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Suruchi endeavor in Skill/ Entrepreneur Development Domain 
 

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

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

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

 
New admissions are closed  
  

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

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

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

For more information please follow the link:  

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

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

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

For more information please follow the link:  

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

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

For more information please follow the link: 

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

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

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

7th Regional Dairy Entrepreneurship Develop-

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

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

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

Amul model can go beyond milk and dairy sector: Amit Shah 
OCTOBER 31, 2021 23:03 IST 

https://www.thehindu.com/news/national/amul-model-can-go-beyond-milk-and-dairy-sector-amit-shah/arti-

cle37274656.ece 

nion Home and Cooperation Minister 

Amit Shah said on Sunday that the co-

operative sector’s contribution in cre-

ating a $5-trillion economy will be immense as 

shown by the success of Amul, the world’s larg-

est milk cooperative. 

At an event organised to mark the completion 

of 75 years of Amul, which was started in 1946 

as a cooperative movement in Anand, Gujarat, 

Mr. Shah said the cooperative sector will also 

prove crucial in making the agriculture sector 

self-reliant. 

 “We need to implement this cooperative model 

to uplift sectors like agriculture and animal hus-

bandry. The cooperative model will prove cru-

cial in making agriculture ‘atmanirbhar’ [self-re-

liant],” the Union Minister said at the function 

on the premises of Amul dairy. 

Mr. Shah, who has been given the portfolio of 

the newly created Ministry, said the time has 

come to take Amul model beyond milk and 

dairy sectors. 

“Today, many farmers have turned to organic 

farming but they do not have any platform to 

sell the produce in India and the world. Can co-

operative organisations like Amul help them in 

doing it? Time has come to think on those 

lines,” he said. 

 

 

Danone India launch AptaGrow – A health drink for children 0f 3-6 yrs age 
OCT 30, 2021 

https://dairynews7x7.com/danone-india-launch-aptagrow-a-health-drink-for-children-0f-3-6-yrs-age/ 

 
anone India, with its mission to bring 

health through food to as many people 

as possible, entered into the health 

drink category for children with the launch of 

AptaGrow.  

The product will address the nutrition require-

ment of children in the age group of 3-6years 

and will be available in Tasty Chocolate and Va-

nilla flavor. AptaGrow is a scientifically designed 

health drink for children with 37 nutrients that 

includes a unique blend of prebiotics & DHA for 

the physical and cognitive development of chil-

dren. Its unique nutri-absorb formula enables 

better absorption of key nutrients which sup-

port better growth. 

In India, young children suffer from the dual 

burden of under and over-nutrition leading to 

key growth concerns. A recent survey con-

ducted by Momspresso with 1,200 urban moth-

ers indicated that 80 percent of mothers were 

concerned about their child’s growth while 69 

percent felt their child is not growing up to their 

expectations. 73 percent of mothers believed 

that poor absorption of nutrients results in poor 

growth. The top 3 concerns that emerged from 

the survey were height, muscle growth, and 

brain development.  

AptaGrow is tailored to meet the nutritional 

needs of growing Indian children. It has 100 
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percent milk protein and calcium to support 

height gain, Prebiotics, and Vitamin A, C, D to 

support immune health, and DHA, iron, folic 

acid, and iodine to support brain development. 

This low-fat drink helps in healthy growth in 

kids which makes this tasty chocolate/vanilla 

flavored nutritious health drink the perfect 

choice. 

Speaking at the launch, Himanshu Bakshi, Man-

aging Director, Danone India said, “At Danone, 

our goal is to innovate and offer products and 

services that meet the nutritional needs and ex-

pectations of consumers at every stage of life. 

With this launch, we endeavor to support 

healthy eating and drinking habits from an early 

age since these are the foundation years that 

contribute to health later in life. AptaGrow is 

scientifically designed to meet the nutritional 

needs of growing children and address concerns 

mothers have regarding the nutrition intake of 

their children”. 

With the launch of AptaGrow, Danone India has 

entered the Rs 650 crore health drink category 

for children in India. AptaGrow will soon be 

available in the states of Andhra Pradesh, Tel-

angana, and West Bengal through leading mod-

ern trade stores, local stores, pharmacies and e-

commerce platforms like Amazon, Big Basket, 

PharmEasy, etc in 400g packs size. 

 

 

IISc researchers use novel method to detect adulterants in milk 
OCT 30, 2021 

https://dairynews7x7.com/iisc-researchers-use-novel-method-to-detect-adulterants-in-milk/ 

 
y analysing deposition patterns after 

evaporation, the Indian Institute of Sci-

ence (IISc) have developed a low-cost 

and effective method to detect adulterants in 

milk. Existing methods like lactometer and ob-

serving changes in the freezing point of the milk 

is limited and other approaches are costly. The 

method was designed by the postdoctoral re-

searcher, Virkeshwar Kumar and Susmita Dash, 

Assistant Professor in the Department of Me-

chanical Engineering and the study was pub-

lished in the science journal, ACS Omega. 

The team utilised the technique to test the 

presence of urea and water in milk. They be-

lieve that the same method can be used to de-

tect other adulterants. Adulteration of milk is a 

pressing concern in developing countries like In-

dia, where a majority of supplied milk fails to 

comply with the standards set by the Food 

Safety and Standards Authority of India. Water 

is frequently added to increase the volume of 

milk, along with urea, which makes the wa-

tered-down version whiter and foamier – this 

can potentially endanger the normal function-

ing of the liver, heart, and kidneys. The re-

searchers observed evaporative deposition pat-

terns and devised a novel method. When liquid 

milk completely evaporates, volatile compo-

nents dissipate and the solids components ar-

range themselves in patterns. Milk with or with 

water or urea displaced stark differences in pat-

terns. 

Unadulterated milk consisted of a ‘central, ir-

regular blob-like pattern’ and water was found 

to distort the pattern. The presence of urea 

erases the central pattern but being a non-vola-

tile component it crystallises at the interior of 

the milk drop and extends along the boundary. 

Existing methods such as lactometers and ob-

serving changes in the freezing point of milk are 

quite limited. The freezing point technique only 
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covers 3.5 per cent of the total milk concentra-

tion. Biosensors used to test for urea are expen-

sive and their accuracy decreases over time. “It 

does not require a laboratory or other special-

ised processes, and can be easily adapted for 

use even in remote areas and rural places.” said 

researcher Virkeshwar Kumar. 

Researchers believe that this low-cost tech-

nique has the potential to scan adulterants in 

other beverages and products too. “The pattern 

that you get is highly sensitive to what is added 

to it. The method can be used to detect impuri-

ties in volatile liquids. It will be interesting to 

take this method forward for products such as 

honey, which is often adulterated.” explained 

Assistant Professor, Department of Mechanical 

Engineering, Susmita. Once you derive the pat-

tern for all adulterants and the combinations 

are standardised, the test can be automated by 

feeding the data into an image analysis soft-

ware. By comparing the photographs of the pat-

terns, researchers hope to detect the presence 

of adulterants. 

 

 

Mother Dairy back in the black with a net profit of 186 Cr in FY 21 
OCT 30, 2021 

https://dairynews7x7.com/mother-dairy-back-in-the-black-with-a-net-profit-of-186-cr-in-fy-21/ 

 
fter two years of posting losses, 

Mother Dairy Fruits & Vegetables Pvt 

Ltd is back in the black with a net profit 

of ₹185.80 crore in FY20-21 compared to a net 

loss of ₹157.70 crore in FY19-20. 

However, according to its latest RoC filing 

sourced from business intelligence platform 

Tofler, the company’s total revenues remained 

flat. Total revenues in FY 20-21 stood at 

₹10,479.54 crore compared to ₹10,447.13 crore 

in FY 2019-20. 

Mother Dairy, a wholly-owned subsidiary of Na-

tional Dairy Development Board, has a strong 

presence in milk and milk-related products busi-

ness. Under brand Safal, it also sells, fresh fruits 

and vegetables, frozen products, pulses and 

honey among other value-added products. It 

also has a footprint in the edible oils business 

under brand Dhara and is a key retailer in the 

Delhi-NCR region. 

Key factors for the turnaround 

Responding to emailed queries from Business-

Line, a company spokesperson said, “In the fis-

cal 2020-21, Mother Dairy attempted to recover 

its bottomline owing to two key factors. Firstly, 

the normalisation of raw milk procurement 

prices, which had earlier impacted our bottom-

line a year prior. Secondly, the company in view 

of the Covid situation, undertook a major cost 

optimisation drive across its value chain, hence 

recovering the losses of the previous fiscal.” 

 “The pandemic outbreak hampered certain 

supply channels such as institutional sales and 

also impacted the consumption of some catego-

ries including ice creams, thus impacting the 

top-line growth. However, with the situation at 

hand, we took all measures and supply assur-

ances to sustain and maintain our top-line, re-

sulting in a marginal shift vis-a-vis the previous 

fiscal,” the company spokesperson stated. 

Plans on cards 

The FMCG company has aggressive plans to 

strengthen its presence across the country over 

the next few years. In an interaction with Busi-

nessLine in June, Mother Dairy’s MD Manish 
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Bandlish had stated that the company aims to 

double its revenues in the next 4-5 years. 

Earlier this month, the company announced ag-

gressive distribution expansion plans in the cap-

ital city. The company said it will add over 700 

exclusive consumer touch points in the form of 

kiosks and franchise shops by March 2023, tak-

ing the total count to 2,300 outlets in New 

Delhi. 

 

Cadbury Introduces Experience Zone 'The Purple Room' with 3D Printing Technology 
OCTOBER 29, 2021 

https://www.indianretailer.com/news/cadbury-3d-prints-the-experiences-with-the-purple-room.n11963/ 

ondelez India, the makers, and bak-

ers of some of India’s much-loved 

snacking brands – Cadbury Dairy 

Milk, Bournvita, and Oreo among others, re-

cently inaugurated ‘The Purple Room’, a pre-

mium Cadbury experience zone. 

The Purple Room is home to the first-ever 3D 

Cadbury chocolate printer, that will allow con-

sumers to curate their box of exquisite 3D choc-

olates.  

The zone is located at the newly inaugurated Jio 

World Drive (JWD) Mall in Bandra Kurla Com-

plex, Mumbai, housed inside the new, ultra-pre-

mium superstore – Freshpik.  

The Purple Room is all set to offer consumers a 

premium chocolate experience by bringing a 

wide range of products and unique activities un-

der one roof. 

Anil Viswanathan, Senior Director – Marketing, 

Mondelez India, said, “Over the years, 

Mondelez India has created and grown the pre-

mium end of the chocolate market and owned 

the chocolate gifting space, with products like 

Cadbury Dairy Milk Silk, Cadbury Bournville, 

Cadbury Dark Milk, Cadbury Celebrations, etc. 

As the next leg to this journey, we are thrilled to 

introduce ‘The Purple Room’, a premium Cad-

bury experience zone, that also houses India’s 

first-ever 3D Cadbury chocolate printer.” 

”Through this store, we aim to provide our con-

sumers with a unique and memorable Cadbury 

chocolate experience. The zone not only show-

cases some of our much-loved products in the 

premium & gifting segment but also helps us to 

elevate Cadbury’s premium credentials and 

generate brand love. With the country slowly 

inching back to normal and planning for the 

much-awaited festive season, the store is our 

way of giving consumers a ‘Meetha’ start to the 

festivities,” he added. 

The Purple Room through its innovation, crea-

tivity, and personalized solutions elevates the 

experience and offers consumers a new way of 

‘shoppertainment’ engagement. Shoppers will 

get to consume their favorite brands in a new 

avatar to enhance their Shopping experience as 

original milkshakes made from Dairy Milk, 

Bournville, 5 Star, and Oreo at the store.  

Taking the offerings a notch up, consumers can 

now watch their favorite chocolate being made 

in the 3D machine. The store offers 28 choco-

late designs in 3D including all alphabets for a 

personalized & novel experience, available for a 

limited time. Shoppers can also get to experi-

ence, Mondelez India’s consumer-centric cam-

paign Madbury, by playing a simple game and 

creating their version of Cadbury. 
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Mother Dairy back in the black in FY20-21, posts net profit of ₹186 crore 
October 29, 2021 

https://www.thehindubusinessline.com/companies/mother-dairy-back-in-the-black-in-fy20-21-posts-net-profit-of-

186-crore/article37213046.ece 

fter two years of posting losses, 

Mother Dairy Fruits & Vegetables Pvt 

Ltd is back in the black with a net profit 

of ₹185.80 crore in FY20-21 compared to a net 

loss of ₹157.70 crore in FY19-20. 

However, according to its latest RoC filing 

sourced from business intelligence platform 

Tofler, the company’s total revenues remained 

flat. Total revenues in FY 20-21 stood at 

₹10,479.54 crore compared to ₹10,447.13 crore 

in FY 2019-20. 

Mother Dairy, a wholly-owned subsidiary of Na-

tional Dairy Development Board, has a strong 

presence in milk and milk-related products busi-

ness. Under brand Safal, it also sells, fresh fruits 

and vegetables, frozen products, pulses and 

honey among other value-added products. It 

also has a footprint in the edible oils business 

under brand Dhara and is a key retailer in the 

Delhi-NCR region. 

Key factors for the turnaround 

Responding to emailed queries from Business-

Line, a company spokesperson said, “In the fis-

cal 2020-21, Mother Dairy attempted to recover 

its bottomline owing to two key factors. Firstly, 

the normalisation of raw milk procurement 

prices, which had earlier impacted our bottom-

line a year prior. Secondly, the company in view 

of the Covid situation, undertook a major cost 

optimisation drive across its value chain, hence 

recovering the losses of the previous fiscal.” 

“The pandemic outbreak hampered certain sup-

ply channels such as institutional sales and also 

impacted the consumption of some categories 

including ice creams, thus impacting the top-

line growth. However, with the situation at 

hand, we took all measures and supply assur-

ances to sustain and maintain our top-line, re-

sulting in a marginal shift vis-a-vis the previous 

fiscal,” the company spokesperson stated. 

Plans on cards 

The FMCG company has aggressive plans to 

strengthen its presence across the country over 

the next few years. In an interaction with Busi-

nessLine in June, Mother Dairy’s MD Manish 

Bandlish had stated that the company aims to 

double its revenues in the next 4-5 years. 

Earlier this month, the company announced ag-

gressive distribution expansion plans in the cap-

ital city. The company said it will add over 700 

exclusive consumer touch points in the form of 

kiosks and franchise shops by March 2023, tak-

ing the total count to 2,300 outlets in New 

Delhi. 
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FDA destroys 300 litres of substandard milk 
Thursday, 28 October 2021 

https://www.dailypioneer.com/2021/state-editions/fda-destroys-300-litres-of-substandard-milk.html 

he FoodSafety and Drug Administration 

(FDA) officials destroyed over 300 litres 

of milk at the Asharodi check post after 

it was found to be substandard during the wee 

hours on Wednesday. In view of the rise in sale 

and consumption of dairy products during the 

festival season in sweets and other delicacies, 

FDA is keeping a close watch on the entry of 

adulterated products in the Dehradun district. 

As part of the ongoing campaign of the admin-

istration against adulteration, a team of the FDA 

along with the officials of the Dairy Develop-

ment department conducted a check at the 

Asharodi check post from 1 AM to 4 AM on 

Wednesday. 

The officials checked the vehicles carrying dairy 

products from other states and also took 10 

samples for laboratory test. The senior food 

safety officer of FDA, Yogendra Pandey in-

formed that these dairy products were being 

taken to be supplied at various dairies in the 

district. He said, “The officials of the Dairy De-

velopment department checked through the 

milk analyser parameter machine that contents 

like fat and SNF (Solids Not Fat) percentage 

among others were not present in the milk as 

per the standards of FDA.  Also, many had put 

ice inside the milk containers which is prohib-

ited. The teams found an excess amount of wa-

ter in about 30 per cent of the samples of milk 

during the checking. About 300 litres of milk of 

such substandard quality was destroyed on the 

spot and the vehicles were sent back from the 

checkpost.” He further informed that the ad-

ministration has also filed a case against six 

sellers under Food Safety Standards Act and is 

also investigating the dairies indistrict that sell 

such substandard dairy products. The district 

food safety officer PC Joshi, dairy inspector AK 

Singh and police personnel were also present 

during inspection.            

 

 

Director Thina Momin, Introduces YOOGHEE Dairy, First-Ever Tempting Ghee of India 
September 27, 2021 

https://edtimes.in/director-thina-momin-introduces-yooghee-dairy-first-ever-tempting-ghee-of-india/ 

OOGHEE, Uttar Pradesh, one of the 

leading dairy manufacturing company 

will be soon be introducing YOO GHEE 

dairy, the first-of-its-kind ghee that is available 

to the consumer without any hidden ingredient. 

If you have been using ghee in your household 

for ages, it is difficult to shift to any other op-

tion. Still, you can simply shift to a chemical-

free alternative in various food commodities. 

YOOGHEE dairy will be getting fame in India for 

the same purpose.  

Thina Momin, Managing Director of YOOGHEE 

dairy, said, “Our ghee is purely organic and has 

been processed without the use of any chemi-

cals to assure that consumer gets the essential 

nutrients of ghee without any concerns. Apart 

from the quality parameters, like flavor, tex-

ture, natural source, and aroma, we put ahead 

ghee’s nutrition and health advantages – like, 

boosting immunity, metabolism etc.”  

“We need to see categories that are health-ori-

ented, and we are extremely conscious of the 

fact that we get reviewed from a health and 

wellness perspective. We desire to spread our 

reach into homes and enter parts where people 

will find it more relatable,” Momin says. 
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The ghee is manufactured practicing the tradi-

tional process, and the natural qualities of ghee 

are maintained even after packaging. This ghee 

is fit for almost everyone, irrespective of the 

diet plan. So, it is an excellent choice for every 

home also for fitness freaks. The mouth-water-

ing aroma and rich taste of this ghee will satisfy 

your tastes in no time and will make you feel 

hungry. As ghee is rich in necessary nutrients, 

and it can simply use it for almost all cooking, 

frying and flavoring needs. 

 

 

 

Stellapps leaders in dairy digitisation raises $18M In Pre-Series C Round 
OCT 25, 2021 
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ndia’s leading Dairy-tech startup Stellapps 

has completed the first close towards its 

pre-series C round from various investors. 

The total size of the round will be USD 18 Mn. 

Led by global animal nutrition and aquaculture 

company, Nutreco, the fundraising round saw 

participation from existing investors including 

Qualcomm Ventures, Celesta Capital, and ABB 

Technology Ventures.  

Stellapps is an internationally acclaimed farm to 

consumer dairy digitization service provider, im-

proving productivity and quality, while ensuring 

end-to-end traceability across the dairy supply 

chain. The company plans to employ the funds 

to rapidly scale its traceability network and ex-

tend its digital footprint across India.  

The Indian market for dairy sector accounts for 

about 6.5% of India GDP, a market worth about 

US$225 billion. India is the largest milk producer 

in the world and contributes to 22% of global 

milk production. Stellapps’ technology will en-

sure that farmers gain access to its services like 

farm improvement, cattle nutrition, credit, and 

insurance, to deliver assured quality across the 

dairy supply chain. 

“Our vision is to unlock unprecedented value 

across the dairy supply chain for all stakehold-

ers, especially smallholder farmers,” said Ran-

jith Mukundan, CEO of Stellapps. “We are on a 

mission to shift the Indian smallholder farmers 

into the agripreneur orbit by enhancing produc-

tivity, improving quality, and enabling traceabil-

ity through our smartMoo solutions. The sup-

port and confidence of our investors allows us 

to actualize our vision to enhance farmer in-

come and profitability through a combination of 

our technology solutions, farm inputs, and mar-

ket linkages.” 

Stellapps was founded in 2011 by five technol-

ogy industry veterans who believed that IoT 

could transform rural India. Its award-winning 

smartMoo technology solutions enhance 

productivity, milk quality, and enable traceabil-

ity. By enabling ecosystem partnerships through 

its online platform, Stellapps empowers farmers 

by providing access to financial services, quality 

nutrition, and timely veterinary care. Stellapps’ 

mooPay FinTech arm facilitates the financial in-

clusion of smallholder farmers by providing ac-

cess to digital payments, banking, savings, cash 

withdrawal, credit, and insurance. 

“I am thrilled that Nutreco is investing in Stel-

lapps, a game changing technology for sustaina-

ble growth in the Indian dairy market,” Fulco 

van Lede, CEO of Nutreco said. “Our purpose, 

Feeding the Future, drives us to invest in inno-
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vative technologies that improve the sustaina-

bility of our food supply chain. The investment 

in Stellapps not only supports the farming in-

dustry to feed a growing global population in a 

more sustainable way, but also provides better 

prospects for smaller farmers.” 

Last year, Stellapps was one of two Indian com-

panies featured in the list of Technology Pio-

neers by the World Economic Forum. The orga-

nized milk market is growing at 20% CAGR in In-

dia while value-added products are growing at 

25% CAGR. Stellapps is scaling rapidly to ad-

dress the present gaps in the dairy value chain 

and support farmers with its solutions. 

“Stellapps, with its full stack IoT platform for 

end-to-end dairy supply chain management, is 

speeding up India’s digital transformation in 

farming and is also making a significant contri-

bution to sustainability,” said Franziska Bossart, 

Global Vice President, ABB Technology Ven-

tures. “This aligns fully with ABB’s commitment 

to sustainable value creation.” 

“Stellapps’ full-stack IoT platform, which utilizes 

Qualcomm® technology, is enabling the digitiza-

tion of the dairy supply chain, helping improve 

product quality, production and financing of 

milk in India”, said Varsha Tagare, Sr. Director, 

Qualcomm Technologies, Inc. and Managing Di-

rector at Qualcomm Ventures. “We’re thrilled 

to support their journey towards innovating the 

dairy industry, including their participation in 

the Qualcomm Design in India Challenge.” 

“The dairy industry needs to provide customers 

visibility on the various ingredient quality pa-

rameters in a traceable way,” said Sudhir Rao, 

Managing Partner of Celesta Capital. “Technol-

ogy interventions across the supply chain from 

‘Farm to Fridge’ are an imperative, and Stel-

lapps has invested in the end-to-end stack to be 

able to deliver quality certified milk under their 

mooMark initiative to discerning buyers across 

India.” 

 

 

 

Amul appears to be expanding in both milk and non milk products 
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n its 75th year, Amul literally appears to be 

in milk and honey land. Last month, India’s 

largest dairy company launched a new non-

dairy product — Amul Honey. But this was no 

bee in the bonnet move. The Gujarat-based 

milk major, which clocked a turnover of 

over ₹53,000 crore in 2020-21; has been slowly 

foraying into the non-dairy foods segment. 

Last year, Amul entered the edible oils segment 

with a new brand Janmay; and an announce-

ment that it would pump in ₹500 crore on man-

ufacturing facilities for new products. In 2019, it 

wedged itself into potato snacks. The brand has 

been expanding, getting into atta, ready-to-eat 

frozen snacks, sweets and more. The share of 

non-dairy products in overall revenue has 

grown from near-negligible to a high-single-

digit, between 2010-2021. 

However, RS Sodhi, Managing Director, Gujarat 

Cooperative Milk Marketing Federation Limited 

(GCMMF); which owns the brand Amul, asserts 

that the core focus remains on dairy. 
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The diversification is to take advantage of exist-

ing prowess in supply-chain and delivery infra-

structure across geographies for value addition 

to farmer members who have other cultiva-

tions. As Sodhi points out, from milk to potato, 

anything sold under the brand yields additional 

earnings for farmer members. 

Food for thought 

In milk, Amul, which began its journey as a small 

co-operative union in 1946, looks unshakeable 

with its heritage, history and marketing muscle. 

But in foods, can it take on deep-pocketed 

MNCs and established Indian brands that have 

presence and brand recall? In chocolate, where 

Amul has been growing aggressively, it is com-

peting against market leaders Mondelez (Cad-

bury) and Nestle. The edible oils segment is 

fairly crowded with Adani Wilmar, Cargill, 

Patanjali et al. In frozen foods, Amul competes 

with McCain, Godrej Agro, ITC and a host of 

start-ups. 

But the way Amul has been chipping away at 

the chocolate segment, which it entered in 

1973, shows it cannot be taken lightly. It 

ramped up chocolate capacity with a 1,000 met-

ric tonne per month chocolate plant at Mogar 

village near Anand at ₹190 crore in 2018, and 

quickly shifted focus to dark chocolate, catering 

to shifts in customer preferences. 

But while it has been flourishing at an average 

growth of 14.5 per cent over the past decade 

(although in the pandemic year, growth was 

clipped to 2 per cent, as the out-of-home seg-

ment was badly hit), there are challenges. 

Amul has been the target of lobbyists trying to 

make a dent in the co-operative movement of 

milk. Take the veganism controversy and the 

emergence of competition from dairy analogues 

— a substitute of real milk fat with cheaper 

ones made from vegetable fat. Sodhi is unfazed. 

He says, “Competition is good, it brings effi-

ciency in the system and better prices for farm-

ers. And veganism is a fad, there is no threat.” 

Turning points 

Set up to counter the monopolistic practices of 

Polson dairy, Amul’s first big break came when 

Dr Verghese Kurien helped it develop milk pow-

der from buffalo milk in the early 1950s. This 

helped it get an edge over Nestle. Subse-

quently, it deployed cheese and baby foods too. 

This cemented Amul’s resolve to use technology 

for innovation, efficiency and profitability. 

The second turning point was the GCMMF for-

mation in 1973. All district-centric milk produc-

ing co-operative unions came under one State-

level marketing organisation. This gave a unified 

identity and cost rationalisation for products. 

Today, Amul has over 50 products with more 

than 1,070 stock keeping units. 

Third, in 2010-11, Amul started milk procure-

ment from outside Gujarat. About 40 lakh litres 

of milk comes from other States, adding to the 

210-230 lakh litres procured within Gujarat. 

From the initial 250 litres of milk, Amul now col-

lects about 280 lakh litres per day during peak 

season. In the past decade, Amul has added 

over 6.5 lakh milk producer members in Gujarat 

and 7 lakh from outside taking the total mem-

bership base to over 40 lakh milk producers. 

To manage the extra, Amul follows a sound in-

vestment strategy. “If procurement grows by 10 

per cent annually, we have to invest 

about ₹1,000-1200 crore to accommodate addi-

tional quantities,” Sodhi explains. In the past 

decade, Amul has invested approx. ₹8,700 crore 

to ramp up processing capacities. It now has the 

installed processing capacity of 390 lakh litres 

per day. 

Marketing muscle 

Over the years, Amul’s growth has also come 

through a strong marketing strategy that has fo-

cussed on brand building . The iconic Amul girl 

is perhaps the most recalled mascot in India. 

When out-of-home consumption was impacted 

last year, Amul was quick to come up with rec-

ipe-oriented promos that urged consumers to 

try restaurant-style dishes at home with Amul 



products along with a nostalgic television cam-

paign. 

The eighth largest dairy brand globally, has 

strong recall world over, too. It supplies to over 

50 countries, though exports are still only about 

one per cent of turnover. 

Sharing the philosophy of Amul’s journey, Sodhi 

says, “If a food company has to become ageless, 

they have to take care of two major stakehold-

ers of the food supply-chain, i.e. grower and 

consumer. Amul is able to take care of both. 

Our strategy is value for many (farmers) and 

value for money (of consumers). That helps us 

strike the right balance.” 

 

 

Proposal for 21-acre dairy complex approved at Ambala Haryana 
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he Haryana government has approved 

the Ambala Sadar municipal council’s 

proposal to develop a dairy complex 

spread across 21 acres at Brahmin Majra village. 

The complex will have a capacity to house ap-

proximately 5,000 cattle, that will be shifted 

from at least 300 dairies under the council lim-

its, officials said. 

Sandeep Solanki, executive officer of MC Sadar 

Zone, said that the project will be carried out at 

a cost of ₹5.06 crore and the process to register 

the site under MC’s name will begin this week. 

It has been a long pending demand of locals to 

shift the dairies out of the residential areas, as 

most of them don’t have facilities to dispose an-

imal waste, which flow into sewer lines and 

choke large drains. 

However, the project has already been delayed 

for over a decade, primarily due to unavailabil-

ity of land. Now, the upcoming complex will 

help improve hygiene in the region, as all the 

dairies will come under one roof. The village 

panchayat has also passed a resolution on this. 

Home and health minister Anil Vij, who repre-

sents the Cantonment constituency in the state 

assembly, said that this modern dairy complex 

will have a veterinary hospital for free treat-

ment of animals, a biogas plant, fodder store 

and pond. “The budget has been approved and 

a long pending demand of the residents will be 

fulfilled,” the minister said. 

Scall-scale dairy owners in city left anxious 

As the Ambala municipal corporation ramps up 

the process to shift cattle from almost 250 dair-

ies under city limits to Kanwala or Katholi dairy 

complexes, the owners of small-scale farms 

have been left anxious. 

Megha Ishu Goyal, councillor from ward num-

ber 9, said that such farmers have no way out as 

they don’t have any other employment option 

and cannot afford to shift. “They were not allot-

ted plots at the complex in 2004 and MC have 

warned many of them for operating illegally. 

The civic body should look into the matter or al-

lot plots to them in other areas,” she said. 

Kicking-off seizure of animals of from dairies 

that were not allotted any space, an MC team 

gave notices to four owners on Saturday with a 

two-day warning, Mandeep Singh, sanitary in-

spector (city zone), said. 

MC commissioner Dhirendra Khadgata said that 

according to a 2004 survey, the dairies were al-

lotted land in the two complexes. “No re-survey 

can be done and those left can’t operate under 

MC limits,” he said. 
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‘Milkfed’ strengthens Punjab’s dairy sector with over 6,474 societies 
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unjab produces 6.7 per cent of India’s to-

tal milk and has per capita availability of 

1,181 grams of milk per day, the highest 

in the country. More than 3.5 lakh dairy farmers 

in the state are attached to the Punjab State Co-

operative’s Milk Producers Federation (Milk-

fed). The federation procures between 13 lakh 

to 27 lakh litres of milk daily depending on the 

season.  

The federation works in a three-tier system as it 

has a strong network of 6,474 milk producers’ 

cooperative societies at village level, milk un-

ions at the district level and milk federation at 

the state level. Milk is procured twice a day 

through village-level societies directly, without 

intermediaries. 

 

Milkfed managing director Kamaldeep Singh 

Sangha, a former bureaucrat with extensive ex-

perience in cooperatives, says increasing the 

productivity of animals and decreasing the cost 

of production is a key to dairy farmers making 

profits. “Breed improvement of milch cattle is a 

must to enhance the number of female cattle 

and reduce stray animals,” says Sangha. “We 

have started providing high quality sex-sorted 

semen of high pedigree bulls to our milk pro-

ducers to ensure female calves are produced in 

90 per cent pregnancies,” he said.  

“For the intensive breed improvement of Mur-

rah buffaloes and Sahiwal cows, the best semen 

available in the country is being provided to the 

milk producers. At present, we produce 3.5 lakh 

doses per year of high genetic merit semen and 

provide all Artificial Insemination (AI) services 

through our own network of 1,000 artificial in-

semination technicians provided with unique 

IDs deployed across the state,’’ said Sangha. To 

ensure quality and transparency, automatic 

milk collection units along with raw milk analyz-

ers have been installed for the instant testing of 

milk and to provide on-the-spot slip depicting 

milk quantity, fat, SNF and milk payment details 

to milk producers. “We stood by our milk pro-

ducers and procured 16 per cent more milk in 

2020-21. Even our procurement is up by 14 per 

cent than last year.” 

“We are now setting up an ultra heat treatment 

milk plant at Bassi Pathana which will be opera-

tional next month. The sale of UHT milk (with a 

six-month shelf life) went up by 87 per cent last 

year and this had seen a further increase of 53 

per cent over and above the same period last 

year,” says Sangha, adding the pouch milk sale 

increased by 13 per cent, curd sales by 45 per 

cent, lassi by 24 per cent, kheer by 35 per cent 

and ice cream by 75 per cent up to September 

compared to 2020. 
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“We are adding new products such as mozza-

rella cheese and yogurt,” he said.  Progressive 

Dairy Farmers Association chief Daljit Singh 

says, “Punjab government should also step in so 

that farmers get better milk rates, as produc-

tion cost has gone up due to high prices of cat-

tle feed,’’ said Singh. 

About Milkfed  

Milkfed is making concerted efforts to 

strengthen the dairy sector for better produc-

tion and quality of milk, and reasonable cost of 

production. This will enable the farmers to earn 

sustainable livelihood. Milk is procured twice a 

day through village-level societies directly, with-

out any intermediaries. Milkfed also plans to in-

troduce embryo transfer technology for shifting 

sex-sorted embryos of elite germplasm in nor-

mal female animals with good health status to 

produce healthier animals. 

 

 

 

Aavin milk sale up after price cut, says Minister 
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inister for Dairy Development S.M. 

Naser on Saturday said that sale of 

Aavin milk had increased by 2.12 

lakh litres a day following the reduction of milk 

prices by ₹3 a litre. Similarly, the sale of milk-

based products too had increased by ₹3.58 

crore a month. 

Speaking after launching the supply of 

Deepavali sweets to various credit and thrift co-

operative societies and corporates from Ambat-

tur dairy, he said milk sales had jumped from 

12.65 lakh litre a day (LLPD) to 13.60 LLPD in 

Chennai. 

In rest of the State, the daily sale of milk in-

creased from 12.02 LLPD to 13.20 LLPD. The 

sale of milk at reduced prices was introduced on 

16.5.2021. 

Aavin Managing Director K.S. Kandasamy said 

that last year, the sale of milk-based products 

stood at ₹42.68 crore a month. However, it had 

gone up to ₹46.26 crore a month, which was an 

increase of ₹3.58 crore a month. 

There was a marked increase in Deepavali spe-

cial sweets sale, which was ₹5.17 crore in No-

vember 2020, had now witnessed a jump of 

₹6.51 crore till date. The Deepavali sweets sale 

was still on, he said. 
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Dodla Dairy second quarter profit down 31% at Rs 29.39 crore 
October 23, 2021 19:20 IST 
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odla Dairy Ltd has reported a 31 per 

cent fall in its consolidated net profit 

to Rs 29.39 crore for the quarter 

ended September. 

Its net profit stood at Rs 42.56 crore in the year-

ago period, according to a regulatory filing. 

Total income rose to Rs 569.47 crore in the sec-

ond quarter of this fiscal year from Rs 462.02 

crore in the corresponding period of the previ-

ous year. 

Telangana-based Dodla Dairy Ltd is one of In-

dia's leading integrated dairy companies incor-

porated in 1995. The company procures, pro-

cesses, and sells milk and milk products. 

The company's milk procurement is centred in 

five states and products are available for pur-

chase in 12 states and has 103 milk chilling cen-

tres/plants. 

 

 

Why liquid nitrogen is critical to the Indian animal husbandry sector ? 
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n an age of extremely long as well as short 

shelf lives and preservation periods for 

products, goods and materials wherein lo-

gistics, storage, transportation and distribution 

have been key to a successful supply chain man-

agement, liquid nitrogen has come to occupy a 

significant presence. As a cryogenic liquid with a 

boiling point of -196°C, this compressed gas has 

been found to be of immense use by several 

sectors including the IVF industry, healthcare 

and dermatology, food and beverages, the au-

tomobile industry, and above all, animal hus-

bandry. For a country like India with a substan-

tive livestock and bovine economy, the role of 

liquid nitrogen can never be overstated. Al-

ready, among other developments, the large-

scale shift to artificial insemination (AI) from 

natural breeding has been a reality. However, 

driven by new technologies, as the government 

and the private sector alike push artificial in-

semination further with an eye on augmenting 

the quality and quantity of bovine stock within 

the larger overarching goal of improving the 

health of Indians and the economy, the role of 

liquid nitrogen in terms of bovine semen 

preservation, storage and transportation be-

comes even more critical to the animal hus-

bandry sector. While AI is a fairly recent phe-

nomenon, Stirling Cycle based cryogenic tech-

nology for liquid nitrogen production has been 

around for over a century. 

The growing contribution of animal husbandry 

While agriculture has been well known for its 

role in the Indian economy in terms of output 

and employment, what has been remarkable in 

recent years is that animal husbandry has sur-
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passed crop production as the engine of agricul-

tural growth in the country.Over the past dec-

ade, while India’s agricultural growth has been 

one-and-a-half per cent, animal husbandry’ 

growth has been about five times more. So, 

with more than 11% of world’s livestock popula-

tion, livestock contributes to nearly one-fourth 

of total agriculture GDP and more than 4% of 

the total GDP providing employment to two-

thirds of rural community. 

Increasing coverage of Artificial Insemination 

In recent years, the country has also witnessed 

increasing coverage of Artificial Insemination. 

From 97 million doses in 2014-15, 120 million 

doses were recorded in 2019-20. Some years 

back, National Dairy Development Board 

(NDDB) had estimated the need for producing 

140 million doses of frozen semen by 2021-

22. Then as many as 80 million AI were per-

formed during 2019-20. In fact, the conception 

rate has increased from 20% in 2014-15 to 35% 

in 2020-21 highlighting increased accuracy in 

technology. 

The emerging AI infrastructure: Rising number 

of semen stations and banks 

The average yield rate for milk is 3.9 kg/day 

from indigenous cows, it is an impressive 8.09 

for crossbred cows and 11.88 for exotic 

cows. Therefore, there is no denying the need 

of using AI to achieve desirable breeds of bo-

vine stock.  Also, it is no coincidence that the AI 

has thrived alongside the development of re-

lated infrastructure and facilities in the country. 

There are as many as 56 semen stations today –

across government, cooperative, NDDB and 

NGO sectors. Of these, 49 are graded stations 

including 36 A-grade stations. A decade back in 

2011, there were only 20 A-grade stations. This 

has been coterminous with increased number 

of semen banks, a facility for storage and distri-

bution of bovine semen and/or liquid nitrogen, 

apart from rising number of IVF labs, Embryo 

Transfer Technology (ETT) labs etc. 

Doorstep Delivery of AI services to farmers 

Realizing the need to deliver AI services to 

farmer’s homes and the often-faced difficulty in 

getting the bull to semen station, mobile semen 

stations have today emerged with an aim to 

‘home-deliver’ AI services to farmers. Buoyed 

by the success of Nationwide Artificial Insemi-

nation Programme (NAIP) implemented during 

August 2019-May 2020 covering 76 lakh bo-

vines, the NAIP II has been implemented in 604 

identified districts having less than 50% AI cov-

erage during August 2020-May 2021 covering 

30 million bovine female populations and 

50,000 animals per district to deliver AI services 

to farmer’s doorsteps. 

Liquid nitrogen integral to AI for bovine stock 

With such a vibrant bovine AI ecosystem in the 

country, the role of reliable Stirling cryogenic 

technology producing liquid nitrogen for the 

storage, transportation and distribution has 

been integral to the growth of bovine and cattle 

industry. Unlike dry ice alcohol which can also 

be used to freeze and store bovine semen, us-

age of liquid nitrogen ensures that there is no 

deterioration in fertility with age. At the same 

time, the whole process of semen collection, 

processing, storage, thawing and post-thaw 

handling must be done with utmost caution. In 

this, straw handling and packaging as well as se-

men tank management must also be carried out 

with sufficient caution. Especially semen tanks 

must be fitted with proper insulation. 

How ‘in-house’ hosting of LN plants revolution-

ized the AI ecosystem in Madhya Pradesh 

Already in many parts of the country, cryogenic 

technology for reliable production of liquid ni-

trogen using Stirling cycle has played a stellar 

role in improving the preservation, supply chain 

and delivery of bovine semen. For instance in 

Madhya Pradesh, under Rashtriya Krishi Vikas 

Yojana, setting up liquid nitrogen plants within 

the state and the resultant certainty of availabil-

ity has not only reduced evaporation losses 

from the earlier 35-45% to 25-30%but also trig-

gered a proliferation in AI activity as well as AI 



facilities. From 11.41 lakh AIs performed in 

2011-12, the numbers galloped to a whopping 

26.9 lakh AIs by 2016-17, more than doubling in 

a matter of five years. This success story under-

lines the need for setting up liquid nitrogen 

plants at strategic locations in different parts of 

the country. 

It has been estimated that about half a litre of 

liquid nitrogen is required per AI performed. So, 

for the 80 million AI performed, 40 million litres 

of liquid nitrogen and the associated infrastruc-

ture is needed in the country. However, it 

would be worthwhile to remember that at pre-

sent, AI coverage is limited to only 30% of the 

breedable bovines with 70% covered though 

scrub bulls of unknown genetic merit. This gap 

spells the potential that AI holds for India. And 

this in turn means the promise that AI also 

holds for liquid nitrogen in the country, or vice 

versa. 
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eritage Foods Limited has reported 

Consolidated financial results for the 

period ended September 30, 2021. 

Financial Results (Q2 FY2022) – QoQ Compari-

son 

The company has reported total income of Rs. 

673.198 crores during the period ended Sep-

tember 30, 2021 as compared to Rs. 650.895 

crores during the period ended June 30, 2021. 

The company has posted net profit / (loss) of 

Rs. 32.767 crores for the period ended Septem-

ber 30, 2021 as against net profit / (loss) of Rs. 

30.303 crores for the period ended June 30, 

2021. 

The company has reported EPS of Rs. 7.06 for the period ended September 30, 2021 as compared to Rs.  

6.53 for the period ended June 30, 2021. 

Financial Results (Q2 FY2022) – YoY Comparison 

The company has reported total income of Rs. 

673.198 crores during the period ended Sep-

tember 30, 2021 as compared to Rs.611.801 

crores during the period ended September 30, 

2020. 

The company has posted net profit / (loss) of 

Rs.32.767 crores for the period ended Septem-

ber 30, 2021 as against net profit / (loss) of 

Rs.2.908 crores for the period ended September 

30, 2020. 

H 
Financials Q2 FY2022 Q1 FY2022 % Change 

Total Income ₹ 673.198 crs ₹650.895 crs 3.43% 

Net Profit ₹32.767 crs ₹30.303 crs 8.13% 

EPS ₹7.06 ₹6.53 8.12% 
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The company has reported EPS of Rs.7.06 for 

the period ended September 30, 2021 as com-

pared to Rs.0.63 for the period ended Septem-

ber 30, 2020. 

Financials Q2 FY2022 Q2 FY2021 % Change 

Total Income ₹ 673.198 crs ₹611.801 crs 10.04% 

Net Profit ₹32.767 crs ₹2.908 crs 1,026.79% 

EPS ₹7.06 ₹0.63 1,020.63% 

Financial Results (Half Year Ended FY2022) – 

YoY Comparison 

The company has reported total income of 

Rs.1324.093 crores during the 6 Months period 

ended September 30, 2021 as compared to 

Rs.1267.847 crores during the 6 Months period 

ended September 30, 2020. 

The company has posted net profit / (loss) of 

Rs.63.070 crores for the 6 Months period ended 

September 30, 2021 as against net profit / (loss) 

of Rs.99.318 crores for the 6 Months period 

ended September 30, 2020. 

The company has reported EPS of Rs.13.59 for 

the 6 Months period ended September 30, 2021 

as compared to Rs.21.41 for the 6 Months pe-

riod ended September 30, 2020. 

Financials Half Year Ended FY2022 Half Year Ended FY2021 % Change 

Total Income ₹1324.093 crs ₹1267.847 crs 4.44% 

Net Profit ₹63.070 crs ₹99.318 crs -36.50% 

EPS ₹13.59 ₹21.41 -36.52% 

Shares of Heritage Foods Limited was last trad-

ing in BSE at Rs. 483.95 as compared to the pre-

vious close of Rs. 463.70. The total number of 

shares traded during the day was 75362 in over 

3984 trades. 

The stock hit an intraday high of Rs. 491.00 and 

intraday low of 458.90. The net turnover during 

the day was Rs. 35807726.00. 

 

 

 

 

 

 

 

 



FSSAI seals Coimbatore café selling alcohol-mixed desserts, other lapses 
October 21, 2021 9:30:53 pm 

https://indianexpress.com/article/cities/chennai/fssai-seals-coimbatore-rolling-dough-cafe-alcohol-7583901/ 

 
he Food Safety Authority of India (FSSAI) 

Thursday sealed a shop in Coimbatore 

for serious lapses, including selling des-

serts mixed with alcohol, to customers. Accord-

ing to a statement, a complaint was raised 

against the cafe to Health Minister Ma Subra-

manian Wednesday and based on his directions, 

the authorities inspected the cafe and sealed it. 

The authorities said they recovered two half-

used liquor bottles at ‘Rolling Dough Cafe’ lo-

cated on Avinashi Road inside Lakshmi Mill Mall 

in Coimbatore. 

The statement from FSSAI said those preparing 

the food had no medical fitness certificate. Fur-

ther, expired items were found and destroyed. 

The kitchen was not maintained in a hygienic 

manner and plenty of flies were found. There 

was no record of pest control measures that 

were taken. The area was not sanitised, the 

staff were not wearing masks or gloves, the 

statement read. 

It was also noted that the FSSAI certificate was 

not displayed prominently at the cafe. 

Speaking to indianexpress.com, K Tamilselvan, 

who led the team of officials, said the shop was 

sealed and the license was cancelled. 

“When we inspected the premises, we found 

liquor bottles. The cafe is largely visited by the 

student community. The workers told us that 

they mix whiskey and brandy in their desserts 

like caramel custard, which is against the food 

safety norms. We have collected the samples 

and have sent them to the laboratory for test-

ing. Based on the reports, we will initiate fur-

ther action,” he said. 

 

America’s dairy giant Dairy.com enters India, acquires Mr. Milkman 
October 20, 2021 

https://smefutures.com/americas-dairy-giant-dairy-com-enters-india-acquires-mr-milkman/ 

 
merica’s leading dairy technology, ser-

vices, and intelligence provider, 

Dairy.com, has made its first invest-

ment in India with the acquisition of Mr. Milk-

man, India’s leading last-mile dairy supply chain 

SaaS platform. The company has acquired a 100 

per cent stake in Mr. Milkman to strengthen its 

integrated supply chain solution offerings for 

dairies worldwide. 

The two companies will use their combined ag-

ribusiness technologies, development re-

sources, and industry expertise to enable and 

innovate last-mile dairy supply chain solutions 

for markets in India and abroad. 

India is the world’s largest producer and con-

sumer of milk and dairy products. Dairy is one 

of the most sizable agribusinesses in India, and 

the industry is valued at Rs.11,357 billion. Addi-

tionally, there is huge growth potential with 
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value-added products such as cheese, yogurt, 

probiotic drinks, flavored milk, ice cream, and 

other products in the segment. Dairy.com and 

Mr.Milkman are positioned to thrive in India as 

their solutions are ideally suited to successfully 

supporting the country’s exponential rise of e-

commerce and its increasing consumer demand 

for convenience, value, food safety, ease of pay-

ment, and product variety from the industry. 

“Indian dairy sector and milk brands in India will 

need to employ technology at every level, right 

from procurement of milk to last delivery mile 

in order to grow and be successful. Milk brands 

in India and around the world operate on slim 

margins, and since milk prices have a cap, the 

only way to grow profits is to become more effi-

cient – which can only happen through the im-

plementation of technology,” said Mr.Milkman 

CEO and Co-founder Samarth Setia. “Our entire 

company is proud to be joining the talented 

Dairy.com team to accelerate the development 

of our last-mile delivery solution to meet the 

rising customer needs. We also look forward to 

providing some of the most advanced solutions 

Dairy.com has to offer to the milk brands in In-

dia.” 

Mr.Milkman’s Dairy.com colleagues are 

equally enthusiastic about the future for their 

joint efforts, including Dairy.com Chief Execu-

tive Officer Scott Sexton. We are very excited to 

invest in the continued success and incredi-

ble growth at Mr.Milkman,” he said. “Our en-

tire global team is committed to developing in-

novative solutions that empower sup-

ply chains to feed a growing world, and 

Mr.Milkman is a natural addition to our Ag-

Tech solution portfolio.” 

Already used by over 60+ Indian dairy brands, 

Mr.Milkman enables dairy food product compa-

nies to efficiently manage multiple aspects of 

dairy distribution, supply chain, customer sub-

scriptions and delivery requests. In addition to 

being cost-effective to implement, Mr.Milkman 

is a pre-built alternative to food delivery aggre-

gator apps and includes payment processing ca-

pabilities. 

In the future, the combined entity will look to 

optimize and digitize several areas of the agri-

culture supply chain in India, North America, 

and Europe. Dairy.com has extensive experi-

ence in multiple agribusiness areas and sectors, 

including first mile, plant operations, payments, 

quality control, risk management and transpor-

tation, and employs over 200 people world-

wide. 

 

 

Aavin’s dairy farmers seek Rs 400 Cr grant to settle their dues 
OCT 20, 2021 

https://dairynews7x7.com/aavins-dairy-farmers-seek-rs-400-cr-grant-to-settle-their-dues/ 

 
ilk producers have urged the State 

government to settle ₹400 crore due 

to them through a one-time grant 

before the Deepavali festival. The government 

had reduced the price of Aavin milk by ₹3 per li-

tre four months ago leading to a loss of ₹23 

crore per month. However, no subsidy was pro-

vided to Aavin to make up for this loss, said M. 

G. Rajendran, Tamil Nadu Milk Producers’ Wel-

fare Association. 

Last year Aavin had settled dues amounting to 

₹250 crore after the district unions took loans 

from public sector banks. “Due to buying milk 

over and above its requirement, almost all the 

unions attached to the Tamil Nadu Cooperative 

Milk Federation, whose popular brand is known 

as Aavin, are running at a loss. The Federation 
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has been purchasing at least 10 lakh litres of ad-

ditional milk on the orders of the State govern-

ment,” explained a retired official of Aavin. 

Mr. Rajendran said that another round of bank 

loans would unnecessarily burden the district 

unions that were already in a bad shape. “A 

one-time grant would help Aavin get back on its 

feet. The government should also subsidise the 

₹3 that it directed to reduce,” he said. 

Another retired official said that several years 

ago Karnataka had a system by which new 

members were paid lesser than the regular 

members of the cooperative societies. They 

would be paid more when there was a demand. 

If implemented in Tamil Nadu, a small but sig-

nificant saving could be made, he added. 

Aavin procures around 37 lakh litres of milk 

daily of which it supplies 25 lakh litres as milk 

and requires another 2 lakh litres to process 

into milk-based products. The additional milk is 

being converted into butter and skimmed milk 

powder. The milk major has vast stocks of both 

products and is unable to sell powder due to a 

glut in the international market. 

 

 

Parag Milk Foods unveils Go Milkshake eyeing about 15% of market share 
OCT 20, 2021 

https://dairynews7x7.com/parag-milk-foods-unveils-go-milkshake-eyeing-about-15-of-market-share/ 

 
arag Milk Foods, the makers of India’s fa-

vourite dairy products like Gowardhan, 

Go, Pride of Cows and Avvatar, unveiled 

the expansion of their product portfolio with 

the launch of a range of milkshakes – Go 

Milkshake. It is made from 100% cow’s milk and 

is available in 180 ml Tetra Packs in strawberry, 

vanilla, chocolate and coffee flavours. It will 

have a long shelf life at ambient temperature. 

The thick and delicious milkshake is priced at Rs 

30 and is available across all the distribution 

channels. 

The new range of milkshakes is tastier and 

thicker than existing range of milkshakes in the 

market. It is the perfect drink for both for chil-

dren and young adults to quench their thirst 

with a healthier option. According to a new re-

port by EMR titled, ‘India Flavoured Milk Market 

Report and Forecast 2021-2026’, the market is 

expected to witness healthy growth in the fore-

cast period, growing at a CAGR of 24% between 

2021 and 2026. This unlocks a huge potential 

for the company to tap into the growing mar-

ket. Maharashtra with a consumption share of 

18.6% represented the biggest market in India 

in 2017. Maharashtra was followed by Tamil 

Nadu (15.5%), Uttar Pradesh (12.4%), Delhi 

(8.9%) and Gujarat (7.5%). 

Commenting on the launch,  Devendra Shah, 

chairman, Parag Milk Foods,  said, “Parents are 

always looking for healthy food and beverage 

options for their children that are nutritious and 

at the same time delicious. The Go Milkshake 

range is developed keeping in mind the require-

ments of a modern family who can have a thick 

and tasty drink on the go, without the hassle of 
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making a milkshake. The drink has optimum cal-

orie content that appeals to children and adults 

alike. With this launch, we are aiming to capture 

10-15% market share. With our unmatched 

quality of milk, we are confident of providing a 

unique taste experience to milkshake drinkers.” 

PMFL has been the pioneer of various product 

formats with its core positioning around ‘cow’s 

milk’ and has already established a strong domi-

nance in Cheese (with a near 35% market 

share), and Ghee. If a brand can crack shelf 

space against large coops at one end and multi-

nationals on the other, it makes for an ex-

tremely interesting proposition. With a strong 

product portfolio catering to the ‘consumer of 

tomorrow’ (whey protein, branded paneer, 

curd), a robust supply chain, PMFL is perfectly 

positioned to become the most preferred pri-

vate dairy player in the country. 

 

 

Hatsun earns more in 25 minutes now than its first 10 years total revenue 
OCT 19, 2021 

https://dairynews7x7.com/hatsun-earns-more-in-25-minutes-now-than-its-first-10-years-total-revenue/ 

 
G Chandramogan’s Hatsun Agro Prod-

uct’s rise to be the country’s largest pri-

vate dairy company is a story of grit 

and gumption 

I last met RG Chandramogan, Chairman of Hat-

sun Agro Product Ltd, in March 2020, just be-

fore the pandemic hit and the lockdown hap-

pened. I had travelled to Thiruthangal, his home 

town, in water-starved Virudhunagar district, 

and just five kms from the firecrackers town of 

Sivakasi. I was visiting to see the world class 

badminton academy Chandramogan had put up 

with an ultimate goal of producing Olympic 

champions. He had always been a badminton 

aficionado; having played the sport for 35 years 

and having won the TN state doubles veterans 

(above 45 years) championship, 72-year-old 

Chandramogan is passionate about the game. 

In the evening, against the setting sun, with 

floodlights on and scores of youth playing the 

popular local game of tennikoit (a game played 

with a rubber ring across a net), Chandramogan 

said it was a way of giving back to his home 

town; Hatsun invested ₹26 crore to set up the 

badminton facility and an additional ₹2 crore 

for a running track and tennikoit courts for the 

local youth to play. 

But, the wherewithal to sponsor badminton and 

indulge his passion came only in his later years 

as an entrepreneur when Hatsun Agro had be-

come a large company. 

As journalist Harish Damodaran writes in his 

book, Broke to Breakthrough: The Rise of India’s 

Largest Private Dairy Company, Chandramo-

gan’s career was forged in the hard grind of en-

trepreneurship, from the time, as the dairy man 

says in his introduction in the book, when he 

started in 1970 as an ice candy maker with a 

capital of Rs 13,000, three employees and 15 

pushcarts. It’s been a 50-year long arduous 

journey and very unlike many of today’s start-

ups which hit Unicorn status in a matter of few 

years. Today, Hatsun, maker of Arun and Ibaco 

ice creams and other dairy products, is a large 

company with a turnover of Rs 5,570 crore (FY 

20-21) and a net profit of Rs 246 crore but 

Chandramogan’s story is that of many entrepre-

neurs who struggled in a Licence Raj environ-

ment and were finally able to break free and 
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rise above the many constraints and become 

successful. I had first met Chandramogan in the 

early 1990s for a feature for the business maga-

zine I worked for, and several times over the 

years, and witnessed the growth of Hatsun at 

close quarters. 

Lifelong impression 

Chandramogan, who moved to Madras (now 

Chennai) for his schooling, had failed Class X 

and felt dejected, but decided to repeat the 

same class in English, rather than in Tamil that 

he had studied in till then. His teacher of Maths 

and English, a PK Srinivasan, was to make a life-

long impression on him, when on the last day in 

school, Srinivasan told the students: “If at all we 

meet some years from now, please do not in-

troduce yourself as a peon, stenographer or 

clerk whom I had once taught. I would consider 

that as an insult. Introduce yourself only if you 

are an engineer, doctor, lawyer, police officer, 

artist or a leader of your chosen profession,” 

were his words. Little did either know then that 

Chandramogan would be a leader in the dairy 

industry in the future. They would meet again, 

many years later. 

Damodaran’s book is a painstaking account, 

abounding in figures and minutiae, of every 

stage of Chandramogan’s journey – from ice 

candy to ice cream maker and then eventually 

to India’s biggest private sector milk player. 

Chandramogan had transitioned from an ice 

candy maker to a milk-based ice cream maker 

though, as he says, in 1981 his turnover was just 

Rs 4.25 lakh. His break-out formula was to go to 

new, underserved markets outside Chennai in 

all the smaller towns where Arun became a 

powerful brand. Serendipity also had a role to 

play when franchisees in the smaller towns cre-

ated a model of sit-and-eat parlours, which also 

aided the brand’s popularity. That model was 

eventually replicated in Chennai, where all the 

big brands such as Kwality and Joy competed in. 

A cornerstone of Hatsun’s strategy has been an 

unrelenting focus on brand building. Chan-

dramogan realised early on with his innate feel 

of the market that brand would be the differen-

tiator. He even invited American brand gurus Al 

Ries and Laura Ries to Chennai for a session 

with his team on branding. His emphasis on 

branding was displayed when Arokya milk was 

launched. Instead of competing with the TN 

government’s milk brand, Aavin, on price, he 

advertised the higher fat content of 4.5 per cent 

in Arokya, as ‘naalaraipaal’ or 4.5 per cent fat 

milk, a strategy Al Ries had also endorsed. That 

apart, Hatsun was quick to realise the potential 

of packed and branded curd for working 

women. Curd is now Hatsun’s second highest 

revenue source – after milk and on par with its 

ice cream. 

Hatsun’s many firsts 

Damodaran writes about the many firsts by Hat-

sun along the way: sourcing milk directly from 

farmers by building a network and paying them 

on time through electronic transfers (demoneti-

sation didn’t impact the Hatsun milk suppliers 

as much); helping farmers grow high-yielding 

fodder with higher crude protein content so 

that their cows yielded more milk; chilling milk 

at source through its active bulk cooler system; 

transporting packed milk and curd in refriger-

ated trucks as opposed to mere insulated tank-

ers from its plants to maintain cold chain integ-

rity and keeping its products fresher for the ulti-

mate consumer. 

HAP became a Rs 5,000 crore-plus company just 

before it turned 50 on April 7, 2020. As Damo-

daran says, it traversed every stage of an enter-

prise: from tiny and small to medium in the late 

’80s onwards to big in the mid-2000s and finally 

large post 2015. As Chandramogan says in the 

book, “The combined turnover of my first ten 

years wasn’t even Rs 25 lakh, which HAP now 

grosses in below 25 minutes. Our cumulative 

sales over the first 20-30 years would, likewise, 

have been about Rs 12 crore and Rs 450 crore, 



which we, during 2019-20, did in less than a day 

and just over a month, respectively. The Rs 

5,308.33 crore of last fiscal was equal to our 

sales over the first forty years.” And, all this, as 

Damodaran points out, was from an initial eq-

uity capital of Rs 13,000 mobilised through sell-

ing a portion of ancestral property in Chan-

dramogan’s hometown! It wouldn’t be wrong to 

say he milked his way to prosperity. 

 

 

 

Milma has declared a flood relief aid of nearly ₹1 crore to dairy farmers 
OCT 19, 2021 
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ilma’s Thiruvananthapuram Regional 

Cooperative Milk Producers’ Union 

Ltd (TRCMPU), which operates in 

Thiruvananthapuram, Kollam, Alappuzha and 

Pathanamthitta, has declared a flood relief aid 

of nearly ₹1 crore to assist dairy farmers in the 

flood-ravaged areas. 

The union which convened an emergency meet-

ing here on Monday announced relief measures 

including a solatium of ₹25,000 to the next-of-

kin of dairy farmers killed in floods and land-

slides. Compensations of up to ₹25,000 have 

also been declared for farmers who lost their 

cattle in the inclement weather. 

Financial assistance will also be provided to 

dairy farmers affiliated to milk cooperatives 

where milk collection has been disrupted. 

Transportation charge will be given to those so-

cieties that have found it difficult to access 

flood-hit areas for milk collection. 

Cattle feed support 

Cattle feed will be provided free-of-cost for cat-

tle in affected areas. Free medical treatment 

has also been promised for animals in such 

places. Camps will be organised under the aegis 

of dairy cooperatives. 

Assistances of up to ₹20,000 will be provided to 

repair cattle sheds. Cooperatives will also be 

given ₹10,000 for immediate repair works for 

their buildings. 

TRCMPU convener N. Bhasurangan said nearly 

₹1 crore has been earmarked for emergency re-

lief activities. Further measures will be an-

nounced after visiting the affected areas. 

The union also decided to recommend to the 

government to declare Pathanamthitta and 

Alappuzha as protected dairy areas and imple-

ment a special package for the dairy sector in 

the region. 
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HAtsun reported a 25% increase in Net profit at Rs 82 Crores 
OCT 19, 2021 

https://dairynews7x7.com/hatsun-reported-a-25-increase-in-net-profit-at-rs-82-crores/ 

 
atsun Agro Product Ltd (HAP), a lead-

ing dairy company, reported a 25 per 

cent increase in net profit at ₹82 crore 

for the second quarter ended September 30, 

against ₹66 crore in the same period last year. 

Revenue increased 23 per cent to ₹1,635 crore 

(₹1,327 crore), said a company press release. 

RG Chandramogan, Chairman, HAP, said, “We 

are happy to report a decent growth in reve-

nues albeit little shorter than our expectations 

due to unprecedented monsoon, exceeding 

more than 10 per cent from the normal in the 

last few months in the entire South India and 

Maharashtra. These markets account for 95 per 

cent of our business.” 

 “HAP is investing about ₹450 crore in its busi-

ness across new manufacturing facilities to ex-

pand capacities in ice cream, milk, curd, milk 

products and cattle feed and also in distribu-

tion, sales and marketing before the end of 

FY22. We will have enough capacities in all our 

divisions for FY23”. 

Solar energy a big saver 

The company has made a fresh agreement with 

Swelect Renewable Energy Private Limited for 

purchase of solar power under captive user 

model. The solar project, which is expected to 

be commissioned by February, is estimated to 

provide HAP around 1.45 crore units of electric-

ity annually, resulting in cost savings of ₹3 

crore. HAP has already started consuming solar 

power from the recently commissioned solar 

power plant by Swelect Sun Energy Pvt. Ltd, the 

release said. 

Total consumption of solar power by HAP from 

the above two projects alone will be around 

3.70 crore units per annum and the total cost 

saving will be around ₹8.50 crore per annum. 

The company said it has forayed into Madhya 

Pradesh and West Bengal, the release said. 

 

Centre infused ₹1,31,000 cr to boost agriculture and allied sectors: Union minister 

Karandlaje 
October 19, 2021 

https://www.thehindubusinessline.com/economy/agri-business/centre-infused-131000-cr-to-boost-agriculture-

and-allied-sectors-union-minister-karandlaje/article37065903.ece 

he agriculture sector is now contributing 

over 20 per cent in India’s GDP 

The Centre has infused ₹1,31,000 crore 

to boost agriculture and allied sectors with spe-

cial emphasis on becoming an export-oriented 

economy as India has tremendous potential to 

satiate global demand, Union Minister Shobha 

Karandlaje said on Monday. 

The Minister was in Jammu and Kashmir’s 

Kathua district as part of the Centre’s public 

outreach programme. 

E-inaugurations 

Karandlaje e-inaugurated various projects of the 

public works department, costing ₹519.50 lakh 

and laid e-foundation stones of different pro-

jects worth ₹198.2 lakh. 
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She also inaugurated a pasteurised compost 

unit under the Trikuta mushroom corridor pro-

ject at Burmal. 

Karandlaje gave farming equipment, tractors, 

thrashers, combined harvesters and laser level-

lers to farmers besides Ladli Beti passbooks and 

adolescent kits to integrated child development 

services (ICDS) beneficiaries. 

Export oriented economy 

The Union Minister of State for Agriculture and 

Farmers Welfare said, “The government has in-

fused ₹1,31,000 crore to boost agriculture and 

allied sectors with special emphasis on becom-

ing export oriented economy as India has tre-

mendous potential to satiate global demand.” 

The Centre under the leadership of Prime Minis-

ter Narendra Modi is keen to uplift the agricul-

ture community by providing financial as well as 

technological support under various schemes 

run by the central government, Karandlaje said. 

While highlighting the achievements of India in 

the agriculture sector, she said that India is 

making remarkable progress in this field, which 

has further improved its ranking in terms of ex-

porting agriculture-based products. 

India now stands at the ninth position globally, 

Karandlaje said. 

Support for agricultural sector 

Projecting the recent stride made by India in ag-

riculture production, the Minister said the agri-

culture sector is now contributing over 20 per 

cent in India’s GDP which is expected to grow 

further. 

Referring to the initiatives of the central gov-

ernment to support farmers, the Minister said 

under the PM-KISAN Yojana so far nine instal-

ments have been credited into the accounts of 

11 crore farmers through direct benefit trans-

fer. 

She exhorted the farming community to repli-

cate best practices of other States, for which 

the government is extending every possible 

help under its resolve to double the farmers’ in-

come. 

Underscoring the importance of mix farming in 

enhancing the economic capacity of farmers, 

Karandlaje said the idea was to provide sustain-

able means of earning vis-a-vis poultry, dairy, 

fisheries and apiculture so as to make farmers 

economically independent. 

While appreciating the maiden proposal for es-

tablishing an all-women farmer producer organ-

isation (FPO) aimed at ‘Exploring opportunities 

in organic farming’ and supporting women self-

help groups, the minister said that similar initia-

tives should be carried forward so that more 

farmers could be benefited. 

She said that for smooth functioning of FPO, a 

separate corpus will be created through which 

the staff appointed shall be remunerated be-

sides provision of low interest rate soft loans 

and subsidies. 

The Minister emphasised on the need for tech-

nological interventions like mechanised farm-

ing, branding, marketing, processing, value ad-

dition to farm products etc so that farmers 

could get remunerative prices for their produce. 

 

Aavin plans to sell 25 tonnes of sweets at the profit of Rs 2.2 crore 
OCT 18, 2021 

https://dairynews7x7.com/aavin-plans-to-sell-25-tonnes-of-sweets-at-the-profit-of-rs-2-2-crore-this-year/ 

 

tate Minister for Dairy Development SM 

Nasar on Monday launched five new 

sweet varieties developed by Aavin for 

Deepavali and commenced the sales. Kaju Katli 

(250 gms- Rs 225), Natti Milk Cake (250 gms- Rs 

210), Moti Pak (250 gms- Rs 170), Kaju Pista Roll 
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(250 gms- Rs 270) and Coffee Milk Burfi (250 

gms- Rs 210) were the five new varieties 

launched by the Minister.  

He also announced that the combo box of the 

five sweets is sold at Rs 425 for 500 gms. After 

launching the products, the Minister said that 

last year 15 tonnes of sweets were sold by Aa-

vin fetching a profit of Rs 1.2 crore and this year 

Aavin has planned to sell 25 tonnes of sweets 

aiming at the profit of Rs 2.2 crore. 

Aavin MD KS Kandasamy said that the organisa-

tion has set a target of increasing the sale of 

sweets by at least 50 per cent when compared 

to the previous year. 

 

 

Mother Dairy to open 700 consumer outlets in Delhi by FY 2022-23 
OCTOBER 16, 2021 

https://businesshala.in/mother-dairy-to-open-700-consumer-outlets-in-delhi-by-fy-2022-23/ 

ew Delhi: Mother Dairy, a company en-

gaged in the business of milk and milk 

products, will open 700 consumer sales 

centers in the national capital Delhi by the fi-

nancial year 2022-23. This outlet will primarily 

be in the form of ‘Kiosk’ and ‘Franchise’ shop. 

The company gave this information in a state-

ment on Thursday. Mother Dairy Fruit & Vege-

table Pvt Ltd., a wholly owned subsidiary of Na-

tional Dairy Development Board (NDDB), said, 

“The company will strengthen its customer 

sales center in the national capital Delhi. Under 

this, 700 consumer outlets will be opened by 

2022-23, mainly in the form of kiosks and fran-

chisee shops. 

Mother Dairy currently has 1,800 consumer 

outlets. This includes small shops selling her 

milk. According to the statement, “Mother 

Dairy is working towards taking its number of 

outlets beyond 2,500 by the financial year 2022-

23. This initiative aims to further strengthen our 

presence in the National Capital Region and fa-

cilitate access to quality products to the cus-

tomers. 

The company on Thursday opened 15 kiosks in a 

day in the national capital. Manish Bandlish, 

Managing Director, Mother Dairy said about the 

company’s expansion plan, “Mother Dairy ca-

ters to the daily needs of the consumers 

through its commitment to provide services to 

the consumers as well as connect the remote 

farmers with the market directly. Under this we 

are strengthening our sales network. 

The company manufactures, markets and sells 

milk products like milk, ice cream, paneer and 

ghee under the brand ‘Mother Dairy’. It also 

sells edible oils under the brand ‘Dhara’. Apart 

from this, it sells fresh fruits and vegetables, 

frozen vegetables and pulses, etc., under the 

brand ‘Safal’. 
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The Digital Milky Way: How Indian Start-ups are Transforming Dairy Farming 
OCTOBER 16, 2021 

https://www.investindia.gov.in/team-india-blogs/digital-milky-way-how-indian-start-ups-are-transforming-dairy-

farming 

 
ndia is the largest milk producer in the 

global dairy industry. In the past six years 

alone, the country’s milk production has 

grown by 35.61 per cent, reaching 198.4 million 

tonnes by the year 2019-20 from being 146.3 

million tonnes during 2014-15. In fact, the Na-

tional Dairy Development Board (NDDB) has es-

timated that the demand for milk as well as milk 

products in India is going to reach 266.5 million 

metric tonnes by 2030.   

As per the 2030 projections, the rural sector 

with have 57 per cent share in the total con-

sumption. However, the consumption on a per 

capita basis will remain higher in urban areas at 

592 ml, compared to 404 ml in rural areas. In 

terms of state-wise production, a substantial 

proportion continues to be contributed by Uttar 

Pradesh, Madhya Pradesh, Andhra Pradesh, Ra-

jasthan, Gujarat and Punjab. 

Unorganised Nature of Dairy Farming in India 

Indian dairy farming continues to be highly un-

organised in nature even when business envi-

ronment across the country is improving. As a 

result, around 60 per cent of the surplus milk 

comes within the unorganised sector, while the 

rest 40 per cent is often procured by organised 

sector entities such as dairy co-operatives, pri-

vate companies etc.  

This unorganised nature of the dairy farming in-

dustry has resulted in minimal penetration of 

technological progress within the sector. This 

has further led to consistently high wastage as 

well as lack of standardisation in terms of qual-

ity and quantity. In fact, 3 per cent or close to 5 

million tonnes of milk often gets wasted, often 

resulting from lack of electricity.  

India's ambition to produce roughly 300 million 

tonnes of milk by 2024 may be hampered by 

high wastage and growing demand for dairy 

products. Furthermore, the average milk yield 

of cows in India is lower than that of some of 

their counterparts. To accomplish the aim, In-

dian dairy producers must boost production 

while focusing on minimising waste. 

Indian Start-ups Providing Digital Solutions 

Digitalisation can have a significant impact on 

the value chain's 'Milk Production' component. 

Dairy farming in India is unorganised, and there-

fore, technology penetration is low, but none-

theless, a few start-ups have popped up in this 

field in the previous five years. These busi-

nesses strive to boost agricultural production 

while reducing waste. 

One of the primary areas where digitization can 

have a substantial influence is cattle manage-

ment. Farmers can watch cow feeding patterns 

and check their health using the Internet of 

Things (IoT) and advanced analytics. Cattle 

productivity and milk yield are projected to im-

prove as a result of this. However, in India, live-

stock monitoring utilizing Artificial Intelligence 

(AI)-based systems are still in its infancy, with 

only a few companies providing this service. 

Prompt Equipments is one such organisation 

that provides livestock management solutions. 

The firm teamed up with the Indian Institute of 

Technology (IIT) in Mumbai to design the 

'BovSmart' wearable belt. The belt uses AI and 

IoT for tracking livestock breeding and deliver 

timely information to farmers. Another busi-

ness, Stellapps Technologies (Stellapps), offers a 
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similar solution, which uses a wearable gadget 

for cattle and a mobile application to deliver 

recommendations to improve herd perfor-

mance. According to Stellapps, using this ap-

proach, milk yield can be raised by 20% and calf 

health costs can be decreased by up to 50 per 

cent. The Stellapps technology is currently be-

ing used to track around 4.5 lakh livestock. 

In addition to livestock management, some 

other possible areas of dairy digitisation include 

the supply network and farmer payments. Due 

to its reliance on many elements such as ambi-

ent temperature, presence of cold chains, and 

limited shelf life, India's dairy industry's supply 

chain is highly complex. Its fragmentation fur-

ther adds to the complexity. Digitalisation solu-

tions such as IoT along with advanced analytics 

can assist by communicating real-time data to 

various stakeholders, detecting any abnormali-

ties in milk's quality and quantity even during 

value chain's transit phases. 

Improved decision is another possible benefit of 

digitalising dairy supply chain. Order monitor-

ing, stock management, transactions tracking, 

and growth in sales may all be automated with 

real-time database and advanced analytics, al-

lowing for better knowledge of clients' purchas-

ing habits. Stellapps, Mr. MilkMan, as well as 

Trinetra Wireless are three Indian start-ups 

among several others that are digitalising the 

dairy supply chain. 

Dairy farmers' cooperatives and unions have 

also started focusing on introducing online pay-

ments to farmers instead of relying on cash pay-

ments. Given that smaller dairy farmers control 

a big portion of the business in India, the advent 

of digital payments comes with its own set of 

obstacles. The most prominent amongst these 

is the fact that most small dairy farmers do not 

own a bank account. Co-operatives like the Gu-

jarat Co-operative Milk Marketing Federation 

(GCMMF), popularly also referred to as 'Amul,' 

are, however, supporting them in opening bank 

accounts and transferring money to them 

promptly. Fino Payments Bank has also part-

nered with Gokul Dairy as well as Mother Dairy, 

since 2017, to digitalise payments in the dairy 

industry. 

Alongside depositing money into farmer bank 

accounts, when it comes to digitising payments, 

given that smaller dairy farmers control the ma-

jority of the Indian dairy business, there is an 

urgent need to also develop methods to supply 

farmers with low-cost finance and insurance so-

lutions. 

 

 

 

 

 

 

 



Global News 

6 Milk Sellers Arrested For Adulteration 
30th October 2021 | 09:52 PM 

https://www.urdupoint.com/en/pakistan/6-milk-sellers-arrested-for-adulteration-1389060.html 

 
ESHAWAR, (UrduPoint / Pakistan Point 

News - 30th Oct, 2021 ) :District admin-

istration Peshawar arrested 6 milk sellers 

for selling adulterated milk during a crackdown 

on adulterators on Saturday and 800 litres adul-

terated milk was recovered from their posses-

sion. 

On the directives of the Deputy Commissioner 

(DC), Peshawar, Captain (Retd) Khalid 

Mahmood, Assistant Commissioner (AC) Omar S 

Kiyani along with the experts of Livestock De-

partment conducted the test of the sample of 

milk collected from the milk shops of War-

sak Road and on proving the mixing of sufficient 

quantity of water arrested 6 milk sellers. 

The officers of the district administration beside 

discarding 800 litres of the adulterated milk also 

sealed two milk shops. 

DC has directed the inspection of all milk shops 

and stern legal action against adulterators. 

 

PFA Destroys 2000 Liter Adulterated Milk 
22nd October 2021 | 02:41 PM 

https://www.urdupoint.com/en/pakistan/pfa-destroys-2000-liter-adulterated-milk-1382175.html 

 
ULTAN, (UrduPoint / Pakistan Point 

News - 22nd Oct, 2021 ) :The Pun-

jab food Authority (PFA) on Friday 

destroyed 2,000 liters of adulterated milk dur-

ing a raid on a milk center on Habib Afshar col-

ony, Al-Tamish Road. 

According to DG Food Authority Rafiq Niswana, 

the dairy safety team found a mixture of wa-

ter and detergents in the milk during lactoscan 

test. 

The DG Food Authority said the milk was low in 

natural nutrients and fat. 

Hundreds of liters of unhealthy milk were 

dumped when a mixture of unhealthy ingredi-

ents was found, he said. 

The collection center was also fined Rs 20,000 

on the spot, he added. 

He said the adulterated milk was to be supplied 

to milk shops in the city and suburbs. 

Consumption of substandard milk can lead to 

fatal diseases of the digestive system, Rafaqat 

Ali Niswana said. 
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Milk Market Psychology Has Changed 
October 21, 2021 

https://www.dairyherd.com/markets/milk-prices/milk-market-psychology-has-changed 

 
ilk futures and dairy product futures 

have been very strong over the past 

two months. Traders have become 

more optimistic due to the increase of dry prod-

uct prices. Nonfat dry milk has been the leader 

with price reaching back to the highest level 

since early August 2014. Dry whey has been 

strong but not to the same extent as it has been 

trending higher since early September. Cheese 

and butter prices have not shown quite the 

same strength. In fact, block cheese price has 

remained in the sideways trading range it has 

been in since November. The recent strength of 

Class III futures would suggest cheese prices 

have been trending higher, but the price chart 

shows otherwise. The reason for the strength of 

Class III milk futures has been due to the 

strength of dry whey, but also a definite change 

in trader attitude. For quite some time, if any 

category in of cheese or dry whey remained 

steady or moved lower during a spot trading pe-

riod, futures would fall back. The same held 

true for Class IV futures even though Grade A 

nonfat dry milk prices increased slowly. 

However, recently dry whey and Grade A nonfat 

dry milk prices increased more rapidly and de-

mand had improved as supplies tightened. This 

continued strength shifted the mindset of trad-

ers as dry product prices provided support to 

the market. The other factor was the trend of 

slowing milk production. Year-over-year milk 

production gains were seen earlier but have 

since trended lower.  The August milk produc-

tion report showed the least gain of the year of 

1.1%. It was also the first month that produc-

tion per cow fell below the previous year in 

quite some time. 

High feed prices and low milk prices this year 

have had a significant impact on dairy profitabil-

ity resulting in more farms exiting the business. 

High feed prices do not seem to be going away 

anytime soon but increasing milk prices might 

change the attitude of farmers for the time be-

ing. However, if cheese and butter prices are 

not able to break out of the long-term range 

and trend higher during the period of strong de-

mand, milk prices will not be able to hold or 

perform very well during the early part of next 

year when demand slows significantly. Milk 

prices will also be dictated by the level of in-

creased of milk production seasonally. If the 

outlook for milk prices improves, there may be 

more cows added as cows from farms going out 

of business are purchased by other farms to fill 

empty stalls. 

Demand will determine the strength of milk 

prices as the rest of the year progresses and 

next year unfolds.  We continue to see very 

strong exports but that has not had the desired 

impact on cheese and butter supplies as it has 

had on nonfat dry milk and dry whey products. 

An area of concern is the demand for fluid milk 

products. After a large spike in demand in the 

spring of 2020, demand has moved back to the 

trend of continual lower sales.  Each category of 

milk products has had its ups and down of sales 

with some of it tied to a seasonal demand for 

various types of milk. Overall, the sales of fluid 

milk products continue to decline, and it has 

been for numerous years. Total conventional 

milk product sales for the month of August have 

declined by 4.8% over the past six years. That is 
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a decline of 477 million pounds. Organic fluid 

milk sales have made up for some of the loss, 

but very little with a gain of 18.8% or just 46 

million pounds. This trend has been taking place 

for a while and will continue this trend as other 

products are offsetting the sales of milk. Fortu-

nately, demand for other dairy products contin-

ues to improve increasing overall demand for 

milk. 

 

 

 

Asia-Pacific dairy market projected to grow at CAGR of 3.12% in 2020-25 
OCT 20, 2021 

https://dairynews7x7.com/asia-pacific-dairy-market-projected-to-grow-at-cagr-of-3-12-in-2020-25/ 

 
he Asia-Pacific dairy market is projected 

to grow at a CAGR of 3.12% from 2020-

2025, according to the market research 

firm Mordor Intelligence. China is the most sig-

nificant market and India and Indonesia are the 

fastest-growing markets in the region, says the 

report 

Dairy farming has mostly seen an upward trend 

in Asia with disruptors across different markets 

levelling up in terms of production and distribu-

tion. Any industry with rising consumer statis-

tics is always doted to make inroads into other 

challenging markets. Dairy is certainly one of 

them, and also constantly stands trial when it 

comes to ‘carbon footprint’ and emission stand-

ards. According to the Bulletin by the Interna-

tional Dairy Federation, dairy farming contrib-

utes to more than 80% of the environmental 

impact for milk.  

Companies are always looking to innovate 

through their way to reduce their contribution 

to global pollution. Yili, a dairy company from 

the Hohhot city of Northern China, ranks among 

the ‘Global Dairy Top 5’. Yili has recently an-

nounced a partnership with agri-foodtech accel-

erator StartLife in the Netherlands. Through this 

collaboration, Yili aims to find its way into the 

ecosystem agri-foodtech startups which are al-

ways known to inflame innovations.  

The partnerships formed by the programme are 

expected to develop ideas and reforms to fur-

ther boost the industry, both in Europe and in 

China. The ‘Yili Innovation Center Europe’ set up 

on the campus of Wageningen University is ide-

ally located in the ‘Food Valley’ in the Nether-

lands and is being dubbed ‘strategically smart’ 

for these reasons. Yili has made its way into the 

South East Asian market with its brand ‘Cremo’ 

that is available across Singapore, Malaysia, My-

anmar and Laos.  

Dairy logistics is another key area. The Nether-

lands-based Milkways has unveiled a patented 

technology that is set to transform the way of 

traditional milk production. The technology fo-

cuses on transporting large volumes of fresh 

milk in a safe way over long distances, ensuring 

high-quality dairy milk. Production is kept in the 

optimal region, with a low CO2 footprint and 

competitive price. The strategy revolves around 

conducting production in areas with a suitable 

climate and abundant husbandry and cattle 

feed resources. This keeps production costs 

within a competitive price with the lowest pos-

sible CO2 emissions. 

Imagindairy, an Israeli start-up, is milking new 

technology to leave the cow out of the dairy 

equation. The company is creating true milk 

proteins that are indistinguishable from the real 

thing via a natural process of precision fermen-

tation. 
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Imagindairy’s proprietary technology recreates 

nature-identical, animal-free versions of whey 

and casein proteins that can be used to produce 

dairy analogs. This opens new opportunities to 

develop a full range of non-dairy products that 

perfectly mimic dairy versions yet contain no 

cholesterol, or GMO’s. They also are lactose-

free, serving consumers with lactose intoler-

ance or sensitivity. At the same time, the pro-

prietary technology radically lowers the burden 

of dairy livestock on the environment.  

Eyal Afergan, PhD, co-founder and CEO of 

Imagindairy, explained, “Our microflora-based 

production method was inspired by nature to 

recreate these proteins.” The unique protein 

structure of dairy milk is what provides its char-

acteristic texture, flavour, and nutritional value. 

Whey is a key source of highly biologically avail-

able protein. Imagindairy’s animal-free dairy 

products boast the same complement of nutri-

ents, from protein content to mineral composi-

tion, including calcium.  

Asia-Pacific dairy market to see robust growth 

The Asia-Pacific dairy market is projected to 

grow at a CAGR of 3.12% from 2020- 2025, ac-

cording to the market research firm Mordor In-

telligence. The report further added that the ris-

ing demand for western dairy products as natu-

ral snacks, fermented dairy products, such as 

yogurt, sour milk, etc, and product and packag-

ing innovation is driving the dairy market 

growth. China is the most significant market for 

dairy, primarily driven by the increased con-

sumption of dairy products. India and Indonesia 

are the fastest growing markets in the region 

driven by increased population. In a recent de-

velopment, Dr R S Sodhi, managing director of 

India’s Gujarat Cooperative Milk Marketing Fed-

eration (AMUL), has received the prestig-

ious Tokyo-based Asian Productivity Organiza-

tion (APO) award. The award is a representation 

of the unique farmer to factory model practiced 

in India.  

 

 

GEA recently delivered and commissioned a newly-developed skimming separator for In-

dian ice-cream manufacturer Dinshaw's Dairy Foods Pvt. Ltd. in Nagpur, Maharashtra. 
18-Oct-2021 

https://www.dairyreporter.com/Article/2021/10/18/GEA-creates-new-separator-skid-for-Indian-dairy-industry# 

inshaw's also offers a range of milk-

based products. The customized plug 

& play separator skid has a processing 

capacity of 20,000 liters per hour. Capable of 

processing mixed milk types, the separator en-

sures product safety, sustainable production 

and maximum product yield, GEA said. 

“As part of our company policy to regularly up-

grade our infrastructure, we were looking for an 

intelligent milk skimming separator that would 

optimize our overall production efficiency and 

minimize fat losses,”  said Sushil Kr Verma, vice 

president, Dinshaw’s Dairy Foods Pvt Ltd. 

“We wanted a partner who could deliver excep-

tional technology in a very short time. This was 

our first collaboration and we look forward to 

many more meaningful collaborations in the fu-

ture.” 

One challenge for GEA product managers was 

to customize the new skimming separator to 

process different types of milk. As cow milk and 

buffalo milk are not collected separately in In-

dia, the milk supplied is a mixture of both. This 

means solids and fat content vary daily and sea-

sonally. 

The new solution is based on GEA’s ecocream 

separators. The company said the customized 

separator skid meets the requirements of the 

Indian dairy market, including flexibility, robust-

ness and affordability. 
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The plug & play separator skid was integrated 

into Dinshaw's existing infrastructure and fits 

into the plant's future automation require-

ments. 

"Dinshaw's is very happy with the performance 

of our machine. So are we, because we are 

helping the Indian dairy industry achieve its 

business goals,”  said Deepak Singh, vice presi-

dent, separation and flow technology division, 

GEA India. 

The GEA ecocream 200 separator skid for Din-

shaw’s Dairy Foods has a skimming capacity up 

to 20,000 liters/hour, fat losses in the sludge of 

less than 0.1, a skimming efficiency of less than 

0.06 (per Gerber method), can handle milk sol-

ids up to 17%, and is a plug & play type ma-

chine. 

GEA said it is suitable for future automation, as 

it is compatible with SCADA and PLC, and in-

cludes features such as a fully hydraulic bowl 

ejection system and maintenance-friendly flat 

belt drive. 

 

 

Dairy Queen goes to court over Blizzard name 
October 20, 2021 

https://www.redlakenationnews.com/story/2021/10/20/business/dairy-queen-goes-to-court-over-blizzard-

name/101588.html 

 federal judge in St. Paul is hearing ar-

guments this week in a lawsuit by In-

ternational Dairy Queen Inc. that ac-

cuses a Massachusetts company of wrongfully 

using the "Blizzard" name for bottled spring wa-

ter and asks for damages. 

Dairy Queen, based in Bloomington, is suing 

W.B. Mason Co. of Brockton, Mass., alleging its 

bottled spring water bearing the Blizzard name 

is a trademark infringement and is unfair com-

petition. 

U.S. District Court Judge Susan Richard Nelson is 

overseeing the trial, which is expected to run 

through Thursday and continue next month on 

Nov. 8 in St. Paul. 

 

 

Dairy Productivity, Profitability and Promotion – a ‘Hitchhiker’s Guide’ 
October 19, 2021 

https://www.dairyherd.com/news/business/dairy-productivity-profitability-and-promotion-hitchhikers-guide 

 

he standard measure of dairy cow 

productivity is milk production per cow. 

But for the purposes of both farm man-

agement and larger dairy economic analysis, 

perhaps a better measure is milk solids produc-

tion per cow. 

Peter Vitaliano, Ph.D, Chief Economist for the 

National Milk Producers Federation explains, 

“The liquid component of raw milk determines 

product yield for only a small proportion of total 

dairy production. Milk solids production per 
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cow has been growing faster than milk produc-

tion per cow in recent years, as average milk 

solids composition of milk has grown.” 

He cites butter, cheddar cheese, nonfat dry milk 

and dry whey as the most influential drivers of 

milk prices due to their key role in federal milk 

marketing order pricing formulas. Vitaliano has 

analyzed decades of data on the supply and of 

these key products. He can point to any spike or 

dip on a chart and explain how historic events 

and the economic climate impact the trends in 

consumption of the key products. For each one 

of the four main products that influence milk 

prices, several factors influence supply, demand 

and pricing – both globally and domestically – 

weaving a complex web for productivity goals. 

Butter consumption, for example, has been 

heavily influenced by affordability, global 

events, competition and campaigns surrounding 

the health implications of certain fats. “Butter 

has only recently recovered thanks to checkoff-

funded research showing that fat is not the is-

sue, but carbohydrates are the culprit,” Vital-

iano says. 

According to Vitaliano, U.S. consumers provide 

a healthy, steadily growing market for products 

produced from milk sold by U.S. dairy farmers. 

In summary he says, “They are increasing their 

overall per-capita consumption of dairy, their 

consumption is relatively insensitive to chang-

ing prices and economic conditions – such as re-

cessions – and they respond positively to pro-

motion.” 

The recent increase in whole milk consumption 

can be tied largely to strategic promotion. Dec-

ades of misguided advice from experts, mir-

rored by the U.S. government with ramifications 

in school milk programs, had whole milk con-

sumption declining for years. “That has been re-

versed in recent years,” Vitaliano says. “Dairy 

farmers through their checkoff programs have 

been instrumental in helping bring that about 

through research funded by checkoffs.” 

Tying it all back to production, Vitaliano says 

growth in dairy cow productivity, along with 

growth in total dairy consumption, is a relatively 

constant factor in the dairy industry, in that it is 

also relatively insensitive to prices and other 

variable features of the current dairy situation. 

“Growth in dairy cow productivity and growth 

in total dairy consumption are closely related. 

When consumption growth lags, cow numbers 

become excessive, and milk prices are under 

pressure.” 

Under today’s U.S. dairy supply system, rela-

tively small changes in supply generate rela-

tively large changes in prices. Vitaliano says this 

is what makes dairy promotion so effective. “If 

you can move the needle a little bit on con-

sumption, it’ll have a big impact on prices.” 

Vitaliano presented the seminar “Dairy Cow 

Productivity: More Important to the Profitability 

of Your Dairy Operation Than You Think” during 

the 2021 World Dairy Expo in Madison, WI. The 

session was sponsored by the National Milk Pro-

ducers Federation and is available for view-

ing here. 

 

 

 

 

 

 

 

https://worlddairyexpo.com/pages/2021-Expo-Seminar-Videos.php


Audit says Montana milk regulations do not reflect market trends, could hurt dairy farm-

ers 
Oct. 19, 2021 

https://www.agweek.com/news/government-and-politics/7244776-Audit-says-Montana-milk-regulations-do-not-

reflect-market-trends-could-hurt-dairy-farmers 

ontana uses a quota system to regu-

late how much milk each producer in 

the state may produce; however, the 

amount of milk being produced is outpacing de-

mand. The situation forces producers to sell 

their milk out-of-state at a lower price, the au-

dit found. And when that milk is sold at the 

lower out-of-state price, it drives down how 

much producers get paid. 

 
How Montana regulates milk production in its 

already declining dairy industry is outdated and 

does not reflect the current demand for milk, 

which may be costing dairy producers money, a 

new legislative audit found. 

“The disparity between the current quota sys-

tem and recent production decreases the value 

of owning quota and negatively affects produc-

ers,” the report found. Basically, Montana milk 

farmers “own” a certain amount of pounds of 

milk they can produce each day. 

Montana uses a quota system to regulate how 

much milk each producer in the state may pro-

duce; however, the amount of milk being pro-

duced is outpacing demand. The situation 

forces producers to sell their milk out-of-state 

at a lower price, the audit found. And when that 

milk is sold at the lower out-of-state price, it 

drives down how much producers get paid. 

“The Board of Milk Control’s quota system is 

outdated and ineffective for maintaining Mon-

tana’s milk supply,” the report said. “If produc-

ers keep producing in excess of state demand, 

due to high quota balances, and surplus be-

comes a larger percentage of the uniform price 

calculations, there could be a negative impact 

on the entire industry as producers may not re-

ceive funds to continue operating their farms.” 

The quota system is meant to bring stability to 

the milk market and is a way to avoid over-satu-

ration. When quota was first awarded to Mon-

tana farmers, the balances were based on pro-

duction records of the individual farmers. Now, 

quota balances of individual farmers in the state 

range from 300 to 51,000 pounds per day. In to-

tal, Montana producers own a quota of over 

1.24 million pounds of milk per day. 

The report found milk processing plants only 

process around 75% of their producer’s quota 

on average. Additionally, through interviews, 

auditors learned one processing plant was only 

in operation two or three days a week at the 

beginning of 2021 due to a low milk supply. 

“As production has fallen far below current 

quota balances, the quota system cannot regu-

late the milk supply without a decrease in 

quota,” the audit said. 

To solve the problem, the report suggested the 

board update its administrative rules to allow it 

to decrease quotas, which has not been done 

since 2001. The report is on the agenda 

Wednesday of the Legislative Audit Committee. 

Montana is one of few states in the country to 

use a quota system for regulating milk markets 

and has a small milk industry compared to other 

states. At the time of the audit, there were 54 

milk farms spread out over 19 counties, three 
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producer distributors, three in-state distribu-

tors, 41 out-of-state distributors and 27 whole-

salers in Montana. Additionally, there are two 

milk processing organizations in Montana — 

Meadow Gold and Darigold. Between the two, 

they operate three plants in Great Falls, Billings 

and Bozeman. 

During that same period, consumption only fell 

2%, the report found. “This is likely because 

Montanans are consuming less drinking milk, 

but more cheese and butter,” the report said. 

The Bureau of Milk Control also noted in a 2019 

report that the state’s increasing population has 

curbed the decrease in demand seen in other 

parts of the country. 

Farm loss trends in Montana mirror national-

level trends as well, the report found. Between 

2015 and 2020, the United States Department 

of Agriculture estimated the number of dairy 

farms in the country decreased by about 40,000 

farms. While the number of farms is falling, the 

report found the ones remaining in Montana 

are growing. “Even though there are fewer 

farms in operation today than in previous years, 

the number of dairy cows has increased signifi-

cantly, especially in 2018,” the report said. 

Quotas, set by the Montana Board of Milk Con-

trol and the Milk Control Bureau, were estab-

lished in 1935 after the passage of the Montana 

Milk Control Act. Many states passed laws like 

the Milk Control Act during the Great Depres-

sion as a way to regulate pricing and milk supply 

to stabilize the market. 

Under the board’s current administrative rules, 

it can only decrease quotas when 83.5% of the 

milk received is non-surplus or if the utilization 

of milk products in the state has increased from 

two years prior to the proceeding years. But 

due to decreasing trends in production and con-

sumption, those requirements have not been 

met, and the board has not changed quota bal-

ances since 2001. 

In response to the audit, Mike Honeycutt, exec-

utive officer of the Board of Livestock, said in 

the report the department is “willing to work 

collaboratively with the Board of Milk Control 

and Bureau staff to explore options that ad-

dress the milk quota system.” 

During interviews with auditors and members 

of the milk board, board members said updat-

ing rules to decrease quotas has not been a pri-

ority. And in a survey of 29 milk producers, 

most farmers said they produce from 75 to 

100% of the quota, and no producers said they 

felt the quota was too low. 

“Montana producers may view their quota as a 

property right or use their quota as collateral 

with banks. This creates some conflict with the 

board when determining how to decrease 

quota,” the report read. The conflict, the report 

said, has deterred the board from acting on 

changing its rules to allow for a decrease in 

quota. 

“Improving administrative rules by including 

provisions to decrease the amount of quota, 

and then doing so, would better position the 

Board of Milk Control to act on industry needs 

and changing markets,” the audit said. 

 

Idaho Milk Products Steps Up Commitment to Customers 
October 19, 2021 

https://www.globenewswire.com/news-release/2021/10/19/2316809/0/en/Idaho-Milk-Products-Steps-Up-Com-

mitment-to-Customers.html 

erome, ID, Oct. 19, 2021 (GLOBE NEWS-

WIRE) -- Idaho Milk Products continues to 

raise their level of commitment to customers 

with three new hires Mike Ragsdale, Tracy 

Sheehan and Rhonda West to their sales team. J 
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Mr. Ragsdale joined Idaho Milk Products as the 

Milk Fat Commercialization Manager. Mike’s fo-

cus will be to further explore commercial op-

portunities and expansion of their milk fat sales. 

Before coming to Idaho Milk Products, he most 

recently managed a portion of business for a re-

gional coop buying and selling bulk milk and 

dairy solids, helping to optimize their facilities 

and farmer/owners' business. 

“I have been working in the dairy processing 

business my entire adult life; roughly 25 years 

of processing/management, sales and strategic 

planning,” said Mike. “I consider myself a life-

long student of dairy. Being able to work for a 

company dedicated to super fresh cream and 

high-protein dairy products is very exciting.” 

Tracy Sheehan recently joined the Idaho Milk 

Products team as a Sales Manager. Tracy brings 

a wealth of product development, clinical stud-

ies, ingredients and dietary supplements sales 

knowledge and expertise, having worked with 

privately owned and multi-national companies. 

Before coming to Idaho Milk Products, he was 

with Phytonutrients Global, LLC., Casa Luker 

USA, Inc., Freeze Dry Ingredients, Inc. and Sol-

vay USA Aroma Performance Ingredients, Inc, 

bringing over 16 years of sales experience and 

expertise to Idaho Milk Products. Mr. Sheehan’s 

duties include sales strategies, developing and 

maintaining customer relationships and actively 

building new business with potential custom-

ers.  

“I am thrilled for the opportunity to work with 

Idaho Milk Products introducing our products to 

potential customers and reconnecting with past 

contacts and customers,”  mentioned Tracy 

Sheehan. “This will bring an opportunity to 

grow our customer base and increase sales.” 

Ms. West came to Idaho Milk Products most re-

cently from Arizona where she had been with 

ExhibitOne Corporation and lived for 25 years. 

Rhonda brings with her experience in building 

customer relations and supporting sales in vari-

ous industries. Rhonda’s role with Idaho Milk 

Products will be Lead Sales Support Manager, 

ensuring a consistently high standard of sales 

support management, logistics support and cus-

tomer service.  

“Idaho Milk Products has a top-notch reputa-

tion not only in Idaho and the local community 

but worldwide,” commented Ms. West. “They 

have a true passion for their products, are cus-

tomer-focused and foster an employee-appreci-

ated environment. I am looking forward to be-

ing part of a team that truly believes in improv-

ing lives through dairy.” 

“Rhonda, Mike and Tracy bring a level of exper-

tise to our Sales team with the highest quality 

of customer service and knowledge of the dairy 

industry,” said Florian Middelhuis, VP of Sales 

and Marketing. “Along with our current team, 

we will continue to provide value and solutions 

for our customers and their products.”  

 

 

 

 

 

 

 

 

 

 

 



Interested in working in the dairy industry? 
OCTOBER 18, 2021 

https://www.morningagclips.com/interested-in-working-in-the-dairy-industry/ 

 
ATERTOWN, N.Y. — Are you inter-

ested in working in the dairy indus-

try? If so, Cornell Cooperative Exten-

sion of Jefferson County (CCEJC) is hosting a 

Dairy Career Day on Saturday, November 

6th from 11:00 AM – 2:00 PM at Jefferson Com-

munity College. 

This event is open to anyone interested in a ca-

reer in the dairy industry, to include high school 

students, college students, transitioning mili-

tary, veterans, and the public. 

Local dairy farms, milk processors, and other 

dairy industry representatives will discuss ca-

reer paths, educational requirements, training, 

benefits, and how to find jobs in the industry. 

Careers include nutritionist, herdsman, calf 

manager, milk truck driver, mechanic, quality 

assurance technician, robotics technician, and 

more! 

Lunch will be provided after the panel discus-

sion. In the afternoon, attendees have the op-

tion to tour Porterdale Farms to see an actual 

dairy in operation. CCEJC will provide transpor-

tation to and from Porterdale Farms for those 

needing a ride. 

 

 

Americans ate more dairy foods in 2020 
Oct 16, 2021 

https://www.farmweeknow.com/general/americans-ate-more-dairy-foods-in-2020/article_75500274-2867-11ec-

a1f0-4bc97f0409f7.html 

espite pandemic shockwaves, Ameri-

cans ate more dairy foods in 2020 than 

the year before, according to USDA’s 

recently released annual per-capita dairy con-

sumption data. 

Last year, the average American ate 655 pounds 

of dairy in milk, cheese, yogurt, ice cream, but-

ter and other dairy foods. That represents a 

three-pound increase per person compared to 

2019. When the Economic Research Service 

(ERS) started tracking per-capita dairy consump-

tion in 1975, the average American ate 539 

pounds of dairy foods per year. 

“Despite challenges posed by the pandemic to 

all parts of the supply chain in 2020 including 

the near-overnight loss of the foodservice sec-

tor, per-capita dairy consumption continued to 

surge upward thanks to growth in ice cream, 

butter and yogurt,” Dr. Michael Dykes, a veteri-

narian, president and CEO of the International 

Dairy Foods Association (IDFA), said in a state-

ment. 

Top foods for consumption growth included ice 

cream, up 4%; yogurt, 3%; and butter, 2%. 

Throughout 2020, milk and cheese remained re-

silient the closing of schools, restaurants and in-

stitutions that drive milk demand. 

Dykes pointed out Americans today eat dairy 

foods differently than the previous generation 

did. 

“Americans eat more dairy than we drink, and 

we include dairy in all meals and occasions as 

well as for fitness and recovery, to live a healthy 

life, and to celebrate those special moments,” 

he said
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Dairy Checkoff Works To Reach Gen Z 
October 16, 2021 

https://www.midwestfarmreport.com/2021/10/16/dairy-checkoff-works-to-reach-gen-z/ 

he dairy checkoff is launching a new 

wave of the Undeniably Dairy campaign 

to create deeper connections between 

Gen Z and dairy and give them new reasons to 

choose it over other products. 

“Reset Yourself with Dairy” is a youth-centric 

evolution of the checkoff’s consumer campaign 

and will use a variety of media channels and 

marketing strategies, including gaming, social 

media influencers and digital content, to engage 

with Gen Z to grow sales and trust of dairy. The 

effort launches Oct. 13. 

“This is a visible example of the checkoff’s laser 

focus on reaching consumers who can have the 

biggest return on investment for dairy farmers 

and importers,” said Dairy Management Inc. 

(DMI) Chief Operating Officer Beth Engelmann. 

“This campaign reflects the integration of sci-

ence, partnerships and innovation to secure the 

next generation of dairy consumers and ensure 

impact for decades.” 

Anne Warden, DMI’s executive vice president of 

strategic integration, added: “We’ve been piv-

oting our marketing and communications acti-

vations to not only create relevancy with 

younger audiences, but to also show up in the 

right places. To compete in today’s environ-

ment, we will create big, disruptive moments 

that reassert dairy’s place in young people’s 

lives in a way that is in the social media and en-

tertainment spaces they love and speaks their 

language.” 

The strategy centers on four aspects of dairy’s 

wellness benefits that checkoff-led consumer 

research found resonates and drives purchase 

decisions with Gen Z (ages 10 to 24). These ter-

ritories are immunity, calm, energy and diges-

tive health and can meet this generation’s 

changing perceptions and behaviors for what 

they believe foods and beverages should de-

liver. 

Dairy’s role in offering these wellness benefits 

will be featured on a variety of media channels. 

A broad approach is critical as Gen Z tends to 

jump from one channel to the next instead of 

consistently remaining in one place. 

Dairy content will appear on Spotify, where Gen 

Z heads for music and podcasts, as well as 

across YouTube and Google video searches and 

via television streaming providers including 

Hulu, Roku and Vevo. 

There will be continued outreach to the gaming 

community where the checkoff will work with 

Twitch, which has about 15 million users daily. 

The content will be available on TikTok, Insta-

gram and Snapchat and the checkoff will work 

with social media influencers, who Gen Z finds 

to be authentic. The effort also includes a part-

nership with Kroger Digital and Instacart for 

content to appear in their retail apps and mo-

bile sites. 

In addition to these virtual strategies, the cam-

paign will have activations on about 400 college 

campuses, including on TV screens in recreation 

centers and cafeterias. 

“‘Reset Yourself with Dairy’ will show Gen Z all 

that dairy can offer and that they can feel good 

about their choice,” said DMI Chair Marilyn Her-

shey, a Pennsylvania dairy farmer. “It’ll remind 

them that real milk makes them feel better and 

offers wellness benefits that can help get them 

through their day.” 

DMI and the 16 state and regional checkoff or-

ganizations have begun a push surrounding the 

feeling of calm people can experience from con-

suming dairy. Calm has universal Gen Z appeal, 

especially for students returning to school or 

young professionals back at the office. Content, 

including humorous videos that relate to Gen 

Z’s hectic lives, has been unveiled with the hope 

of making them seek a reset moment with dair
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