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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 .

 

 

mailto:adskid39018p@gmail.com
mailto:info@suruchiconsultants.com
https://www.suruchiconsultants.com/pageDownloads/downloads/training/3_58th%20DEDP%20MAy_june_2019.pdf
https://www.suruchiconsultants.com/pageDownloads/downloads/training/3_58th%20DEDP%20MAy_june_2019.pdf
https://www.suruchiconsultants.com/pageDownloads/downloads/training/3_58th%20DEDP%20MAy_june_2019.pdf
http://www.suruchiconsultants.com/pageDownloads/downloads/training/9_14092019_PdEDP_brochure.pdf
http://www.suruchiconsultants.com/pageDownloads/downloads/training/9_14092019_PdEDP_brochure.pdf
http://www.suruchiconsultants.com/pageDownloads/downloads/training/9_14092019_PdEDP_brochure.pdf
http://www.suruchiconsultants.com/pageDownloads/downloads/training/8_21122019_DSSP.pdf
http://www.suruchiconsultants.com/pageDownloads/downloads/training/8_21122019_DSSP.pdf
https://www.youtube.com/watch?v=5iS432VlGc8&t=42s
https://www.youtube.com/watch?v=5iS432VlGc8&t=42s
http://skilldairy.com/
https://www.suruchiconsultants.com/pageDownloads/downloads/training/1_7th%20RDEDP%20Brochure.pdf
https://www.suruchiconsultants.com/pageDownloads/downloads/training/1_7th%20RDEDP%20Brochure.pdf
https://www.suruchiconsultants.com/pageDownloads/downloads/training/1_7th%20RDEDP%20Brochure.pdf


Indian News 

Vadilal is targeting Rs 800 Crores Ice cream Sales in FY 22 
APR 15, 2021 

https://dairynews7x7.com/vadilal-is-targeting-rs-800-crores-ice-cream-sales-in-fy-22/ 

 
he company, which suffered a grim sum-

mer season owing to lockdown and lim-

ited supply, is looking to tap into revival 

in consumer demand and an extended summer 

Vadilal Industries Limited, which sells ice-cream 

and frozen food products under Vadilal brand, 

on Tuesday said that it is eyeing Rs800 crore in 

sales revenue during FY22 from its ice-cream 

category. The company, which suffered a grim 

summer season owing to lockdown and limited 

supply, is looking to tap into revival in consumer 

demand and an extended summer, which will 

aid in its growth this year. 

“2020 was a tough year for the ice-cream cate-

gory. We have already started witnessing early 

signs of demand revival this year. Our sales rev-

enues from ice-cream segment was about 

Rs650 crore in 2019-20. We are hoping to cross 

Rs800 crore for ice-creams this year,” said 

Aakanksha Gandhi, brand director for Vadilal Ice 

Cream. 

The company has launched 12 new products for 

the summer season expanding its current range 

of 200 products. Apart from kulfis, the brand is 

building categories such as gourmet, badabite, 

flingo and ice-cream cakes for younger audi-

ences who like to experiment with different fla-

vours. 

To create greater recall of the brand, the com-

pany has rolled out a new campaign “Waah Va-

dilal” targeted at young consumer base be-

tween 18 and 30 years. Made by advertising 

agency Lowe Lintas, the campaign will be pro-

moted across print, outdoor hoardings, point-

of-sale branding, television, digital media, and 

radio. Vadilal will also leverage Disney + Hotstar 

during Indian Premier League (IPL). 

“Through this campaign, we wish to create 

stronger affinity towards the brand Vadilal 

among young consumers. We have earmarked 

marketing budgets for this year, which stand at 

8% of total sales, up from 6% in 2019,” said 

Gandhi. 

Meanwhile, despite the volatility in raw mate-

rial prices, that is, Skimmed Milk Powder (SMP), 

Vadilal said there will be no price revision in ice-

creams. 

On the exports side, the company said that it 

has done well clocking revenues of Rs250 crore 

for the year 2020-21. “The overseas sales have 

grown by 15% during 2020-21 including ice-

creams, frozen and processed foods. This year 

we expect exports to cross Rs350 crore,” said 

Gandhi. 

The company said that it has strengthened its e-

commerce verticals with a dedicated website 

(Vadilal.com) along with presence on third party 

platforms such as Zomato, Swiggy, and Big Bas-

ket. Currently, it is fulfilling online deliveries 

through 250 retail points which will be in-

creased to 400 this year to continue service at 

home consumption. 

Before March, one could have confidently said 

the ice-cream category is expected to witness 

exponential growth in both individual and insti-

tutional (hotels/malls) consumption said Madan 

Sabnavis, chief economist, Care Ratings Ltd. 

“However, owing to multiple restrictions in Ma-

harashtra and other key cities, there could be a 

hold back. As of today, although there are re-

strictions, they are not total lockdowns, in 
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which case the growth for these players will be 

moderate. Consumer demand will definitely 

slow down but there wont be a crash like last 

year,” he added. 

 

 

Flavored milk has differential GST tarriff line from 5% to 12% across India 
APR 15, 2021 

https://dairynews7x7.com/flavored-milk-has-differential-gst-tarriff-line-from-5-to-12-across-india/ 

 
lavoured milk has found different fla-

vours with different Authorities for Ad-

vance Rulings (AARs). While Gujarat AAR 

followed its counterparts in Tamil Nadu and An-

dhra Pradesh to hold GST at the rate of 12 per 

cent, the Karnataka AAR went for 5 per cent. 

Latest rulings from Gujarat are related with two 

famous milk product brands, Amul and Vadilal. 

Gujarat Co-Operative Milk Marketing Federa-

tion Ltd, owner of Amul brand, approached AAR 

to get ruling regarding on its flavoured milk 

product sold under trade name of ‘Amul 

Kool/Amul Kool Cafe’. Another application was 

moved with similar question by Vadilal for its 

flavoured milk product being sold under the 

trade name of ‘Power Sip’. 

Production process 

Gujarat Co-operative submitted that the pro-

cess of the flavoured milk is standardisation of 

fresh milk according to the fat contents and 

then heating at certain temperature followed 

by filtration, pasteurisation and homogenisation 

and then mixing of sugar and various flavours 

and finally bottling. Highlighting the fact that 

since the commodity milk and milk products are 

enumerated in Chapter 4 of the tariff list and 

flavoured milk will be covered under tariff 

item/HSN (Harmonised System of Nomencla-

ture, a globally accepted system for application 

of tariff under custom duty and GST), 

‘04029990’ which means GST rate would be 5 

per cent. 

Giving similar arguments, Vadilal said in its ap-

plication that the National Diary Research Insti-

tute, Bangalore has also confirmed that fla-

voured milk falls, under Dairy produce as per 

the FSSAI regulation. The applicant also high-

lighted ruling by Karnataka AAR which held that 

‘flavoured milk’ is classified under the Tariff 

heading 04029990 which means GST at the rate 

of 5 per cent. The said Advance Ruling Authority 

has also taken note of the judgment rendered 

by Allahabad High Court in Gujarat Co-operative 

Milk Marketing Federation where it was specifi-

cally observed that ‘flavoured milk’ is a form of 

milk, and it is neither a derivative of milk nor a 

milk product. 

After going through all the arguments and facts, 

Gujarat AAR noted that this matter was repre-

sented before GST Council for its meeting on 

December 12. Companies requested to shift the 

classification so that rate could be lowered to 5 

per cent from 12 per cent. However, Fitment 

F 
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Committee (the committee of tax officials rec-

ommend rate classification which is then con-

sidered by GST Council) did not favour which 

was accepted by GST Council. 

AAR also took note of rulings by Tamil Nadu’s 

AAR (in the matter of Britannia Industries) and 

Andhra Pradesh’s AAR (in matters of Tirumala 

Milk and Sri Chakra Milk) and accordingly held 

“‘flavoured milk’ is classifiable under Tariff Item 

2202 99 30 of the First Schedule to the Customs 

Tariff Act, 1975 as a ‘beverage containing milk’.” 

This means GST rate would be 12 per cent. 

Diverse tax positions 

According to Harpreet Singh, Partner at KPMG, 

this is another instance of diverse tax positions 

being adopted by States. While three AARs have 

held flavoured milk to be taxable at 12 per cent, 

Karnataka AAR has held it to be liable at 5 per 

cent. “There cannot be a more compelling rea-

son for constituting a National level Advance 

ruling authority, for providing tax certainty,” he 

said. 

 

Mondelez India launches Cadbury Dairy Milk Lolly 
15 Apr 2021, 4:50 AM IST 

https://www.afaqs.com/news/mktg/mondelez-india-launches-cadbury-dairy-milk-lolly 

ondelez India has entered the lolli-

pop sub-segment in the confection-

ery category with the launch of Cad-

bury Dairy Milk Lolly. The new product is also 

the only ‘chocolate lollipop’ in the Indian mar-

ket. 

The hard outer caramel casing of the Lolly is 

filled with Cadbury Dairy Milk chocolate. Dairy 

Milk’s new lollipop extension will share the 

space with existing players like Hershey’s Jolly 

Rancher, Perfetti’s Chupa Chups and Wrigley’s 

Pim Pom. 

Commenting on the launch, Inderpreet Singh, 

associate director – marketing (beverages, 

meals, candies and gums), Mondelez India, said, 

“Cadbury Dairy Milk Lolly, being the only choco-

late lollipop in the segment, provides the brand 

with an opportunity to strengthen its foothold 

in the category and stay true to its vision of 

proving consumers with more choice. By uniting 

India’s much-loved and most trusted Cadbury 

Dairy Milk’s strong equity and legacy in a new 

avatar, we are all set to conquer hearts yet 

again, and further solidify our stance in the myr-

iads of snacking options in the country.” 

Priced at Rs 5, the launch of Cadbury Dairy Milk 

Lolly will be supported by a strong sampling 

plan to generate consumer trials, coupled with 

strong in-market activation plans. 

 

Maharashtra: Milk procurement price may see further correction from Friday 
 April 14, 2021 1:07:11 am 

https://indianexpress.com/article/cities/mumbai/maharashtra-milk-procurement-price-may-see-further-correc-

tion-from-friday-7272495/

 

ome dairies in Maharashtra are planning 

to introduce a further correction in the 

procurement price of milk. From April 16, 

some private dairies have decided to pay farm-

ers only Rs 25 per litre as against the prevalent 

rate of Rs 27 per litre. 

This is the second price correction dairy farmers 

would have to bear in less than a week. On April 

11, dairies had announced a reduction of Rs 3 

per litre, slashing prices from Rs 30 to Rs 27 per 

litre. This was a direct reaction to the dip in de-

mand for milk due to the partial lockdown in 

the state. As offices, hotels, restaurants and tea 

M 
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shops remain closed, demand for milk has 

dipped, leaving dairies with excess milk stock. 

“The production cost of the present stock of 

skimmed milk powder (SMP) is Rs 270-280 per 

kg. Domestic prices of SMP has since then 

dipped to Rs 200-210 per kg so it would not be 

possible to sell the same at a pro

fit. We have no other option but to announce a 

further Rs 2 per litre price correction from April 

16,” said a private dairy owner from Pune dis-

trict. 

Asked about the possibility of a price correction, 

Dasarath Mane, chairman and managing direc-

tor of Indapur-based Sonai Dairy, did not rule it 

out. But he was quick to add that it would be 

temporary. 

“We have decided not to go below Rs 25 per li-

tre as the procurement price. Any further cor-

rection would be detrimental to farmers in par-

ticular and the trade in general,” he said. Mane 

expressed hope that demand for milk and dairy 

products would pick up post June, once the 

lockdown norms eased and Covid-19 cases 

dropped. 

“At present, the international prices of SMP are 

quite good. Exports of SMP and white butter 

can help the dairies maintain their bottom line,” 

he said. 

However, R S Sodhi, managing director of the 

Gujarat Cooperative Milk Marketing Federation 

— the cooperative giant which retails under 

brand Amul — ruled out any immediate correc-

tion in procurement prices. “Our prices are in 

the range of Rs 27-29 per litre and we will con-

tinue paying the same. A lockdown would cer-

tainly have an impact but that would be tempo-

rary. Overall, there is a shortage in milk in the 

country which should keep procurement prices 

high,” he said. 

Amul, at present, is reporting 2.65 crore litres of 

milk collection per day which, said Sodhi, was 

15 per cent above its normal collection. This co-

operative giant procures 15 lakh liters of milk in 

Maharashtra alone. 

Most cooperative dairies also seemed luke-

warm to the idea of an immediate price reduc-

tion. Ravindra Apte, chairman of the Kolhapur 

Cooperative Milk Producers Union(Gokul), said 

they continue to pay their farmers at the rate of 

Rs 27 per litre. 

Vivek Ksheersagar, managing director of Pune 

District Cooperative Union (Katraj), said they 

would also be wary of reducing their prices be-

low Rs 27 per litre. Cooperative dairies are wor-

ried that once private players slash their prices, 

a lot of milk would be diverted towards them, 

which they can’t afford to procure. 

Rajiv Mitra, CEO of Lactalis Prabhat, said the 

dairy is committed to paying a fair and transpar-

ent price to their farmers. “In spite of the rise in 

Covid caseload, and the partial lockdown, we 

are committed to paying milk producer farmers 

fairly. Their well-being is most essential for sus-

tenance of the dairy industry in the medium 

and long term,” he said. 
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Foreign Ministers’ talks: India, France discuss ways to speed up India-EU trade and invest-

ment pact 
April 13, 2021 

https://www.thehindubusinessline.com/news/foreign-ministers-talks-india-france-discuss-ways-to-speed-up-in-

dia-eu-trade-and-investment-pact/article34312880.ece 

 
xternal Affairs Minister S Jaishankar and 

his French counterpart Jean-Yves Le 

Drian discussed ways to speed up dis-

cussions on the long-pending India-EU trade 

and investment agreement and opportunities 

for collaboration in other sectors in a bilateral 

meeting on Tuesday. 

“In the context of the changes in a Covid-im-

pacted world, both Ministers recognised the im-

mense opportunities for greater collaboration 

in diverse sectors such as trade and invest-

ments, defence and security, health, education, 

research and innovation, energy and climate 

change,” as per an official release circulated by 

the Ministry of External Affairs following the bi-

lateral talks. 

The two Ministers observed that bilateral trade 

between India and France had witnessed a 

steady rise in the last decade reaching $10.75 

billion in 2020. “To tap the full potential of bilat-

eral trade and economic relations, both sides 

recognised the importance of fast tracking the 

discussions on an India-EU trade and invest-

ment agreement,” the release said. 

Negotiations for India-EU trade and investment 

agreement, launched in 2007, were suspended 

in 2014 following differences over market ac-

cess demanded by the EU for key items such as 

automobiles, wines & spirits, dairy and financial 

services. There are expectations that the nego-

tiations could re-start at the India-EU Summit in 

Portugal next month. 

Le Drian is on a three-day official visit to India 

and will also visit Bengaluru. 

The two sides explored ways to strengthen co-

operation in the Indo-Pacific, including the In-

dia-France-Australia Trilateral mechanism, ad-

dressing emerging challenges in the maritime 

and space domains and working together in the 

area of climate action and biodiversity protec-

tion. India welcomed France’s decision to take 

up the “Maritime Resources” pillar of India’s 

Indo-Pacific Oceans Initiative (IPOI). 

Le Drian will participate, along with the Minister 

of Environment, Forest and Climate Change Pra-

kash Javadekar, at a panel discussion on Climate 

Change in Delhi. He will also participate in the 

Raisina Dialogue. 

In the second leg of his tour, he will visit the Na-

tional Centre for Biological Sciences and ISRO in 

Bengaluru on April 15. 
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Cross-breeding, herd management key strategy to maximise India’s milk production: Study 
Tuesday 13 April 2021 

https://www.downtoearth.org.in/news/wildlife-biodiversity/cross-breeding-herd-management-key-strategy-to-

maximise-india-s-milk-production-study-76464 

 
ross-breeding, herd management and 

species composition were key strategies 

for maximising milk production in India, 

according to a recent British-Australian assess-

ment of livestock. 

It is the first livestock yield gap assessment that 

models potential three-fold productivity gains 

in India with a systems approach. 

The modelling was carried out by Australia’s 

Commonwealth Scientific and Industrial Re-

search Organisation (CSIRO). CSIRO took the 

help of Supporting Evidence Based Interven-

tions (SEBI), a project based at the University of 

Edinburgh’s Royal (Dick) School of Veterinary 

Studies. SEBI aims to drive better strategic live-

stock decision-making for low- and middle-in-

come countries through improved data and 

analysis. 

But what about India’s indigenous cattle 

breeds? Over the years, media reports have 

highlighted how such breeds are increasingly 

under threat due to the import of exotic foreign 

breeds or their semen. Wouldn’t cross-breeding 

be the death knell for such breeds? 

Down To Earth put this question to the study 

authors, who clarified that both, cross-bred and 

indigenous animals were important. 

“While a focus on increasing milk yields through 

introducing new genetics would increase the 

number of crossbred cattle, it should still be 

possible to maintain indigenous genetic re-

sources through concurrent programmes aimed 

at conserving local cattle breeds,” Di Mayberry, 

research scientist at CSIRO, said. 

She added that while milk yields from local cat-

tle might be lower compared to crossbreds, 

there might also be a market for milk from local 

cattle, that would increase their financial as well 

as cultural value. 

He added it was also vitally important to collect 

high quality data on productivity and health 

from both indigenous and cross-breeds in order 

to be able to make informed decisions on the 

future role of each in the Indian dairy sector. 

 

 

Milk prices may further go down from Rs 27 to Rs 25 /ltr from April 16th 
 APR 14, 2021 

https://dairynews7x7.com/milk-prices-may-further-go-down-from-rs-27-to-rs-25-ltr-from-april-16th/ 

 

ome dairies in Maharashtra are planning 

to introduce a further correction in the 

procurement price of milk. From April 16, 

some private dairies have decided to pay farm-

ers only Rs 25 per litre as against the prevalent 

rate of Rs 27 per litre. 

This is the second price correction dairy farmers 

would have to bear in less than a week. On April 

11, dairies had announced a reduction of Rs 3 

per litre, slashing prices from Rs 30 to Rs 27 per 

litre. This was a direct reaction to the dip in de-

mand for milk due to the partial lockdown in 

the state. As offices, hotels, restaurants and tea 

shops remain closed, demand fo
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milk has dipped, leaving dairies with excess milk 

stock. 

“The production cost of the present stock of 

skimmed milk powder (SMP) is Rs 270-280 per 

kg. Domestic prices of SMP has since then 

dipped to Rs 200-210 per kg so it would not be 

possible to sell the same at a profit. We have no 

other option but to announce a further Rs 2 per 

litre price correction from April 16,” said a pri-

vate dairy owner from Pune district. 

Asked about the possibility of a price correction, 

Dasarath Mane, chairman and managing direc-

tor of Indapur-based Sonai Dairy, did not rule it 

out. But he was quick to add that it would be 

temporary. 

“We have decided not to go below Rs 25 per li-

tre as the procurement price. Any further cor-

rection would be detrimental to farmers in par-

ticular and the trade in general,” he said. Mane 

expressed hope that demand for milk and dairy 

products would pick up post June, once the 

lockdown norms eased and Covid-19 cases 

dropped. 

“At present, the international prices of SMP are 

quite good. Exports of SMP and white butter 

can help the dairies maintain their bottom line,” 

he said. 

However, R S Sodhi, managing director of the 

Gujarat Cooperative Milk Marketing Federation 

— the cooperative giant which retails under 

brand Amul — ruled out any immediate correc-

tion in procurement prices. “Our prices are in 

the range of Rs 27-29 per litre and we will con-

tinue paying the same. A lockdown would cer-

tainly have an impact but that would be tempo-

rary. Overall, there is a shortage in milk in the 

country which should keep procurement prices 

high,” he said. 

Amul, at present, is reporting 2.65 crore litres of 

milk collection per day which, said Sodhi, was 

15 per cent above its normal collection. This co-

operative giant procures 15 lakh liters of milk in 

Maharashtra alone. 

Most cooperative dairies also seemed luke-

warm to the idea of an immediate price reduc-

tion. Ravindra Apte, chairman of the Kolhapur 

Cooperative Milk Producers Union(Gokul), said 

they continue to pay their farmers at the rate of 

Rs 27 per litre. 

Vivek Ksheersagar, managing director of Pune 

District Cooperative Union (Katraj), said they 

would also be wary of reducing their prices be-

low Rs 27 per litre. Cooperative dairies are wor-

ried that once private players slash their prices, 

a lot of milk would be diverted towards them, 

which they can’t afford to procure. 

Rajiv Mitra, CEO of Lactalis Prabhat, said the 

dairy is committed to paying a fair and transpar-

ent price to their farmers. “In spite of the rise in 

Covid caseload, and the partial lockdown, we 

are committed to paying milk producer farmers 

fairly. Their well-being is most essential for sus-

tenance of the dairy industry in the medium 

and long term,” he said. 
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Prabhat dairy to be delisted from the stock exchange from April 30th 
APR 14, 2021 

https://dairynews7x7.com/prabhat-dairy-to-be-delisted-from-the-stock-exchange-from-april-30th/ 

 
rabhat Dairy will be delisted from BSE 

and NSE on April 30, while trading in its 

equity shares will be discontinued from 

April 23, the exchanges said. 

This comes after the company complied with 

the formalities for voluntary delisting of equity 

shares. 

Further, exit option will be kept open by the 

promoter/ acquirer of the company — Sa-

rangdhar Ramchandra Nirmal, Vivek Sarangdhar 

Nirmal, Madhyam Farming Solutions Pvt Ltd and 

Nirmal Family Trust — for the remaining public 

shareholders for at least one year from the date 

of delisting at the rate of Rs 101 per equity 

share, BSE said. 

In separate circulars on Friday, the exchanges 

said the company has complied with the formal-

ities for voluntary delisting of equity shares. 

Accordingly, the trading in the equity shares of 

Prabhat Dairy Limited will be discontinued with 

effect from April 23, 2021. 

The scrip will be delisted from the exchange 

records from, April 30, 2021. 

In December 2020, markets regulator Sebi 

granted a six-month extension to Prabhat Dairy 

to complete the delisting process. 

The company received shareholders’ nod for 

delisting the company on October 14, 2019. 

In October 2020, Prabhat Dairy had requested 

Sebi for a six-month extension for filing the final 

application for delisting, citing the nationwide 

lockdown that was imposed in March last year 

as a reason. 

Under the Sebi norms, a company is required to 

make the final application to the stock ex-

changes for delisting within one year of passing 

the special resolution. 

 

Partial lockdown pushes down procurement price of milk in Maharashtra 
April 13, 2021 8:52:08 am 

https://indianexpress.com/article/cities/pune/partial-lockdown-pushes-down-procurement-price-of-milk-in-maha-

rashtra-7270697/

 

airy farmers in Maharashtra have 

started facing the financial repercus-

sions of a partial lockdown, with dair-

ies slashing their procurement prices by Rs 3 

per litre. Starting from April 11, dairies have de-

cided to pay Rs 27 per litre for milk as against 

the Rs 30 they were paying till the end of Febru-

ary. Further reduction in milk prices have not 

been ruled out if the state government decides 
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to go ahead with its plan for a complete lock-

down in the days to come. 

In earlier months, with gradual opening up of 

the economy and more demand for milk and 

milk products, dairies had started a price war to 

corner as much milk as possible. On February 

13, the Milk Producers and Processors Welfare 

Association – an umbrella body of both private 

and cooperative dairies in the state – had ad-

vised its members not to procure milk for less 

than Rs 29 per litre. This was a

 
result of increased demand and lesser milk 

available in the markets. Faced with a drastic 

slash in procurement prices during the lock-

down last year, farmers had either reduced 

their herd size or cut down on feed and nutri-

ents, which had resulted in lower milk produc-

tion. 

Now, with rising Covid-19 cases, non-essential 

shops shut in Pune and weekend curfew in 

place across the state, the demand for liquid 

milk has started falling. As hotels, restaurants 

and tea shops remain shut, dairies have re-

ported a significant dip in their sales. 

For the Pune District Cooperative Milk Produc-

ers Union — which retails milk and dairy prod-

ucts under the brand Katraj – the fall in sale has 

been as high as 1 lakh litre per day. “At present, 

our procurement is 2.5 lakh litres per day, of 

which around 1 lakh litre is now excess,” said Dr 

Vivek Ksheersagar, managing director of the 

dairy. Like other dairies, they too have reduced 

their procurement price by Rs 3 per litre on 

April 11. 

If the lockdown persists, we might further re-

duce the prices,” he said. 

On an average, Maharashtra reports collection 

of 1.5 crore litres of milk per day, of which 95 

lakh litres are sold as liquid or pouch milk. At 

present, sale of the latter has come down to 

around 50 lakh liters, with dairies forced to con-

vert the excess milk into anhydrous skimmed 

milk powder (SMP). 

Dasarth Mane, chairman and managing director 

of the Indapur-based Sonai Dairy, said the accu-

mulated SMP stock in Maharashtra would be 

around 60,000 tonnes, while nationally the 

stock could be around 1-1.5 lakh tonnes. 

Ironically, the price correction comes even as 

SMP prices are touching all-time high prices in 

international markets. On April 6, SMP auctions 

on Global Dairy Trade, the online platform of 

New Zealand’s dairy giant Fonterra, had closed 

at $ 3,367/tonne, a five-year high. Domestically, 

SMP prices were trading at Rs 275 per kg before 

correcting to the present Rs 250-mark. 

Mane, however, said they are yet to see any de-

mand for SMP in domestic markets due to the 

reduced consumption of ice creams and sweets. 

While most dairies have reduced their prices, 

Lactalis Sunfresh Agro Industries Limited (Prab-

hat ) continues to pay their farmers at the rate 

of Rs 30 per litre. Rajiv Mitra CEO of the com-

pany said their milk procurement remains un-

changed. “We are here for profitable and re-

sponsible growth for ourselves and all our asso-

ciates, ” he said. The dairy is procuring around 

15 lakh litres of milk per day in the state at pre-

sent 
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Vijaya dairy verdict a win for consumers: Federation chief 
Apr 12, 2021 

https://timesofindia.indiatimes.com/city/hyderabad/vijaya-dairy-verdict-a-win-for-consumers-federation-chief/ar-

ticleshow/82021508.cms 

YDERABAD: Vijaya will soon dish out 

mouth-watering Mysore pak from its 

Milk Products Factory (MPF) at Lala-

pet. The Telangana State Dairy Development 

Cooperative Federation (TSDDCF) Limited, 

which owns ‘Vijaya Telangana’ post-bifurcation 

of the united Andhra Pradesh, got a shot in the 

arm last month after the high court’s verdict de-

claring that MPF at Lalapet would belong to Tel-

angana. 

 
Till March, Telangana and Andhra Pradesh offi-

cials have been squabbling over distribution of 

assets and liabilities pertaining to Vijaya Dairy, 

including the 42-acre facility at Lalapet. “The 

high court’s verdict is a victory of lakhs of con-

sumers, who are continuing their journey with 

Vijaya Dairy products, for over six decades in 

Telangana,” Telangana State Dairy Develop-

ment Cooperative Federation Limited managing 

director G Srinivasa Rao told TOI. 

The MPF at Lalapet was established way back in 

the 1960s with the initiative of ‘Father of the 

White Revolution in India’ Verghese Kurien with 

a handling capacity of just 50,000 litres of milk 

per day. “After 60 years, we are handling four 

lakh litres of milk daily. We have built a strong 

marketing network for Vijaya brand milk prod-

ucts, which is next only to Amul,” the TSDDCF 

managing director added. 

“We use modern technology and ultra-high def-

inition plants to pack milk and milk products at 

our MPF unit at Lalapet. Apart from milk and 

milk products, we also started a mineral water 

unit with a capacity of 50,000 litres per day 

since December,” he said. The machinery, in-

cluding sophisticated equipment installed at 

MPF, has been imported, giving even private 

dairy units tough competition, a TSDDCF official 

said. 
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Covid second wave will impact consumption of chilled dairy products 
APR 10, 2021 

https://dairynews7x7.com/covid-second-wave-will-impact-consumption-of-chilled-dairy-products/ 

 
ce-cream, buttermilk and flavoured milk 

could see some short-term demand con-

straints as consumers focus on essentials 

amid fresh round of restrictions to curb spread 

of covid-19, according to a report by ICICI Secu-

rities. 

“Ice cream consumption will likely remain im-

pacted due to the fear of coronavirus, reduction 

in out-of-home consumption and reduction in 

the number of functions, parties and events. 

The consumption of milk-based beverages such 

as buttermilk, lassi and flavoured milk has also 

been impacted due to reduction in the number 

of visits to retail outlets,” analysts at the broker-

age firm said in a 9 April report on the dairy sec-

tor, citing these as short-term challenges for the 

domestic dairy market. 

Analysts also flagged a slowdown in consump-

tion of new dairy segments such as whey pro-

tein powder, custards and premium cheese var-

iants. 

Overall, the dairy sector had registered good 

demand in FY21 as milk and milk products are 

deemed essential commodities. Although com-

panies lost out on business linked to hospitality, 

in-home consumption remained strong. 

India’s dairy sector is vast with participation of 

homegrown dairy cooperatives as well as large 

multinationals with a good demand for milk and 

other dairy products such as butter, ghee and 

paneer. 

Analysts at the brokerage said organised dairy 

benefited through market share gains in FY2021 

and the trend is likely to sustain. Direct distribu-

tion of dairy products to large societies using 

own logistics and apps developed by dairy com-

panies, and higher support to trade will help 

companies improve market share. Prolonged 

stay-at-home orders are likely to benefit con-

sumption of tetra packs of milk and dairy whit-

eners, it added. 

 

Indian dairy industry is not competitive in exports of milk as a commodity 
APR 9, 2021 

https://dairynews7x7.com/indian-dairy-industry-is-not-competitive-in-exports-of-milk-as-a-commodity/ 

 
ecently, the Federation of Indian Cham-

bers of Commerce and Industry (FICCI) 

hosted the 13th edition of the Food-

world India Global Convention for Food Busi-

ness and Industry. On day two, during the ses-

sion ‘Untapped Export Potential: Key for Sus-

tained Growth of India’s Processed Food Indus-

try’, RS Sodhi, the managing director, GCMMF 

(Amul) mentioned that India is one of the larg-

est food producers globally. 

He alluded to the growth figure of USD 600 bil-

lion of Indian food consumption over the next 

decade. Sodhi said that out of this pie chart, 

dairy alone contributes USD 110 billion, adding 

that he expects the dairy industry to notch up 

USD 200 billion in the next 10 years.   Sodhi 

said, “Today we are 21% of the world’s milk 
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production and in 2030 we will be producing 

one-third of the world’s milk and that too, by 

100 million farmers. 

There is tremendous potential in dairy because 

most of the regions around India are milk-defi-

cient. Also, dairy provides sustainable rural em-

ployment.”   While the export of branded milk 

products is growing, Sodhi said that currently, 

the Indian dairy industry is not competitive in 

exports of milk as a commodity. He pointed out, 

“Most of the dairy surplus countries in Europe 

and USA, except New Zealand and Australia, 

highly subsidise milk exports. 

So we need to identify niche dairy products and 

work on it.”   The Government of India’s Pro-

duction Linked Incentive (PLI) scheme is cur-

rently in the news. Sodhi said, “Mozzarella 

cheese has been included in the PLI scheme, but 

this is buffalo cheese”, pointing out that ap-

proximately 58% of India’s milk production is 

buffalo milk. “But we have to work from zero, 

as right now in the world market, the contribu-

tion of Indian mozzarella cheese is non-exist-

ent.” 

For the milk supply chain, the separation of cow 

and buffalo milk is a prerequisite. Presently, 

most of the milk is mixed. Sodhi said, “We can-

not compete in cow milk, but buffalo milk is our 

USP. So, we need to have separate collection 

and processing lines for cow and buffalo 

milk.”   Sodhi concluded his presentation by say-

ing, “Most of our neighbouring countries are 

milk-deficient. We need to see how we can 

reach these countries. 

This is where the role of policymakers is im-

portant.” He flagged his concern by explaining 

that the world’s top 10 dairy-importing coun-

tries “don’t allow imports from India.” He felt 

India should up its ante in terms of negotiations 

about free trade, tariff and non-tariff barriers 

with these counties. He shared with the dele-

gates how “countries like Indonesia are able to 

negotiate lower duties when they export their 

oil to India, but we are not asking them to re-

duce the duty on our processed food exports.”   

 

Parag Milk Food aims to raise Rs 300 crore via preferential allotment 
APR 9, 2021 

https://dairynews7x7.com/parag-milk-food-aims-to-raise-rs-300-crore-via-preferential-allotment/ 

 
hares of Parag Milk Foods are trading 

higher after the announcement of its 

fundraising plans. The company aims to 

raise over Rs 300 crore via preferential allot-

ment. CNBC-TV18 spoke with Devendra Shah, 

Chairman of the company to discuss this. Shah 

said with this amount, the company is replacing 

short-term working capital with long-term. 

 “With this money, we will be saving Rs 20-25 

crore of the interest cost. Basically, with this 

amount, we are replacing short-term working 

capital with long-term. Some of the money we 

will use for working capital,” he said. 

As of now, the company has Rs 480 crore short-

term loan working capital and around Rs 35 

crore term loan, Shah said. 

On ‘Pride Of Cows’ business he said, “In ‘Pride 

Of Cows’ we did very well in last year during the 

pandemic situation also, revenues were around 

Rs 60-70 crore. We are expecting growth of 20-

25 percent going forward.” 
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Milk Pouch sales dropped by 25-30% across Maharashtra due to Covid 
APR 9, 2021 

https://dairynews7x7.com/milk-pouch-sales-dropped-by-25-30-across-maharashtra-due-to-covid/ 

 
ilk sales across Maharashtra have dropped by 

almost 25-30%, from an average per day sales 

of 1.2 crore litres to 86-90 lakh litres 

since the lockdown-like restrictions 

came into force, rough estimates 

from the Maharashtra Milk Producers and Pro-

cessors Association have indicated. 

 
“Traders have cut down on milk purchases due 

to restrictions on market operations, fear of 

wastage and drop in customers. Retailers selling 

milk in open markets have also been unable to 

resume sales after the restrictions. If the major 

markets are closed, there will be an impact,” 

Prakash Kutwal, secretary of Maharashtra Milk 

Producers and Processors Association, told TOI. 

Kutwal said that grocery retailers have also cut 

down on the milk purchases because there is 

uncertainty in the market as to how much they 

would be able to sell as well as the restrictions 

on operation timings of stores. “They do not 

want to risk any wastage. I have spoken with 

major dairies in the state and all have unani-

mously quoted a drop in sales,” he said. 

Shripad Chitale, a partner at Chitale Dairy, said, 

“There has been at least a 20% drop in sales at 

our end, even in cities like Mumbai, Pune, Nag-

pur and Aurangabad, as people are working 

from home, restaurants are closed, functions 

have been cancelled and grocery stores are op-

erating for a restricted number of hours. 
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We have also written to the prime minister, 

among other authorities, requesting that Covid-

19 vaccination should be kept open to essential 

staff involved in milk collection and distribution. 

If the staff in this sector does not work, it would 

hamper milk collection and distribution.” 

Sanjay Kalekar, general manager of Katraj Dairy, 

said, “There has been a 5-7% drop in sales after 

the restrictions, which caused restaurants and 

many other businesses to close.” 

 

 

Dairy has potential since most regions around India are milk deficient: RS Sodhi 
Apr 07, 2021 

https://www.campaignindia.in/article/dairy-has-potential-since-most-regions-around-india-are-milk-deficient-rs-

sodhi/468808 

ecently, the Federation of Indian Cham-

bers of Commerce and Industry (FICCI) 

hosted the 13th edition of the Food-

world India Global Convention for Food Busi-

ness and Industry. On day two, during the ses-

sion ‘Untapped Export Potential: Key for Sus-

tained Growth of India’s Processed Food Indus-

try’, RS Sodhi, the managing director, GCMMF 

(Amul) mentioned that India is one of the larg-

est food producers globally. He alluded to the 

growth figure of USD 600 billion of Indian food 

consumption over the next decade. Sodhi said 

that out of this pie chart, dairy alone contrib-

utes USD 110 billion, adding that he expects the 

dairy industry to notch up USD 200 billion in the 

next 10 years. 

Sodhi said, "Today we are 21% of the world's 

milk production and in 2030 we will be produc-

ing one-third of the world's milk and that too, 

by 100 million farmers. There is tremendous po-

tential in dairy because most of the regions 

around India are milk-deficient. Also, dairy pro-

vides sustainable rural employment." 

While the export of branded milk products is 

growing, Sodhi said that currently, the Indian 

dairy industry is not competitive in exports of 

milk as a commodity. He pointed out, "Most of 

the dairy surplus countries in Europe and USA, 

except New Zealand and Australia, highly subsi-

dise milk exports. So we need to identify niche 

dairy products and work on it." 

The Government of India’s Production Linked 

Incentive (PLI) scheme is currently in the news. 

Sodhi said, "Mozzarella cheese has been in-

cluded in the PLI scheme, but this is buffalo 

cheese”, pointing out that approximately 58% 

of India's milk production is buffalo milk. "But 

we have to work from zero, as right now in the 

world market, the contribution of Indian mozza-

rella cheese is non-existent." For the milk sup-

ply chain, the separation of cow and buffalo 

milk is a prerequisite. Presently, most of the 

milk is mixed. Sodhi said, "We cannot compete 

in cow milk, but buffalo milk is our USP. So, we 

need to have separate collection and processing 

lines for cow and buffalo milk." 

Sodhi concluded his presentation by saying, 

"Most of our neighbouring countries are milk-

deficient. We need to see how we can reach 

these countries. This is where the role of policy-

makers is important." He flagged his concern by 

explaining that the world's top 10 dairy-import-

ing countries "don't allow imports from India." 

He felt India should up its ante in terms of nego-

tiations about free trade, tariff and non-tariff 

barriers with these counties. He shared with the 

delegates how "countries like Indonesia are 

able to negotiate lower duties when they export 

their oil to India, but we are not asking them to 

reduce the duty on our processed food ex-

ports." 
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Milk-free Milo and meatless 'pork': Nestle and other brands bet big on plant-based food in 

Asia 
April 7th 2021, 9:41 AM EDT 

https://www.wrcbtv.com/story/43621636/milkfree-milo-and-meatless-pork-nestle-and-other-brands-bet-big-on-

plantbased-food-in-asia 

 
ilo chocolate milk has been hugely 

popular in Southeast Asia for dec-

ades. Now the breakfast and teatime 

favorite is about to get shaken up — the cocoa 

powder will be offered as a dairy-free, ready-

made beverage. 

The product is one of Nestlé's newest plant-

based inventions, and it will be launched in the 

region this week, the company told CNN Busi-

ness. Starting Thursday, the drink will hit super-

markets in Malaysia, and the Swiss multina-

tional plans to sell it in other countries soon. 

(The company already offers plant-based 

Milo in Australia and New Zealand but in the 

traditional powder form.) 

"We are all about giving choices," Juan Ara-

nols, Nestlé's Malaysia and Singapore chief, said 

in an interview. "We felt that with this growing 

interest for plant-based products, why not give 

the Milo taste everybody loves in a solution that 

is plant-based?" 

Traditionally, Milo is made of cocoa, malt ex-

tract, and skimmed milk, while the plant-based 

version swaps out milk powder for soy and oats. 

The move is the latest example of businesses 

taking the plant-based trend to Asia. 

In recent years, Western brands including 

Nestlé, Impossible, and Beyond Meat 

have tapped into a growing appetite for such 

food and drinks in the West. Now, they're 

headed east, raising fresh funding to target 

growth in the region, rolling out products spe-

cifically created for Asian consumers, and set-

ting up new factories on the ground. 

Plant-based food is already popular in parts of 

Asia but it's gaining new fans for a variety of 

reasons, from customers wanting to adopt a 

healthier diet, to concerns about the impact of 

meat on the environment. 

Some consumers simply want in on a hot new 

trend, while many younger meat-eaters want to 

become "flexitarians" — people who choose to 

forgo meat one or two days a week. For food 

and beverage companies, this translates into 

a $25 billion-plus opportunity in the region. 

"The tide is turning," declared David Yeung, the 

founder of Green Monday, one of the few 

widely recognized homegrown players in Asia. 

The Hong Kong-based startup uses shiitake 

mushrooms, peas, soy, and rice to make 

its "OmniPork" product. 

"Finally, the whole concept of alternative pro-

tein, alternative dairy is becoming more main-

stream," he told CNN Business. 

When Yeung started his business in 2012, many 

Asians believed a vegetarian diet meant eating 

"salad, or just tofu, tofu, tofu," he said. 

"As recently as three years ago, when we used 

to pitch this to supermarkets, they were like, 

'This is not going to sell. What is this?' There 

was no track record," he said. "Now people say, 

'Oh, plant-based is so prevalent in Hong Kong.'" 

Walk into a Starbucks in mainland China and 

chances are you'll see Green Monday's Om-

niPork or its US partner, Beyond Meat, on the 

menu. The Hong Kong upstart has raised over 

$100 million to date, from investors including 

celebrities such as James Cameron and Bono. 

Beyond Meat has also made a splash by team-

ing up with other players in China, including 

Alibaba and Yum China, the local owner of KFC, 

Taco Bell, and Pizza Hut, while unveiling a meat-

less minced "pork" designed just for Chinese 
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consumers. On Wednesday, it marked another 

milestone with the opening of a new manufac-

turing facility near Shanghai. 

Beyond Meat isn't the only company tailoring 

its approach to the local market. Last year, 

Nestlé set up its first factory for plant-based 

products in Asia, as part of a 730 million yuan 

($111.5 million) investment. The facility, which 

is located in the Chinese port city of Tianjin, has 

since launched a line of meatless burgers, sau-

sages, and nuggets, as well as its own twist on 

Chinese specialties, such as kung pao chicken, 

pork belly, and braised meatballs. 

In Hong Kong and Singapore, Impossible says it 

has doubled the number of restaurants that sell 

its products, even during the coronavirus pan-

demic. The California-based firm raised half a 

billion dollars last year, mostly from heavy-

weight investors in Asia. 

Data points to a steady climb in regional de-

mand over the last few years. As of 2020, the 

industries for meat and milk substitutes in the 

Asia Pacific were worth a combined $25.6 bil-

lion, up from $21.5 billion five years prior, ac-

cording to market research provider Euromoni-

tor International. 

The Singaporean government has also seized on 

the trend, giving companies further incentive. 

"We see the growing demand for alternative 

protein ... as an opportunity that would en-

hance the world's food security," according to 

Johnny Teo, executive director for food, 

healthcare, and biomedical at Enterprise Singa-

pore, an official agency focused on business de-

velopment in the city-state. 

To that end, the government is taking steps to 

drive growth in the space by investing in 

startups and committing at least 144 million 

Singapore dollars ($107 million) to areas includ-

ing alternative protein, he wrote in a blog 

post last year. 

China, too, has set goals to cut down its meat 

consumption. In 2016, the Chinese Nutrition So-

ciety published dietary guidelines that sug-

gested people eat 40 to 75 grams of meat per 

day, slightly less than the 50 to 75 grams of rec-

ommended daily consumption in 2007. The 

guidelines are released by the group — which is 

affiliated with but not run by the government — 

once every decade. 

"There's been a revolution in this sector," Im-

possible Foods President Dennis Woodside said 

in an interview with CNN Business. "We're see-

ing that play out in Asia — across Asia — in par-

ticular." 

But success in the fast-growing region may not 

come easy. Competition is fierce, and in some 

cases, companies have run into regulatory road-

blocks. 

Impossible, the most prominent example is still 

awaiting a green light to operate in mainland 

China, where it's been hoping to launch since at 

least 2019. Regulators have been scrutinizing its 

star ingredient, "heme," an iron-containing mol-

ecule that is sourced from genetically modified 

yeast and is pretty much "what makes meat 

taste like meat," according to the company. 

Woodside admitted that the uncertainty had 

become a challenge, but said: "we trust that the 

outcome will be positive." The company is 

working closely with the regulators, and is re-

cruiting a general manager for China, he added. 

It's also in late-stage discussions to launch in 

Thailand and has recently obtained approval to 

start doing business in Australia and New Zea-

land. 

Popular meat alternatives have existed for gen-

erations in Asia's biggest nations. India, for ex-

ample, has a predominantly vegetarian popula-

tion and vibrant food culture. And in China, 

people have crafted their own fake meat dishes 

from mushrooms, nuts, and vegetables for cen-

turies. 

Executives say they aren't trying to compete 

with those offerings; just hoping to give people 

more options. 
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"We always like to say we're a third-generation 

product," said Blair Crichton, the co-founder of 

Karana, a Singapore-based startup, which sells 

imitation pork made from jackfruit. 

Crichton noted that there has already been "a 

lot of innovation in Asia and some amazing 

product." His company aims to pay homage to 

that by experimenting further with regional in-

gredients and serving up plant-based comfort 

food, such as dumplings and buns, or "baos." 

Nestlé, the world's biggest food company, is try-

ing a different tack. Part of the Swiss giant's 

plan is to tap into the love for its legacy brands, 

launching plant-based versions of everything 

from Nescafé lattes in Japan to Nesquik in the 

United States. 

"We've got the geographical reach, and we've 

got the distribution capability both in-home and 

out of home," said Chris Johnson, Nestlé's CEO 

of Asia, Oceania, and sub-Saharan Africa. 

"Those are things that Nestlé brings to the party 

that makes me feel confident." 

Johnson, who has been with Nestlé since the 

1980s, said that the company has evolved inter-

nally as it races to go big in the plant-based 

space. "I've never seen the sort of speed of in-

novation, in other words, going from idea to 

launch ... as quickly as we have [on this]," he 

said. 

It took just nine months, for example, for re-

searchers to introduce and roll out a plant-

based tuna alternative in Switzerland. And in 

some ways, the company is taking a chance in 

Asia, according to the executive. 

"We used to be very careful before we'd make 

... investments to produce things," Johnson 

said. "But we actually have invested ahead of 

demand, in the case of China and Malaysia. So 

we're placing some big bets out there." 

 

 

When dairy co-ops of Odisha and AP clashed 
 April 5, 2021 

https://www.indiancooperative.com/co-op-news-snippets/when-dairy-co-ops-of-odisha-and-ap-clashed/ 

 
ajapati district administration in Odisha 

has asked local farmers not to get reg-

istered with cooperative societies of 

Andhra Pradesh and sell milk to them, reports 

New Indian Express. 

Odisha officials said strict action will be taken 

against farmers seeking affiliation with AP’s co-

operative bodies. It is worth mentioning that 

AP’s dairy companies are buying milk from Od-

isha farmers in Gajapati. 

Sources say AP’s dairy companies are threaten-

ing the business of the Odisha State Coopera-

tive Milk Producers’ Federation Limited (OM-

FED). 
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Chief Ministers White Revolution Scheme launched at Ziro in Assam 
APR 5, 2021 
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ower Subansiri Deputy Commissioner, 

Somcha Lowang today launched the 

Chief Ministers White Revolution 

Scheme (CM-WRS) in the district by inaugurat-

ing a dairy farm and handing over 15 dairy cows 

to a beneficiary at Dilopolyang near here. Kago 

Shangkhang of the district was the beneficiary 

of the scheme. 

The programme was organized by the Ziro Dis-

trict Animal Husbandry & Veterinary Depart-

ment. Also Read – MLA Tarin Dakpe inaugu-

rated 100-bedded girl’s hostel at Raga Address-

ing the gathering, Deputy Commissioner Som-

cha Lowang encouraged the youths to grab the 

entrepreneurial opportunities that the present 

government is providing. She advised the bene-

ficiaries of the CM’s White Revolution Scheme 

to ensure the success of this flagship pro-

gramme. 

“The beneficiaries have to take utmost care of 

the cows for the first few weeks to let them ac-

climatise with the cold weather of Ziro. Personal 

interventions and regular inspections by the 

veterinary officials will have to be scheduled to 

ensure the cows are in their best health,” she 

added. Also Read – CCSWS demand action 

against DC of West Siang over ‘assault’ on 

teacher 

“The activities of all the departments are inter-

linked. Therefore, all the departments should 

work in tandem for the success of a scheme,” 

she said while calling for developing an inter-

sectoral department work culture. Meanwhile, 

District Veterinary Officer (DVO) Hano Tama 

dwelt at length about the objectives of the 

scheme. 

Besides a livelihood programme, the scheme 

also aims to expand, enhance and introduce sci-

entific rearing of dairy animals and thereby im-

proving the economic status of the dairy farm-

ers. Also Read – BJYM organizes ‘Sainik Samman 

Karyakram’ in Tawang for martyr soldiers at 

Galwan valley 

He also said that under this flagship pro-

gramme, five progressive and modern entrepre-

neurs of the district are being provided with a 

special assistance of Rs.10.80 lakhs as Govern-

ment share and Rs. 2.70 as beneficiaries share 

for the construction of dairy cow shed for ac-

commodating 15 cows with provision to accom-

modate 10 more dairy cattle. 
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Major dairy players eyeing Rs 65000 Crores packaged sweets market 
 APR 5, 2021 
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hough the market for packaged sweets 

remains largely unorganised in India, 

the larger consumer trend towards 

packaged foods in the wake of the Covid-19 

pandemic has given it a boost.The market for 

traditional Indian sweets is sized at `60,000-

65,000 crore 

Dairy brands such as Amul and Mother Dairy 

have been expanding their presence in the 

mithai segment in a bid to tap the increased 

consumption of packaged foods in the country. 

Amul has introduced over 13 products in the 

category since the onset of the pandemic and 

has also expanded its retail presence. 

Likewise, Mother Dairy, which only had milk 

cake in its sweets portfolio, launched four more 

products — orange mawa barfi, frozen rasmalai, 

gulab jamun and rasgulla —before Diwali last 

year. The company further expanded the cate-

gory in January and added Mathura peda and 

mewa atta laddoo to it. Tamil Nadu Co-opera-

tive Milk Producers’ Federation’s brand Aavin, 

too, had launched products such as Bombay ba-

dam halwa, chocolate nuts burfi, Bombay 

mundiri halwa, chocolate kaju katli, and pista 

nuts burfi last year. 

Sweets market is largely unorganised 

Though the market for packaged sweets re-

mains largely unorganised in India, the larger 

consumer trend towards packaged foods in the 

wake of the Covid-19 pandemic has given it a 

boost. Mother Dairy, for instance, used to sell 

3,000 kg of its milk cake per month before the 

pandemic, which has grown by four-five times 

in the last one year. 

According to Rajat Tuli, senior principal, con-

sumer and retail practice, Kearney, the market 

for traditional Indian sweets is sized at `60,000-

65,000 crore, of which organised players have 

only a 5-7% share. A large share of the organ-

ised market is captured by snacks brands such 

as Haldiram’s and Bikano, as per industry esti-

mates. The dairy players draw less than 2% of 

their sales from the packaged sweets category, 

say sources. 

Amul had reported a turnover of `38,550 crore 

for FY20, while Mother Dairy’s revenue stood at 

over `10,447 crore during the period. 

The pandemic, however, has now presented an 

opportunity for these brands to expand their 

presence in the largely untapped segment. 

Amul, for instance, besides launching new prod-

ucts has also introduced its sweets in 300 mod-

ern trade (MT) stores. Overall, its traditional 

sweets portfolio is now present in 35,000 retail 

touchpoints. 

“Currently, sweets are manufactured in 10 

plants across the country and we plan to add 

four more plants in Delhi-NCR, Uttar Pradesh 

and Punjab this year,” says Jayen Mehta, senior 

general manager (planning and marketing), Gu-

jarat Cooperative Milk Marketing Federation, 

which owns the brand Amul. 

Mother dairy looking at Rs 100 crore sweets 

segment 

Mother Dairy, too, which is eying a topline of 

`100 crore from the category in the next three 

years, is expanding its focus across MT and e-

commerce. Region-wise, the focus initially is on 

North India, where the company has 2000 retail 

touchpoints. It has already launched these 

products on BigBasket and plans to be present 

on other e-commerce marketplaces by the end 

of this year. The company has kept the pricing 
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of its products competitive to gain market 

share. 

“We have limited presence in this category and 

the aim is to draw customers and hence we are 

not charging any premium,” says Sanjay 

Sharma, business head – dairy products, 

Mother Dairy. According to Sharma, while its 

competitors are offering products like rasgulla 

and gulab jamun in the `230-250/kg range, 

Mother Dairy has priced them at `210-220/kg. 

Experts say due to the decline in HoReCa (ho-

tels, restaurants and cafes) sales, these brands 

are trying to tap the traditional sweets market, 

which helps them utilise the surplus milk. But 

the biggest impediment to their plan is likely to 

be the ‘lower shelf-life’ of the products. 

“Though these brands are trying to increase the 

shelf life of traditional sweets by offering better 

packaging, it also increases the cost of these 

products,” says Tuli of Kearney. Given that 

these brands compete with local shops, which 

offer these products at much lower prices, the 

cost becomes crucial to their ambition of gain-

ing market share, he adds. 

According to Devangshu Dutta, CEO of retail 

consultancy Third Eyesight, packaged mithai has 

been slow to take off in the Indian market due 

to inconsistencies in taste as several of these 

products need additives to increase shelf life. 

Going ahead, he says, as brands work on these 

issues, they are set to gain ground. 

 

 

White Revolution 2.0: Time to build demand in dairy 
APR 5, 2021 

https://dairynews7x7.com/white-revolution-2-0-time-to-build-demand-in-dairy/ 

 
he first White Revolution, brought to its 

culmination in the 70s-80s by ‘Opera-

tion Flood’ and the dairy co-operatives 

movement built by Dr Kurien, changed the con-

text and the ethos of Indian dairy industry. We 

have come a long way since then – India is now 

the world’s largest milk producer, accounting 

for about 17 per cent of global milk produc-

tion.  It is also one of the world’s largest con-

sumers of dairy products. 

The question now is what next? The Indian con-

sumers are fast developing a mature palate in 

terms of taste, quality, variety and nutrition 

quotient of dairy products they consume. There 

is increasing awareness about impact of food on 

health, and thus increasing demand for toxin-

safe environment-friendly products and prac-

tices. Fair trade, buying locally produced goods 

to reduce carbon footprint and ensuring wel-

fare of farmers are no longer the topics limited 

to conference discussions, but active concerns 

of families consuming milk products. 

And yet, compared to mature dairy markets 

from the developed world, we still see a gap in 

India in terms of availability of value-added, in-

novative dairy products and categories. A wide 

variety of premium-quality, flavourful, healthy 

and nutritious dairy products that address the 

needs of different customer groups are still 

missing from the supermarket shelves, even in 

tier-I cities. One of the major reasons for this 

gap is the need to shift our focus from the tradi-

tional back-end – the supply side – to the front-

T 

https://dairynews7x7.com/white-revolution-2-0-time-to-build-demand-in-dairy/


end: it’s time to focus on building demand. 

Milking the opportunity for what it’s worth 

In mature markets, a wide variety of high-qual-

ity dairy products occupy the shelves, providing 

unlimited options to the consumers in terms of 

form, consistency, flavours, fortification and 

packaging convenience. Products that address 

almost every imaginable consumer preference – 

kids, mothers, senior citizens, globetrotters, 

health-conscious, calorie-conscious, ethical eat-

ers, busy executives and many more – ensure 

that everyone gets their choice in dairy. Over 

the years, these markets have been able to es-

tablish and develop niche categories in dairy, 

bringing innovative products to the market at a 

rapid pace. 

This approach has made the dairy production 

more profitable for the farmers – as value-

added milk products gain higher market share, 

the farmers get better pricing for their quality 

output, leaving them with more capital to invest 

in scaling up, improving yield and quality. 

In India, on the other hand, the supply has 

scaled up but without an equivalent develop-

ment in demand of value-added products – we 

still lag behind in producing high-quality value-

added dairy. Majority of the milk we produce in 

India is consumed as-is, with only a small share 

of it used to make value-added products. Value 

addition in terms of processing and developing 

into high-value products is still very limited in 

scale and scope. 

If we want to build a modern, flourishing dairy 

sector, ensure our dairy farmers benefit more 

and spread their wings to expand business, we 

need a 2-pronged strategy: 

•    Demand generation for value-added dairy 

products across cities and towns in India 

•    Encouraging innovation in product develop-

ment, category building and marketing of milk 

products 

A case for elevating the demand game 

For years, dairy cooperatives and manufactur-

ers that contributed to White Revolution have 

kept an unrelenting focus on building and scal-

ing up strong supply. Understandably, this focus 

has enabled us to satisfy growing domestic de-

mand for dairy, making India become a dairy 

production powerhouse. However, barring the 

‘Doodh hai wonderful’ campaign targeted at the 

urban audience, the industry hasn’t prioritised 

demand generation as a tool for farmer profita-

bility and elevation of quality standards in the 

dairy sector. Even today, it’s difficult to find ma-

jor players in the sector that allocate more than 

1-2 per cent of their revenues to marketing, cat-

egory building and product innovation. 

But, to use Bob Dylan’s words, the times are a-

changing. As India’s middle class gains more 

purchasing power and internet-enabled global 

exposure, the demand side is evolving much 

faster than ever before. We, as an industry, 

need to get our arms around this shape-shifting 

beast and capitalize on the latent opportunity 

by building new categories and path-breaking 

products that hit the right spot for our evolving 

consumer. 

How do we make this happen? Through a well-

orchestrated, industry-wide effort. A few strate-

gies come to mind: 

•    The B2C edge: as an industry, we need to 

prioritize demand generation and embrace the 

fast-paced innovation and market-focused agil-

ity of other food and FMCG segments. Position-

ing dairy as healthy, nutritious, wholesome food 

group and building consumer awareness about 

variety, quality and sustainability is crucial. 

•    Innovation: we must put our money where 

our mouth is and invest in research and devel-

opment for innovative products and categories. 

At an institutional level, we need more invest-

ment in creating state-of-the-art research and 

testing facilities. 

•    Quality: Evolving demand necessitates ele-

vation of quality standards through the dairy 

supply chain – this can be achieved through 

more tech integration, improved reach through 



integrated supply chain and better input solu-

tions for our farmer partners. Traceability of 

products, an important way consumer can en-

sure safety, quality and origin of the products 

they are consuming, needs to become ubiqui-

tous and widely employed. 

•    Embracing glo-cal: the global food mega-

trends are also reflected in urban India and 

have given rise to new popular categories like 

exotic cheese variants, kefir, flavoured Greek 

yoghurt and more. At the same time, there is an 

opportunity to take our evergreen desi dairy 

products in new directions – niftily packaged, 

flavoured rabdi, mishti doi, shrikhand, kheer 

and payasam hold the power to transform the 

ready-to-eat dairy segment across India. 

Supportive governments hold the key 

To empower the dairy industry, the central gov-

ernment and several state governments have 

taken recent steps in the right direction. Special 

budgetary allocation for National Dairy Devel-

opment Board, steps to improve credit for dairy 

farmers and network of institutions for better 

animal health are all welcome. 

The governmental support in creating the right 

infrastructure – such as consumer research fa-

cilities and testing labs that can assure highest 

standards, training and resource centres for 

dairy farmers, support for tech integration in 

dairy supply chain – will empower the dairy in-

dustry further. A national initiative to re-imag-

ine milk in various innovative, value-added 

products as healthy, safe, sustainable and ‘cool’ 

food group, especially for the younger genera-

tion will go a long way. 

While the support from governments is crucial, 

White Revolution 2.0 is contingent upon the 

dairy industry’s will and push to reinvent itself. 

That’s the only way to maintain and enhance In-

dia’s global leadership as a dairy powerhouse. 

 

 

Mother Dairy's new TVCs capture sweet moments of bonding over ice cream 
Apr 3, 2021 7:40 AM 
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other Dairy is rolling out a new Ice 

Creams cam-

paign #KhushiyonKiParampara tar-

geting consumers across varied age groups. The 

campaign curates the thought of stimulating to-

getherness and family bonding while indulging 

in favoured flavours of ice creams. The newly 

introduced 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-

sion as a daily ritual.  

Talking about the new campaign, Sanjay 

Sharma, Business Head – Dairy Products, 

Mother Dairy, said, “Ice Creams as a category 

has always been a protagonist of delightful 

times which not only relishes the taste buds but 

also makes occasions memorable. Through our 

new campaign, we have attempted to capture 

those celebratory family moments over ice 

creams, which are more like a ritual. Over the 

last couple of months, we have noticed that the 

in-home consumption of ice creams has surged 

and people, with the prevailing outside condi-

tions, are spending quality time with their loved 

ones. Hence, as a brand, we see an opportunity 

to not only capture the mind share of our con-

sumers but also the shelf space of their refriger-

ators while offering them quality milk-based ice 

creams in a variety of flavours to choose from.”  

The TVCs have been directed by highly ac-

claimed and renowned filmmaker Director 

Shoojit Sircar, while the lead roles have been 

played by leading lyricist of Indian Cinema and 

National Film Award Winner Swanand Kirkire as 
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the father and distinguished TV and theatre art-

ist Lubna Salim as the mother. Together they 

have convincingly conveyed the thought of 

bonding over ice cream in a persuasive story-

line. 

He further added, “The newly launched TVCs 

aptly capture the essence of family bonding and 

love for unique flavours from varied age groups 

and yet coming together to greet the occasion 

beautifully, reflecting our core positioning 

of Rishton ka Swaad Badhaye. I am confident 

that our consumers and viewers will relate to an 

engaging storyline on togetherness curated by 

renowned artists and directors.” 

 

Livestock focused startup Brainwired raises fresh Funding 
APR 3, 2021 
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ivestock focused and agritech startup 

Brainwired announced on Thursday that 

it has raised undisclosed amount of 

funding in a bridge round led by Agility Venture 

Partners. Other top angel investors including 

Dhianu Das and Nandi Mehta and Mumbai An-

gels also participated in the round.  The startup 

is now valued at 5 Cr following the latest capital 

infusion. 

Last year in May, the company had raised undis-

closed amount of funding in a pre-seed funding 

round led by Mumbai angels. Following this 

funding, the company successfully closed its 

pre-seed round at the height of COVID-19 pan-

demic last year. 

Commenting on the Bridge funding round, Sree-

shankar S Nair, co-founder & CEO, said “We’re 

thrilled at the amount of investor attention 

we’ve received for Brainwired. We hope to 

solve cattle concerns across India with our inno-

vative solution.” 

Prashant Narang, co-founder of Agility Venture 

Partners said “We hold high hopes from Brain-

wired, which has garnered a lot of acclaim since 

its inception. The start-up won at the AS-

SOCHAM start-up launchpad (Kochi) and the 

Maharashtra start-up week. It was at the Silicon 

Valley-based Y Combinator SS’19 too. We be-

lieve it can achieve an international foothold 

with its approach to dairy and livestock farm-

ing.” 

Sreeshankar added “Having a good product isn’t 

enough unless it solves a core problem for your 

customers. At Brainwired, we excel in under-

standing our customers, and this helps us shape 

our solution to their needs.” 

The Kochi based startup recently hogged the 

limelight by winning the Agri India Hackathon 
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conducted by ICAR, Pusa Krishi and Govt of In-

dia. 

Founded in February 2018 by Sreeshankar S 

Nair and Romeo P Jerard, Brainwired essentially 

aims to revolutionize dairy farming by connect-

ing two disparate threads – technology and 

dairy farming. It does this with the help of its 

flagship product with WeSTOCK, a livestock 

health monitoring and tracking system. This sys-

tem uses an IoT ear tag and an ML algorithm to 

identify sick and in-heat livestock and alert 

farmers accordingly. To put it simply, Kochi-

based start-up aims to track the health of dairy 

cattle through IoT and ML algorithms. 

 

 

India is considered to be No 1 potential chocolate market of the world 
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ndia has long been known for its love affair 

with sugar. Sweets play a major role in fes-

tivals and family celebrations and delicacies 

such as gulab jamun — fried dough balls soaked 

in syrup —and barfi —made with condensed 

milk — are popular gifts. Not only is India the 

world’s biggest consumer of sugar, it’s also one 

of the top producers. 

That penchant for sweet confections together 

with a massive, youthful and increasingly afflu-

ent population has chocolate-makers around 

the world sitting up and taking notice. Indians 

currently eat only about a 10th as much choco-

late confectionery as the global average and the 

International Cocoa Organization recently de-

scribed the country as the No. 1 potential mar-

ket of the future. 

Chcolates as a substitute to traditional sweets 

Chocolate —as well as ice cream, cakes and milk 

shakes — is starting to displace traditional 

treats among the middle classes. No longer just 

something to be given at special occasions such 

as weddings or the Diwali festival, it’s becoming 

an everyday snack for many Indians. The coun-

try’s chocolate market was estimated to be 

worth 172 billion rupees ($2.3 billion) in 2019 

and will grow by 6.7 per cent a year from 2020 

to 2024, according to Mintel. 

The rise of India as a chocolate consumer comes 

at a welcome time for a global industry strug-

gling with stagnating sales as people seek out 

healthier snacks. Lockdowns are also posing a 

challenge in the shorter term, with cocoa prices 

in New York posting their biggest quarterly drop 

in a year. 

As the global outlook dimmed, Barry Callebaut 

was building its presence in India. From just a 

single employee in 2007, the chocolate titan 

now has 200 staff and has just opened its third 

factory. 
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The changing face of India’s retail landscape is 

one of the key drivers of consumption, accord-

ing to the Swiss company. While small neigh-

borhood stores and traditional grocers remain 

the most popular places to buy chocolate, par-

ticularly in lower-tier cities and rural areas, the 

rise of supermarkets and modern retail in 

places like Mumbai is boosting the availability 

of chocolate, said Dhruva Sanyal, Barry 

Callebaut’s managing director in India. “More 

consumers are choosing to shop at modern re-

tail stores such as hypermarkets and supermar-

kets on a weekly or monthly basis,” he said. 

“This is encouraging modern retailers to expand 

their product range, and food such as chocolate 

is now prominently available.” 

E-Commerce as a demand booster 

E-commerce and the internet are also boosting 

sales as Instagram-savvy manufacturers harness 

the power of social media to appeal to millenni-

als. “What many pastry chefs and foodies have 

done with their social media is providing tre-

mendous access to the chocolate culture in In-

dia,” Sanyal said. 

There’s also a growing interest in premium 

products such as Les Recettes de l’Atelier, 

Nestlé SA’s luxurious collection of chocolate 

tablets, and ITC’s Fabelle Trinity range. High-

quality chocolates are expected to grow to 80 

per cent of the total market in a decade from 20 

per cent now, the International Cocoa Organiza-

tion said. This would represent a complete flip 

of the current split with the lower-quality cate-

gory of chocolate that’s produced from vegeta-

ble oil. 

A growing health-consciousness and the fact 

that India has a rising number of vegans is also 

shaping the evolution of the industry in the 

country. Another key challenge for the choco-

late makers will be how to overcome the price-

sensitive nature of the market and the plethora 

of cheap alternatives. They’ll also be hoping 

there won’t be any more scandals like the one 

in 2003 when customers found worms in 

Mondelez’s Cadbury Dairy Milk bars. 

Dark Chocolates are also becoming part of 

choice set 

Swagatika Priyadarsani, a sales manager at an 

insurance company, said she prefers darker 

chocolate because of the taste and the lower 

sugar content. The 20-something, who lives in 

Bhubaneswar, said she felt better about giving 

dark chocolate rather than sugary local treats to 

younger relatives and the children of friends. 

Amul, India’s biggest dairy firm, is tapping this 

preference and is offering more bitter varieties 

with a higher cocoa content. It is currently dou-

bling its chocolate production capacity. 

“One expects cocoa consumption to increase 

but not the sugar addition in that,” said R.S. So-

dhi, managing director of the Gujarat Coopera-

tive Milk Marketing Federation, which owns the 

Amul brand. “Our dark chocolate business has 

been growing at more than 100 per cent in the 

last two years.” 

Niche varieties of chocolate could also prove 

popular in India due to the high numbers of 

vegetarian, vegan and lactose-intolerant peo-

ple. 

Niche segments 

Gurugram-based start-up Piperleaf India is mar-

keting “mylk chocolates” with a rich cocoa and 

creamy hazelnut paste as an alternative to 

dairy. It’s also planning to introduce sugar-free 

bars and chocolate gift boxes by August to coin-

cide with Raksha Bandhan, a festival at which 

gifting sweets is an essential part of the occa-

sion. 

“We are seeing a shift in consumer preferences, 

with people getting attracted toward vegan 

products and becoming health conscious,” said 

Anshul Agarwal, Piperleaf’s founder. “The In-

dian chocolate market is bound to grow at a 

fast pace as per-capita consumption is still low, 

incomes are rising and people are looking for 

quality alternatives.” 
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he buzz around veganism and resurgent 

drive for pushing plant-based drinks 

have exposed the Indian dairy industry 

to a new potential risk. The risk is that of con-

fusing consumers between milk as is conven-

tionally known, and milk that is derived from 

plants and non-mammal sources. That could 

lead to misinformation and misunderstanding. 

While there is no danger to the demand for 

conventional milk, explains a person in the dairy 

industry, it does not take long for misinfor-

mation to sell. 

A brand like Amul, which has a consolidated 

turnover exceeding Rs 52,000 crore (during 

2019-20), has taken cognisance of this. This 

brand decided to issue advertisements to create 

awareness among the general public about this 

misinformation. “Some people in the name of 

promoting veganism are spreading misinfor-

mation about the Indian dairy industry. I believe 

these are strong lobbies who are trying to sell a 

set of products by selling a bunch of lies,” ex-

plained RS Sodhi, MD, Gujarat Cooperative Milk 

Marketing Federation (GCMMF). 

There are constant allegations that the dairy in-

dustry indulges in harmful activities. To which 

Sodhi replied, “In India, we respect bovine ani-

mals and no one indulges in such acts. If there 

are [miscreants], this is a small group. In every 

industry or sector, there are people indulging in 

wrongdoings. A whole group cannot be blamed 

for that.” 

There has been a steady growth in demand for 

soya and almond-based drinks which are also 

called soya milk and almond milk. “In India, we 

do not see this as a major challenge to the dairy 

industry since milk is an important and regular 

component of regional diets for ages.” An offi-

cial at National Dairy Development Board 

(NDDB) said, “As long as the consumer under-

stands the difference between milk and plant-

based beverages, the Indian dairy sector is un-

likely to witness any major threat.” 

However, it is safe to say, misinformation can 

hurt the industry that provides livelihood to 10 

crore landless and marginal farmers. 

 “Having milk associated with plant-based bev-

erages/ drinks may confuse a set of people. 

Other than traditional products like coconut 

milk, no plant-based drinks should be allowed 

to use the term milk,” stressed Sodhi. As per Co-

dex Alimentarius – the international food code 

developed jointly by the Food and Agriculture 

Organization (FAO) and the World Health Or-

ganization (WHO), milk is the normal mammary 

secretion of lactating animals, obtained by milk-

ing without any addition or extraction from it. 

Many countries follow this code. However, this 

gets tweaked in some countries. While some 

western countries are very strict on the use of 

the term milk, there are some that allow the 

companies to use the word without under-

standing the impact, stated a source. 

In the case of India, there are rules which do 

not legally permit the use of the term milk with 

any product other than bovine-produced milk. 

As per the Food Safety Standards (Food Product 

Standards and Food Additives) Thirteenth 

Amendment Regulations 2017, for plant-based 

dairy analogue products, which are not milk, 

milk products or composite milk products, no 

label or publicity material can be used which 

claims, implies or suggests a milk product. 
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An advertisement by Amul makes a plea to the 

Indian authorities, “These existing regulations 

need to be enforced strictly and the draft regu-

lation of FSSAI 2020 for dairy analogues needs 

to be finalised and implemented at an early 

date. This is an appeal of the dairy industry to 

FSSAI.” No representation has been made to 

FSSAI about it, but the players are expecting the 

authorities will look into it. 

Usually, soya and almond drinks claim to be 

natural. Countering this, Sodhi said, “Most of 

these plant-based beverages have several ingre-

dients used to prepare it. And if you see some 

of the ingredients, one is smart enough to un-

derstand how healthy and natural it is com-

pared to milk.” He further added, “Instead of 

making unscientific claims to defame a product 

that has existed for centuries, use facts to sell 

your product.” 

Someone familiar with the matter said there is a 

particular brand that has entered into a plant-

based business. Could it, therefore, be that 

brand’s desire to tap into the milk industry by 

spreading misleading concepts about dairy 

products? 

 

 

Cabinet OKs ₹11k cr scheme for food processing sector 
Apr 01, 2021 
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cleshow/81810789.cms#:~:text=He%20said%20the%20scheme%20will,out-

put%20worth%20Rs%2033%2C494%20crore. 

EW DELHI: The Union Cabinet on 

Wednesday approved a Rs 10,900 

crore Production Linked Incentive (PLI) 

scheme for the food processing industry as the 

Centre sought to rein in farm wastage, ramp up 

farmer incomes, boost employment and estab-

lish India’s own brands of food products in in-

ternational markets. 

The government has cleared a Rs 2 lakh crore 

PLI package for 13 sectors, including electronics, 

pharma , air conditioners and speciality steel 

with the money to be spent over the next five 

years. Commerce and industry minister Piyush 

Goyal , whose ministry did the groundwork for 

the scheme, said the scheme for food pro-

cessing was part of the Modi government’s ef-

fort to strengthen the farm sector and support 

farmers. 

He said the scheme will help create 2.5 lakh 

jobs by 2026-27, boost exports and facilitate ex-

pansion of food processing capacity to generate 

processed food output worth Rs 33,494 crore. 

The effort is to take India’s food processing to 

the next level amid rising global demand for In-

dian ready to eat foods, organic products, pro-

cessed fruits and vegetables, marine products 

and mozzarella cheese, Goyal said. 

The government said the first component under 

the scheme relates to incentivising manufactur-

ing of four major food product segments — 

ready-to-cook and ready-to-eat foods, pro-

cessed fruits and vegetables, marine products 

and mozzarella cheese. 
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Fonterra's NZMP taps milk to help consumers manage stress, improve well-being 
Published April 15, 2021 

https://www.fooddive.com/news/fonterras-nzmp-taps-milk-to-help-consumers-manage-stress-improve-well-

bei/597573/ 

s shoppers look for proteins that pro-

vide more functional benefits like sa-

tiety, boosting immunity or helping 

deal with stress, dairy giant Fonterra is confi-

dent one solution could come from an option 

better known for providing calcium or drowning 

a bowl of cereal. 

Fonterra, the world's fifth largest dairy com-

pany, is devoting more money and resources to 

its NZMP ingredients business in an effort to un-

cover health attributes in milk. Currently, pro-

teins from the liquid are widely used in sports 

nutrition, muscle recovery and weight manage-

ment. 

For Fonterra and other milk producers and pro-

cessors, an expansion in the use of milk ingredi-

ents could increase the market reach for the liq-

uid at a time when consumption is sliding but 

demand for eating better and relaxing are tak-

ing a decidedly different upward trajectory. 

"It's no longer a glass of milk. It's far more than 

that," said Mark Simpson, general manager for 

sales at NZMP. "We're constantly looking at 

how we take that milk and do something new, 

different or beneficial with it to increase that 

value both from our business' perspective but 

more importantly to our customers and con-

sumers." 

NZMP noticed six years ago that shoppers were 

placing greater importance in eating right and 

taking care of themselves through food and 

beverages — a trend that was being mirrored 

through product innovation by CPGs who make 

the bars, shake mixes and protein drinks that in-

corporate the company's ingredients. The 

New Zealand-based firm started searching for 

more benefits in the same milk they produce 

4.5 billion gallons of each year. 

The culmination of that research came just six 

months ago when NZMP started selling milk 

phospholipids, or complex lipids derived from 

whey. The company said are clinically proven to 

help manage the effects of stress and maintain 

performance by staying focused. 

The launch during the COVID-19 pandemic, 

while unintentional, couldn't have come at a 

better time as the ingredient offers many of the 

functional qualities consumers are looking for in 

food, Simpson said. 

"The trend is our friend at the moment," he 

said. "We certainly didn't plan our launches 

around the pandemic or the potential impact 

but our timing has been beneficial in terms of 

having solutions that customers and consumers 

are looking for. We've been very fortuitous in 

that regard." 

Growth rates for beauty-from-within and men-

tal wellness products and sales of bars, ready-

to-drink beverages and other products that use 

NZMP's ingredients have gained momentum 

during COVID-19, according to the company. 
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Raw milk dairy reopens; one cow source of illness 
April 15, 2021 1:30am 

https://www.peninsuladailynews.com/news/raw-milk-dairy-reopens-one-cow-source-of-illness/ 

he Dungeness Valley Creamery is back in 

business after a massive recall and clo-

sure due to an unusual contamination of 

its raw milk products. 

But Fiddlehead the cow had to die. 

Owners of the raw milk dairy at 1915 Towne 

Road in Sequim learned early Tuesday that they 

could resume sales and distribution of the 

farm’s raw milk following a voluntary recall on 

April 2 of all products with a “best by” date of 

April 13 or earlier and a complete halt in distri-

bution of its products. 

At least five people who had consumed the 

dairy’s raw milk were confirmed to have had 

campylobacteriosis, which can cause severe ill-

ness. 

The pathogen was unusual. The dairy has had 

milk test positive for Escherichia coli (E. coli) 

several times in the past, but this was the first 

occasion that owners had seen contamination 

with Campylobacter. 

In the end, the bacterium was traced to one 

cow, Ryan McCarthey, co-owner of the farm 

with his wife, Sarah, said in a text message 

Wednesday. 

They “had to butcher her unfortunately,” he 

said. 

Fiddlehead, also known as Number 67, was 2 

years old and had her first calf this year, Ryan 

McCarthey said. 

It was her first lactation. 

Apparently campylobacter is in the udder; the 

cow does not get sick. Pasteurization kills the 

bacterium, McCarthey said, so it is seen only in 

raw milk products. 

It is not known how the cow came to harbor the 

bacterium. 

McCarthey wrote online that “after multiple 

rounds of sampling and working with (the De-

partment of Agriculture), (Department of 

Health), and multiple industry experts including 

chemists and veterinarians we are excited to 

announce we are cleared to resume sales and 

distribution of our products.” 

Resumes sales 

Products are now available in the farm’s store. 

Regular deliveries began Wednesday, he said. 

Health officials reported the milk was pur-

chased in Clallam, Skagit, Kitsap and Clark coun-

ties. 

Symptoms of Campylobacter infection include 

fever, diarrhea (often bloody), nausea, vomit-

ing, malaise and abdominal pain. 

Most people with Campylobacter infection re-

cover on their own, but some need antibiotic 

treatment, the state reported. 

In severe cases, complications may include reac-

tive arthritis, irritable bowel syndrome and Guil-

lain-Barré syndrome. Infants, young children, 

the elderly, pregnant women and those with a 

weakened immune system are at greatest risk 

for severe illness, the state said. 

McCarthey said in a previous interview the vol-

untary recall could cost more than $30,000 in 

lost sales. 

“Thank you for your continued support and 

trust in us!” McCarthey wrote online. 
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Oat milk company faces criticism from artists after covering Philly street art with ads 
Apr 15, 2021 

https://www.inquirer.com/news/philadelphia/oat-milk-philadelphia-street-art-20210414.html 

n the world of Philadelphia street art, 

there’s one rule — don’t cover up anyone 

else’s work. But that’s what a London-

based coffee products company did when it 

launched an oat milk advertising campaign in 

the city. 

Rows and rows of posters promoting Minor Fig-

ures’ plant-based cow’s milk substitute were 

glued on top of existing street art in at least five 

locations last week. Some of the covered work 

thanked essential workers. Another mural cov-

ered with ads had been commissioned by Presi-

dent Joe Biden’s campaign to promote voting. 

Local artists and art enthusiasts in a city that re-

veres its vibrant murals criticized the company 

for harming the street-art scene its ads tried to 

imitate. Some have even started tagging the oat 

milk posters with graffiti or tearing them down. 

“Everyone knows you don’t go over someone 

else’s artwork unless you have permission,” said 

Samuel Rodriguez, one of the artists whose 

work was defaced. “Why didn’t this company 

know or care? Because of greed.” 

Mural Arts executive director Jane Golden said 

she was “quite disappointed” that some of the 

group’s work had been affected. 

“Minor Figures is very presumptuous to come 

to our city and cover works of art in such an of-

fensive manner,” Golden said. 

Since the posters appeared in Philadelphia, Mi-

nor Figures’ inbox and social media accounts 

have been inundated with calls to boycott its 

products, which are sold at Whole Foods and 

other specialty grocers in California, New Jer-

sey, New York, Oregon, Washington, and Texas, 

as demand for oat milk has exploded in recent 

years. 

Reached by phone in London, Minor Figures 

CEO Stuart Forsyth apologized and conceded 

that the ad campaign in Philadelphia had gone 

“horribly wrong.” He also admitted to initially 

misjudging the gravity of the error. 

“Our posters have unfortunately been posted 

over important local community artworks, 

which was a mistake,” Forsyth said. “We take 

full responsibility, and we are working to rectify 

this in the most appropriate way.” 

 

Korean Dairy Soars, Then Sours, on Claim Yogurt Helps Curb Covid 

14 apr 2021 

https://www.bloombergquint.com/markets/korean-dairy-soars-then-sours-on-claim-yogurt-helps-curb-covid 

 South Korean dairy producer briefly 

surged the most on record before eras-

ing the gain, following a claim that one 

of its yogurts can help suppress the coronavirus. 

Namyang Dairy Products Co.’s research chief 

told a symposium on Tuesday that its Bulgaris 

yogurt could inhibit the coronavirus that causes 

Covid-19 by 77.8%, as well as eliminate up to 

99.999% of the H1N1 influenza virus strain, 

Yonhapreported . The research was conducted 

at Chungnam National University College of Vet-

erinary Medicine, the report said. 

That sent shares in Namyang up by 29%, the 

most on record dating back to at least 1978. 

The firm, which has a market cap of $232 mil-

lion, saw its shares later erase those gains to fall 

5.1%. 
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Namyang Dairy spokesman Shin Myeoung Cheol 

told Bloomberg News that the dairy company 

had disclosed findings of laboratory tests in 

which the coronavirus became 77.8% “inactive” 

on monkey cells. He added that the firm 

planned to begin animal testing before clinical 

trials. He declined to comment on Wednesday’s 

share moves. 

The Korea Disease Control and Prevention 

Agency urged caution over the news. The yo-

gurt’s effect on the coronavirus was difficult to 

evaluate as the research did not test it on peo-

ple infected with virus, the agency told Bloom-

berg News in a statement. Clinical trials on hu-

mans under controlled conditions are needed 

to determine if food products can treat or pre-

vent Covid-19, and should be reviewed before 

making public announcements, the statement 

said 

It’s not the first time supposed cures for the vi-

rus have led to booms and busts in share prices. 

Shares in Japan’s Meiji Holdings Co. briefly 

surged in August after officials in Osaka said 

povidone-iodine, an antiseptic used as a gar-

gling medicine in the country, could help treat 

coronavirus patients. Pharmacy shelves were 

briefly stripped bare of the product. 

South Korea reported 731 new Covid-19 cases 

on Wednesday, the most since early January. 

While the numbers pale in comparison to many 

other nations, authorities are considering rais-

ing the country’s social distancing rules amid a 

recent resurgence in cases, Yonhap 

 

 

How is Technology Revolutionising the Dairy Industry? 
APRIL 13, 2021  

https://www.indianretailer.com/article/retail-business/retail-trends/how-is-technology-revolutionising-the-dairy-

industry.a6953/ 

he Indian dairy industry has benefited 

greatly in recent years from technology-

driven products, facilities, and solu-

tions. Technology will be critical in bringing in 

and maintaining the country's third white revo-

lution. The role of technology in the dairy indus-

try has grown from automated/ mechanized 

milk collection and testing the composition of 

milk at the village level to real-time milk pro-

curement, assessment of total milk quality pa-

rameters, automatic dairy plant operation, and 

so on. With the click of a button, one can now 

track data/ information at the farmer level in 

the milk pool. In addition, technology is making 

critical inroads to modernize and revolutionize 

the dairy sector's other major spheres. 

The right technology and its proper application 

are needed to assist the largely unorganized In-

dian dairy industry to structure itself better. The 

majority of the pain points, or challenges expe-

rienced in handling a perishable commodity 

such as milk, can only be solved by using tech-

nology-based solutions. An attempt is being 

made to digitize as many data points as possi-

ble. 

Given below are the areas wherein the role of 

technology has been acknowledged and adop-

tion is expected to grow further:- 

Milk Quality and Freshness: Milk is a perishable 

commodity. It has a tendency to go stale i.e. un-

dergo adverse irreversible quality deterioration 

if not chilled in time including pasteurization, 

freezing, and other preservation methods. Milk 

can now be detected for freshness and thanks 

to the advancements in technology; it can be 

processed in such a way that it can be used for 

a longer duration. Milk purity, microbial load, 

adulterants, and shelf life can now all be calcu-

lated using technology-based apps and pro-

grams at the farmer, dairy plant, and customer 

levels. A few quality criteria that used to neces-
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sitate well-established laboratories, wet chem-

istry techniques, and time-consuming method-

ologies are being replaced by technology-driven 

devices. 

Monitoring Supply Chain Systems: Due to its de-

pendence on various factors such as cold tem-

peratures, weather, shelf life, and so on, the 

dairy supply chain in India is highly complex. 

Milk is one of those products that need to get 

to its customers in the best possible condition 

soonest. As a result, technology plays an im-

portant role in ensuring timely distribution, cold 

chain maintenance, and so on. In addition, the 

supply chain's participants can efficiently con-

trol inventory. The cold chain management sys-

tem is expected to advance at a breakneck 

speed. Cold chain systems are now mounted at 

the shelf level in the malls or marketplace, ra-

ther than being confined to insulated/ refriger-

ated trucks, warehouses, or cold stores/ freez-

ers. 

E-commerce Marketplace: Technology is fully 

responsible for connecting consumers and busi-

nesses. On the back end, the seller is linked to 

the farmers/ suppliers to ensure/ monitor the 

in-flow of milk. The seller can easily ensure 

product traceability on both sides of forwarding 

and backward linkages. Farmers and dairy pro-

ducers will obtain doorstep services on their 

smartphones especially with modern equip-

ment and advisory services made possible by 

technological advancements. 

There are numerous initiatives under imple-

mentation/ development while technology is 

gaining acceptance at the farmer level because 

of its usefulness and ease of adoption, i.e. 

Farm Management Systems: A dairy farm must 

ensure that all of its activities are running 

smoothly. Farm management systems can assist 

in the digitization of output and operation pro-

cesses. Access to energy, a data revolution, and 

the humble smartphone, with access to wider 

markets, verifiable knowledge, and high-quality 

services, are the first steps in empowering farm-

ers. Technology has made it very simple for a 

farmer to keep track of large herd sizes using an 

app-based system that can operate on mobile 

phones. At scale, online payments to farmers 

are easing operations, providing financial inde-

pendence, and lowering costs. 

Wherein the herd record, performance of cows, 

managing the breeding cycle, lactation cycle, 

and vaccination schedule is kept so handy and 

alerts are generated for a specific activity re-

quired at farm/ cow level. There are a few appli-

cations that can measure the nutritional needs 

of cows and feed them accordingly. These pro-

grams will automate and digitize a dairy farm's 

end-to-end operations. Farmers may also track 

cattle health, diet, lactation, health conditions, 

pregnancy, and other factors using RFID-based 

chips in real-time. Robotic milking machines and 

herd tracking drones are already being used to 

control vast dairy farms in developing countries. 

Product Traceability: Consumers are becoming 

more health-conscious and knowledgeable 

about the origins and quality of the foods they 

eat. The food supply chain's traceability is im-

portant for consumer retention. The reason 

why numbers of dairy producers are turning to 

technology is to show farmers where their 

products are going, as well as how the milk is 

being processed and used. Consumers may also 

use technology, such as a QR code on their 

phones, to track how their product was col-

lected, packaged, shipped, and then stored. 

The Indian dairy industry is really at an inflec-

tion point, with multiple opportunities to 

broaden its influence around the world. As we 

witness a radically different global paradigm, 

the dairy industry can play a crucial role in de-

mocratizing India’s entrepreneurship landscape, 

bringing rural communities into the main-

stream. It is imperative that we do full justice to 

the demographic dividend bestowed upon us, 

and facilitate innovation, efficiency, and scale 

for the dairy industry. 
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New North American Scientific Study suggests a2 Milk May Cause Fewer Symptoms of Lac-

tose Intolerance 
April 12, 2021 

https://www.perishablenews.com/dairy/new-north-american-scientific-study-suggests-a2-milk-may-cause-fewer-

symptoms-of-lactose-intolerance/ 

URNABY, BC – A new clinical study con-

ducted by Dr. Dennis Savaiano, Profes-

sor of Nutrition at Indiana’s Purdue 

University Meredith, indicates that some people 

who suffer stomach discomfort after drinking 

conventional milk may have significantly re-

duced symptoms if they consume milk that con-

tains only the A2 beta casein protein type and is 

A1 protein free. 

The report published in the European based Nu-

trients Journal1 also reported a significant dif-

ference between milk containing 100% A2 pro-

tein (and no A1 protein) compared to conven-

tional milk with lower levels of A2 protein. 

This is the first study that has ever been con-

ducted in North America where scientists exam-

ined varying levels of A2 protein in the milk that 

was given to participants. Throughout the 

study, each person was given an individualized 

quantity of four types of milk, according to their 

body-weight: a2 Milk™ (100% A2 protein); Jer-

sey cow milk (25% A1 protein/75% A2 protein); 

conventional milk (75% A1 protein/25% A2 pro-

tein) and lactose-free milk (60% A1 protein/40% 

A2 protein). 

Prof. Savaiano conducted a double-blind, ran-

domized, cross over clinical trial (the global 

gold-standard) to examine the effects that A1 

and A2 proteins on persons who are confirmed 

lactose maldigesters or have been diagnosed 

with lactose intolerance. 

According to the Canadian Digestive Health 

Foundation (CDHF), lactose intolerance affects 

over 7 million Canadians. This is likely an under-

estimate as many individuals either do not asso-

ciate their symptoms with lactose-containing 

foods or are asymptomatic. While lactose intol-

erance is common in adults, the CDHF cites it 

occurs more often in indigenous peoples as well 

as those of Asian, African, and South American 

descent. 

According to Prof. Savaiano, “Individuals con-

suming the milk containing 100% A2 protein 

had significantly reduced stomach discomfort as 

compared to conventional milk. Overall gastro-

intestinal symptoms for abdominal pain, bloat-

ing, flatulence and diarrhea were significantly 

decreased when consuming milk containing 

only A2 protein as compared to conventional 

milk.” 

Agrifoods Cooperative, which holds the exclu-

sive Canadian a2 Milk™ brand license, is excited 

to see continued scientific evidence on the posi-

tive digestive impact that the A2 protein offers 

versus conventional milk containing the A1 pro-

tein. This latest study is one more key piece in 

Agrifoods’ educational campaign introducing 

Canadians to the benefits of dairy containing 

100% A2 protein and encouraging consumers to 

consider a2 Milk™. 

Prof. Savaiano said, “Our study results compare 

favourably to previous scientific studies con-

ducted in other markets globally. The primary 

advantage for some people in drinking milk with 

100% A2 protein appears to be overall reduced 

stomach discomfort. Many people don’t feel 

bloated or feel stomach pain after drinking a2 

Milk™,” said Dr. Savaiano. “These studies indi-

cate that a2 Milk™ works well for people of all 

ethnicities and it also may be a better option 

than conventional milk for some people who 

are lactose maldigesters.” 

The a2 Milk Company and Agrifoods Coopera-

tive work with local Canadian dairy farmers to 

identify cows that naturally produce only the A2 

protein type and process their milk separately, 

B 
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making it possible for some with dairy sensitivi-

ties to enjoy 100% Canadian cows’ milk. Con-

sumers can find a2 Milk™ at stores across Can-

ada including select Sobeys, Safeway, Loblaws, 

Save On Foods, Longo’s, Provigo, Marché Tau, 

Choices Markets and Whole Foods Market. 

 

Free Milk and Food Drive-Thru Distribution to be held at Oswego Speedway 
 April 12th 2021 

https://cnycentral.com/news/local/free-milk-and-food-drive-thru-distribution-to-be-held-at-oswego-speedway 

 
he giveaway will be hosted by the Amer-

ican Dairy Association North East and 

will be held on Thursday, April 15th 

at Oswego Speedway on East Albany Street 

from 11:00 a.m. to 1:00 p.m. 

The event will be held while supplies last, with 

one box given out per car. 

Those who would like a box must enter from 

City Line Road and exit off of East Albany Street. 

Due to the coronavirus pandemic, drivers must 

remain in their vehicles, where they will be 

prompted to open their trunk for the distrib-

uted food products. 

If a car does not have a trunk, drivers will be 

prompted to open their window. 

Walk-ups will not be allowed and registration or 

required paperwork will not be required. 

 

 

A sweet match for De Dee's Dairy and Lewiston's Village Bake Shoppe 
Sun, April 11, 2021, 3:19 AM 

https://news.yahoo.com/sweet-match-dees-dairy-lewistons-214900622.html 

ome ice cream lovers may find it hard to 

drive by without stopping each year 

when De Dee's Dairy finally opens for the 

season. This summer, it may be even more chal-

lenging thanks to what the owner of the ice 

cream shop is calling a match made in Heaven. 

Actually, the match was made in a local super-

market one day, when two old friends ran into 

each other. Mike Fiore of the Village Bake 

Shoppe on Center Street in Lewiston and Gary 

Wilcox, one of the owners of De Dees Dairy at 

8715 Niagara Falls Blvd. in Niagara Falls, started 

off talking about the Yankees. 

Fiore recalls that Wilcox changed the subject 

and said, "Hey Mike, I'd like to start selling more 

of your baked goods." 

The ice cream shop was already selling a small 

amount of the Village Bake Shoppe treats, in-

cluding apple pie squares, cannoli and choco-

late chip cookies. But right there in that store, 

the concept got bigger. 

Recently, every few days, the bakery began de-

livering slices of cheesecake, peanut butter pie 

and gluten-free Chocolate Oblivion Torte, along 

with "Cake in a Cup" and a wider variety of 

cookies. 

"Right now, we're in a trial phase, but so far it's 

been going good," Fiore said. 

WIlcox feels good about the partnership too. 

There are plans to buy a big new freezer for the 

wide variety of ice cream sandwiches which will 

be made from the Village Bake Shoppe cookies. 

T 
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Customers appear happy with the new partner-

ship. "We've had quite a few claims on Face-

book like "There goes my diet," Wilcox said. 

"It's worked out really well," he added. "Mike is 

a wonderful guy. He's got a great reputation 

and I think our business and his business are a 

wonderful marriage." 

Fiore says nice things about Wilcox, too. "I've 

known Gary a very long time," Fiore said. 

"Whatever he does, it would be a privilege to 

work with him and his family." 

While it may now be harder for customers to 

decide what to order at De Dee's, Fiore is look-

ing for feedback to determine what other items 

to add to the sweet partnership. 

 

 

Koita’s New Organic Almond + Coconut Milk Created By Italian Baristas 
April 9, 2021 

https://www.perishablenews.com/dairy/koitas-new-organic-almond-coconut-milk-created-by-italian-baristas/ 

HICAGO – Koita Foods is excited to an-

nounce the newest addition to its line 

of shelf-stable, premium Italian plant-

based milks: Organic Almond + Coconut. 

Organic Almond + Coconut offers a unique 

blend of organic almond and coconut milks. 

Created by Italian baristas and great for froth-

ing, it’s a smooth and luxurious addition to any 

coffee drink. Koita’s Organic Almond + Coconut 

Plant-Based Milk is non-dairy, vegan, gluten 

free, non-GMO, and free of carrageenan. 

“I’m so excited to bring our new Organic Al-

mond + Coconut Plant-Based Milk to the US,” 

said Koita Foods’ Founder Mustafa Koita, who 

was born in New Jersey and grew up in Chicago. 

“We worked with four Italian baristas to make 

this creamy, frothy blend that is guaranteed to 

level-up your coffee game.” 

Koita’s plant-based milks offer a 100% pure, 

clean taste. That’s because these creamy, shelf-

stable milks are grown, produced and packed in 

Italy. They are made with ingredients grown in 

the Italian Alps, which boasts one of the purest 

soils in the world. It’s that nutrient-rich soil that 

leads to Koita’s incredibly delicious set of plant-

based milks. 

The almonds in the Organic Almond + Coconut 

are ethically sourced from family farms in Italy, 

and the coconuts are sourced from Thailand. All 

of Koita’s milks are produced in Italian factories 

that follow strict cleanliness guidelines. 

Like all flavors of Koita Plant-Based Milk, the Or-

ganic Almond + Coconut is shelf stable at room 

temperature. That’s because the milks are 

steam-treated using an innovative process that 

retains taste and extends shelf life. Koita is sus-

tainable, with Tetra Pak packaging that is recy-

clable and shipments that arrive by sea to en-

sure a lower carbon footprint. 

The full line of plant-based milks is currently 

rolling out in the Northeast, available in 1-liter 

(SRP $5.99), shelf-stable Tetra Pak packaging 

and 6-pack cases.  

Koita products are now on the shelves at Mor-

ton Williams, Balducci’s, Crosby’s, Kings Food 

Markets and LaBonne’s Markets, to name a 

few. All flavors are also available online at ama-

zon.com and on Koita’s website at koita.com. 

Koita products are also available in 10 other 

countries, including on Emirates Airlines, at 

Four Seasons Hotels and Marriott Hotels 

abroad, several Eataly locations, and at Barry’s 

BootCamp locations in Dubai. They are also on 

the shelves at Carrefour and Waitrose. 
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Holle Toddler Milk Debuts in the United States Exclusively at Whole Foods Market 
Apr. 9, 2021 at 10:51 am 

https://www.bevnet.com/news/2021/holle-toddler-milk-debuts-in-the-united-states-exclusively-at-whole-foods-

market 

EW YORK — Holle, one of the leading 

global manufacturers of the highest 

quality and holistic nutrition for babies 

and children announced today its nationwide 

retail expansion to Whole Foods Market stores 

in the U.S. Holle products only use the finest in-

gredients from biodynamic and sustainable 

farms, allowing children to grow up with na-

ture’s best. 

“We’ve recognized the Holle phenomenon and 

consumer demand in the United States for 

many years. As innovators and an industry 

leader in bringing top of the line products to 

parents for raising kids, we made it our mission 

to bring Holle stateside,” said Ron Blitzer, CEO 

of JSG Organics, exclusive importer of Holle 

brands into the United States. “We’re passion-

ate about these products and are thrilled to 

welcome this iconic brand to the states, ex-

panding the Holle footprint and giving families 

access the highest quality essentials.” 

The Holle Cow and Goat Toddler Milk Drinks 

support growing children with a complete nutri-

ent profile that is easily digestible. The Holle 

Toddler Milk Drinks are non-GMO, pesticide 

free and contain no added sugar, hormones or 

corn syrup. With DHA and a full range of micro-

nutrients including calcium, iron, Vitamins A, C, 

and D, Holle Toddler Milk Drinks are one way to 

make sure your child gets the vitamins and min-

erals they need to support rapid growth and de-

velopment. 

“We are honored to be the first grocer in the 

U.S. to introduce our customers to Holle Cow 

and Goat Toddler Milk Drinks,” said Caleb 

Hulsey, Category Manager at Whole Foods Mar-

ket. “At Whole Foods Market, we are always 

looking for high-quality products and are ex-

cited to expand our baby and toddler category 

with Holle’s Toddler Milk Drinks.” 

The Holle Cow and Goat Toddler Milk Drinks are 

available now at Whole Foods Market, Amazon 

and HolleUSA.com. Holle Organic Purée 

Pouches and A2 Powder Milk will be available in 

May on Amazon. 

About Holle 

For more than 85 years, Holle has stood for or-

ganic baby food of the highest quality. As the 

first Demeter manufacturer for baby food, the 

company dedicates itself to balanced nutrition 

for babies and toddlers with a comprehensive 

range of products: toddler milk drinks, cereals 

and snacks as well as fruit and vegetable 

pouches. Holle products are sold in over 50 

countries worldwide. The company, founded in 

Switzerland, is the market leader in the special-

ist German organic segment and, since 2017, 

has been continually growing its sales network 

in the food retail trade and drugstore market. 

Holle retains the company locations in Riehen 

(Switzerland) and in Grünsfeld (Germany). 

About JSG Organics 

JSG Organics imports and distributes natural 

food products in the United States. Our team is 

managed by an experienced team of triple bot-

tom line entrepreneurs – people, profits, 

planet. We are the exclusive U.S. distributors of 

Holle, one of the leading global manufacturers 

of the highest quality and holistic nutrition for 

babies and children. JSG Organics is a pending B 

Corp company. 
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Milk Startup Puresh Daily Raises ₹1.2 Crores in Seed Round 
April 10, 2021 

https://www.indianweb2.com/2021/04/milk-startup-puresh-daily-raises-12.html 

abling dairy and fresh farm produce to 

end customers in 'Bharat', Ranchi-based 

Puresh Daily has caused a lot of excite-

ment within the Indian angel investment net-

work. The food-tech startup has raised ₹1.2 

crores in its seed round from Dhianu Das of Alfa 

ventures and Agility Venture Partners. 

Puresh daily offers subscription for milk pro-

duce, tabling produce from their eight franchise 

farms to 1200 subscribers in three cities namely 

Ranchi, Ramgarh and Bokaro. They offer chemi-

cal-free products through value chains aug-

mented by AI. This allows them to provide 

traceable logistics, green packaging and smart 

payment options. 

"We're charged with the investors' confidence, 

as they oversubscribed our startup during this 

seed round. With these funds, we will expand 

our product base to at least ten tier-II more cit-

ies, to 20,000 subscribers and partner with dif-

ferent entrepreneurs", said Manish Piyush, 

Founder at Puresh Daily. The BITS & IIM-alumni 

handles marketing and business development 

for their brand. Having worked in many differ-

ent parts of the world, Piyush brings in 14+ 

years of leadership experience as a TAS officer 

at the TATA Group. 

How has the business shaped up so far? Unlike 

other companies which suffered during the 

COVID-19 pandemic and resulting lockdowns in 

2020, the demand for milk and fresh produce 

shot up as essential items. Manish and Aditya, 

the co-founders saw high growth within the 

year and expect their expansion journey to re-

flect the same. 

"Milk is essential for India's kitchens, and we 

reach our customers' doors every day with 

healthy products - that's how we're succeed-

ing", added Piyush. 

"We expect the Farm to Home space to explode 

in the coming months. Biggies like Tatas & Reli-

ance are entering the market through invest-

ments and acquisitions too. By incubating our 

business model at Ranchi, we've proved that 

consumers from the so-called 'Bharat' are ready 

and willing to pay a premium for such services", 

said Aditya Kumar, a B- Tech from BITS and 14+ 

years of experience of handling critical projects 

in TATA Motors. He takes technology, finance 

and product development for the brand. 

Kumar explained that they would invest a signif-

icant part of their capital in business develop-

ment, technology and brand building. They also 

expect to scale to different tier-II cities and met-

ros. "We also want to invest our time and re-

sources in innovation in products and packag-

ing", he added. 

"Dairy has been a growing sector, and the pan-

demic has only given fuel to the fire of Direct to 

Home milk delivery models. Founders Manish 

and Aditya solve genuine farm management is-

sues, even as they pour quality, pure milk for 

customers in sustainable packaging like glass 

bottles. And we are happy to invest in Puresh to 

take the movement farther", Deepanker 

Agarwal, Director at Ajanta Bottles Pvt Ltd and a 

lead investor in Puresh Daily. 

Angel investor network Agility is backing further 

investment into Puresh Daily, citing a solid team 

and their investors' proven track record. "First, 

milk is a recession-free business, capable of 

growth in COVID times. It's also highly unorgan-

ised, with several dairy farms in dire need of up-

gradation and market reach. Their idea has 

enormous potential", said Prashant Narang, 

founder, Agility Venture Partners. 

 

 

T 

https://www.indianweb2.com/2021/04/milk-startup-puresh-daily-raises-12.html


Starbucks running out of oat milk a month after adding it to menus nationwide 
APRIL 7, 2021 

https://whdh.com/news/starbucks-running-out-of-oat-milk-a-month-after-adding-it-to-menus-nationwide/ 

tarbucks rolled out oat milk lattes at 

about 1,300 stores in the Midwest last 

year. It added Oatly-brand oat milk to the 

menu nationally in March. 

But now, a mere month later, some Starbucks’ 

oat milk fans say they have found themselves 

unable to order their new favorite drinks. 

Some are particularly put out by the absence of 

the iced brown sugar shaken espresso, made 

with oat milk, which has amassed its 

own fans online (one favorably compared it to 

“a brown sugar pop tart.”) 

Others want oat milk or nothing. “Just throw my 

whole drink away tbh,” wrote one sad Twit-

ter user. Another used no fewer than 12 cry-

face emojis to express their pain. 

Starbucks said on Tuesday that some locations 

were out of oat milk but didn’t specify how 

widespread the problem was. 

“Due to high demand, some customers may ex-

perience a temporary shortage of oat milk at 

their store,” a Starbucks spokesperson told CNN 

Business on Tuesday, adding that customers can 

expect oat milk to be back “soon” without offer-

ing a specific time frame. In the meantime, they 

might consider swapping in soy milk, almond 

milk or coconut milk instead, the company sug-

gested. 

Starbucks is not attributing the shortage to the 

popularity of specific beverages, the spokesper-

son said, but noted that the drinks 

launched this spring have been resonating with 

customers. Those include the brown sugar es-

presso, as well as an  iced chocolate almond 

milk shaken espresso and a honey oat milk 

latte. 

The coffee chain has leaned into its oat milk 

lineup as consumer demand for plant-based 

milk alternatives continues to grow. US oat milk 

sales grew 138% over the past year, according 

to Nielsen data. 

“Probably the most dominant shift in consumer 

behavior is this whole shift to plant-based,” said 

Starbucks CEO Kevin Johnson during a January 

call with analysts. “This is why we’ve introduced 

all the alternative milks, whether it’s almond 

milk, soy milk [or] oat milk,” he said. 

Oatly has also been getting attention. 

Over the summer, the company scored a $200 

million investment from a Blackstone-led in-

vestment group that included Oprah Winfrey, 

Natalie Portman, Jay-Z’s entertainment agency 

and former Starbucks CEO Howard Schultz. In 

February, it said it filed confidential IPO 

forms with the SEC. The move is “the first offi-

cial step towards pursuing a potential IPO,” Sara 

Fletcher, an Oatly spokesperson, said at the 

time. 

As Starbucks sees high demand for its oat milk 

products, Oatly, its supplier, is struggling with 

its own problems. The company has struggled 

with supply constraints because of pandemic-

related construction delays on a facility in Utah, 

which was supposed to open last year and is 

only starting to come online now, Oatly said. 

Starbucks and Oatly didn’t comment on 

whether the supply constraints were directly re-

lated to the temporary shortages that some 

Starbucks locations are facing. 
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‘It was terrifying’: Taree dairy farmer trapped in dairy with cows as floodwaters rise 
Apr 07 2021 

https://www.dairynewsaustralia.com.au/2021/04/07/4075450/it-was-terrifying-taree-dairy-farmer-trapped-in-

dairy-with-cows-as-floodwaters-rise 

hen Taree dairy farmer Doug John-

ston went to bed on the night of Fri-

day, March 19, he was expecting to 

get up and milk his cows as normal despite the 

SES issuing a ‘minor flood warning’. 

And if it wasn’t for a phone call at 1 am by one 

of Doug’s children, who happened to be watch-

ing a weather app, Doug’s entire herd and gen-

erations of his carefully bred genetics would 

have been lost in what is now being described 

as a one-in-100-year flood. 

Doug is grateful to have survived the ordeal 

with his herd intact. 

However it hasn’t been without enormous per-

sonal and financial cost including the loss of 

nine heifers, pastures, silage and hay stocks, a 

quadbike, a tractor and mulcher, fencing and all 

the other incidentals that will pop up over the 

next few months. 

What makes this flood even more heartbreak-

ing is the family was only just starting to finan-

cially recover from the impacts of a drought 

that had almost brought the business to its 

knees. 

“We only just survived the drought and had just 

got to the point where we had paid most of our 

debts off and then the flood hit,” Doug said. 

“I was just beaten and I wondered how we 

could possibly survive again.” 

Born and bred in the Taree region, Doug and his 

brother Milton have been dealing with floods all 

their lives and have always operated their two 

Ingalalal Jersey herds with this in mind. 

But this flood was something the brothers had 

never seen. 

Doug said he was woken by a phone call from 

his son concerned about a heavy rain front 

looming over the property. 

“We had already had days and days of heavy 

rain and it was about 1 am and I decided to put 

the milking herd on the dairy yard,” Doug said. 

“My farm was an old beef property, and the 

dairy was built on a mound above the 1978 

flood level, so I knew it was the highest point.” 

Once the milking herd was safely on the dairy 

yard, Doug drove through floodwater that 

reached halfway up the quadbike to find his dry 

cows along the riverbank. 

“I was just praying the whole way the quad bike 

wouldn’t stall and I could get the dry cows to 

safety,” he said. 

Doug also found the time to quickly warn his 

neighbours of the rising floodwater levels and 

one resident firmly believes he and his daughter 

owe their life to Doug, after their house was in-

undated. 

“I realised the water was rising so quickly and 

soon there would be no way out,” Doug said. 

“I went home, grabbed a couple of thermos of 

hot water and a few biscuits and decided to 

camp with my cows. 

“If I had of been five minutes later, I would have 

been cut off from the dairy entirely.” 

Doug spent the next day-and-a-half camped 

with his cows as the floodwater continued to 

rise and got to within a couple of feet of the 

dairy. 

“There was a point there where I was consider-

ing getting up on the roof and I really thought 

my cows were going to drown, it was terrify-

ing.” 

Doug also ended up with some unexpected 

guests, when 28 Holsteins on the point of 

drowning with water up to their noses swam 

across to his dairy and joined his herd. 

“The cows were all jammed in and I ended up 

sleeping on a bucket leaning my head against 
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the vat while my poor cows spent all that time 

with no food or water.” 

Within a couple of days the water had receded 

enough for Doug to walk his herd up to his 

brother's place and the cows have been milked 

in a neighbour's dairy ever since. 

But they are out of pasture, hay and silage and 

are relying on the donations of kind strangers to 

feed their cows, but they really need quality 

milking hay to keep the herd going. 

The brothers have been able to relocate 160 

cows to other farms, dried-off 65 and are milk-

ing 150 cows between them. 

They are now battling a costly mastitis outbreak 

and the last time they sent milk to their dairy 

supplier Saputo was March 19. 

Doug said disappointingly, they had not been 

contacted by any Saputo hierarchy to see how 

they are going. 

Doug said the days since the flood have been 

consumed with cows and management, and it 

has become a nightmare as they struggle to 

keep track of records, who has what cows, 

monitoring cow health and wondering what to 

feed them. 

He said the support and kindness of the com-

munity had inspired him to keep going, but he is 

worried about the financial cost. 

“There is a flood grant of $75,000 available but 

because we run both farms separately, but 

through the one ABN, I am expecting we will 

only be able to access one lot of funding and it 

will have to be shared between both farms and 

that certainly won’t go anywhere near covering 

costs. 

“It is going to take months just to clear all the 

debris away from Milton’s farm alone. 

“We have lost all the pasture we had over-

sown, not to mention the loss of financial in-

come on top of everything else.” 

 

Idaho Milk Products Targets Customer Formulation Success 
April 06, 2021 11:00 ET 

https://www.globenewswire.com/news-release/2021/04/06/2205229/0/en/Idaho-Milk-Products-Targets-Cus-

tomer-Formulation-Success.html 

erome, ID, April 06, 2021 (GLOBE NEWS-

WIRE) -- Idaho Milk Products recently pro-

moted Pratishtha Verma to the position of 

Research & Development (R&D) Scientist. In her 

new role, she will be working on ingredient ap-

plications aimed at increasing the protein load 

as well as developing new application areas for 

milk ingredients. She will also be assisting Idaho 

Milk Products’ customers with any application-

related challenges and issues.  

Ms. Verma came to Idaho Milk Products in 2020 

as a Management Trainee in the R&D Depart-

ment. She was responsible for setting up labor-

atory test protocols for high protein foods, set-

ting up standard operating procedures for prod-

uct processing, quality assurance testing and 

shelf-life testing for high protein foods using 

milk protein ingredients and permeate pow-

ders. Before joining Idaho Milk Products, Prat-

ishtha attended South Dakota State University 

where she completed her MS in Dairy Manufac-

turing. She did her MS dissertation on “A natu-

ral antimicrobial from Bacillus subtilis as a bio-

sanitizer for resilient membrane biofilms”. She 

comes with a background in Dairy Microbiology 

and Food Technology. 

“With the brand-new Milk Innovation Center at 

our disposal and Ms. Verma’s science and dairy 

manufacturing background, she will be a great 

asset in helping fulfill commitments to our cus-

tomers,” said Dr. Chenchaiah Marella, VP of Re-

search & Development. “Our R&D lab has the 

technology to develop and test high protein for-

mulations, enhancing our capabilities to create 

prototypes based on clients' needs.” 
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“I am thankful for the promotion and eager to 

experiment with different product applica-

tions,” commented Ms. Verma, R&D Scientist. “I 

am looking forward to contributing value-added 

support to our customers in the area of devel-

oping higher protein, better tasting and more 

stable products.”  

Idaho Milk Products proudly supports personal, 

professional, educational, technical and leader-

ship development to help employees realize 

their potential and be part of a world-class 

team. 

 

2021 Nebraska dairy ambassadors selected 
Apr 1, 2021 

https://norfolkdailynews.com/2021-nebraska-dairy-ambassadors-selected/article_dce7d632-925d-11eb-8dfe-

77671eab61f8.html 

he Nebraska Dairy Ambassador program 

has appointed four new student ambas-

sadors and one returning ambassador 

for 2021. This year’s group of ambassadors in-

clude: 

 Abigail Langdon, a second-year dairy ambas-

sador from Clarkson who is a sophomore agri-

business major with a banking and finance op-

tion at the University of Nebraska-Lincoln. 

 Whitney Hochstein, a Wynot native who is a 

freshman graphic design and entrepreneurship 

major with a minor in foods and nutrition at 

Wayne State College. 

 Faith Junck from Carroll, who is a freshman 

agricultural and environmental science commu-

nications major at UNL. 

Each year, up to six ambassadors with an inter-

est in dairy production are selected to improve 

their leadership and communication skills while 

advocating for the dairy industry. Ambassadors 

engage in conversations with consumers, 

school-age children and their peers at agricul-

ture literacy festivals, farmers markets, Moo at 

the Zoo and via social media. At the end of their 

ambassador program, each ambassador has the 

opportunity to earn up to a $1,000 scholarship 

provided by Midwest Dairy. 

While serving as an ambassador, students have 

the opportunity to network with their peers and 

dairy industry partners, visit dairy farms, and 

tour agribusinesses in Nebraska. 

“We have a great group of ambassadors this 

year. They have the drive, ambition and leader-

ship to positively impact the dairy industry 

while developing a number of skills,” said Kim 

Clark, Nebraska Extension dairy educator. 

The Nebraska Dairy Ambassador program began 

in 2016 at UNL with four ambassadors. Since its 

inception, 27 Nebraska college students have 

completed the yearlong program, which is open 

to any college student in Nebraska. In 2018, this 

program began partnering with Midwest Dairy. 

This program is now offered in a number of 

Midwestern states, including South Dakota, 

Iowa, Minnesota, North Dakota and Illinois. 

 

 

T 

https://norfolkdailynews.com/2021-nebraska-dairy-ambassadors-selected/article_dce7d632-925d-11eb-8dfe-77671eab61f8.html
https://norfolkdailynews.com/2021-nebraska-dairy-ambassadors-selected/article_dce7d632-925d-11eb-8dfe-77671eab61f8.html


 


