12.5 million pounds." 

 

Governor Ricketts at 2021 Nebraska Dairy Convention 
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OLUMBUS -- It’s the 2021 Nebraska 

Dairy Convention in Columbus. 

And security is a little tighter than usual. 

Venders display their calf care wares, and 

speakers for Midwest Dairy and the Nebraska 

State Dairy Association talk about their collabo-

rative efforts to spread the good news in their 

industry.  

With some chocolate milk in hand, a special 

guest prepares to take the stage.  

For Nebraska Governor Pete Ricketts, on Thurs-

day, the dairy convention was the place to be. 

“Because dairy is an important industry to Ne-

braska," Ricketts said, "it's actually our 5th big-

gest commodity overall here in the state." 

Speaking to attendees, Ricketts took time to 

acknowledge the struggles AG producers en-

dured during COVID and their efforts to over-

come. 

Reassuring the importance of animal agriculture 

for the state, Ricketts also took a moment to 

throw a little shade at vegan advocacy. 

He declared March 20th as Meat on the Menu 

day, a response to a "meat-out" declaration 

from Colorado's Governor. 

“I hope Governor Polis enjoys his meatless 

meal,” Ricketts said, “ but I’m going to have a 

nice hearty barbecue meal." 

But meat wasn’t the only thing on Rickett’s 

mind. He expressed confidence in cultivating 

Dairy in the same way he’s pushed for meat and 

other agricultural exports. 

“We're certainly hoping that as we get through 

this pandemic we'll be able to do more trade 

missions like we did with Vietnam," Ricketts 

said, "Mexico's our #1 export market for dairy, 

Canada is #2. We've got a lot of work ahead of 

us, and we're really anxious to be able to start 

travelling again." 

Ricketts sees more than hope for Dairy beyond 

the pandemic; he also sees opportunity. 

“You look at our numbers last year, we were 

able to grow our dairy output by 3.6%, even 

with the pandemic," "As we work our way 
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through this pandemic and go reach out to folks 

in other states who may be unhappy with re-

strictions they've had there, and convince them 

to come here, presents a real opportunity for us 

here in Nebraska." 

 

 

Robotic milking is latest high-tech tool on dairy farms in S.D. 
Mar 16, 2021 
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airy farmer Rodney Elliott stands in a 

small room where part of his $12 mil-

lion robotic milking system is doing its 

job. 

The robotic system is located inside a huge new 

barn on Elliott’s farm northeast of Lake Norden 

and is one of only a handful of fully robotic milk-

ing operations in South Dakota.  

As the system functions flawlessly around him – 

feeding, watering, bedding, washing and milking 

hundreds of cows day and night with nary a hu-

man touch – Elliott watches with a mix of ex-

citement and awe. 

“My mother milked cows with just a bucket and 

a stool,” Elliott said, his Irish accent rising as in 

song. “We’ve sure come a long way, haven’t 

we?” 

Elliott, 57, is the owner of Drumgoon Dairy, one 

of the largest, most successful and now most 

technologically advanced dairy farms in South 

Dakota. 

After years of study and hesitance, Elliott made 

the move into robotic milking in mid-2020 and 

his first robotic systems launched in late Janu-

ary 2021. 

The system seeks to make milking easier and 

more efficient for farmers but also for cows. 

In the system designed by Swedish agricultural 

manufacturing company DeLaval, about 75 

cows are assigned to each milking machine. 

Within each robotic system, cows are trained to 

move on their own through a large rectangular 

pen split into two sides and outfitted with a se-

ries of one-way gates separating areas where 

they are fed, watered and rested before enter-

ing a small gated area where milking takes 

place. They can be milked up to three times a 

day. 

The system is similar to traditional milking oper-

ations except cows are housed very close to 

where they are milked, they move on their own 

through the process without human guidance, 

and sophisticated robots perform the actual 

milking. 

Cows eat silage placed in reach of their pens 

and drink water until fully sated. The cows then 

walk around the end of the rectangle through 

one-way gates to resting areas where they bed 

down in sand until their udders are filled with 

milk. At that point, they feel the need to be 

milked and make their way one by one to a 

holding or “perching” area where they await 

their turn to enter a gated milking chamber 

known as the “box.” 

After a cow enters the “box,” the robotic milk-

ing begins. 

‘The cow can milk herself’ 

Once secure in the box, a robotic arm affixed 

with a $150,000 high-definition camera swings 
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beneath the cow and its udder full of milk. The 

camera locates the cow’s four teats, and the ro-

bot arm uses a device to wash and dry the teats 

one by one. 

Now that the cow is ready for milking, the robot 

arm swings back to the milking machine, grabs a 

suction cup and, with the help of the camera, 

attaches it to a teat. Once all four cups are at-

tached, milk begins to flow through flexible 

tubes that carry it to a nearby tank. To prevent 

any interruptions in the flow of milk, the robotic 

arm sweeps up the four tubes and holds them 

clear of the cow’s feet during milking. 

All the while, a sophisticated computer that has 

identified the cow by number records how 

much milk is being collected from each teat. 

The computer knows the age of the cow, how 

long she has been milking, whether she has 

been bred and a host of historical information 

about when she has been milked and how much 

milk she produced. It records the temperature 

and other characteristics of the milk. 

When the cow runs dry, the robotic arm re-

moves the cups and returns them to the milking 

machine, where they are washed clean. The ro-

botic arm swings beneath the cow once again 

and uses the camera to locate each bare teat, 

which is then given a quick burst of blue disin-

fectant. 

Just then, a gate in front of the cow opens and 

she walks forward, making room for another 

cow that soon enters. During this transition, the 

robotic arm moves the camera to a sponge and 

gives the screen a splash of water, a rub on the 

sponge and and a blast of air to clean and dry it. 

After a milked cow has left, a gate closes behind 

it. A gate at the entry to the box swings open to 

allow in another cow, and the milking process 

repeats. 

During the six-minute milking process, neither 

Elliott nor any other farm worker has touched 

the cow or the milking machine. No one had to 

position the cow, move her in or out of the ma-

chine, pull her back to a pen for food and water, 

attach any milking cups or shovel any manure. 

Wastes from the cows are scraped by an auto-

matic mechanism that moves the wastes to a 

collection pipe that leads to a clay-lined earthen 

pit outside the barn. 

After being milked, cows walk through a con-

tainer of solution that cleans their hooves, and 

they can lean against a large vertical robotic 

brush that cleans their hides and scratches any 

itches. 

“It’s called a voluntary milking system and it ba-

sically means that the cow can milk herself,” El-

liott said. After milking, “she goes back to feed, 

back to her stall, back to water, then lounges 

around in a nice sand bed until she feels the 

need to be milked again.” 

Interest in automation rising 

Dairy farming and milk collection have under-

gone a series of technological improvements 

and increased automation in recent years, said 

Marv Post, president of the South Dakota Dairy 

Producers Association. 

In most modern dairy farms, for example, cows 

are backed into pens on a concrete platform 

that has a channel below it where workers han-

dle the cows, cleaning their teats, attaching 

milking machines and monitoring the operation. 

The machines automatically collect the milk and 

carry it to holding tanks before it is loaded onto 

trucks. Most data collection on cows and milk-

ing is done through computers. 

Post said he first learned about robotic milking 

15 or 20 years ago at a dairy expo in Wisconsin, 

and was skeptical the process could catch on in 

South Dakota. He has been pleasantly surprised, 

he said, by its implementation and effectiveness 

so far in improving productivity and creating a 

better living environment for the animals. 

“These barns are amazing,” Post said. “I’m still 

amazed at how these cows will walk up, get 

milked, and the next one is ready to come in.” 

Post said he and other dairy industry leaders 

are trying to find funding to support educa-



tional programs at South Dakota State Univer-

sity that will train the next generation of farm-

ers in robotics and further automation of dair-

ies. 

“We want to support research and get students 

trained in how the dairy industry is today, but 

also on what is coming in the next 10 years or 

more.” 

The dairy industry in South Dakota is in a mode 

of rapid expansion as existing dairies expand 

and new dairies have arisen to meet a growing 

need for milk by the burgeoning cheesemaking 

industry in the state. 

Tom Peterson, director of the state dairy associ-

ation, said the shift to robotic dairy farming is 

likely to be slow across the industry in South 

Dakota, mostly because of the large investment 

needed. 

“It really has to fit their mode of farming and 

it’s a significant investment, so it all has to pen-

cil out for that to be the route,” Peterson said. 

Yet Peterson added that more farmers may 

start to consider adding robotics once they real-

ize the production, efficiency and data-collec-

tion benefits. “With the amount of data mining 

available through robotic milking, it enhances 

milk quality, it enhances animal care and has 

just so much capability to identify any issues far 

in advance.” 

Robotics part of growth pattern at Drumgoon 

Elliott is a native of Northern Ireland who 

moved to South Dakota to farm in 2006; his 

farm is named for the rural region of Northern 

Ireland where he grew up on a small farm and 

owned 140 cows before moving stateside. 

Elliott runs the dairy operation and several as-

sociated businesses with his wife, Dorothy, and 

his two sons (he also has an adult daughter). El-

liott served as the general contractor on con-

struction of the new barn and installation of ro-

botics. He said some fine-tuning of the operat-

ing robotics and new barn are underway even 

as more robotic milking stations are being built. 

The financial goals of the robotics are to reduce 

employee costs and improve milk production of 

each cow and his herd as a whole, which have 

in fact occurred since the robotics launched in 

January 2021. Elliott also sees robotics as a way 

to improve living conditions for his cows, which 

live in greater comfort, move about on their 

own and are handled less amid automation. 

Cows in the robotic system have already shown 

an increase in milk production, he said. His goal 

was to increase per-cow daily milk production 

to 75 pounds per cow, and already he has seen 

82 to 83 pounds per day from robotic milking. 

His robotic operation will eventually include 

about 1,400 cows, still a fraction of his overall 

operation that has about 6,000 milking cows. 

The long-range wish for Elliott is that robotic 

milking will build a bridge to a brighter future in 

which his children and other young farmers in 

South Dakota can enter the dairy industry with-

out the nearly 24/7/365 work and worry that El-

liott and other dairy farmers have undergone 

for generations. 

“I feel strongly that the future is going to be try-

ing to find young people who want a better life-

style than this industry has afforded them so 

far,” Elliott said, “so they don’t have to do the 

physical, overnight work because this facility 

never shuts down.” 

Elliott’s cell phone, its ringer sounding like a 

train whistle, is a constant companion that 

keeps him on his toes. The phone holds an ap-

plication tied into the robotic system that alerts 

him immediately if any issues arise. 

On a recent day, he awoke at 3 a.m. to help 

solve a problem in a dairy barn, then returned 

to bed before waking at 5:30 a.m. to start his 

actual workday. He sometimes stays engaged in 

dairying and running his other businesses until 

well after dark. 

Elliott has a quick wit, an unassuming appear-

ance and a self-deprecating sense of humor 

that belie his farming and business acumen. 

He’s known to baby talk his cows to encourage 



compliance, and in a light moment he jests that, 

“I once heard a dairy farmer in Ireland say the 

dairy industry is for the industrious in the world 

and not the intelligent, so I thought it was a per-

fect industry for me.” 

In fact, the entry into robotics is only the latest 

of Elliott’s many ventures that have resulted in 

a truly vertical integration of his businesses, 

which he said has resulted in $20 million in 

gross annual revenues and a bank valuation of 

his overall operation at $40 million. 

He grows feed for his cows on 1,200 acres of 

farmland, has part ownership of a large cow-

breeding operation in Kansas that supplies him 

with milking stock, and recently sold a million 

pounds of gravel off land he bought that was 

not suitable for crop farming. 

He took a step in a new direction last year with 

the purchase of the Alsville Crossing truck stop, 

convenience store and restaurant that sits on a 

busy intersection of U.S. 81 a couple of miles 

south of his farm. Elliott put his son and daugh-

ter-in-law in charge of the modern facility that 

just happens to be a few miles from Lake Nor-

den, where the Agropur cheese plant tripled ca-

pacity in 2019 and is now supporting hundreds 

of truck trips daily. 

Elliott is committed to running a high-quality 

operation with a strong focus on proper treat-

ment of animals and people, including his 

roughly 50 employees. 

He pays for travel and housing for many of his 

immigrant laborers who are given training in 

dairying and farming techniques. He promotes 

employees from within and has helped several 

start their own operations. Two years ago, he 

ended the use of all antibiotics in his animals. 

He also takes great care in the cleanliness of his 

farm and how wastes are handled. Elliott said 

he considers his South Dakota Concentrated An-

imal Feeding Permit and water-use permit to be 

a privilege, not a right, that entrusts him with 

protecting the environment as much as possi-

ble. 

Upon reflection, Elliott said he sometimes wor-

ries that his expansions have brought him to 

“the point where the dairy farm is running you 

instead of you running the dairy farm.” 

He hopes to buy a boat this summer to cruise 

nearby Lake Poinsett and will try to play more 

golf and make more visits to see his children 

and growing gaggle of grandchildren. 

“I’m a crazy person; that’s the best way to de-

scribe it,” Elliott said. “I enjoy the people part of 

the operation and the strategizing, but what 

you could say is that ‘this guy just really loves 

cows.’” 
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ven though many of his peers have been 

slow to enter the segment, Bill Graham 

said there's good reason why Bel Group 

is making a big bet on plant-based cheese. 

Bel Group, started in France in 1865, is known 

for its distinctive snacking cheeses, including 

The Laughing Cow wedges, wax-coated Ba-

bybel rounds and Boursin spreads. Last March, 

the company took a majority stake in French 

plant-based company All in Foods, which makes 

vegan cheese alternatives in Europe. In Octo-

ber, Bel pledged to create one plant-based vari-

ety of each of its signature brands and launched 

its first offering: Boursin Dairy-Free Cheese 

Spread Alternative Garlic & Herbs. In January, 

it launched Laughing Cow Blends wedges, which 

mix the company's signature dairy-based 
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cheese with chickpea, lentil or red bean pro-

teins. 

Graham, the CEO of the company's U.S. division 

Bel Brands USA, said the reason for such a big 

strategic turn in strategy is simple. 

"We at Bel see this as a massive opportunity," 

Graham said. "...We believe that this category 

has the potential to reach over $1 billion by the 

end of 2025, give or take. And we also believe 

that we are uniquely positioned to bring value 

and address some of the unmet needs in the 

category from a consumer perspective. We be-

lieve we're in a good position to help our cus-

tomers build out this category. It's not a trend 

that we're following, per se. It really is an inten-

tional part of our business model and our strat-

egy." 

There certainly is a lot of opportunity in plant-

based cheese. According to SPINS statistics, 

plant-based currently represents about 3% of 

the $34.3 billion cheese space. It's been an area 

ripe for new players, as several startups launch 

new brands. In the past couple of 

years, Violife, Parmela Creamery, Good Planet, 

Loca Food and Vevan have joined longtime seg-

ment leaders including Daiya, Follow Your 

Heart, Field Roast, Kite Hill and Miyoko's Cream-

ery. And well-known plant-based companies 

have gotten into the segment, including Tofurky 

with its new Moocho line, Danone with So Deli-

cious and plant-based yogurt maker Forager 

Project. 

But while the space is white hot, there's some-

thing in common with almost all of the players. 

None of them — except Bel Group — have tra-

ditional dairy cheese as one of their primary 

products. There are many possible reasons for 

this. The processes are similar, but creating a 

tasty plant-based cheese that will have the cor-

rect mouthfeel and melt is difficult. And, de-

mand for dairy-based cheese is still increasing. 

In 2020, dairy cheese sales in natural and multi-

outlet groceries rose 21.2%, and increased 

24.5% in regional grocery stores, according to 

SPINS. 

Matt Gibson, co-founder and CEO of New Cul-

ture Foods, said this continued sales growth 

makes cheese an anomaly in the dairy space, 

since other products are not growing market 

share. Gibson's company, which is based in Cali-

fornia, grows dairy proteins through fermenta-

tion to make cheese that is completely authen-

tic, but not animal-based.  

"The current way that plant-based cheese has 

been made doesn't give the functional proper-

ties as needed for them to keep their customers 

happy, essentially," Gibson said. "They say, 'Hey 

look, we're not going to put any more resources 

into this product. It's not good enough.' "  

Gibson — whose company's purpose is making 

these alternatives "good enough" — and others 

feel that plant-based cheese's big day is still 

coming. Several say that their products can 

compete with dairy cheese now and will get 

even better. And as more consumers adopt flex-

itarian eating patterns — trying more plant-

based options but still eating traditional meat, 

dairy and eggs — having high-quality plant-

based choices in cheese will pay off, they say. 

"Consumers will choose," said Domenic Bor-

relli, president of plant-based food and bever-

ages and premium dairy for Danone North 

America. "How they feel and what they want to 

consume and incorporate into their diet is com-

pletely up to them. Our job is to give them the 

choice and provide a great breadth of offerings 

in plant-based to enable that choice to be easy 

as possible." 

Is plant-based cheese all that bad? 

Plant-based cheese has long had a reputation of 

being inferior to its dairy counterparts — not 

looking, tasting, smelling, feeling or melting 

properly. Consumer research done by Numera-

tor found that 22% of potential plant-based 

cheese consumers think the products won't 

taste good, Borrelli said.  

https://www.fooddive.com/news/plant-based-cheesemaker-parmela-creamery-raises-125m-to-grow-brand-recogn/557230/
https://www.fooddive.com/news/plant-based-cheese-maker-good-planet-raises-12m-in-funding/578625/
https://www.fooddive.com/news/inside-daiyas-plan-to-become-a-global-plant-based-powerhouse/565355/
https://www.fooddive.com/news/how-to-have-nearly-50-years-of-success-in-plant-based-food-follow-your-hea/567758/
https://www.fooddive.com/news/how-to-have-nearly-50-years-of-success-in-plant-based-food-follow-your-hea/567758/
https://www.fooddive.com/news/miyokos-creamery-brings-vegan-cheese-out-of-the-dark-ages-of-food/559724/
https://www.fooddive.com/news/miyokos-creamery-brings-vegan-cheese-out-of-the-dark-ages-of-food/559724/
https://www.fooddive.com/news/tofurky-spreads-into-plant-based-cheese-with-moocho-launch/572775/
https://www.fooddive.com/news/danones-so-delicious-launches-plant-based-cheese/593178/
https://www.fooddive.com/news/danones-so-delicious-launches-plant-based-cheese/593178/
https://www.fooddive.com/news/danone-backed-forager-project-launches-line-of-plant-based-cheeses/596037/
https://www.fooddive.com/news/danone-backed-forager-project-launches-line-of-plant-based-cheeses/596037/


But shortages during the coronavirus pandemic 

caused by consumer hoarding and production 

issues actually helped change that belief, said 

Jeff Crumpton, a retail reporting manager at 

SPINS. Some consumers were looking for a par-

ticular cheese and ended up buying the plant-

based equivalent because it was the only thing 

available. Many found they liked it, and became 

much more likely to buy it again, he said. 

This is a testament to the work that plant-based 

cheese companies have done over the years to 

improve their products, Crumpton said. 

"That also makes it incumbent on plant-based 

dairy in general to continue to innovate, to 

make that barrier even less," he said. "[To make 

sure] that they're producing the types of prod-

ucts that customers would really have a hard 

time differentiating if they were doing some-

thing like a blind taste test." 

Bel Brands is quite aware of this barrier — and 

it has an even bigger obstacle to cross, Graham 

said. The company is not creating something 

new but rather remaking well-known popular 

cheeses in plant-based and hybrid varieties. 

"We have a really good pulse around what suc-

cess looks like in terms of what the consumer is 

expecting ... because they tell us," Graham said. 

"On the other hand, given the trust that con-

sumers have in our brand and what they expect 

in terms of the quality, the bar is very high. We 

have to work extra hard in just making sure that 

the plant-based offerings that we put out into 

the market deliver against that same expecta-

tion." 

Bel's long history in the space lends it credibility 

and trust from consumers who might be leery 

of trying plant-based cheeses, he said. The com-

pany's seasoned manufacturing and R&D teams 

can also work through any issues to develop 

better quality products, he added. 

Danone has deep experience in trying to bridge 

the taste gap between dairy and plant-based 

products. Borrelli said the biggest concern for 

any dairy alternative — be it plant-based milk, 

yogurt or ice cream — is that it tastes as good 

as what comes from cows. Danone works on 

improving the taste and physical qualities of its 

alternative products. For example, perfecting 

melt performance has been one of its priorities 

for So Delicious cheese. 

Consumers are also looking for variety, which is 

one of the central tenets to Danone's business 

strategy. 

"The one category that's been the toughest 

from a consumer standpoint has been dairy 

cheese. Consumers love their dairy cheese," 

Borrelli said. "And so we know that the oppor-

tunity was really to delight consumers with a 

great-tasting product that would deliver against 

the expectation consumers had." 

Danone has done extensive consumer testing 

on So Delicious cheese and launched the line 

through a well-known and popular brand name, 

Borrelli said. It also has a partnership with cook-

book author Ayesha Curry to show how So Deli-

cious can be used in recipes that would ordinar-

ily include conventional cheese. Curry's role is 

to encourage people who are curious about 

plant-based cheese to try it, according to a 

press release. 

With so many plant-based cheese products on 

the market and players in the space, product 

quality has had to improve. Good Planet Foods 

founder and co-CEO David Israel said that com-

panies already in the plant-based space aren't 

the ones having problems with the execution. 

"A lot of the major cheese manufacturers — I'll 

say four of the largest — have sent us samples, 

trying to get us to work with them, and I am 

blown away by the lack of cheese-likeness of 

the samples they send to us," Israel said. "It's a 

learning curve that's different from what 

they've been doing for years and years and 

years."  

While there has been tremendous pro-

gress, plant-based cheese is often missing some 

of the function, taste and texture of the dairy-

based alternatives. Gibson started New Culture 
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to solve these issues. What's missing, he said, is 

dairy proteins.  

"For us to make a cheese that mainstream dairy 

consumers are going to transition over to seam-

lessly, we absolutely need dairy proteins in 

there," Gibson said. 

New Culture creates dairy proteins from plant-

based sources using microbial fermentation. Af-

ter producing these proteins in a fermenter, the 

company then adds other plant-based ingredi-

ents — including sugars and other proteins — 

to basically make a milk that can go through the 

traditional cheesemaking process.  Gibson calls 

New Culture's product, which is still undergoing 

R&D, "animal-free dairy cheese." He expects its 

first offer to be on the market in 2023. 

As consumers become more conscious of the 

healthfulness and sustainability of food, many 

are turning to plant-based cheese. But their 

choices at the grocery store are ultimately 

driven the most by taste and price — areas 

where plant-based cheese cannot always meas-

ure up. This is how fermented dairy providers, 

like New Culture, can eventually win the cate-

gory — once they can achieve the scale to make 

a difference, Gibson said. 

"They're the only ones that can compete on 

taste, and with a favorable trajectory, they can 

eventually compete on price as well," Gibson 

said. 

All about opportunity 

Israel, who founded snack brand Pop Gourmet, 

was looking for a new venture when he left that 

business in 2018. He had no real background in 

food science, but after some research learned 

that plant-based eating was the next big thing, 

and there was a lot of space for innovation and 

improvement in cheese. 

Israel found a company in Greece that made 

cheese from plant-based ingredients. After tast-

ing a sample, he discovered that the texture 

and melt was spot on, though the taste was 

pretty bland. He convinced the company, which 

he declined to name because of a business 

agreement, to work with him. They then devel-

oped a line of popular cheeses — varieties in-

cluding American, mozzarella and cheddar 

— and did some deep research on the target 

consumer for plant-based cheese. 

"I really built a brand around the whole package 

to connect with those consumers — the Gen X 

and Gen Zs and millennials," Israel said. "Every-

body wanted products that were good for them 

and good for the planet, and so that's what we 

did. We came up with the most amazing, melta-

ble, tasty cheeses in the category, period." 

Good Planet, which launched in 2018, has done 

well in the market, often posting double-digit 

sales growth once products hit new stores, Is-

rael said. It had one of the largest fundraising 

rounds in the plant-based cheese startup space, 

closing on $12 million in funding this past May. 

Israel said that many other startups getting into 

the plant-based cheese space have the same 

outlook as he did: This is a category with a lot of 

opportunity. The field seems wide open, and 

plant-based eating appeals to a majority of con-

sumers — including not only traditional vege-

tarians, but also those who might eat the occa-

sional plant-based burger, Israel said. 

"We're not out to kill the dairy industry," he 

said. "Yes, we're out to do better for our envi-

ronment and better for the consumers' health, 

but, you know, there's room for everybody." 

SPINS analyst Crumpton said it is common for 

startups to flood a hot new category that has 

seen recent innovation. Companies are trying to 

make the product better, or think they have a 

new twist that will make their offerings stand 

out. But many of the plant-based cheese play-

ers are still very small. Only 10 brands had more 

than $1 million in sales last year, according to 

SPINS, and the category leaders are still the 

older standards: Daiya, Follow Your Heart and 

private label brands.  

Many plant-based cheese brands and private la-

bel options saw strong sales growth in 2020 
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Sales and growth by brand during the last two 

years, with all private label options counted to-

gether. 

Danone has long been on the path to trans-

forming into a full-spectrum dairy and alterna-

tives provider. In 2017, the company bought 

plant-based dairy leader WhiteWave Foods, and 

it has been working toward solidifying and ex-

panding its presence in the category. 

In 2018, Danone set a goal to triple its sales in 

the plant-based space to 5 billion euros 

— about $5.7 billion — by 2025. Danone had 

a 41% market share in plant-based offer-

ings through the third quarter of 2020, accord-

ing to IRI data. According to its most recent 

earnings report, 10% of Danone's total sales are 

in plant-based. All together, sales of Danone's 

plant-based brands grew 15% last year, the re-

port said.  

All of this growth was mostly in the milk, yogurt, 

frozen dessert and creamer categories. In fact, 

until recently, Danone was not in plant-based 

cheese at all. Then in January the company an-

nounced its So Delicious brand would launch 

dairy-free shredded and sliced cheeses, as well 

as spreads. And in February, Danone announced 

it would acquire plant-based cheese leader Fol-

low Your Heart. 

"We see tremendous opportunity for growth 

within plant-based cheese, and with the launch 

of So Delicious, we've got a product that we are 

delighted to bring to the market that we know 

will really change perceptions for consumers 

around how great a plant-based cheese alterna-

tive can be," said Borrelli. 

Danone has been working on plant-based 

cheese for the last few years, as it focused on 

opportunities to drive impactful growth. A good 

tasting product with the right taste, texture and 

melt, Borrelli said, could pay dividends. In de-

veloping So Delicious cheese, Danone was pre-

sented with a unique opportunity. 

"We were able to marry the knowledge and the 

learning and capability that we have in plant-

based food and beverage with the knowledge 

and the understanding that we have in ... or-

ganic cheese, and really find a way to develop a 

product that delivers the right taste and tex-

ture," Borrelli said. 

The Follow Your Heart acquisition also gives Da-

none more room to grow and expand in the 

plant-based cheese space. The 51-year-old com-

pany has a suite of plant-based segment-leading 

products, from its shredded and sliced cheese 

to its Vegenaise spread. Co-founder and CEO 

Bob Goldberg said two things sealed the deal to 

sell to Danone: It is the world's biggest B 

Corp and has ethics around transparency and 

sustainability that align with Follow Your Heart's 

mission. The fact that Danone has publicly com-

mitted to tripling its plant-based product sales 

by 2025 also factored in. 

"That's a huge commitment. That's going to 

mean that a lot more plant-based product is 

available around the world for consumers," 

Goldberg said. "In my mind, every time some-

body buys a plant-based item instead of an ani-

mal-based product ... that's progress."  

The view from dairy providers 

Tillamook, a 112-year-old brand that is made as 

part of the Tillamook County Creamery Associa-

tion, has been a well-known player in the dairy 

cheese business for generations. It currently is 

not in the plant-based space, though Executive 

Vice President of Brand Joe Prewett said the 

company is open to considering any new inno-

vation that is disrupting the market. 

While the company has built its name and repu-

tation on traditional dairy, Prewett said he 

doesn't have a negative viewpoint of plant-

based. In some areas where Tillamook has prod-

ucts — including ice cream, yogurt and butter 

— plant-based provides "healthy competition," 

he said. But it also provides a diversity of op-

tions, which is a net positive for the dairy seg-

ment. 
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"I don't think in today's market there's a close 

replacement for the product experience and nu-

tritional impact of Tillamook cheese," Prewett 

said. "I wouldn't be surprised if a product like 

that is going to be developed in the future," he 

added. 

The traditional dairy industry overall has not 

been supportive of plant-based products, and 

has worked to guard the identity of its prod-

ucts.  

The American Cheese Society, which is a mem-

bership organization for producers, sellers and 

enthusiasts of artisan and specialty cheeses in 

the Americas, has taken a position that only 

dairy-based products should be called cheese. 

In 2019, the group filed comments with the 

FDA to ask it to enforce labeling rules to restrict 

the terms "milk" and "cheese" to dairy products 

— an action that the federal agency has not 

taken. 

The dairy industry is also battling a consumer 

perception that plant-based products are 

healthier — a belief that is not always backed 

up by products' Nutrition Facts. Because of 

dairy products' higher protein content, tradi-

tional cheese naturally has a better nutritional 

profile. Plant-based cheese makers currently 

need to add nutrients, including protein. But ac-

cording to 2018 research commissioned by the 

Wisconsin Cheese Makers Association and Dairy 

Farmers of Wisconsin, more than a third of con-

sumers who examined plant-based cheese 

products believed they had protein — and 21% 

thought it was higher quality than dairy pro-

tein. A quarter of the consumers thought the 

plant-based cheese products were low in calo-

ries and fat and contained no additives, which is 

not always the case. 

Prewett is not overly concerned with miscon-

ceptions such as these impacting Tillamook's 

sales. He believes the truth will be borne out in 

time, and notes that people are still buying con-

ventional cheese. In fact, Tillamook's cheese 

sales have increased by double digits during the 

pandemic, leading the company's growth, he 

said. 

Despite the growth of the plant-based cheese 

segment and the rush of companies getting into 

the space, Tillamook is not spending much time 

trying to figure out how to succeed there, 

Prewett said. While there is some pressure on 

every dairy company to cater to the growing 

plant-based segment, it doesn't exist as much 

for cheese, he said. People primarily eat cheese 

for the flavor and indulgence, and it's hard to 

make a successful plant-based alternative that 

delivers on these motivations. 

Tillamook may consider going into the plant-

based cheese segment in the future if it can 

come up with something that can surprise and 

delight consumers, he said. 

"We do not have an adversarial posture on 

healthy products that people like, and I know 

that is a narrative in the market," he said. "But I 

just think we have to be progressive and take a 

modern view of what the consumer wants, and 

then create great products for them."  

Although Bel Brands is making a strong push 

into plant-based cheese, Graham said its dairy 

cheese sector is still extremely important. The 

company has invested in improving the packag-

ing and flavor of its The Laughing Cow 

brand, which turns 100 this year, and saw solid 

double-digit growth in the past year. It is also 

improving functionality and ingredients in its 

cheeses, including trendy adds like probiotics, 

which also has helped sales. 

Right now, about 85% of Bel Brands' portfolio is 

dairy-based and 15% is plant-based. The com-

pany, which also owns pouched fruit brand Go-

Go Squeez, is working to make those offerings 

closer to 50-50, Graham said. 

"[It] is not going to be balanced because we're 

losing households in dairy," Graham said. "Quite 

the contrary — we anticipate to continue to 

grow. But it's really going to be coming from the 

acceleration and gaining the households in the 

plant-based and the fruit segments." 
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The cheese case of the future 

The plant-based cheese segment will continue 

to grow in coming years, industry players and 

analysts said, but how much growth and who 

will drive it is yet to be seen. 

Tillamook's Prewett said in five years he thinks 

the cheese case will look very similar to the way 

it is today. There may be a few more plant-

based options, but they will mostly be in spe-

cific segments of the cheese market — just like 

plant-based meat, which is mostly in ground 

and nugget form. 

 
Courtesy of Follow Your Heart  

SPINS' Crumpton expects plant-based cheese 

manufacturers to expand into more artisanal 

and craft varieties. While there are some plant-

based feta varieties on shelves, Crump-

ton wouldn't be surprised to see more complex 

and distinctive cheeses such as Asiago and Lim-

burger.  

He also sees plant-based cheese migrating past 

the dairy case. Better-for-you frozen pizzas and 

snacks are starting to pick up plant-based 

cheeses for their products, Crumpton said. 

"While the plant-based cheese itself is lightning 

hot, compared to what's happening in the dairy 

space, we're seeing that now kind of permeate 

across the store. The proliferation of products 

that have those associations are taking ad-

vantage of that." 

In the next five years, New Culture's Gibson said 

that his company is likely to undergo some big 

changes — including having products on the 

market and transforming dairy-alternative 

cheeses — but there may not be big develop-

ments in the near term. 

"Keep in mind that dairy cheese is the only dairy 

product, at least in the U.S., that is increasing in 

market size and increasing in consumption," 

Gibson said. "It is going to take more time for 

this sort of revolution. ...In five years' time, 

plant-based cheese will do a pretty good job of 

capturing some meaningful portion of the mar-

ket, while companies like New Culture ... scale 

to these massive volumes that are required to 

start really shifting the balance in favor of ani-

mal-free products." 

New Culture may not just be in business for it-

self in five years. One of its biggest boosts so far 

came in 2019 when Kraft Heinz's VC arm Evolv 

Ventures led a $3.5 million seed round of fund-

ing for the company. Gibson couldn't say much 

about the partnership, but said the the two 

have been working closely together. The legacy 

Kraft Foods, which got its start as a cheese com-

pany in 1903, understands that the world is 

changing, Gibson said.  

"It's just a good relationship with both sides ac-

knowledging that they can provide a lot of help 

to one another," Gibson said.  

In the near term, Crumpton expects more plant-

based cheese offerings to be from major 

brands, but he predicted most would likely 

come through M&A. While plant-based 

cheese's current growth rates are likely to slow 

as the segment gets bigger, he said, it could 

reach 10% to 12% share of the segment by this 

time. 

But, he said, it could be more depending on 

both developments in food science and sustain-

ability concerns about the animal-based dairy 

sector. 

"If the type of R&D that they do, [that] these 

kind of brands are bringing to market, continues 

to be innovative, then we're going to see that 

even more turbocharged," he said. "And I think 

it really has to do with supply on the animal 

side. If we see a huge dip [in supply] because of 
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increased temperatures and global warming 

and everything else, that may also be a factor 

that would help expand plant-based even fur-

ther." 

 

 

 



 


