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Indian News 

DBS Bank India with Stellapps to enable dairies to reduce food waste 
JAN 15, 2022 

https://dairynews7x7.com/dbs-bank-india-partners-with-stellapps-to-enable-dairies-to-reduce-food-waste/ 

 
he imminent need to safeguard the 

planet from rising temperatures has 

compelled economies and businesses to 

adopt sustainable practices across the board. 

With food waste contributing to about 8-10%of 

the greenhouse gas emissions (acc. to the UN 

Environment Programme), it is critical to accel-

erate efforts to curtail the emissions from sur-

plus food across the supply chain – from pro-

curement to disposal. 

At DBS, working towards Zero Food waste is an 

important sustainability goal and the Bank has 

been driving efforts to create public awareness, 

shift mindsets to reduce food waste and collab-

orate with ecosystem partners to scale impact. 

In line with this agenda, DBS Bank India has 

partnered with Stellapps, a leading dairy-tech 

startup. Stellapps is a one-stop dairy supply 

chain digitization service provider, which drives 

dairy productivity across the supply chain by 

providing insights around cattle monitoring, 

milk procurement, and cold chain management. 

It leverages advanced analytics and artificial in-

telligence through its full-stack IoT platform 

that enables digitization of granular primary 

data from the farm to the dairy during the milk 

procurement process. This enables its numer-

ous dairy ecosystem partnerships to drive sig-

nificant value for each smallholder farmer and 

dairies in the villages where they operate. SteI-

Iapps, through its IoT-based solutions and digi-

tal data, offers cloud-based grading of milk 

which brings in transparency for the farmers re-

garding the quantity and quality of the milk 

poured and the income earned from it. 

The company’s smartMoo solutions have been 

able to eliminate milk rejection at the plant 

level by enabling transparency and ensuring 

protocol adherence in the cold chain. Farm-

level traceability also ensures that antibiotic-

laden milk does not get into the supply chain. 

mooPay, its financial solutions division is also 

leveraging this digital IoT stack to enable pay-

ments, credit and insurance for small holder 

farmers and drive financial inclusion in the rural 

economy. 

The Indian dairy industry is the largest in the 

world, with 300 billion bovines and 76 million 

diary households. While the industry is about 

$225 billion, 66% of the Indian dairy sector is 

comprised of smallholder farmers with an aver-

age of 1 to 2 cattle. The vast majority of India’s 

small and marginal farmers do not have access 

to institutional credit due to a lack of docu-

mented financial transactions and awareness of 

financial services options available to them. 

The Stellapps-DBS partnership will indirectly 

benefit 20,000 farmers at present and can help 

around 100,000 dairy farmers, as the collabora-

tion grows. This aligns with DBS’ commitment 

to supporting lives and livelihoods through bet-

ter business and responsible financing. 

Keeping in line with the Government of India’s 

Digital India vision, this initiative will help digi-

tally organize the highly fragmented dairy sec-

tor, where initial investment costs can prove to 

be a challenge when dairies are just embarking 

on their digital transformation journey. The 

Stellapps’ digital network and DBS Bank  will 

provide dairy farmers with the necessary access 

to funds required for digitalization. 

T 
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Divyesh Dalal, Head- Global Transaction Ser-

vices, DBS Bank India , said, “At DBS, our focus 

is to develop tech-enabled solutions that di-

rectly impact the lives of the end consumer. Our 

partnership with Stellaps has enabled us to 

work on an enabling solution which will not only 

benefit the dairies but also the farmers. It will 

result in an increase in overall yield, profitability 

and drive scalability. We believe this solution 

will support entrepreneurs and benefit the 

larger economy.” 

Digitalization and data-led-technology solutions 

will become the key enabler to drive intersec-

toral partnerships which will result in wider 

adoption of tech solutions across segments. 

These solutions are aimed at driving growth, im-

proving productivity, transparency, and achieve 

scalability across the supply chain. 

Commenting on the partnership, Rahul Mallick, 

CEO – Fintech & VAS, Stellapps, said, “At Stel-

lapps, we aspire to simplify the lives of dairy 

farmers by leveraging technology and digitaliza-

tion to help them improve their incomes and 

get access to tailor made ‘sachet’ sized financial 

products and services. The banking partnership 

with DBS Bank will go a long way in solving this 

hurdle and will help onboard more dairy com-

panies on to our platform. DBS was chosen due 

to its digitalization prowess and physical reach 

across India. We are confident that this partner-

ship will start to show results in the immediate 

term and will be a significant step in our busi-

ness journey as well.” 

As part of its larger responsible banking fo-

cus, DBS Bank works to innovate relevant solu-

tions to encourage corporates and SMEs to 

transition to more sustainable practices, includ-

ing moving Towards Zero Food Waste. The Bank 

actively works with value-driven ecosystem 

partners, who will help change mindsets and in-

duce positive impact in food and farm systems. 

They achieve this by supporting sustainable 

supply chains and designing financing structures 

that help curbing wastage across suppliers and 

processors in agricultural systems. The partner-

ship with Stellapps is in line with DBS Bank’s vi-

sion for a Zero Food Waste future as digitaliza-

tion will optimize milk production and supply, 

minimizing milk wastage. 

 

 

Direct-to Consumers: A Winning Growth Formula for the Dairy Industry! 
JAN 14, 2022 
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airy is a ubiquitous part of food sector, 

ever present in both food service and 

packaged goods, whether as an end 

product (such as milk or yogurt) or as a critical 

input for iconic products such as cheese. D 

https://dairynews7x7.com/direct-to-consumers-a-winning-growth-formula-for-the-dairy-industry/


Given its intrinsic presence, dairy is a micro-

cosm of the food industry, with the preferences 

of dairy consumers largely being influenced by 

the same trends affecting the broader food sec-

tor. 

The past year has challenged the dairy products 

market in several ways, including the rapid 

switch in demand from food service to retail. 

But the industry has proven its resilience and 

ability to meet consumer needs. Nonetheless, 

to succeed in the next three to five years, dairy 

executives must revisit their approaches to criti-

cal, evolving trends in consumer behaviour, dig-

ital and analytics, and supply-chain manage-

ment. 

One key trend that will reshape this industry is 

the Direct to Consumer (D2C) model with more 

and more dairy manufacturers taking the initia-

tive to offer their products directly to end con-

sumers. Consumer behaviour shaped by digital 

and social media has strongly promoted the de-

velopment of D2C Go-to-market model which 

has been further accelerated by the pandemic. 

In this article we will analyse the benefits of the 

D2C strategy for milk and milk products in the 

dairy industry. Compared to traditional retail, 

which relies on distributors and wholesalers, 

the D2C model takes out the middleman, allow-

ing manufacturers more control over their 

brands. 

The global dairy products market is expected to 

expand at a compound annual growth rate 

(CAGR) of 2.5% until 2027. As per a report 

on Dairy Products Packaging by Future Market 

Insights, the massive consumer base in coun-

tries such as China and India for consumption of 

milk and milk products is a key market driver. 

Europe accounts for the largest revenue share 

in the market for dairy products of around 32%. 

The rising consumption of dairy products and 

shifting consumer preference from meat to 

dairy products for protein enrichment are the 

significant drivers for this market’s growth. 

In order to meet such significantly rising con-

sumption of dairy products, the manufacturers 

are now looking at D2C sales channel as a new 

and more profitable trend to sustain growth in 

the competitive industry over coming years. 

Setting up a Direct-to consumers Model 

The digital and e-commerce revolution has 

drastically changed how dairy brands are reach-

ing their customers. Instead of using wholesal-

ers or retailers, direct-to-consumer model helps 

sell dairy products directly to the end customer. 

The resulting shift in power has been devastat-

ing for traditional retailers, and yet simultane-

ously, some of the most innovative and success-

ful dairy companies of the last decade have 

been born from this movement. Namely, Coun-

try Delight delivers fresh, unadulterated dairy 

and food products directly to the doorstep of 

the consumer. It launched with selling milk and 

has since expanded to other dairy products, 

such as curd, eggs, ghee, bread etc, and even 

staples. Other companies like Amul and Nestle’ 

are using e-commerce to deliver products di-

rectly to consumer. 

The traditional supply chain includes a supplier, 

manufacturer, wholesaler, distributor, and re-

tailer. The retail sales model often involves 

lengthy negotiations at each stage of produc-

tion or delivery, and it typically results in a long 

lead time for product launches and an even 

longer wait for the customer feedback loop to 

kick in. 

Direct- to- consumers model ignores that tradi-

tional standard. Companies can cut out the mid-

dleman, the wholesalers, and the distributors 

and instead harness the power of social media 

and the rise of e-commerce to sell their prod-

ucts directly to end consumers. 

Direct-to-consumer sales model eliminates the 

barrier between producer and consumer, giving 

the producer greater control over its brand, 

reputation, marketing, and sales tactics. Plus, it 

helps the producer directly engage and there-

fore learn from their customers. This model can 

https://www.futuremarketinsights.com/reports/dairy-products-packaging-market


be implemented in different ways by manufac-

turers. Online marketplaces and platforms such 

as Amazon and eBay offer product listings and 

direct sales to end customers. 

Alternatively, manufacturers can operate their 

own online shop or use social media platforms 

to offer products in the context of Social Com-

merce. Numerous start-ups pursue a pure di-

rect-to-consumer approach and demonstrate 

considerable growth, making them attractive 

acquisition targets. 

Why Dairy Manufacturers are Opting for the Di-

rect-to-consumers Marketing Strategy? 

The Dairy products industry has witnessed a sig-

nificant growth over the past decade. With 

growing consumer preference and rising de-

mand for dairy products, the market is expected 

to grow further over coming years. 

Shipping dairy products imposes major chal-

lenges mainly due to the perishable nature of 

most of the dairy products. Managing the ship-

ping involves managing the inventory, distribu-

tion network and supply. Each of the steps re-

quire proper storge of the dairy products. 

During the pandemic the supply chain of dairy 

products was hindered causing major losses to 

the manufacturers. Hence for better supply 

management and in order to gain higher profit 

margins and brand loyalty, dairy product manu-

facturers are opting for direct-to-consumers 

marketing strategy. 

Direct-to- Consumers Model proving most effi-

cient for Milk Products and Tetra Milk Market-

ing 

Although dairy products are highly perishable in 

nature a lot of efforts and research has been 

put into increasing the shelf life of these dairy 

products. 

A number of thermal and non-thermal pro-

cessing technologies are incorporated to in-

crease the shelf life of milk and milk products. 

These techniques help the dairy products to last 

longer under ambient storage conditions. 

Hence milk and milk products manufacturing 

companies have come up with their new range 

of tetra pack milk and other milk products with 

an increased shelf life. But even these products 

require ambient storage conditions throughout 

the supply chain process. 

Most of these manufacturers are now using di-

rect-to- consumers GTM model for marketing 

their products. This provides them direct access 

to the consumers; manufacturers achieve 

higher margins by eliminating the middlemen 

from the picture. 

A middleman selling their products means they 

only make profit on the markup from cost to 

gross sale. Direct-to- consumers model allow 

manufacturers to sell products at the same 

price as retailers, positively impacting their 

profits. 

Milk products and milk tetra pack manufactur-

ers are no longer restricted by geography when 

selling direct -to- consumers. They can go global 

by just selling to the right customer segments, 

in the right market. Adopting a direct-to-con-

sumer strategy is beneficial from a financial as 

well as operational standpoint. 

One of the biggest challenges that dairy busi-

nesses face under a traditional retail model is 

gaining access to the markets where they want 

to sell their products. In many cases, large re-

gional retailers won’t agree to carry a product 

unless it already has a lengthy history of proven 

sales. 

And when they do agree to carry a product, 

many insist on exclusivity agreements that limit 

where else the items may be sold. In a direct-to-

consumers model, businesses can bypass these 

gatekeepers and offer their products straight to 

consumers. 

Although currently the retail distribution chan-

nel accounts for around 60% of the dairy prod-

ucts market share, many dairy companies are 

now adopting the direct-to- consumer sales 

channel for better customer service and in-

creased market reach. 



Some of the prominent dairy products manufac-

turing companies delivering products directly to 

consumers are: Oppo, McQueens Dairies, 

DairyDrop, Butlers Letterbox Cheeses, Pong 

cheese, Eweleaze Dairy Organic, Ben & Jer-

rys, The Modern Milkman and Amul. 

How are Retailers Competing with the Direct-to- 

consumer Model? 

With more and more companies adapting the 

direct-to-consumers model, the businesses of 

traditional retailers have been adversely af-

fected. However, progressive retailers, who 

wish to remain relevant, have adapted their 

business model to cater to non-linear buyers. 

The multi-channel, or omni-channel, shopping 

experience they offer includes: 

Website 

Mobile app 

Presence on social media 

Presence on price comparison sites 

E-payment gateways 

How are brands benefiting from Direct-to con-

sumers Model? 

The direct-to consumer model proves to have 

many advantages over the traditional retail 

sales model. 

Cost Savings: Moving to a direct-to-consumers 

GTM model is a smart strategy for decreasing 

overhead costs. Manufacturers following this 

model have a lot more flexibility in terms of op-

erational costs and logistics, pricing structures 

and other considerations 

Brand Resonance: Many leading brands have 

made names for themselves by offering every-

day products that are more affordable, more 

sustainable or simply more exciting than those 

found in traditional retail settings 

Increased Personalization: The direct-to-con-

sumers GTM model offers better consumer re-

lationship and consumer feedback data 

What are the Challenges Faced by Dairy Compa-

nies While Adapting the Direct-to-consumers 

Model? 

The dairy industry is facing major challenge as 

consumer preference is leaning more towards 

plant-based milk, meat alternatives, and vegan 

offerings. Hence, manufacturers are trying to 

enhance the nutritional profile of dairy products 

by adding health-enhancing ingredients. They 

have to find and use ingredients that can offer 

functionality and shelf life in the most minimal-

ist way possible. 

Other challenges faced by the dairy manufac-

turers include: 

Marketing and Pricing: Direct-to-consumer 

model involves managing production as well as 

entire supply chain by the manufacturer which 

is not only expensive but also requires huge 

man power and robust technical support. This 

adds to the overall cost making the products 

more expensive compared to the retail counter-

parts. Also, marketing, advertising and cus-

tomer acquisition cost further make the prod-

ucts costlier. 

High Cost of Handling and Distribution: In a di-

rect-to-consumers model, manufacturers can 

avoid having to deal with a lot of external 

Intermediaries. But this in turn means they 

must adapt to manage many internal processes. 

These include orders and shipments, agree-

ments with transport agencies, online pay-

ments, returns and exchanges, and 24/7 cus-

tomer support, not to mention each of their as-

sociated costs. 

To manage all this, manufacturers will have to 

invest in good resources and logistical experi-

ence so that they can measure up to the level of 

service offered by retailers to their customers. 

Future in Dairy Industry: D2R & D2C business 

models 

The milk industry is an extensive network of 

farmers, dairy cooperatives, and private play-

ers. To increase profitability levels and safe-

guard the industry’s future, Direct to Retail 

(D2R) and D2C (Direct to Consumer) or DTH (Di-

rect to Home) business models are now gaining 

momentum. The largest dairy companies in the 



world like Dairy Farmers of America, Fonterra, 

Nestlé, Amul (GCMMF), and Danone all actively 

adopt these models. 

Direct to Retail (D2R): Under the D2R dairy 

model pioneered by Amul, middlemen are ef-

fectively eliminated, as companies/brands pro-

cure milk directly from farmers, pay them com-

mensurately, process the milk, and sell to end 

consumers through company-owned milk parlor 

chains and retail stores. Examples of prominent 

D2R players are the dairy co-operatives and 

milk federations of respective states (like 

Mother Dairy in West Bengal, Aaarey in Maha-

rashtra, Aavin in Tamil Nadu, Nandini in Karna-

taka, etc.) and private players like Heritage 

Foods, Creamline Dairy Products, and Schreiber 

Dynamix Dairy. 

Direct to Consumer (D2C):  With the rise of 

‘milktech’ start-ups, this model has gained pop-

ularity during the recent COVID-19 pandemic, 

as consumers have shunned physical stores and 

favoured direct door-delivered purchases. 

Prominent examples of this model include Kiaro 

– a Hyderabad-based app-driven organic dairy 

products brand, Parag Milk Foods’ ‘Pride of 

Cows’ in Mumbai and Pune and Milk Mantra’s 

Milky Moo in Bhubaneswar and Cuttack. 

Disrupting the industry in recent times, new-age 

start-ups have changed the game.  Attracting 

global investors, they have redefined the mar-

ket by offering customized tech-focused ser-

vices, with flexible options of pre-payment and 

long-term subscriptions. 

The future of the dairy industry is D2R and D2C. 

In these business models, product quality is 

standardized and maintained in conformity with 

international standards and certifications, and 

the network farmers get a better price. With re-

gard to the milk industry, these private players 

use state-of-the-art infrastructure, world-class 

farming practices, advanced technology, and 

packaging techniques. 

How will the Dairy Direct-to- consumers GTM 

Model evolve in the Future? 

The direct-to-consumers model mainly relies on 

e-commerce and with the continuation of e-

commerce revolution that’s been underway for 

the past 25 years, this trend is expected to 

maintain traction over coming years. 

Since a direct-to-consumers GTM model means 

cutting retail partners out of the process, it also 

means a business won’t have to invest the time 

it takes to grow their presence in one regional 

market at a time. With a digital selling platform, 

direct-to-consumers dairy businesses are every-

where at once; accessible to anyone with an in-

ternet connection. 

That makes adding new products to their line-

up simple and their reach immediate. They also 

don’t have to worry about maintaining relation-

ships with countless competing retailers, and 

don’t have to worry about one partner cutting 

into the sales of another. 

Currently many dairy product manufacturers 

are exploring the direct-to- consumers GTM 

model, this number will continue to increase as 

more and more dairy manufacturers become 

aware of the benefits of this model. 

Over coming years, the direct-to- consumers 

GTM model is expected to become more struc-

tured with many new dairy product manufac-

turers opting for direct-to- consumer’s sales 

channel via e-commerce. 

This way the dairy businesses will gain complete 

and direct control of their brand and its image. 

The direct-to- consumers model will help the 

dairy manufacturers embrace a robust e-com-

merce architecture by letting them select an ex-

perienced partner for warehousing and distribu-

tion needs. 

Many dairy product manufacturers are invest-

ing on company websites and mobile applica-

tions which will help them have better control 

over order deliveries and establish a better per-

sonalized customer experience. 



Hence technology and e-commerce are ex-

pected to play important role in shaping the fu-

ture of direct-to- consumers GTM model in the 

dairy industry. 

 

 

Dairy farmers in MP demands higher prices for their raw milk 
JAN 13, 2022 
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hey told Tiwari that Bhopal Milk Union 

pays Rs 600 a kg but the private vendors 

in the area pay them Rs 640 for the 

same quantity of milk. As they are incurring a 

heavy loss, they will sell to private vendors if 

the cooperative society does not give them 

proper price. 

The representative body of the farmers of coop-

erative milk collection societies on Wednesday 

said they get less price than private vendors in 

exchange for milk produced at their farms. 

The president, secretary and several farmers as-

sociated with Bhopal Cooperative Milk Federa-

tion reached Bhopal to meet the managing di-

rector of the federation Shamimuddin and CEO 

of Bhopal Cooperative Milk Union RPS Tiwari, 

secretary Narayan Singh told Free Press on 

Wednesday. 

They told Tiwari that Bhopal Milk Union pays Rs 

600 a kg but the private vendors in the area pay 

them Rs 640 for the same quantity of milk. As 

they are incurring a heavy loss, they will sell to 

private vendors if the cooperative society does 

not give them proper price. 

The farmers have reduced milk supply to coop-

eratives society due to less payment, a reason 

why production has decreased in Sanchi coop-

erative, sources said. 

The farmers and the office bearers of the socie-

ties had come from different parts of the state 

including Sangakhedi, Mowgli, Tilawat, Sevda, 

Harnia, Rampura, Dhakni committees. 

They said that the Ujjain and Indore Milk Unions 

are paying Rs 640 a kg to the dairy farmers. But 

their Bhopal counterpart is still against the idea. 

According to the farmers, Shamimuddin has 

said that the federation was ready to increase 

the price of milk, but the union will be responsi-

ble to implement the same. 

According to the secretaries of milk societies, 

the union secretary has asked them to wait till 

January 17. The secretaries have also talked 

about the closure of the schemes run by union 

in the past. Representative Gajraj Singh and 

others said MD and CEO have of appropriate ac-

tion into the matter. The farmers have also sub-

mitted a memorandum to the management. 

Dairy farmers’ demands: 

Bills should be paid in 10 days instead of five. 

Milk union should set rates of buffalo milk on 

the basis of fat present in it, as private vendors 

do. Closed cooperative schemes should be re-

vived. 
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ndia’s love affair with dairy is well docu-

mented. As a country, it has the largest 

dairy herd in the world and milk production 

accounts for 5 percent of the national economy. 

Local cuisines frequently feature dairy, as well 

as eggs and chicken. Despite this, India has 

been identified as a key plant-based market 

driver, thanks to its emerging smart protein sec-

tor. 

Not just a location suitable for global brand ex-

pansion, India is developing domestic success 

stories. In 2020, a $2.1 billion development 

fund was announced to support the dairy and 

meat processing sectors. Despite this, the smart 

protein industry is growing competitively.  

5 Indian smart protein stories to follow include: 

1. Swiggy and GoodDot partner up 

India’s biggest delivery platform has just an-

nounced it will be making GoodDot products 

available to more Indian households. Items are 

available for purchase through Swiggy’s In-

stamart and can be delivered within 15-30 

minutes. GoodDot is recognised as one of In-

dia’s first vegan meat innovators and a pioneer. 

Since its inception in 2016, it has secured fund-

ing to diversify its range. The company has also 

moved into food service, opening India’s first 

vegan fast-food chain, GoodDo. 

Eleven Indian cities will have access to GoodDot 

via Swiggy, with eight more planned. Demand 

will drive the evolution of this partnership 

throughout 2022. 

2. ITC steps into the plant-based meat scene 

One of India’s biggest and most recognisable 

firms, ITC has confirmed new plans. The con-

glomerate is embracing plant-based food in a 

move that will likely impact India’s export mar-

ket. So far, burger patties and chicken-style 

nuggets have been confirmed. Both will be 

available to food service partners and custom-

ers. ITC is working with the Good Food Institute 

India (GFII) on an effective launch strategy. 

The size and outreach of ITC make this a story 

worth following. New lines have the potential to 

be developed quickly and in quantity. 

3. Alt Foods launches unconventional dairy-free 

drinks 

New plant-based startup Alt Foods has made 

its debut with two dairy-free drinks. They do 

not follow the standard path of oat or nut-ba-

ses. Both are made using indigenous crops in-

cluding sprouted sorghum and finger millets. 

The company has launched in a bid to bring sus-

tainable, domestic alternatives to India. With 

country-wide demand for dairy-free milk in-

creasing, the development was well-timed.  

Moving away from commonplace milk bases al-

lowed alt foods to tap into the allergen-free 

niche of dairy-free drinks. Chocolate and origi-

nal are the first flavours brought to market. 

More are anticipated in 2022. 

4. BVeg Foods joins forces with QSR Haldiram 

BVeg has launched a collaboration with popular 

restaurant chain Haldiram. Two dishes have 

been created using the former’s plant-based 
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meats. They will be available as part of the win-

ter menu and served in all 80 restaurants in the 

country. The move has been seen as part of 

BVeg’s ambitions to bring plant-based meats to 

more people in India, as well as the rest of the 

world. The company plans to make significant 

infrastructure improvements to allow this to 

happen. 

BVeg has announced plans to become an “end-

to-end solution provider” for the plant-based 

meat sector, working with other startups. It re-

tains a focus on domestic manufacturing along-

side global distribution. State-of-the-art facili-

ties will be a major development in BVeg’s 

story. 

5. Blue Tribe Foods expands its reach 

Blue Tribe announced that Jaipur residents will 

be able to buy plant-based chicken nuggets and 

keema. The news comes after multiple cities in 

India already had easy access to the full product 

range. The Mumbai-based startup launched in 

early 2021. Initially, five cities were being ser-

viced with direct-to-consumer web sales. This 

number increased to seven and now, as Jaipur 

joins the ranks, eight.  

Increased distribution and new product lines, 

including vegan pork sausages, have both come 

in under a year. That makes this a company 

worth keeping an eye on. 

 

The GFII’s Smart Protein Summit is a valuable 

resource when identifying smart protein trends 

in India. Held virtually due to Covid restrictions, 

the 2020 event highlighted India’s position as a 

lynchpin for the plant-based global food system. 

Nutrition giant Kerry also seemingly confirmed 

this by revealing findings from a study it carried 

out. Overall openness to and demand for plant-

based foods were identified, with 70 percent of 

a one billion-strong population claiming to regu-

larly eat meat-free or vegan dishes. 

 

 

 

FDA recalls several batches of coagulated Nestle milk products 
11.01.2022 

https://www.modernghana.com/news/1130926/fda-recalls-several-batches-of-coagulated-nestle.html 

he Food and Drugs Authority (FDA) says 

it is recalling some batches of coagu-

lated milk products from Nestle Ghana 

Limited off the local market. 

It follows widespread complaints from consum-

ers of the products – Ideal and Carnation Milk. 

The food regulatory body in a statement dis-

closed that several batches of the products 

were recalled after a “comprehensive regula-

tory action” and a microbial laboratory analysis 

of samples of the product at the factory. 

According to the FDA, a total of 57,938 cans of 

the products have been retrieved by Nestle 

across the country as of January 9, 2022. 

Results from the analysis indicated that there 

was no microbial contamination of samples and 

therefore there is no food safety issue with the 

said coagulated milk products from Nestle. 

The analysis also confirmed that there was no 

leaching of dangerous chemicals from the inner 

(lacquer) lining into the milk product. 

“So far, the root cause analysis indicates that 

the skimmed milk powder (raw material) used 

to produce the milk complained of has poor 

heat stability. This results in the denaturing of 

the protein, leading to the coagulation of the 

milk. Denatured protein, however, poses no 

health risk”, the FDA statement disclosed. 

Below are the batches with the affected raw 

materials that are being recalled: 

ldeal Milk: 12651489, 12951489, 12961489, 

13001489, 13031489, 13131489, 13161489, 

13171489, 13341489, 13351489. 
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Carnation Milk: 12901480, 12911489, 

12931489, 12941489, 12951489,12591489, 

12601489, 12611489, 12651489, 13061489, 

13071489, 13081489, 13091489, 13101489. 

The process according to the FDA is being moni-

tored. 

It, therefore, urged persons in possession of 

ldeal and Carnation milk with the batch num-

bers listed above to return them to Nestle or 

any FDA offices nationwide. 

The Authority further assured the public that its 

Industrial Support Department continues to 

work with Nestle to ensure that the quality de-

fect would not recur. 

“The FDA wishes to commend consumers for 

their alertness and to encourage them to con-

tinue reporting issues observed with any of its 

regulated products for the appropriate regula-

tory measures to be taken to ensure the health 

and safety of the public”, the statement added. 

 

 

 

Dairy exports from India may grow significantly in the next decade 
JAN 11, 2022 

https://dairynews7x7.com/dairy-exports-from-india-may-grow-significantly-in-the-next-decade/ 

 
ndia may see dairy exports growing signifi-

cantly in the next decade. A latest research 

report by an independent consulting player 

Wazir Advisors stated that India is uniquely po-

sitioned to capitalise on the emerging opportu-

nities in dairy products in the international mar-

kets. 

Large international markets such as the US, 

Canada, and New Zealand are witnessing a stag-

nation in dairy production, while the consump-

tion is likely to grow – thus, there is an in-

creased export opportunity, noted the report 

for December 2021. Further, Japan, the Russian 

Federation, Mexico, West Asia, and North Africa 

will continue to be important net importers. 

Quoting the OECD-FAO Agricultural Outlook for 

2021-30, it says India along with Pakistan will 

contribute over 30 per cent to the global pro-

duction in 2030. 

‘Unique position’ 

World’s largest milk producer, India’s produced 

all time high 198.4 million tonnes of milk in 

2019-20 with per capita milk availability further 

increasing to 407 grams per day. “Overall, India 

finds itself in a unique position for the next 10 

years with both production and market esti-

mated to grow. This augurs well for all partici-

pants in the value chain, especially since major 

growth will come from value-added products,” 

the report said. 

The global per capita consumption of fresh 

dairy products is projected to increase by 1 per 

cent per annum over the next decade. The EU is 

currently the largest market for processed dairy 

products followed by the US. The trend is likely 

to continue over the next decade, the report 

noted. 

But the share of value-added dairy products is 

about 30-35 per cent of the total milk and milk 

products’ markets, which the government 

wants to take to 40 per cent by 2025. Rabobank 

in its 2021 report has estimated 15 per cent an-

nual growth rate for value-added products, 

which include segments such as cheese, fer-

mented milk, butter, cream, condensed milk 

and whey, among others. 

As per the Wazir Advisors’ report, ice creams 

command the largest share in value terms in 

the value-added segment, followed by yogurt, 

baby food, and cheese. Margins are high in 

products such as whey products, ice cream and 

I 

https://dairynews7x7.com/dairy-exports-from-india-may-grow-significantly-in-the-next-decade/


UHT milk with 20 per cent or more, cheese and 

yogurt have at least 15 per cent margins fol-

lowed by flavoured milk and butter milk with 

minimum 12 per cent margin. Quoting a Crisil 

data, the report says that price margin for liquid 

milk is about 3-5 per cent. 

For India, the domestic consumption of fresh 

and processed dairy products would dominate, 

thereby limiting the opportunity for interna-

tional trade. But it noted that the rate of in-

crease in India’s share in international trade will 

depend upon how quickly India is able to ad-

dress challenges related to productivity and effi-

ciency. 

In the post-pandemic market, the consumption 

pattern for dairy products in India has changed 

for higher household and retail segment con-

sumption. Packaged dairy products are more in 

demand now, the sale through e-commerce and 

digital apps is growing, also the household sales 

has increased at the cost of institutional sales. 

“While in the past, the organised dairy market 

was dominated by dairy cooperatives, the pri-

vate sector has gained prominence over the last 

few years. Today, the share of milk handled by 

the private sector has exceeded that of the co-

operative sector,” the report noted pointing at 

the growing organised private sector interests 

in the traditionally unorganised or cooperative-

dominated dairy space. 

 

 

 

Mother Dairy to increase marketshare in organised ghee segment 
JAN 11, 2022 
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eading milk supplier Mother Dairy on 

Monday said it will focus on increasing 

its market share in the organised ghee 

segment, having an estimated market size of Rs 

40,000 crore, by expanding retail chain distribu-

tion five times over the next few years. 

At present, Mother Dairy sells ghee through 

10,000 retail stores in 150 towns. 

The company plans to expand its presence to 

200 towns and 50,000 retail outlets over the 

next few years, the company said in a state-

ment. 

Sanjay Sharma, Business Head Dairy Products, 

Mother Dairy Fruit & Vegetable Pvt Ltd said, 

“Mother Dairy has stepped-up focus on the 

ghee category and has plans to outpace the in-

dustry growth rate in the next 3 years. Our ef-

forts are aligned towards clocking a growth rate 

of more than 20 per cent, compared to the in-

dustry’s growth rate of 13 per cent”. 

The company has plans to strengthen its pres-

ence across the ghee consumption markets, in-

cluding Uttar Pradesh, Maharashtra, and Har-

yana, along with its home turf Delhi-NCR. 

“According to IMARC Group Report 2020, ghee 

represents the largest consumed dairy product 

(21 per cent) in India after liquid milk,” he said. 

Like most of the other dairy categories, the 

ghee market in our country is largely occupied 

by unorganised players. 

“However, the organised ghee market, in 2019, 

was valued worth over Rs 400 billion and is ex-

pected to clock a healthy CAGR of around 13 

per cent during 2020-2026,” Sharma said. 

The availability of ghee will also be enhanced 

across many leading e-commerce channels. 

Mother Dairy was commissioned in 1974. 
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It is now a wholly-owned subsidiary of the Na-

tional Dairy Development Board (NDDB). 

Mother Dairy is a leading dairy player that man-

ufactures, markets and sells milk and milk prod-

ucts, including cultured products, ice creams, 

paneer, ghee, etc. under the ‘Mother Dairy’ 

brand. 

It sells edible oils under the ‘Dhara’ brand while 

fresh fruits and vegetables, frozen vegetables 

and snacks, unpolished pulses, pulps and con-

centrates, etc. are marketed under the ‘Safal’ 

brand. 

 

 

Staff crunch hits veterinary hospitals in Anantapur, Andhra Pradesh 
JAN 11, 2022 
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he state government, which has entered 

a Memorandum of Understanding 

(MOU) with Amul Dairy for ushering in a 

white revolution by giving a big boost to dairy 

development in the state, is lethargic towards 

cattle, cow and buffaloes health. There is a gen-

eral criticism that veterinary doctors are inade-

quate when compared to the rising veterinary 

population. Besides scores of veterinary clinics, 

hospitals and dispensaries buildings are in a di-

lapidated state and in pathetic condition. Dairy 

farmers fear that their cattle population can die 

at one go, in case of any virus or break of an ep-

idemic. While the government talks of develop-

ing cattle and sheep rearing and backyard dair-

ies as alternative to agriculture-based economy, 

little is done in this direction. 

There are an estimated 60 lakh goats and sheep 

and 8 lakh cows and buffaloes population in the 

district. A sizeable section of veterinary staff is 

working in support of Amul Dairy initiatives in 

some mandals in the district. Taking a clue from 

the resentment of the veterinary employees re-

garding working with Amul Dairy, the state gov-

ernment announced that the veterinary staff 

will be relieved of their duties with Amul Dairy 

but has not implemented its decision so far. 

Most of the assistant director posts (4), veteri-

nary physicians (30) veterinary assistants (95) 

and attenders (50) are lying vacant. 

No wonder cattle and sheep farmers had to trek 

tens of kilometres to reach a medical facility. 

They are also being exploited by private medical 

practitioners and druggists. At least 80 of the 

200 veterinary hospital buildings are in a dilapi-

dated state. Besides, funds crunch in hospitals is 

haunting doctors as funds are being released 

only every 3 months and that too inadequately. 

The hospitals are purchasing 60 to 70 varieties 

of animal drugs for which funds are not being 

released adequately. Animal Husbandry joint di-

rector Venkatesh told The Hans India that the 

government had been apprised of the problems 

of department and soon it is expected to re-

spond positively, he assured. 
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India’s dairy exports may grow significantly next decade: Report 
January 10 

https://www.thehindubusinessline.com/economy/agri-business/indias-dairy-exports-may-grow-significantly-next-

decade-report/article64815111.ece 

 

eveloped markets to buy more value-

added items 

India may see dairy exports growing 

significantly in the next decade. A latest re-

search report by an independent consulting 

player Wazir Advisors stated that India is 

uniquely positioned to capitalise on the emerg-

ing opportunities in dairy products in the inter-

national markets. 

Large international markets such as the US, 

Canada, and New Zealand are witnessing a stag-

nation in dairy production, while the 
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eading milk supplier Mother Dairy on 

Monday said it will focus on increasing 

its market share in the organ-

ised ghee segment, having an estimated mar-

ket size of Rs 40,000 crore, by expanding retail 

chain distribution five times over the next few 

years. 

At present, Mother Dairy sells ghee through 

10,000 retail stores in 150 towns. 

The company plans to expand its presence to 

200 towns and 50,000 retail outlets over the 

next few years, the company said in a state-

ment. 

Sanjay Sharma, Business Head Dairy Prod-

ucts, Mother Dairy Fruit & Vegetable Pvt Ltd 

said, "Mother Dairy has stepped-up focus on 

the ghee category and has plans to outpace the 

industry growth rate in the next 3 years. Our ef-

forts are aligned towards clocking a growth rate 

of more than 20 per cent, compared to the in-

dustry's growth rate of 13 per cent". 

The company has plans to strengthen its pres-

ence across the ghee consumption markets, in-

cluding Uttar Pradesh, Maharashtra, and Har-

yana, along with its home turf Delhi-NCR. 

"According to IMARC Group Report 2020, ghee 

represents the largest consumed dairy product 

(21 per cent) in India after liquid milk," he said. 
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Like most of the other dairy categories, the 

ghee market in our country is largely occupied 

by unorganised players. 

"However, the organised ghee market, in 2019, 

was valued worth over Rs 400 billion and is ex-

pected to clock a healthy CAGR of around 13 

per cent during 2020-2026," Sharma said. 

The availability of ghee will also be enhanced 

across many leading e-commerce channels. 

Mother Dairy was commissioned in 1974. 

It is now a wholly-owned subsidiary of the Na-

tional Dairy Development Board (NDDB). 

Mother Dairy is a leading dairy player that man-

ufactures, markets and sells milk and milk prod-

ucts, including cultured products, ice creams, 

paneer, ghee, etc. under the 'Mother Dairy' 

brand. 

It sells edible oils under the 'Dhara' brand while 

fresh fruits and vegetables, frozen vegetables 

and snacks, unpolished pulses, pulps and con-

centrates, etc. are marketed under the 'Safal' 

brand. 

 

 

Cooperative sector is best model for Bharat’s growth: R.S. Sodhi 
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ew Indian brands enjoy the recognition 

and reputation that Amul does. The dairy 

giant is now expanding the milk products 

portfolio and getting into new products like veg-

etables and frozen fruits. In an exclusive inter-

view, R.S. Sodhi, managing director of Amul, 

talks about its plans and the bigger role Amul 

has to play in the cooperative sector. Ex-

cerpts:Competition will bring in more transpar-

ency, better prices for the farmers and better 

products. It will also help us to continue to work 

in supply chain innovation and expansion. 

Q/ What are Amul’s expansion plans? 

A/ Amul’s expansion plans are based on how 

much milk we will be getting. Generally, every 

year there is an expansion by Rs800 crore to 

Rs1,000 crore. We are getting 9 per cent more 

milk, which means 25 lakh litres. That means an 

investment of Rs1,000 crore. We are investing 

in Gujarat and outside in various product cate-

gories. 

We are expanding in fresh products (milk, curd 

and butter milk). A Rs500-crore dairy is coming 

up in Rajkot; land is being allocated by the 

state. Within two years, big dairy plants will also 

come up in Bagpat, near Delhi, Varanasi, Rohtak 

and Kolkata. The total investment would be be-

tween Rs300 crore and Rs500 crore. 

We are also eying Rs1,000 crore in exports. 

Amul exports to some 55 countries, though 

mainly to neighbouring countries. 

Q/ What are the new technologies Amul is in-

troducing? 

A/ In milk production, we recently introduced 

two new technologies and these are doing re-

ally well. One is sorted sex semen, which leads 

to 95 per cent of calves born being female. The 

technology is subsidised (70% to 80%) for farm-

ers. Second is embryo transplant, which helps 

to multiply the numbers (of high-yielding cows). 

Usually, a cow will deliver only one calf in a 

year. Using embryo transplant, 100 to 150 

calves can (come from the same cow) every 

year, as the embryo can be transplanted into a 

non-productive cow as well. The calf will have 

the genes of a good bull. 
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Milking machines are now being used more. 

Each machine costs Rs50,000. As not all farmers 

can afford it, we have mobile machines. 

For milk collection, we are working on solar-

powered bulk milk coolers. Also, our tankers 

can measure fat and other parameters and feed 

it into the system even as the milk is pumped 

into the tanker. This ensures that nobody tam-

pers with the quantity and quality of milk. 

We recently built Asia’s biggest milk powder 

plant. We are also working on a technology 

which can store perishable sweets like barfi and 

kalakand for up to 45 days. 

Q/ What are the new products in the pipeline? 

A/ New variants in butter and cheese, and we 

are investing a lot in Indian traditional fresh 

sweets. We want to make these products and 

fresh paneer in plants closer to consumption ar-

eas, and not centrally in Gujarat. 

We are working on high protein dairy products. 

We will be adding more markets for products 

like atta (flour) and honey. Bakery, frozen fruits 

and vegetables are other areas we are expand-

ing to. 

Q/ There is buzz about organic and healthy 

food. 

A/ It is a growing category; at the moment, it is 

very niche, small and scattered. In dairy, we can 

definitely work. But in fruits and vegetables, we 

will have to get into the main category first and 

then organic. India’s organic market is Rs4,000 

crore to Rs5,000 crore a year. 

In the fruits and vegetables category, we will 

add organic. The planning is on and it should 

happen in a year. We have forward distribution 

in the market, unlike others. We also have a 

pan-India frozen chain. No other company has 

this advantage. 

Q/ What are the key challenges before Amul? 

A/ As such, Amul and the dairy industry have 

the same challenge—how to increase produc-

tivity of animals to decrease the price of milk. 

The price of milk is increasing, but we have to 

ensure that milk and milk products are reasona-

bly priced so that consumption increases. It is 

about meeting these two diagonally opposite 

demands by making the supply chain more effi-

cient. 

Another challenge is dissuading the government 

from entering into free trade agreements for 

the import of dairy products, as this will harm 

the interest of dairy farmers. Till now, the gov-

ernment has responded favourably. 

Another challenge is the propaganda by vested 

interests against milk, which is a universally ac-

cepted super food and healthy product. PETA 

and other groups are unleashing false propa-

ganda. In some countries, there are vested in-

terests who do not want India to become a big 

force in the dairy industry. 

The whole world is surprised by how well India 

is doing. This is providing very good income for 

farmers in rural areas. There are 10 crore farm-

ers (families) in animal husbandry in India and 

Amul has 3.6 crore farmers (families) under its 

fold. 

Another challenge is keeping Amul a contempo-

rary, modern food brand for youngsters and vil-

lages. It is the only food brand that is accepted 

by all age groups, income brackets, geography, 

castes and religions. It is about keeping this im-

age of the brand intact. The brand has to be 

modern, contemporary and innovative. It is not 

easy. Any decision you take, be it packaging, 

technology, pricing or policies, you have to see 

that in no way is it harming that image. 

Q/ How do you see the competition from pri-

vate dairies? 

A/ Liberalisation happened in 1991. Many dair-

ies have come up, many have survived and 

many have closed down. There is scope for eve-

rybody. In India, the dairy sector is worth Rs9 

lakh crore and the organised sector is worth Rs3 

lakh crore. In another decade, the organised 

sector can be worth Rs10 lakh crore. 



Competition will bring in more transparency, 

better prices for the farmers and better prod-

ucts. It will also help us to continue to work in 

supply chain innovation and expansion. 

Q/ Is Amul helping others set up cooperatives? 

A/ Cooperatives command 60 per cent market 

share in India. And all have come out of the 

knowledge and experience of Amul. This has 

been happening since Dr Verghese Kurien 

formed the National Dairy Development Board 

in 1965 to replicate the Amul model through it. 

In 2010, we decided to increase our milk pro-

curement from outside Gujarat. So, we get milk 

from other states, including the northeast. We 

are helping cooperative sectors. For example, 

we are promoting the Jammu and Kashmir Milk 

Producers Union. It is now a Rs300 crore indus-

try. We are also helping Andhra Pradesh to set 

up a cooperative. 

Q/ Union Cooperation Minister Amit Shah said 

he had a lot of expectations from Amul. 

A/ This is because, if India has to grow Bharat 

has to grow. Bharat means small workers and 

small farmers. For this, the cooperative sector is 

the best model in which they are not exploited 

by middlemen. 

Cooperative is the way of doing small business 

by small people, through small people. India is a 

country of small farmers, entrepreneurs, retail-

ers and consumers. And only cooperatives can 

take care of these segments. 

Cooperatives are the only way to distribute 

wealth and remove income disparity. I think the 

government has realised this, and Amul is the 

time-tested, profitable, well-recognised model 

that the government would like to replicate. 

 

 

NDDB and Assam Government join hands to boost milk production 
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he Assam government has signed a 

Memorandum of Understanding (MoU) 

with the National Dairy Development 

Board (NDDB) to form a joint venture business 

to carry out a Rs 2,000 crore project. 

The initiative seeks to process 10 lakh gallons of 

milk per day, which will assist the state’s 1.75 

lakh dairy farmers. Assam Chief Minister 

Himanta Biswa Sarma said that six new milk 

processing plants would be built in the next 

seven years to boost dairy farmers’ revenues. 

Milk from over 4,100 dairy cooperative societies 

will be processed, packed, and marketed in the 

six new planned milk processing plants. 

More than 15,000 high-milk-yielding Gir cows 

will be brought into Assam as part of this dairy 

development initiative, ensuring increased re-

turns to dairy producers. The plan also provided 

for the creation of infrastructure in Assam for 

the production of cattle feed and silage. Two 

cattle-feed and organic manure production 

plants will also be created under this MoU, 

which was signed in the presence of Union Fish-

eries, Animal Husbandry and Dairying Minister 

Parshottam Rupala. 

Artificial insemination and the import of high-

yielding cow breeds will also be pursued. On Fri-

day, the foundation stone for the Purabi Dairy 

expansion project was set under the World 

Bank-funded Assam Agribusiness and Rural 

Transportation Project, which would raise the 

dairy’s production capacity from 60,000 to 1.5 

lakh litres per day. 
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The Chief Minister stated that dairy farmers will 

be compensated for market price changes in 

their products and asked all dairy cooperatives 

to engage in healthy competition for the sake of 

Assam’s economic growth. 

 

 

Fooditive unveils vegan casein derived from precision fermentation 
JAN 11, 2022 
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utch plant-based ingredients manufac-

turer Fooditive has unveiled its new 

vegan casein in an animal-free alterna-

tive milk made from peas using fermentation. 

The ingredient is the first vegan casein made 

available for applications in the food industry. 

Several food developers and food companies 

have subscribed to test the component in their 

products, reports Fooditive. 

“Our next steps will be further studies and the 

application for both European Food Safety Au-

thority (EFSA) and US Food and Drug Admin-

istration (FDA) to take our vegan casein to the 

next step,” Moayad Abushokhedim, founder 

and CEO of Fooditive tells FoodIngredientsFirst. 

The company’s goal is to deliver on-demand 

milk in the coming years and eradicate the 

downsides of factory farming, lactose, hor-

mones and antibiotics. 

“Making healthy and affordable food for every-

one means that we simply need to target every 

aspect of our diet, and animal-free products 

should be a part of it,” says Abushokhedim. 

GMO-based milk reimagined 

With a background in food science and exper-

tise in fermentation, Fooditive developed its 

process for the vegan casein using affordable 

plant-based ingredients, such as peas. 

Fooditive focuses on four types of casein; β-ca-

sein, κ-casein, α-S1-casein and α-S2-casein to 

infuse cheese-like flavor and the same stretchi-

ness and mouthfeel. 

“We are planning to raise our funding in 2023 

to build our own production facilities in the 

Netherlands,” explains Abushokhedim.  

The process is initiated by encoding casein pro-

tein DNA sequences on to microorganisms with 

yeast cell plasmid that can transfer genetic in-

formation from a genetic sequence to other 

parts of the cell.  

The engineered yeast, with protein-producing 

DNA, converts into a new organism. With the 

use of precision fermentation the yeast is ap-

plied in bioreactor tanks and fed nutrients, and 

the proteins are purified. 

 “We understand that the production of food-

grade genetically modified organisms (GMOs) is 

subject to constant debate due to the combina-

tion of negative consumer perceptions and the 

distrust of conglomerates,” says Niki Karatza, 

product manager of Fooditive. 

“We aim to change that by showing the food in-

dustry and the end consumers an innovative ap-

proach to creating sustainable products.”The 

vegan casein is suitable for dairy milk formula-

tions. 

Dairy makeover 

The vegan casein is suitable for dairy milk for-

mulations such as yogurt, crèmes and cheeses 

that demonstrate melting characteristics. Ca-

sein is one of the main proteins in milk that give 

it its texture, taste and functionality. 

New Europe-wide consumer research from In-

nova Market Insights highlights a widespread 

desire among consumers to sample more plant-

based alternatives across a range of products.  

D 

https://dairynews7x7.com/fooditive-unveils-vegan-casein-derived-from-precision-fermentation/
https://www.foodingredientsfirst.com/news/choice-and-price-crucial-for-continued-plant-based-food-boom-flags-innova-market-insights.html
https://www.foodingredientsfirst.com/news/choice-and-price-crucial-for-continued-plant-based-food-boom-flags-innova-market-insights.html


Among flexitarians, trust in the safety of plant-

based products is high, but concerns remain 

over cost and limited choice.  

“Delivering ingredients that have been pro-

duced sustainably is the main key to a long-last-

ing future that can support the growing human 

population,” adds Abushokhedim. 

By copying the essential protein component of 

milk, casein, any cheese can be recreated to be 

plant-based in the future, according to Those 

Vegan Cowboys, a Belgium-based company 

founded by the former owners of The Vegetar-

ian Butcher. Based on the rising demand for ve-

gan cheese alternatives, the start-up is tapping 

into microbial fermentation methods for pro-

ducing caseins in cost-competitive plant-based 

dairy production. 

In collaboration with Norco, Eden Brew also cul-

tivates animal-free dairy using precision fer-

mentation for brewing milk.  

Last July, Nobell Foods – a US-based company, 

cultivating dairy compounds from plants – net-

ted US$75 million in series B funding to further 

ventures in the production of essential dairy 

proteins, including casein, from soybeans.  

 

 

Sale of adulterated Nandini ghee uncovered 
JANUARY 08, 2022 23:40 IST 

https://www.thehindu.com/news/cities/bangalore/sale-of-adulterated-nandini-ghee-uncovered/arti-

cle38197249.ece 

he Additional Director of Karnataka Milk 

Federation (marketing) and his team un-

covered a racket involving the sale of 

adulterated Nandini ghee. They zeroed in on a 

wholesale dealer in the city who was allegedly 

supplying the spurious product in and around 

the city . 

Based on the complaint by Dr. B.P. Suresh of 

KMF, the Basavanagudi police on Friday regis-

tered an FIR against the wholesaler, who has 

been charged under Section 420 (cheating) and 

Section 272 (adulterating food or drink in-

tended for sale) of the Indian Penal COde and 

also under various sections of the Essential 

Commodities Act. 

Dr. Suresh in his complaint said that KMF offi-

cials had raided a unit manufacturing adulter-

ated Nandini Ghee in Hosahundi village in Nan-

jangud taluk on December 16. After the raid, 

they continued their probe into the supply 

chain . 

The probe revealed that the unit was supplying 

adulterated ghee to a wholesale dealer in Ben-

galuru who in turn sold the spurious product to 

retail clients in and around the city. Some of the 

retail clients were in Nelamangala, Hosakote, 

Devanagundi , Jayanagar and Rajajinagar. 

Officials along with the police raided the go-

downs and shops and seized the adulterated 

products. Samples were sent to government 

labs for testing. “Reports confirmed that the 

ghee had been adulterated,” said the police. No 

arrests have been made so far. 
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FMCG Zeitgeist: Gearing up to serve the customer of tomorrow 
JAN 7, 2022 

https://dairynews7x7.com/fmcg-zeitgeist-gearing-up-to-serve-the-customer-of-tomorrow/ 

 
he customer of tomorrow, in a fast-

changing scenario, wants everything at 

the swipe of a screen and a click of a 

button. The customer of tomorrow is even un-

willing to step out and check the physical mar-

ket and wants to buy most stuff online. Along 

with millennial, as a large number of Gen Z-ers 

come of age as consumers, they are no longer 

comparable with the consumers from the gen-

erations that preceded them, when it comes to 

the manner in which purchase decisions are 

made. 

So, where does that leave conventional FMCG 

companies that have, for all these years, de-

pended on age-old brand loyalties exhibited by 

families—generation after generation—and the 

traditional supply chains? Customers are fast-

changing, as are their perceptions and points of 

access. Brand loyalties may soon become a 

thing of the past and disruption will be key to 

attracting the new-age customer. Emergence of 

many new-age brands, outlets and products are 

unimpeachable testimony of this changing con-

sumer-leaning. 

The various lockdowns of 2020 and 2021 also 

forced the FMCG industry to move fast and in-

novate by stepping out of their comfort zones. 

With conventional markets getting shut and fac-

tories running only partially in some segments, 

there was no choice but to think out of the box, 

innovate and redesign. Some companies opted 

for partial partnering with apps, to let shop-

keepers locate and place orders with the for-

mer’s distributors (CavinKare is one example) 

while others like Marico  launched their own di-

rect-to-consumer (D2C) portals. Companies like 

Nestle redesigned their supply-chains and mar-

ket reach, while many others struck partner-

ships with some emerging players in the start-

up ecosystem by aligning with e-commerce en-

tities, delivery-tech start-ups and food aggrega-

tors. Even Amul went through the disruptions 

emanating from Covid, but remained relevant 

to its consumers by innovating, adapting and 

continuing to stay relevant in the light of chang-

ing consumer expectations with RS Sodhi, the 

managing director of the company, leading 

from the front. 

Even the ancients—large conglomerates like ITC 

—stepped on the gas on innovation and growth 

with adaptation and strategic takeovers. Some 

of these initiatives were led by ITC chairman 

Sanjiv Puri himself to harness innovation, forc-

ing the company’s peers to peer curiously into 

what was cooking inside ITC! These included 

ushering a culture of young tech start-ups into a 

decades-old, matured manufacturing giant with 

significant investments made towards creation 

of a digital ecosystem to drive smart manufac-

turing, product quality, traceability and supply-

chain agility, amongst others. Artificial Intelli-

gence, Big Data, IoT and machine learning are 

being used across ITC’s supply-chain and distri-

bution ecosystem. While these may seem, on 

the very surface, as mere improvements made 

to back-office efficiency (in supply-chain man-

agement terms), such initiatives become far 

more critical at a time when goods are being 

sought, or their delivery is being promised, in 

10-15 minutes, and an efficient system is neces-

sary to keep the supply-chain going in a manner 

that enables this. 

At the beginning of the current millenium, even 

as India was looking to create mission mode e-

governance projects that led to where we are 
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today in terms of automation/digitisation in ar-

eas as diverse as UIDAI, passport, banking, in-

come tax, etc, companies like ITC had donned 

the mantle of torchbearers of digitisation, 

through initiatives like e-Choupal. But those 

were back-end, manufacturing supply-chain sto-

ries. 

What ITC has now begun— interestingly termed 

as Sixth Sense—is even more interesting as it 

gives insights through the mining of unstruc-

tured data such as social media chatter, thereby 

identifying consumer behaviour preferences; 

the system identified both fads and trends and 

also helped in communicating better with the 

company’s consumers through marketing initia-

tives and digital campaigns. FMCG companies 

like ITC are now expanding fast by eyeing the di-

rect-to-consumer space, and Puri seems to be 

proactively ramping up efforts on this, adopting 

the new, inorganic way of growth. 

It is therefore critical for FMCG businesses to 

continuously evolve, to be prepared to expect 

the unexpected. What the consumers prefer to 

buy, how much they wish to buy and where 

they wish to buy and what powers their prefer-

ences these days is a continuously evolving 

area. Hence, strategies like Sixth Sense—in all 

senses of the phrase—are an important innova-

tive tool to pick cues from consumers’ mental 

chatter. 

Business as usual will not work anymore and 

traditional strategies are bound to crumble, be-

cause the fastest change is happening in terms 

of the consumer herself. Influencers and influ-

encing are no longer the remit of just traditional 

media, but exploding via new-age media. The 

game now is not just about safeguarding your 

existing customer base, but also using innova-

tive and digital means to reach out to your new-

age customers and, most importantly, aligning 

with new-age start-ups that are expanding in 

the food tech, delivery tech, logistics tech and 

other such spaces. 

While the results of such efforts may not show 

immediately, they will definitely be visible in 

years to come. Hence, the mantra for FMCG 

companies would ideally be ‘make efforts to-

wards adopting tech, target direct-to-consumer 

and align with start-ups and disruptive mediums 

to innovate and reach out to the consumer of 

tomorrow.’ 

 

 

Milk procurement prices in Flush surges as the milk availability is less 
JAN 7, 2022 
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he rise in milk procurement prices in the 

flush season. though a good news for 

the dairy farmers , is pressurizing pro-

cessing companies to pass on the hike to con-

sumers This is unusual because milk prices tend 

to soften during the flush season, which runs 

from November to March when supplies are 8-

10 percent more than the normal. 

However trade and market sources said this 

year , milk supplies in the flush season were 20-

25 % lower than last year, which has affected 

procurement rates as well. 

As a result , several state milk cooperatives , 

along with private companies , have either 

raised retail milk rates or are looking to do so in 

coming weeks. 

Market sources said average cow milk purchase 

prices across India since Nov had been quoting 

at Rs 29-30 per litre while they were Rs 26-27 
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per litre during the same period last year in 

2020. This is an increase of around 10%. The 

buffalo milk was selling on an average  at Rs 41-

42 per later, while last year they were at Rs Rs 

39 per litre which is 5-8 % lower than current 

rates. 

SMP prices have improved from Rs 230-240 per 

kgs last year to Rs 250-260 per kgs currently. 

Milk supplies this year in flush are down due to 

multiple reasons, including farmers investing 

less in cattle, higher Soya and corn prices lead-

ing to higher feed costs,  lockdown during April-

June and poor feeding. Another reason for 

shortage of milk is due to fewer animals were 

inseminated from March-May 2021. Milk pro-

duction will rise at a slower rate of less than 3% 

in FY 22 as against CAGR of 5.5% in last few 

years. 

 

 

Assam govt signs MoU with National Dairy Development Board to set up joint venture 
January 8, 2022 04:15 IST 

https://www.indiatoday.in/india/story/assam-govt-signs-mou-national-dairy-development-board-joint-venture-

1897526-2022-01-08 

 
n Friday, the Assam government signed 

a Memorandum of Understanding 

(MoU) with the National Dairy Devel-

opment Board (NDDB) in Guwahati to set up a 

joint venture worth Rs 2,000 crore with the tar-

get of processing ten lakh litres of milk at six 

new milk processing units over seven years. 

Assam Chief Minister Himanta Biswa Sarma said 

the move would transform the state’s dairy sec-

tor and herald a new era of rural economic de-

velopment by generating opportunities. He said 

he hoped the move would benefit more than 

1.75 lakh dairy farmers in Assam and increase 

their earnings. 

Under the MoU, two cattle feed and organic 

manure manufacturing units will also be set up 

and the import of high-yielding cattle breeds 

and artificial insemination will be taken up. 

Additionally, the foundation stone for the ex-

pansion project of Purabi Dairy was also laid on 

Friday. The unit’s production capacity will be 

raised from 60,000 to 1,50,000 litres per day. 

 
Speaking on the occasion, Assam CM Himanta 

Biswa Sarma said, “With this project, the mis-

sion of Atmanirbhar Assam begins in earnest 

and we are confident of minimising our reliance 

on other states for milk and other food prod-

ucts. With growth of GDP and per capita income 

in Assam, people’s spending on meat and milk 

products have increased and Assam must be-

come self-reliant in meeting its own require-

ment without depending on other states in or-

der to stop the revenue flow.” 

He also stressed on multi-cropping and diversifi-

cation of agricultural practices. The chief minis-

ter said that dairy farmers would be provided 

subsidy for market price fluctuation of their 

produce and urged all dairy cooperatives to en-

gage in healthy competition. 
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Apart from Assam CM Himanta Biswa Sarma, 

Union Minister of Fisheries, Animal Husbandry 

and Dairying Parshottam Rupala and Assam ag-

riculture minister Atul Bora as well as NDDB 

chairman Meenesh Shah were present on the 

occasion of the signing of the MoU on Friday. 

 

 

 

Srinagar Admin launches drive against milk adulteration 
07 Jan, 2022, 1:00 am 

https://www.greaterkashmir.com/todays-paper/srinagar-city/srinagar-admin-launches-drive-against-milk-adulter-

ation 

rinagar: District Administration Srinagar 

today launched a special drive to check 

quality of milk in different areas of the 

summer capital. 

The drive was conducted by the team of Food 

Safety Officers under the supervision of Assis-

tant Commissioner Food Safety Srinagar, Hilal 

Ahmad. 

During the drive, 27 samples were lifted for an-

alytical purposes to check the quality and stand-

ard of the milk being supplied to the consum-

ers. Besides several quintals of substandard 

milk was destroyed on the spot. 

Meanwhile, Deputy Commissioner Srinagar Mo-

hammad Aijaz Asad has directed enforcement 

officers to keep strict vigil on the quality of milk 

and other food articles and take stern action 

against violators. 

Moreover, the milk vendors were directed to 

ferry and store milk only in food grade contain-

ers and maintain a high standard of hygiene 

otherwise action under rules shall be initiated 

against them. 

 

 

Goa Dairy’s cattle feed plant in profit for first time 
Jan 07, 2022 

https://timesofindia.indiatimes.com/city/goa/goa-dairys-cattle-feed-plant-in-profit-for-first-time/arti-

cleshow/88742981.cms 

onda: Goa Dairy’s Administrative Com-

mittee has announced that its loss gen-

erating cattle feed manufacturing plant 

is now making profit after they have taken over 

the reigns of the dairy. 

The plant has earned a profit of Rs 2.31 crore 

against its previous year’s loss of Rs 4.57 crore. 

Outgoing chairman of the committee, Durgesh 

Shirodkar, has claimed the gross profit of Rs 

3.75 crore to the Goa State Cooperative Milk 

Producers’ Union, popularly known as Goa 

Dairy, including the profit of the cattle feed 

plant. 

The dairy has a turnover of Rs 13.3 crore for the 

2020-21 fiscal against its previous year’s turno-

ver of Rs 6.4 crore. 

This year, the dairy has earned an income of Rs 

10.1 crore by selling the milk and milk products 
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into open retail market and the cattle feed 

plant’s income by selling feed to farmers was Rs 

2.3 crore. 

Last year, the income amount of the dairy was 

Rs 9.3 crore and the cattle feed plant had suf-

fered a loss of Rs 4.5 crore. 

There was also a hike in the revenue generated 

through sale of scrap. Last year, the dairy had 

earned Rs 3.5 lakh, which has been increased to 

Rs 8 lakh this year. 

Shirodkar claimed that neither the earlier board 

nor any administrator could turn the cattle feed 

plant into making profit. 

Since Goa Dairy is a cooperative union of about 

137 village level milk collection societies, it 

takes care of their milk pouring farmers by 

providing cattle feed to them on subsidised 

rates in a bid to promote milk production in the 

state. 

The cattle feed plant supplies about 35 metric 

tonne (MT) high protein cattle feed, 10 MT high 

energy cattle feed, 1.5 MT ‘maka chuni’ (maize 

powder), 1.5 MT calf ration and 1.5 MT “kadba 

kutti” (chopped pieces of Jowar or sorghum 

(major staple food grain crops in India) and 

green vegetables) per day to the farmers in 

Goa. 

Shirodkar said that the annual general body 

meeting, which was scheduled for December 

31, will be held soon. The annual meeting was 

not held as the financial documents were not 

ready. 

 

 

 

No offer from India to Australia on lowering duties on dairy products 
JAN 6, 2022 
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ndia has not made any offer to Australia on 

lowering duties on agriculture and dairy 

products as part of the proposed Free 

Trade Agreements ( FTA), said officials. ” Nego-

tiations have focussed entirely on mutually ben-

eficial items of trade. ET on Jan 5 reported as 

folows on this subject. 

Australia has offered to give tariff concessions 

to 99% of its traded goods with India under the 

proposed bilateral free trade agreement in lieu 

of opening up of India’s dairy and agriculture 

sectors through low or zero tariffs. Canberra is 

keen to export dairy products, grains, oilseeds 

and processed food to India. The two sides in-

tend to complete the talks for an interim deal, 

called early harvest in trade parlance, by the 

end of this month. 

“Australia has indicated to make their import 

duties zero on 99% goods at the time of entry 

into force of the agreement,” said an official. 

In FY21, India’s exports to Australia- comprising 

refined petroleum, medicaments, railway vehi-

cles including hovertrains, pearls and gems, 

jewellery, and made-up textile articles- were 

$4.04 billion, while imports were $8.24 billion. 

Imports included coal, copper ores and concen-

trates, gold, vegetables, wool, fruits and nuts 

and lentils. 

India’s exports of chemicals, fabrics, apparel, 

footwear and machine tools, among others 

could get zero-duty benefits. “Dairy and agricul-

ture are sticking points. An interim package can 

include products where there is mutual consen-

sus while the contentious issues can be taken 

up later,” the official said. 

Commerce and industry minister Piyush Goyal 

on Monday said that the interim agreement 

with Australia will cover “large areas of interest 
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particularly our labour oriented sectors like tex-

tiles, pharma, footwear, leather products and 

agricultural products”. 

The two sides have agreed to conclude a long-

pending FTA called a comprehensive economic 

cooperation agreement by the end of 2022. 

However, industry experts cautioned about 

opening sensitive sectors like dairy and agricul-

ture as they are huge employers. “Once sensi-

tive sectors like dairy and agriculture are 

opened for Australia, others like the EU and the 

UK too will seek market access and make our 

products uncompetitive,” said an industry rep-

resentative. 

 

 

From Amsul Taaza to Amul Kitchen wares: Amul has to fight with them all 
JAN 5, 2022 
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ome grown dairy giant Amul is busy 

fighting legal battles against copycats 

in metros like Mumbai & Delhi. The 

high courts in Mumbai and Delhi have issued in-

terim orders in at least half a dozen cases after 

India’s largest food marketing organization filed 

suits of trademark and copyright infringements 

against such players. 

Around four brands selling milk and dairy prod-

ucts with artwork, design, motif, colour scheme 

and fonts on pouches, packages similar to that 

of Amul have surfaced in Mumbai, Delhi-NCR 

and Uttar Pradesh markets.These milk pouches 

even copy the iconic mascot — Amul girl — 

known for its polka dotted frock and a half-tied-

up pony. In most of the cases, the milk pouches 

are sold by adding/ replacing just one or two al-

phabets in the brand name Amul. 

In fact, proprietor of a Palghar-based firm has 

submitted an undertaking in the Bombay high 

court stating that he was selling ‘Amsul Taaza’ 

deceptively similar to ‘Amul Taaza’ — a regis-

tered trademark owned by the Kaira District Co-

operative Milk Producers Union Limited (KDCM-

PUL) popularly known as Amul Dairy. KDCMPUL 

is a member union of the Gujarat Co-operative 

Milk Marketing Federation (GCMMF) — the 

apex organization of all dairy cooperatives of 

Gujarat. It has permitted GCMMF to exclusively 

market dairy products with the trademark 

Amul. 

While submitting an undertaking that he has 

stopped production and sale of the product un-

der the impugned mark – Amsul Taaza – from 

September 2021, the proprietor has even paid 

Rs 75,000 as damages to GCMMF.The Bombay 

high court observed that a defendant simply 

added the letter ‘S’ to well-known mark Amul to 

make the impugned mark – Asmul Taaza. 

“By no stretch of imagination, the use of the im-

pugned mark and artistic work can be said to be 

accidental or co-incidental. No other inference 

than that of riding the goodwill and reputation 

of the plaintiffs and drawing an unfair ad-

vantage can be drawn,” the court of justice N J 

Jamadar observed while granting injunctive re-

lief. 

Delhi high court recently passed ad interim ex 

parte injunction against Delhi-based Shree 

Bankey Bihari Vegetables and Foods Co, which 

had started manufacturing and selling ‘Fresh 

Cream’ in Delhi/UP market in similar packaging 

design of Amul Fresh cream. The firm has been 

restrained from using the trade dress and trade-

mark of Amul Fresh cream.The court has further 

appointed a local commissioner to inspect the 
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premises, prepare inventory and inspect the 

book of accounts of the party. “At the time of fi-

nal arguments, the party has filed an undertak-

ing and paid Rs 1.50 lakh to federation towards 

token damages,” said Delhi-based advocate Ab-

hishek Singh, who was engaged by GCMMF. 

Amul has also filed suits in Delhi high court 

against a firm selling kitchenware and utensils 

like Amul pressure cooker and another firm that 

manufactures, sells, and deals in paint brushes, 

roller, putty knives and other products with 

‘Amul’ and ‘KBI Amul’ marks. 

“We are continuously working against such mis-

use. There is one set of small players who de-

ceive consumers by carrying phonetically similar 

names and designs of popular and reputed 

brands like Amul. There are other players who 

package fake films. And there are a third set of 

players in the non-dairy product categories who 

are using Amul’s well-known brand name for 

their own advantage which is not permissible,” 

said R S Sodhi, managing director of GCMMF. 

 

 

 

Min calls for encouraging domestic milk production 
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hiruvananthapuram: Minister for animal 

husbandry and dairy development J 

Chinchurani, on Sunday, called for con-

certed efforts to ensure that the state’s demand 

for milk is entirely met by the domestic output. 

Sale of milk coming from outside shall be dis-

couraged as the state is poised to achieve a rec-

ord in milk production, she said. 

The minister was speaking at the prize distribu-

tion of ‘Milma Aiswaryolsavam’ project, 

launched by Thiruvananthapuram Regional Co-

operative Milk Producers Union of Milma 

(TRCMPU-Milma) during Onam, 2021, for recog-

nized agencies in the region. 

Milma agencies play a crucial role to keep Ker-

ala’s prominent dairy brand the first choice of 

consumers, said Chinchurani at the function 

held at Mahatma Ayyankali Hall. Milma set a 

record in milk sale during Onam 2021 and the 

agencies’ contribution towards it was signifi-

cant, she said. She urged them to keep striving 

to further scale up the sale of milk produced in 

the state. 

“All three regional milk producers’ unions of 

Milma are vying with each other to raise pro-

duction. While the Malabar region is leading in 

milk production, the central and south regions 

also have envisaged various projects to increase 

production. As per last month’s figures, 

TRCMPU has recorded an increase in produc-

tion of 65,000 litres of milk daily,” said Chin-

churani. 

Subsidy on Milma’s cattle feed has been ex-

tended till January-end as a New Year gift to 

dairy farmers, she said. 
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A leaf out of Telangana’s Cooperatives : Collective Action 
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armers’ protest against the farm laws 

and subsequently their rollback by the 

government reflect the culpability of the 

market in the mess that the agricultural profes-

sion is in today, and is also evidence on 

whether, and how, the state and market have 

responded to the agrarian crisis that germi-

nated over six decades ago. The results after 

decades of agriculture development suggest 

that farmers continue to be vulnerable to fre-

quent losses that neither the state nor the mar-

kets have been able to mitigate. 

In Wealth of Nations, Adam Smith explains that 

in a market economy, guided by the motive of 

self-interest, individual decisions collectively de-

termine the economy’s allocation of scarce re-

sources through free markets for the social 

good. In other words, operation of demand-

and-supply forces, through a perfectly competi-

tive market, results in an optimal allocation of 

resources and a perfect market leads to social 

efficiency and maximum social welfare. 

But in the real world, perfect competition is not 

so ‘perfect’. Unless demand and supply reflect, 

respectively, all the benefits and all the costs of 

producing and consuming a product, the prices 

determined in perfect competition may not 

necessarily be ‘perfect’ or ‘right’. If so, perfect 

competition cannot ensure maximum social 

welfare or markets fail to achieve social effi-

ciency. Economists call this ‘market failure’, 

which means prices fail to provide proper sig-

nals to economic agents — consumers and pro-

ducers — so that the market does not operate 

in the traditional way. This is also precisely re-

flected in agriculture markets in India, where 

neither the producing farmers nor the consum-

ing citizenry is satisfied with the prices. 

However, policy interventions, such as taxes, 

subsidies, wage and price controls, and regula-

tions may also lead to an inefficient allocation 

of resources, or government failure. Given the 

tension between the economic costs caused by 

market failure and costs caused by “govern-

ment failure”, policymakers attempting to max-

imise economic value are sometimes faced with 

a choice between two inefficient outcomes, ie, 

inefficient market outcomes with or without 

government interventions. The real challenge 

today is about finding the right balance be-

tween the market and government and to ex-

plore farmers’ own institutions beyond the mar-

ket and state.  

Collective Action, Cooperative Economics 

 The collective action or cooperative approach 

on the other hand convincingly challenges the 

current economic orthodoxy that there are in-

deed alternatives to state, privatisation, and 

markets in generating wealth and human well-

being. Between the individual/market/govern-

ment, a range of voluntary, collective associa-

tions, producer organisations, cooperatives and 

producer companies can evolve efficient and 

equitable rules to get the most out of common 

resources.  

 Agriculture cooperatives with over 400-million-

member farmers are responsible for over 50% 

of agricultural production and marketing in the 

world 

 Today, there is an alternative secure, stable 

and sustainable model of business owned and 

controlled by 800 million people worldwide. Ag-

riculture cooperatives with over 400-million-

member farmers are responsible for over 50% 

of agricultural production and marketing in the 

world. It is a model of business that is not at the 

mercy of stock markets or corporates because it 
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relies instead on member funds for its value; 

and is not subject to executive manipulation 

and greed because it is controlled by local peo-

ple for local people. It is a business where the 

profits are not just distributed to its sharehold-

ers but are returned to those who trade with 

the business, thus keeping the wealth gener-

ated by local businesses in the local community 

for the good of the local environment and fami-

lies. This is the cooperative sector of the global 

economy which employs 100 million people 

worldwide. It is no coincidence that the world’s 

most successful and stable economies generally 

also happen to have the world’s most coopera-

tive economies. 

Farmer collectives are, therefore, viewed as an 

important element in linking smallholders with 

modern markets as they provide many benefits 

for this interface. Further, primary producers’ 

organisations or collectives are being correctly 

argued to be the only institutions which can 

protect small farmers from the ill-effects of 

globalisation or make them participate success-

fully in modern competitive markets. Producers’ 

organisations not only help farmers buy or sell 

better due to scale benefits but also lower 

transaction costs for sellers and buyers, besides 

providing technical help in production and cre-

ating social capital. A striking example is The 

Gujarat Co-operative Milk Marketing Federation 

with 28 lakh milk producers. Amul is the largest 

food brand in India and world’s largest pouched 

milk brand with an annual turnover of $1,700 

million. It transfers 82% of its retail price to 

farmers. 

Cooperative enterprises have shown their abil-

ity to withstand crises such as 2008 global re-

cession successfully as they are member-owned 

and are more risk-averse compared with other 

financial institutions 

Partners in State’s Growth 

December 29 is a memorable day in the promo-

tion of industrial enterprises in Telangana with 

Amul signing an MoU to set up its largest plant 

with an investment of Rs 500 crore to process 

five lakh litres per day in the State. It will pro-

vide direct employment to over 500 persons 

and opportunities to several ancillary industries. 

Importantly, Amul will strive to procure the re-

quired milk and other raw material from Tel-

angana farmers and the various cooperatives 

and farmer producer organisations (FPOs) oper-

ating in the State. 

Mulkanoor Cooperative 

Telangana boasts of cooperative successes such 

as the Mulkanoor Cooperative Rural Bank and 

Marketing Society Ltd, which is also a role 

model in several ways. It has a turnover of over 

Rs 100 crore. It does not have a single defaulter 

among its thousands of borrowers, with total 

lending in a year exceeding Rs 20 crore. Its op-

erations range from dairies to a modern rice 

mill. Mulkanoor has one of the largest paddy 

seed growing and selling operations in the 

country. It consistently places the second big-

gest request for paddy foundation seeds to Prof 

Jayashankar State Agriculture University. Every 

year, it lifts 40 tonnes of foundation seeds of 13 

paddy varieties and produces about ten million 

tonnes of paddy seeds. 

Karimnagar Dairy 

Another cooperative success story is The Ka-

rimnagar District Milk Producers Mutually Aided 

Cooperative Union Limited, known as Karimna-

gar Dairy, with 70,000 farmers as members. It 

has achieved a distinction in the Telangana re-

gion with procurement of 2 lakh litres per day 

and sales of 1.7 lakh litres per day. This has 

been possible through their excellent marketing 

network, introducing hybrid milch animals, pro-

moting growth of fodder, constant veterinary 

services apart from highly socially responsible 

welfare schemes targeted at their members. 

Cooperative Electric Supply Society 

Yet another remarkable cooperative celebrating 

its 50th anniversary is the Cooperative Electric 

Supply Society (CESS) in Rajanna Sircilla district. 

CESS has 2.14 lakh members as consumers in 



173 villages and has been practising one of the 

best supply and service traditions to its custom-

ers. Its record of collecting bills from consumers 

is as high as 97%. CESS has accumulated cooper-

ative wealth of Rs 30 crore with assets worth Rs 

250 crore. Initiated in 1970, it created history by 

electrifying 100% of its villages apart from sup-

plying power to looms and irrigation in the 

Siricilla region. 

Karimnagar District Central Co-op Bank 

The Karimnagar District Central Cooperative 

Bank, which is celebrating its centenary this 

year, was awarded as the number one coopera-

tive central bank in the country by NAFSCOB 

(National Federation of State Cooperative Banks 

Ltd) for four consecutive times and adjudged 

the Best District Central Cooperative Bank in the 

South zone by Nabard in 2021. It has to be em-

phasised that braving lockdown and Covid out-

break, it is the only cooperative bank in Tel-

angana and Andhra Pradesh to earn a gross 

profit of Rs 51.12 crore during 2020-21. Its busi-

ness grew 16% at Rs 3,973 crore, including Rs 

2,070 crore loans and Rs 1,903 crore deposits, 

during the period. How is this possible? 

Beyond Market and State   

Let us remember the 2008 global recession 

when people world over watched with shock 

and disbelief as many global financial structures 

dissolved in panic, and bastions of the invest-

ment and banking industry collapsed. They 

wondered as the world’s political leaders were 

forced to commit vast amounts of taxpayers’ 

money to bolster and stabilise banks and stock 

markets, shaken to the very core by corporate 

greed and profit-driven mismanagement. The 

negative implications of this global crisis on en-

terprises are felt even today. 

However, few know that cooperative enter-

prises have shown their ability to withstand 

such crises successfully. In fact, according to a 

UN report, cooperative enterprises such as fi-

nancial cooperatives were financially quite 

sound in spite of the global recession; agricul-

tural cooperatives reacted successfully with 

new marketing options and showed real 

growth; consumer cooperatives reported an in-

crease in turnover; worker cooperatives sus-

tained growth. What is the secret behind such 

an astonishing development? 

 Type of ownership and methods of capitalisa-

tion are the two key factors that have created a 

disparity in the financial positions of corporate 

credit unions and banks, to the advantage of co-

operative savings and credit unions. The reason 

is that cooperative enterprises are member-

owned and are more risk-averse compared with 

other financial institutions. They are not driven 

by profits or shareholder interests and, there-

fore, do not force people into inappropriate 

loans. They have, therefore, stayed away from 

offering riskier sub-prime loans which ruined 

banks in the US, Europe, etc. They have a differ-

ent governance structure, which scrutinises the 

decisions of the central institutions. In this way, 

they are more aware of the fact that the loan 

they offer to their members is another mem-

ber’s money. This direct link of savings and 

loans, which is not there in corporate banks, 

acts as a moral constraint. 

Importantly, cooperative credit banks are not 

dependent on capital markets for funding but 

are funded through member deposits. There-

fore, as an alternative to private, corporate en-

terprises favoured by neoliberal economic poli-

cies, there are indeed viable people-centred 

economic models to combine efficiency and eq-

uity, which are member-driven rather than in-

vestor-driven. 

Perspectives for Cooperation 

Despite remarkable success stories, dissemina-

tion of the cooperative model of business enter-

prises in the emerging fields of agriculture, hor-

ticulture, fisheries processing up to consumer 

sector is not up to the mark. It is high time our 

policymakers realised that it is only through co-

operatives a win-win situation of efficiency and 



equity can be achieved and the fruits of devel-

opment can be shared by all. 

In the wake of globalisation and privatisation ef-

forts all over the world, and particularly in India, 

policy and law-makers have to seriously discuss 

concrete initiatives aimed at creating a level 

playing field for cooperatives that would allow 

them to compete with investor-oriented firms 

without giving up their economic, social and cul-

tural orientation. According to the Union Minis-

ter for Cooperation, Amit Shah, the Central gov-

ernment is bringing in a comprehensive cooper-

ative policy to widen the reach of cooperatives 

at the grassroots level and strengthen the coop-

erative sector to withstand a competitive envi-

ronment. As cooperation is a State subject too, 

he has promised to work together with the 

States. 

However, the announcement that government 

intends to make Primary Agriculture Coopera-

tives as FPOs, apart from increasing their num-

ber from present the 65,000 to 3 lakh in the 

next five years is being seen sceptically. This is 

because just recently the government has vehe-

mently denied the cooperative approach 

through the three highly controversial farm 

laws and withdrew them. Currently, the Central 

government has no viable policy approach on 

how food security and agriculture marketing 

policy has to be designed along with the States 

for the future. 

Indeed, the unique initiative of FPOs, which are 

member-based farmers’ institutions, with the 

objective of integration of smallholders into the 

agricultural value chain was taken by the gov-

ernment of India, Nabard over the last 10 years. 

About 5,000 FPOs were formed of which around 

3,200 FPOs are registered as Producer Compa-

nies which require not only technical handhold-

ing support but also adequate capital and infra-

structure facilities, including fair market link-

ages,for sustaining their business operations. 

Cooperating with States 

There are three key areas of long-term future 

interventions to be explored where State and 

Central governments in close cooperation with 

FPOs could play a decisive role: 

Government should announce MSP for all the 

crops along with approximate quantities which 

may be procured. This can be decided by the 

States instead of the Central government and 

procured accordingly. Procurement should be 

done by government agencies, using 

FPOs/women self-help groups platforms as in 

Telangana. 

A State, district, mandal, or cluster level plan 

can be developed regarding the food produced 

and the foods distributed under PDS and use 

the existing FPOs, women SHGs, PACS and other 

community organisations to procure and dis-

tribute the grains under various food security 

schemes. The costs will go down significantly, 

and subsidies and benefits can be passed on di-

rectly to producers. 

Strengthen FPOs and promote them to procure, 

process and distribute the grain grown within 

their region. Already, women SHGs are doing an 

excellent job in procurement in Telangana. They 

can become value-addition agencies in pro-

cessing and expand into consumer retailing or 

franchising. 

Such basic models of “beyond markets and 

states” are possible in communities with high 

levels of autonomy and internal trust. This is be-

cause unlike market or state it is only collective 

action and cooperation where efficiency and 

equity can be combined and the profits arising 

out of their business are returned to those who 

trade with the business, thus keeping the 

wealth generated by local businesses in the lo-

cal community for the good of the local environ-

ment and families. 
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AMMU : To acquaint the dairy farmers with 

the latest trends and machinery involved in 

Milk and Dairy Products Processing cum 

Marketing, the Department of Animal Hus-

bandry Jammu organised a five day Interstate 

Dairy Farmers’ Training cum Exposure Visit to 

Pune (Maharashtra.) 

The said tour programme has been organized 

under the guidance of Director Animal Hus-

bandry Jammu Dr. Sagar D. Doifode and dairy 

farmers representing different districts of 

Jammu division will be participating 

During the tour, the dairy farmers will get an 

opportunity to interact with experts and their 

counterparts in the state of Maharashtra to get 

the latest know-how about the innovations in 

Dairy Processing and Marketing. The tour pro-

gramme shall provide dairy farmers an oppor-

tunity to get well equipped with the latest skills, 

knowledge and techniques for boosting the milk 

production 

In line with the thrust of the UT administration 

over popularizing the culture of Cooperatives 

within the UT, the tour programme also in-

cludes visits to some of the renowned Coopera-

tive organisations in and around Pune district 

enabling touring farmers to have practical expe-

riences about the working as well as benefits of 

Cooperative societies or groups. 

Dr. Shadab Hussain and Dr. Sandeep Kumar will 

accompany the dairy farmers as Training Offic-

ers during the entire tour programme. 
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he prices of Vijaya brand dairy milk have 

gone up in Telangana from Jan 1 

2022.Vijaya dairy milk price has been in-

creased by the Telangana State Dairy Develop-

ment Cooperation Federation. While the prices 

of toned milk and double toned milk have been 

increased by Rs 2, the price of whole milk hiked 

by Rs 4. 

According to the revised prices, the price of 

toned milk increased from Rs 62 to Rs 64 per li-

tre, the price of double toned milk has been 

hiked from Rs 47 to 49. Meanwhile, the price of 

whole milk has been increased from Rs 62 per 

litre to Rs 66 per litre. 

The prices will be effective from January 1, said 

that the Telangana State Dairy Development 

Cooperation Federation. V Mallikarjuna Rao, 

general manager of the corporation urged the 

consumers to cooperate in view of increase in 

prices and added that the prices have been in-

creased due to the rise in production costs. 
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hiruvananthapuram: Minister for animal 

husbandry and dairy development J 

Chinchurani, on Sunday, called for con-

certed efforts to ensure that the state’s demand 

for milk is entirely met by the domestic output. 

Sale of milk coming from outside shall be dis-

couraged as the state is poised to achieve a rec-

ord in milk production, she said. 

The minister was speaking at the prize distribu-

tion of ‘Milma Aiswaryolsavam’ project, 

launched by Thiruvananthapuram Regional Co-

operative Milk Producers Union 

of Milma (TRCMPU-Milma) during Onam, 2021, 

for recognized agencies in the region. 

Milma agencies play a crucial role to keep Ker-

ala’s prominent dairy brand the first choice of 

consumers, said Chinchurani at the function 

held at Mahatma Ayyankali Hall. Milma set a 

record in milk sale during Onam 2021 and the 

agencies’ contribution towards it was signifi-

cant, she said. She urged them to keep striving 

to further scale up the sale of milk produced in 

the state. 

“All three regional milk producers’ unions of 

Milma are vying with each other to raise pro-

duction. While the Malabar region is leading in 

milk production, the central and south regions 

also have envisaged various projects to increase 

production. As per last month’s figures, 

TRCMPU has recorded an increase in produc-

tion of 65,000 litres of milk daily,” said Chin-

churani. 

Subsidy on Milma’s cattle feed has been ex-

tended till January-end as a New Year gift to 

dairy farmers, she said. 
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agpur: If the Gir breed has been at cen-

tre of attraction amid government’s fo-

cus on indigenous bovine, the National 

Dairy Development Board (NDDB) is also push-

ing its lesser-known cousin for farmers in Vidar-

bha and Marathwada. 

The Rathi breed from Bikaner in Rajasthan may 

not have got all the limelight as the Gir, but the 

NDDB feels that it may be better suited for 

Vidarbha and Marathwada regions. Both the ar-

eas are arid giving a perfect climactic condition 

for the breed. 

As there is a mandate to boost Indian breeds, 

Rathi was found to be more adaptable to the 

climate of Vidarbha and Marathwada regions, 

said a source and added that both the areas 

have dry climates and open grazing land for 

summers. 

It began with an experiment with three cows 

brought from Bikaner to villages in Amravati 

and Wardha districts in 2018. After the initial 

success, 200 cows were procured for private 

farms in Nagpur and Amravati through NDDB’s 

help. 
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“The results have been encouraging so far. One 

of the cows has yielded average 8.3 litres milk 

and another has over seven litres. The peak out-

put has touched 15 to 16 litres too. This is good 

enough for a medium yield animal and better 

than the local cows,” the source said. 

The breed has been covered for induction un-

der the Vidarbha Marathwada Dairy Develop-

ment Plan. With this, farmers buying the breed 

can get 25% subsidy. 

The Gir from Saurashtra region has become a 

brand name these days. The breed is being 

pushed as a source of A2 milk by brands. 

Though experts deny the A2 and A1 milk theory. 

With its unique features like red coat, round 

head and turning horns, the Gir breed has also 

become a fad among many enthusiasts amid 

the hype over indigenous bovine. “On other 

hand, the Rathi breed has flat forehead, short 

horns and a straight face. They are usually in 

complete black or brown coat with patches,” 

said the NDDB source. 

The Gir has been in Vidarbha with the migrant 

herdsmen from Saurashtra settled here since 

decades. “The cow may be found here but the 

breed may perform well in humid climates like 

coastal area of Saurashtra. Rathi is used in arid 

pocket. Though there is no bias against Gir too,” 

said the official. 

The state government runs a centre on conserv-

ing the Gaolao breed which is native to Vidar-

bha in Wardha. 

State’s animal husbandry minister Sunil Kedar 

finds the Saanen goat, a Swiss breed, as a 

means to beef up farmers’ income. A project to 

import the livestock and breed them in Maha-

rashtra has been mooted. Since it allows im-

ports of livestock, an approval from Centre is 

awaited, said a source. 

Activist Sajal Kulkarni stresses focus should be 

on the local breeds found in different districts. 

Some have not been registered too. Along with 

cows, buffalo breeding also needs some atten-

tion. 
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rinagar, Jan 1 (UNI) Three milk processing 

units in south Kashmir’s Pulwama have 

initiated the process for fortification of 

milk with vitamin A and D. 

This is part of an initiative of Food Safety and 

Standards Authority of India (FSSAI) to address 

the issue of malnutrition and other health re-

lated issues among the people. 

The three milk processing units include Zum 

Zum Milk Products, Haleeb Milk Products and 

Insha Dairy Limited, operating from Lassipora 

Pulwama. 

“The units have initiated the process for fortifi-

cation of milk with vitamin A and D, with the as-

sistance of FSSAI and Food & Drugs Administra-

tion, J&K,” an official spokesman said. 

In this regard, FDA in collaboration with FSSAI 

had conducted a three day awareness cum 

training programme for food business operators 

engaged in processing and manufacturing of 

milk and milk products in Srinagar with regard 

to food fortification. 

An onsite training programme was also orga-

nized at Jammu and Kashmir Milk Producer’s 

Co-operative Limited (JKMPLC) located at 

Chashm-e-Shahi, Srinagar, in collaboration with 

PATH, an NGO associated with FSSAI for aware-

ness and training of Food Business Operators on 

food fortification. 

During the training programme, representatives 

of various milk processing units were given 

training about fortification of milk with Vitamin 
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A and D. Subsequent to the training, a number 

of processing units of district Pulwama decided 

to take part in the nation-wide fortification initi-

ative of FSSAI, the spokesman said. 

Commissioner FDA, while elaborating about the 

initiative, underscored the need of fortification 

of rice, wheat flour, oil and milk with various 

micronutrients such as vitamin A and D, vitamin 

B complex, iron and iodine to address various 

health related issues like anemia and malnutri-

tion. 

He said that the percentage of anaemia is very 

high among women and children including chil-

dren up to the age of 5 years in India, as per the 

National Family Health Survey (NFHS-5) and sit-

uation is no different in J&K. 

He said the fortification will help provide 15-30 

per cent of the daily requirement for these Vita-

mins adding that milk fortification is a safe and 

cost effective method for adding nutrients to 

milk which is consumed by all people and its 

consumption by children is reasonably high. Vit-

amin A and D that are added to milk, help to im-

prove body's immunity against infections, im-

prove vision and help to make the bones strong, 

he added. 

He said that Food & Drugs Administration, J&K 

as well as FSSAI, will provide all kind of neces-

sary assistance for successful implementation of 

fortification of milk, rice, wheat flour, oil with 

micro-nutrients as it is an effective medium of 

addressing micronutrient malnutrition. 
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ast year, the total number of vegans 

worldwide was thought to be around 79 

million. A not insignificant portion of the 

population, you’ll agree, but some could be re-

thinking the plant-based lifestyle, after a scien-

tist claimed this week  that women who don’t 

eat enough meat or dairy put their health at 

risk. 

Expanding on his statement, Ian Givens, profes-

sor of food chain nutrition and director of the 

Institute for Food, Nutrition and Health at Read-

ing University, said women are more at risk of 

deficiencies in iron, magnesium, iodine, calcium 

and zinc than men. Half of women aged 11 to 

18 consume under the minimum recommended 

levels of magnesium and iron, and older female 

age groups – aged 19 to 64 – are also more at 

risk, with 27 per cent of them consuming less 

iron than they should, too. 

While many are turning to veganism or vegetar-

ianism out of concern for the environment, 

something Givens acknowledged is valid, he 

warned that the decision to forgo all meat and 

dairy needs to be approached with “caution”, 

and that more attention should be paid not just 

to how many carbon emissions are produced by 

a food type, but the nutrients they offer too. 

Deficiencies in these key nutrients can impact 

bone health, particularly during the meno-

pause as well as energy levels, healthy weight, 

mental health and can even cause hair loss. Put 

simply, it’s important you get enough of all of 

them. 

It’s no secret that if you follow a vegan or vege-

tarian diet, for whatever reason, it’s trickier to 

get the right nutrients into your system, but nu-

tritionist Eve Kalinik doesn’t believe it’s neces-

sary to eat meat and dairy if that’s not what you 

want. “Your diet just needs a lot more planning 

to ensure nutritional needs are met,” she says. 

“That may require supplementation if you fol-

low an exclusively plant-based diet.” Common 

nutrients that fall short in plant based diets   in-

clude vitamin B12, iron, selenium, calcium, zinc, 

omega 3s, and sometimes protein – following as 

inclusive a diet as possible helps to “avoid leav-

ing gaps”, she says. 

Conversely, consuming meat and dairy, but with 

few plant-based foods, also has many pitfalls, 

just as not eating them can lead to nutritional 

deficiencies. “There is a vast difference be-

tween ultra-processed meat and dairy products, 

and good quality organic grass-fed or free-range 

meat,” Kalinik says. “Equally, ultra-processed 

cheeses and sugary yoghurts are very different 

to traditionally-made cheese and live yoghurt 

that are bursting with fat-soluble vitamins  , cal-

cium, protein and can be a natural source of 

beneficial microbes for gut health.” 

The key, undoubtedly, is balance, and quality 

over quantity. “I think the phrase ‘eat better, 

eat less’ sums it up,” says Kalinik, who recom-

mends opting for organic, grass-fed or free-

range meat and organic full fat dairy (locally 

produced, if possible), to reap the rewards of all 

the nutritional benefits they offer. She also ad-

vises aiming for at least two days a week where 

you eat predominantly plant-based or vegetar-

ian to ensure you’re getting enough of the 

many nutrients they offer, while doing your bit 

for the environment and cutting down on your 

own personal costs of buying meat. 
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“Everyone’s needs differ but a balanced diet 

might incorporate one to two servings of grass-

fed red meat a week, one to two servings of 

free-range poultry or pork, two to three fish (at 

least two being oily fish), and aim for two days 

vegetarian or plant-based, as a rough guide. 

For dairy , a daily serving of 100g of natural live 

yoghurt and/or 50g of cheese.” 

For committed  vegans , her advice is to make 

planning a focal point of your week. Incorporate 

lots of grains, pulses and legumes (which, she 

says, should be soaked and rinsed to maximise 

their nutritional potential), and ensure you’re 

getting enough vitamin B12. “It will either need 

to be supplemented or consumed through forti-

fied foods, such as a nut-based milk alternative 

drink,” she says. “These also often contain cal-

cium, which is tricky to get through an entirely 

plant-based diet.” 
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ilk without the cow: Cellular agricul-

ture could be the future of farming, 

but dairy farmers need help 

In the United States, Perfect Day is using genet-

ically modified fungi to produce milk protein for 

ice cream at a commercial scale. And pre-com-

mercial companies, like TurtleTree and Better 

Milk, are engineering mammary cells to pro-

duce human and cow milk in laboratories, alt-

hough these remain in the early stages of devel-

opment. 

It might be some time before mammal-less 

dairy arrives in Canadian grocery stores. But 

these emerging technologies are part of 

the fourth agricultural revolution that aims to 

improve food security, sustainability and agri-

cultural working conditions. With these prom-

ises for wins on the horizon, should the diary 

sector be worried? 

As researchers from the Food and Agriculture 

Institute at the University of the Fraser Valley, 

in British Columbia, we study food systems in 

transition. The Fraser Valley is home to 60 per 

cent of B.C.’s dairy farms, so we’re especially in-

terested in the impacts cellular agriculture 

might have on the dairy system. 

Animal agriculture’s challenges 

Animal agriculture plays a big role in the global 

food system. The Food and Agriculture Organi-

zation states that animal agriculture provides 

roughly a third of global food protein, supports 

the livelihoods of over a billion people and con-

tributes to soil fertility. 

But animal agriculture is facing increased scru-

tiny, especially around environmental impacts 

and animal welfare issues. It is a significant 

source of greenhouse gas emissions, upwards 

of 16.5 per cent of global emissions, by some 

estimates. 

Animal agriculture is also vulnerable to extreme 

environmental conditions and climate change. 

Recent flooding in B.C. killed well over half a 

million farm animals and threatened to contam-

inate the sensitive freshwater ecosystems of 

the Fraser Valley with stored manure and agri-

cultural chemicals. And it’s a known risk factor 
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for zoonotic diseases and pandemics, such as 

H1N1 or the swine flu. 

One way to reduce the risks introduced by ani-

mal agriculture is to remove — or nearly re-

move — livestock from the food production 

equation. Cellular agriculture uses cell cultures 

to produce animal products without raising live-

stock, hunting or fishing. While still in its early 

phases, this technology could help meet grow-

ing demand for animal protein, reduce environ-

mental impacts and address animal welfare 

concerns. 

How does cellular agriculture work? 

Cellular agriculture makes biologically equiva-

lent or near-equivalent foods to those produced 

with animals. This is different from plant-based 

meat and dairy alternatives, such as Beyond 

Burgers and oat milk, which use plant ingredi-

ents that approximate their non-vegetarian 

counterparts. 

One approach is to use advanced fermentation, 

where yeasts, fungi and bacteria are genetically 

modified to produce proteins. The approach is 

similar to brewing beer, but with highly special-

ized micro-organisms that follow instructions 

that have been added to their genetic code. 

You may already be eating products created us-

ing this technology. Thirty years ago, the U.S. 

Food and Drug Administration approved the use 

of a bioengineered form of rennet enzymes, 

which is widely used in cheese making and re-

places the original enzymes which were har-

vested from calf stomachs. 

Today, vats of micro-organisms, genetically 

modified to carry the appropriate calf gene, 

supply rennet for about 70 per cent of cheese 

made in the U.S. It’s functionally identical to the 

original cheese-making enzymes, but it’s easier, 

less costly to produce and doesn’t rely on mam-

mals. 

Another approach, called tissue engineering, 

uses cells collected from an animal to grow 

meat, fish or even leather in a controlled envi-

ronment. The tissues grow, but in a nutrient-

rich broth called growth media in bioreactor 

tanks. 

Examples include GOOD Meat’s cellular chicken 

nuggets, the first commercially available cellular 

meat product, and WildType’s cellular salmon, 

which is being grown in stainless steel tanks in 

San Francisco. 

What is at stake for dairy farmers? 

Dairy is an important food commodity in Can-

ada. Over 18,000 farm operators are employed 

at the roughly 10,000 dairy farms across the 

country, which together produced 9.5 billion li-

tres of milk and earned farms over $7 billion in 

2020. 

To meet consumer demand and guarantee a 

fair price to the farmers, the Canadian supply 

management system controls dairy production 

volumes and the number of producers at the 

provincial level using a quota system. Farmers 

essentially buy the right to sell dairy products. 

Dairy farms are capital intensive and farmers of-

ten carry large debt loads, making it a difficult 

industry to enter. 

Livestock farmers in B.C. had an exceptionally 

challenging 2021. After a summer of encroach-

ing forest fires and a record-breaking heat 

dome, the year ended with catastrophic floods 

followed by extreme cold. Fraser Valley farmers 

were forced to dump 7.5 million litres of raw 

milk in November when shipping routes were 

destroyed by flooding, which also killed 428 

dairy cows. 

Across the country, dairy farmers also dumped 

milk early in the pandemic — more than 30 mil-

lion litres in the year ending July 31, 2020, ac-

cording to one analysis — when demand plum-

meted due to restaurant closures and other sys-

tem shocks. 

Planning a just transition 

We see animal-free dairy as possibly having 

some environmental and food security benefits, 

but with some trade-offs. 

If cellular agriculture competes with conven-

tional dairy in Canada, what would the impact 
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be on dairy farmers? What would happen to the 

cows? To the farms? To the supply manage-

ment system in general? 

Addressing these questions is critical for devel-

oping policy that enables transitions to food 

systems with lower environmental and carbon 

footprints while ensuring harms and benefits 

are distributed equitably — what’s known as 

the just transition. 

Much of our understanding of these just transi-

tions comes from the energy sector, where coal 

mines have closed and oil production is declin-

ing as renewable energy becomes more availa-

ble and less expensive, changing economies and 

forcing fossil fuel workers to find other work. 

Canada recently developed a just transition task 

force to look for ways to reduce the livelihood 

disruptions that come with phasing out coal. 

The federal government has also recently initi-

ated consultations for just transition legislation 

that would direct resources to communities 

negatively impacted by the transition towards a 

low-carbon future. 

Just transition policies for cellular agriculture 

could encourage farmers to transition into ani-

mal-free dairy production through infrastruc-

ture transition grants, support with licensing 

new technologies, biodiversity conservation and 

carbon credits for land sparing, sanctuary plan-

ning for current dairy farms and land back in-

centives to provide pathways for agriculture to-

wards decolonization. 

It’s unclear how soon Canadian dairy farmers 

will face competition from cellular agriculture, 

although some have suggested U.S. beef and 

dairy sector revenues will decline nearly 90 per 

cent by 2035. 

Is it reasonable to expect Canadian dairy farm-

ers will make way for cellular dairy? Or is up to 

policy-makers, industry leaders and food sys-

tems organizers to ensure this transition leads 

to a food system that is more sustainable, but 

also just? 
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eat and dairy gobble up farming sub-

sidies worldwide, which is bad for 

your health and the planet. 

The global food system is in disarray. Animal ag-

riculture is a major driver of global heating, and 

as many as 12 million deaths from heart dis-

ease, stroke, cancers and diabetes are each year 

connected to eating the wrong things, like too 

much red and processed meat and too few 

fruits and vegetables. Unless the world can 

slash the amount of animal products in its food 

system and embrace more plant-based diets, 
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there is little chance of avoiding dangerous lev-

els of climate change and mounting public 

health problems. 

Agricultural subsidies help prop up a food sys-

tem that is neither healthy nor sustainable. 

Worldwide, more than US$200 billion of public 

money (that is, money collected through taxes) 

is given to farmers every year in direct transfers 

– usually with the intention of supporting na-

tional food production and supply. 

This might not be a problem in itself – after all, 

we all need to eat. But the way governments 

provide subsidies at the moment exacerbates 

the health and environmental issues of food 

production. That’s one of the findings of a new 

study published in Nature Communications by 

my colleague Florian Freund and me. 

Agricultural subsidies in action 

According to our analysis, about two-thirds of 

all agricultural transfer payments worldwide 

come without any strings attached. Farmers can 

use them to grow what they like. 

In practice, this means every fifth dollar is used 

to raise meat, and every tenth dollar to make 

dairy products – the kinds of foods farmers 

have grown used to producing but which emit 

disproportionate amounts of greenhouse gas 

emissions, and which are also linked to dietary 

risks such as heart disease and certain cancers. 

Farmers use another third of these payments to 

grow staple crops such as wheat and maize, and 

crops used for producing sugar and oil. These 

are foods that are already produced and con-

sumed in large quantities and that, if anything, 

should be limited in a healthy and sustainable 

diet. 

Less than a quarter of transfer payments are 

used to grow the kinds of foods that are good 

for human health and the environment, and 

which a healthy and sustainable food system 

would need much more of: fruits, vegetables, 

legumes and nuts. 

Based on this breakdown, it’s clear there is 

plenty of room for improving how governments 

and farmers issue and spend agricultural subsi-

dies. We decided to look at alternatives, and 

compare how they might work in the real 

world. 

Where agricultural subsidies go ? 

Reforming subsidies 

We combined an economic model which 

tracked the knock-on effects of altering subsi-

dies on food production and the food people 

eat with an environmental one which compared 
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changes in resource use and greenhouse gas 

emissions – plus a health model which meas-

ured the consequences for diet-related ill-

nesses. 

In one scenario, we made all subsidy payments 

to farms conditional on them producing healthy 

and sustainable foods. Farmers would still be 

free to grow other crops and foods, just not 

with the support of subsidies. We found that 

fruit and vegetable production would go up 

substantially – by about 20% in developed 

countries. This would translate into people eat-

ing half a portion of fruit and veg more per day. 

At the same time, meat and dairy production 

would go down by 2% – shaving off 2% from ag-

ricultural greenhouse gas emissions. 

However, we also found that the economy 

could suffer if all subsidies were used in this 

way, drawing in workers to farming from more 

productive parts of the economy. 

Fortunately, there are ways to avoid this. Either 

make half of all subsidies conditional on grow-

ing healthy and sustainable foods, or combine 

these conditional subsidies with a reduction in 

the overall amount of payments – tying them, 

for example, to an amount informed by a coun-

try’s GDP or population. Each of those options 

would result in a healthier food supply and less 

greenhouse gas emissions without reducing 

economic output. 

Our analysis proposes something which is 

largely missing from current plans: changing the 

mix of food production. What food farms 

choose to grow has a greater effect on the envi-

ronment and health than how it is grown. Redi-

recting subsidies towards the production of 

healthy and sustainable food should be an es-

sential part of reforming agriculture worldwide. 
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orrisons will remove “use-by” dates 

from milk packaging at the end of 

the month in an attempt to save mil-

lions of pints from being thrown away unneces-

sarily every year. 

The British supermarket is asking customers to 

use a simple and time-honoured test to work 

out if cow’s milk is usable: sniff it. 

Bottles sold by the retailer will still carry “best 

before” dates that will give an indication of 

when the milk will have the best taste, but it 

can often still be used safely for several days af-

ter that point. 

The UK wastes about 330,000 tonnes of milk 

every year, about 7% of total UK production, ac-

cording to figures from 2018 from food waste 

charity Wrap. Most of the wasted milk – 490m 

pints – is thrown away in the home, making it 

the third most-wasted food in the UK, behind 

potatoes and bread. 

Milk is also associated with high carbon emis-

sions because of the large resources needed to 

feed cows. Increasing awareness of its carbon 

footprint has been one factor behind the rapid 

growth in plant-based alternatives such as oat, 

soy and almond “milks”. 

Morrisons said customers should check milk by 

holding the bottle to their nose. If it smells sour 

then it may have spoiled. If it has curdled and 
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lumps have formed that is also a sign it should 

not be used. Milk’s life can be extended by 

keeping it cool, and keeping bottles closed as 

much as possible. 

Morrisons is the UK’s fourth-largest supermar-

ket behind Tesco, Sainsbury’s and Asda with a 

10.4% market share, according to data company 

Kantar. 

The move will initially cover 90% of the super-

market’s own-brand milks, including own-brand 

British and Scottish milks, Morrisons For Farm-

ers milks, and Morrisons organic milks. The su-

permarket had already scrapped “use-by” dates 

on some of its own-brand yoghurt and hard 

cheese ranges in 2020.Adver-

tisementhttps://08bf8fe17ffcf2a910acf3e03e95

1787.safeframe.googlesyndica-

tion.com/safeframe/1-0-38/html/con-

tainer.html 

Marcus Gover, Wrap’s chief executive, said: “I 

am delighted that Morrisons is the first UK su-

permarket to take this important step to help 

reduce household food waste – it shows real 

leadership and we look forward to more retail-

ers reviewing date labels on their products and 

taking action.” 

Best practice guidelines drawn up by Wrap with 

the Food Standards Agency and the government 

say a “use-by” date is only required for food 

safety reasons, which don’t apply for milk. 

Ian Goode, Morrisons’ senior milk buyer, said: 

“Wasted milk means wasted effort by our farm-

ers and unnecessary carbon being released into 

the atmosphere. 

“Generations before us have always used the 

sniff test – and I believe we can too.” 
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op-selling dairy-free brand Silk an-

nounced the company’s latest plant-

based milk alternative, Silk Extra Creamy 

Almondmilk. Blended with three different varie-

ties of almonds, Silk says the product offers a 

much smoother texture and mouthfeel than 

regular almond milk.  

According to the company, 73% of consumers 

curious about plant-based foods start with buy-

ing almond milk. The Extra Creamy product is a 

rich source of calcium and vitamin E, has zero 

cholesterol, and contains 50% more calcium 

than reduced-fat dairy milk. 

The new milk alternative adds to the brand’s ex-

tensive portfolio, which includes non-dairy milk 

made from soy, almonds, cashews, coconut, 

and oats as well as yogurts and creamers.  

 
To celebrate the launch, the company is giving 

away a year’s worth of Silk products to 22 fans 

who “flash” a picture of their fridge containing 

at least one Silk dairy-free item, and share the 

photo on Instagram.  

Continuing innovation  

Silk has long been a leading brand in the dairy-

free category, and continues to re-invent and 

advance the next generation of milk alterna-

tives. In early 2021, the company released Ul-

traMilk – a high protein plant-based milk for 

athletes. Last summer, Danone North America, 
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Silk’s parent company, announced plans for 

Silk NextMilk – a product designed to replicate 

the taste of actual cow’s milk instead of plants. 

 

With innovations like Extra Creamy AlmondMilk 

and NextMilk, Silk hopes to inspire more people 

than ever to begin a dairy-free journey in 2022.  

“We’re thrilled to introduce Silk Extra Creamy 

Almondmilk to Silk’s almond portfolio, just in 

time for the new year,” said Derek Neeley, Vice 

President of Marketing for Silk. “Almond is a 

great way to start your plant-based journey, 

and our new Extra Creamy almondmilk, along 

with our almond-based coffee creamers and yo-

gurt alternatives, offers options to incorporate 

plant-based products throughout the day. Our 

Silk Fridge Flash initiative makes it even more 

compelling for flexitarians to add plant-based 

alternatives to their shopping list.” 

 

 

 

Calf Milk Consistency Deserves Attention 
January 6, 2022 

https://www.dairyherd.com/news/education/calf-milk-consistency-deserves-attention 

 
reweaned calves do best with con-

sistency in every aspect of their lives – 

feeding time, housing temperature, ven-

tilation, and – especially – the consistency of 

their liquid rations. 

But the reality of daily calf rearing is that the 

feeding temperature and nutritional con-

sistency of calf milk can vary quite a bit from 

feeding to feeding and day to day. 

As an example, students in a dairy management 

class at Pennsylvania State University were as-

signed an experiment in mixing up a “standard” 

batch of milk replacer, with the results analyzed 

for final temperature and total solids content. 

Many of the 41 students were from dairy farms 

and had previous experience mixing milk re-

placer. 

Each student was tasked with mixing 10 ounces 

of milk replacer powder with 2 quarts of warm 

water, with a goal of a final product containing 

13% total solids and a feeding temperature of 

110-115°F. They  measured the milk replacer 

using the cup provided by the manufacturer. 

Temperature of the final solution was measured 

with a thermometer, and solids content was 

evaluated using a Brix refractometer. Among 

the eye-opening results of the 41 batches: 

Solids content ranged from 6.0-14.5% 

Temperature ranged from 80-115°F. 
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Less than half (17) batches achieved a solids 

content between 10 and 15%. 

Only 2 batches hit the solids content goal of 

precisely 13%. 

Only 2 batches achieved a final temperature be-

tween 110 and 115°F. 

Penn State Dairy Extension advisors who sum-

marized the findings noted that “standard” on-

farm equipment of a plastic cup for powder, a 

pitcher or pail for water, and the calf feeder’s 

fingers for temperature, all can contribute to in-

consistency. They suggested weighing powder 

with a scale; measuring temperature with a 

thermometer; and evaluating solids with a Brix 

refractometer will contribute to routinely creat-

ing batches of milk replacer with far greater 

precision. 

Whole milk, too, can be highly variable in its nu-

tritional content. Dr. Dale Moore at Washington 

State University conducted a hallmark 

study published in 2009 that evaluated nonsala-

ble milk from 12 dairies supplying both milk and 

calves to one calf ranch. 

Bacterial counts were deemed dangerously high 

from 9 of the 12 farms. While all of the milk was 

pasteurized at the calf ranch, pasteurization can 

only reduce bacterial load and does not com-

pletely sterilize milk. 

Total solids also varied widely, from 5.1-13.5%. 

Half of the dairies shipped milk with total solids 

lower than 12.0%. When pooled at the calf 

ranch, total solids for the combined batch of 

milk were 11.0%, significantly lower than the 

expected 12.5-13.0% for whole milk. 

Moore and her colleagues owed this variability 

to the fact that unsalable milk may come from 

newly fresh cows with higher solids in their 

milk; cows being treated in the hospital; and 

possibly the inadvertent addition of water from 

sanitation procedures. They suggested balanc-

ing whole milk with powdered solids before 

feeding to achieve consistent batches that 

reached nutrient content goals. 

Feeding liquid rations with lower-than-desired 

solids – whether in the form of milk replacer or 

whole milk – can interfere with calf perfor-

mance and health. Researchers with autofeeder 

manufacturer Holm & Laue point out that signif-

icant variation can occur simply between 

batches of milk replacer mixed to achieve a to-

tal volume, versus using that set volume of wa-

ter and adding the powder to it. 

For example, they said one liter of milk replacer 

solution containing 13.5% total solids would 

drop to 11.9% total solids if one liter of water 

was added to the equivalent amount of pow-

der. The difference between the two: a surpris-

ing 12% lower energy and nutrient supply in the 

more dilute mixture. 

That difference – and other inconsistencies evi-

denced in these two studies – underscore the 

importance of making liquid ration consistency 

a priority for calf raisers. Investing in the right 

equipment, protocol development, and training 

can make all the difference in delivering a con-

sistent product to every calf, every day. 

Holm & Laue also has prioritized consistency 

with a new feature on their CalfExpert auto-

matic calf feeder. The Brix-TS Sensor is an elec-

tronic refractometer sensor that continuously 

measures the dry matter of freshly mixed calf 

milk. The autofeeder compensates for solids de-

ficiencies in both milk replacer and whole milk, 

and can adjust for reduced powder dosing if 

powder outlets become encrusted. 

The Brix-TS Sensor won a Silver EuroTier Innova-

tion Award for new animal farming technology 

in 2021 in conjunction with the massive EuroT-

ier animal agricultural trade show in Hanover, 

Germany. 
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U.S. Prevails Over Canada in Dairy Dispute Under New Trade Deal 
JAN 5, 2022 

https://dairynews7x7.com/u-s-prevails-over-canada-in-dairy-dispute-under-new-trade-deal/ 

 
anada will be forced to end tariffs on 

U.S. dairy products under a milestone 

decision Tuesday that could allow 

American dairy farmers to increase sales to Can-

ada by more than $200 million annually. 

The ruling came in the first-ever use of a new 

dispute resolution panel established by the US-

Mexico-Canada Agreement. The U.S. contended 

that Canada used a complex set of tariff-rate 

quotas to reserve a share of the dairy market 

exclusively for Canadian dairy processors in vio-

lation of the 2020 pact. 

“Today’s decision is an important victory for 

U.S. dairy farmers,” said Jim Mulhern, the presi-

dent of the National Milk Producers Federation. 

“The United States and Canada negotiated spe-

cific market access terms covering a wide vari-

ety of dairy products, but instead of playing by 

those mutually agreed upon rules, Canada ig-

nored its commitments.” 

Canada didn’t commit to a specific course of ac-

tion but acknowledged the Feb. 3 deadline to 

resolve the matter. In a joint statement, Can-

ada’s ministers of trade and agriculture said 

they “continue to stand up for its dairy industry, 

farmers and workers and the communities they 

support.” 

If Canada doesn’t come into compliance by the 

deadline, the U.S. could begin the process of ini-

tiating tariffs or other countermeasures. 

Although Canada said aspects of the ruling were 

in its favor, the panel’s report contained only 

one ultimate finding—that Canada’s practices 

were inconsistent with its obligations in the 

trade deal. 

“This is a big deal because it gives credibility to 

a recent trade agreement at a time when the 

current administration has expressed doubts 

about the benefits of trade agreements and has 

not initiated any new negotiations,” said Jessica 

Wasserman, a longtime Washington trade at-

torney and partner at WassermanRowe LLC. 

The Trump administration filed an initial com-

plaint about  Canada’s dairy quotas in Decem-

ber 2020, leading to discussions between the 

two nations but no resolution. 

In May of 2021, the U.S. escalated that com-

plaint and triggered the dispute resolution pro-

cess of the USMCA  for the first time. The three-

member dispute resolution panel was chaired 

by Elbio Rosselli, a diplomat from Uruguay, un-

der USMCA rules to ensure that panelists are in-

dependent and have expertise in international 

law and trade treaties. 

Canadian dairy had been omitted from 1994’s 

North American Free Trade Agreement, the pre-

cursor to the USMCA. 

“This historic win will help eliminate unjustified 

trade restrictions on American dairy products, 

and will ensure that the U.S. dairy industry and 

its workers get the full benefit of the USMCA to 

market and sell U.S. products to Canadian con-

sumers,” said U.S. Trade Representative Kathe-

rine Tai, the Biden administration’s top trade 

negotiator. 

Rep. Kevin Brady (R., Texas), the Republican 

leader of the House Ways and Means Commit-

tee, which has jurisdiction over trade deals, ap-

plauded the USTR. 

“I commend USTR for using USMCA’s new en-

forcement mechanism to achieve this important 

result,” he said. “Canada must now do the right 

thing and come into full compliance with its ob-

ligations on dairy.” 

Canada’s dairy producers have long fought 

against opening their market. The country has 
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around 11,000 commercial farms that hold sub-

stantial political sway because they are located 

in a politically important region: rural central 

Canada, especially French-speaking Quebec. 

To protect those interests, Canada uses a quota 

system it calls supply management. Supporters 

say the system helps to stabilize prices and do-

mestic capacity of a nutritional necessity. 

The U.S. also has a long history of stabilizing and 

supporting its domestic dairy industry via a 

complex set of subsidies and regulations con-

trolling the price. Dairy proved to be one of the 

most difficult issues during the final stage of ne-

gotiations between the U.S. and Canada over 

the trade deal. 

The U.S. industry has long argued that Canada’s 

practices go too far, and almost immediately af-

ter the USMCA went into effect, voiced con-

cerns that Canada was violating the deal. 

Even with the restrictions in place, Canada is 

typically the No. 2 market for U.S. dairy exports, 

after Mexico, so further opening of its market 

could be a win for U.S. producers. According to 

the International Trade Commission, the US-

MCA—if implemented as negotiated—would 

boost U.S. dairy exports to Canada by $227 mil-

lion. 

Dairy exports to Canada have climbed by about 

$56 million, compared with when the USMCA 

took effect, according to Trade Data Monitor, 

which compiles global import and export data. 

 

 

 

Three food and beverage trends to mind for 2022 
JAN 4, 2022 

https://dairynews7x7.com/three-food-and-beverage-trends-to-mind-for-2022/ 

 
 am writing this column as 2021 nears its 

end and 2022 awaits on the horizon. The 

timing coincides with the publication of nu-

merous lists of trends that will drive food and 

beverage innovation in 2022 — from companies 

ranging from market research firms to ingredi-

ent suppliers. 

A number of those trends spell opportunity for 

new product development within the dairy 

space. In this column, I cover what I view as the 

most significant of them for the dairy sector. 

Gut health/immunity 

On March 11, 2020, the World Health Organiza-

tion declared COVID-19 a pandemic. I think few 

of us could imagine back then that the pan-

demic would still be top of mind across the 

globe almost two years later. As we ring in the 

new year, however, it most definitely is.   

So it should come as no surprise that gut health 

— and its role in boosting immunity — is a ma-

jor trend on several lists. In its second annual 

list of global consumer trends, for example, Chi-

cago-based ingredient supplier ADM names the 

“Microbiome as the Root of Wellness” among 

its top eight global consumer trends. The trend 

list is based on in-depth research from the com-

pany’s proprietary Outside Voice consumer in-

sights platform. 

“Data from ADM Outside Voice indicates that 

58% of global consumers are aware of the po-

tential benefits that bacteria in the digestive 

system can have on their overall health,” ADM 

says. “Today’s consumers are looking for foods, 

beverages, and supplements that support gut 

health and overall wellbeing. Linked by consum-

ers to immune function, aspects of metabolic 
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health and even mood, mental acuity, and feel-

ing energized, consumers’ approach to support-

ing a healthy gut is evolving from reactive — 

seeking foods to alleviate discomfort — to pro-

active — tailored and customized pre-, pro-and 

postbiotic solutions.” 

A number of dairy products already are associ-

ated with gut health. So innovative, proactive 

solutions to gut health and immunity should be 

a logical — and potentially lucrative — product 

development focus for dairy processors in 2022. 

Better-for-you snacks 

London-based ingredient supplier Tate & Lyle, 

meanwhile, calls out better-for-you snacking in 

its list of six key trends shaping consumer prod-

uct innovation within the global food and bev-

erage market. 

“Consumers are prioritizing their health,” the 

company notes. “Better-for-you snacking prod-

ucts are an obvious choice to meet consumers’ 

health needs.” 

The COVID-19 pandemic is an influencer behind 

this trend, too. According to a September 2021 

publication from the Packaged Facts division of 

Rockville, Md.-based MarketResearch.com, 31% 

of surveyed consumers report increasing their 

snacking activity because of the coronavirus. 

Consumers are also eating foods that are more 

healthful in general during the pandemic. 

For dairy, this trend means opportunities tied to 

smaller portions (many companies within the 

cheese space have been innovating here), less 

sugar, and higher protein content. 

Speaking of protein, new global research from 

Irish ingredient supplier Kerry found that 50% of 

surveyed consumers associate protein with a 

“healthy diet,” and 46% associate it with a 

“healthy lifestyle.” What’s more, 75% of sur-

veyed consumers indicated they would pay 

more for protein-fortified foods and beverages. 

Consumers will expect more 

Perhaps the most significant trend of all is what 

Arnhem, Netherlands-based Innova Market In-

sights calls “Voice of the Consumer” in its list of 

the top 10 trends impacting the global food and 

beverage space in 2022. 

“Consumers are calling the shots and expecting 

more engagement from brands through digital 

and real-world channels,” the company says. 

“People are looking for food and beverages that 

align with their political, social, and ethical val-

ues. If they can’t find them, entrepreneurial 

consumers are taking action to fill the gap 

themselves, satisfying specific market niches 

and co-creating products that meet their 

needs.” 

Dairy brands that make a real effort to listen 

carefully to — and engage with — their con-

sumers could find inspiration for truly innova-

tive products. 

 

US claims victory in Canada dairy dispute 
Jan. 4, 2022 

https://www.agweek.com/news/government-and-politics/7339580-US-claims-victory-in-Canada-dairy-dispute 

 

he U.S. announced Tuesday, Jan. 4, that 

it has won the first official dispute under 

the U.S.-Mexico-Canada Agreement af-

ter a three-member USMCA panel agreed that 

Canada breached dairy quota pledges under the 

trade pact. 

“This historic win will help eliminate unjustified 

trade restrictions on American dairy products, 

and will ensure that the U.S. dairy industry and 
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its workers get the full benefit of the USMCA to 

market and sell U.S. products to Canadian con-

sumers,” U.S. Trade Representative Katherine 

Tai said in a statement Tuesday. 

The panel agreed that Canada effectively low-

ered the value of USMCA quotas designed to in-

crease U.S. access to Canada’s market for milk, 

cheese, cream, skim milk powder, butter, ice 

cream and whey. 

“Today’s decision is an important victory for 

U.S. dairy farmers and the millions of Americans 

whose jobs are tied to the U.S. dairy industry,” 

said National Milk Producers Federation Presi-

dent and CEO Jim Mulhern. 

The USTR, at the urging of the U.S. dairy indus-

try, called for the panel on May 25 and asked it 

to rule on whether Canada should have the abil-

ity to prevent imports of higher-priced dairy 

products like cheese in order to protect domes-

tic producers from foreign competition. 

Canada, the U.S. said, set aside portions of 14 

separate quotas for processors that import 

cheaper dairy ingredients. The goal, U.S. indus-

try groups said, was to ensure that Canadian re-

tailers and restaurants bought more of the ex-

pensive dairy products from domestic suppliers. 

U.S. industry groups accused Canada of giving 

85% of the quotas to processors so they would 

buy lower-value U.S. products that don’t com-

pete with Canadian products. 

“We expect Canada to abide by its trade com-

mitments so that the American dairy industry 

can fully access the Canadian markets just as 

USMCA promised," said Krysta Harden, presi-

dent and CEO of the U.S. Dairy Export Council. 

“While this is an essential victory, it is one step 

in a much longer journey.” 

The International Dairy Foods Association, to-

gether with the International Cheese Council of 

Canada, the Dairy Companies Association of 

New Zealand and Eucolait, a European dairy 

trade group, say they are encouraging “U.S. and 

Canadian governments to work collaboratively 

towards an outcome that provides impacted in-

dustries with fair and equitable [tariff rate 

quota] administration that facilitates greater 

market certainty.” 

 

 

Ben and Jerry announces top 10 flavours of 2021 
JAN 4, 2022 

https://dairynews7x7.com/ben-and-jerry-announces-top-10-flavours-of-2021/ 

 
en & Jerry’s fans look forward to this 

time of year with great anticipation—

not for the festive lights and holiday 

cheer, but for the release of the ice cream com-

pany’s list of Top Ten Flavors. Everyone wants 

to know if their favorite flavor earned a spot. 

Did your favorite flavor make the list? 

Half Baked 

The cookie dough in it is unbaked, but the fudge 

brownies are baked. It’s literally half baked. 

Cherry Garcia 

A fan flavor suggestion. Introduced in 1987; in 

or near the top three ever since. 

Chocolate Chip Cookie Dough 

Our best-seller worldwide; inspired by a fan 

suggestion. 

Chocolate Fudge Brownie 

Featuring brownies from New York’s Greyston 

Bakery, which provides jobs and training to low-

income people in Yonkers. 
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Tonight Dough 

Jimmy Fallon’s second Ben & Jerry’s flavor. His 

proceeds go to SeriousFun Children’s Network. 

Strawberry Cheesecake 

Complete with graham cracker swirl! 

Phish Food 

This flavor will celebrate 25 years in 2022. 

Americone Dream 

Stephen Colbert donates his proceeds and his 

staff gets to pick who benefits. 

Chunky Monkey 

Launched in 1988, it’s one of the OG flavors. 

Brownie Batter Core 

A Core flavor, with a stream of unbaked 

brownie batter running straight through the 

middle of the pint. 

About Ben & Jerry’s 

Ben & Jerry’s is an aspiring social justice com-

pany that believes in a greater calling than 

simply making and selling the world’s best ice 

cream. The company produces a wide variety of 

super-premium ice cream and non-dairy/vegan 

desserts using high-quality ingredients and lots 

of big chunks and swirls. As a certified B Corp, 

Ben & Jerry’s incorporates its vision of Linked 

Prosperity into its business practices via values-

led sourcing initiatives when purchasing ingredi-

ents. 

Ben & Jerry’s is distributed in more than 35 

countries in supermarkets, grocery stores, con-

venience stores, franchised Scoop Shops, and 

via on-demand delivery services. Ben & Jerry’s, 

a Vermont corporation and wholly owned sub-

sidiary of Unilever, operates its business on a 

three-part Mission Statement emphasizing 

product quality; a fair financial return; and so-

cial, racial, and environmental injustice around 

the globe. The Ben & Jerry’s Foundation, guided 

by Ben & Jerry’s employees, granted $3.4MM in 

2020 to support progressive, justice-focused 

grassroots organizing around the country. 

 

 

 

A reality check on animal-free ‘milk’ 
January 3, 2022 

https://www.dairyfoods.com/articles/95398-a-reality-check-on-animal-free-milk 

ome startup companies have claimed 

that they can commercially and sustaina-

bly produce an animal-free “milk.” As a 

dairy chemist, I have to caution that unless we 

reimagine milk as a simple mixture of a couple 

of basic components with added color, these 

claims are not likely to be realized anytime 

soon. 

Various terminologies are being used to de-

scribe these “novel” processes. One popular 

term is precision fermentation, which is the 

same as microbial fermentation used more than 

30 years ago to produce recombinant calf ren-

net. To make rennet via microbial fermentation, 

the gene from the calf was inserted into an in-

dustrial strain (yeast or bacteria) that was then 

grown in a fermenter. The rennet protein was 

then isolated and purified. 
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3 Milk processing units to produce milk fortified with Vitamin A, D 
01 Jan, 2022, 7:30 pm 

https://www.greaterkashmir.com/todays-paper/business-todays-paper/3-milk-processing-units-to-produce-milk-

fortified-with-vitamin-a-d 

rinagar: As part of an initiative of the 

Food Safety and Standards Authority of 

India (FSSAI) to address the issue of mal-

nutrition and other health-related issues among 

the people, 3 milk processing units including 

M/s Zum Zum Milk Products, M/s Haleeb Milk 

Products and M/s Insha Dairy Limited, operating 

from IGC, Lassipora Pulwama have initiated the 

process for fortification of milk with vitamin A 

and D, with the assistance of FSSAI and Food & 

Drugs Administration, J&K. 

In this regard, FDA in collaboration with FSSAI 

had conducted a 3-day awareness cum training 

programme for Food Business Operators en-

gaged in processing and manufacturing of milk 

and milk products in Srinagar with regard to 

food fortification. 

Executive Director, FSSAI and Commissioner 

Food and Drugs Administration held a series of 

interactive sessions on food fortification with 

various stakeholders including on-ground offic-

ers and officials of Food and Civil Supplies & 

Consumer Affairs, Social Welfare, School Educa-

tion and Health Departments besides Food Busi-

ness Operators engaged in manufacturing/pro-

cessing of milk and milk products, rice and 

wheat flour. 
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