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Indian News 

Economic Survey: India’s per capita milk availability rises to 427 grams/day 
Jan 31, 2022 

https://www.thehindubusinessline.com/economy/agri-business/economic-survey-indias-per-capita-milk-availabil-

ity-rises-to-427-grams/article64959774.ece 

 
ith 15% share in monthly income, 

livestock sector becomes a stable 

source of income for agri house-

holds. Increased focus on agricultural allied sec-

tors such as animal husbandry has helped im-

prove India’s per capita milk availability to 427 

grams per day for the year 2020-21, up from 

319 grams in 2014-15. The Economic Survey 

2020-21, tabled in Parliament on Monday 

showed that the livestock sector including ani-

mal husbandry, dairying and fisheries grew at a 

CAGR of 8.15 per cent during 2014-15 to 2019-

20 (at constant prices). “It is observed that even 

the segments like marine products, buffalo 

meat, tea, coffee and dairy products, which had 

not performed well during 2020-21, have regis-

tered substantial growth during the current 

year. This augurs well for further diversification 

and strengthening of agricultural exports in the 

coming years,” the Survey noted. Per capita 

availability of meat has increased to 6.52 kg per 

year in 2020-21 from 5.32 kg per year in 2014-

15. Egg availability has improved to 91 eggs per 

person per year from 62 in 2014-15. The live-

stock sector is an important subsector of agri-

culture in the Indian economy, contributing 

29.35 per cent (2019-20) in the total agriculture 

and allied sector gross value added (GVA), up 

from 24.32 per cent in 2014-15, as per the esti-

mates of National Accounts Statistics (NAS) 

2020. The livestock sector contributed 4.35 per 

cent of total GVA in 2019-20. 

Other high growth sectors 

Allied sectors including animal husbandry, dair-

ying and fishing are steadily emerging to be high 

growth sectors, it said quoting the latest SAS 

that the livestock sector has been a stable 

source of income across groups of agricultural 

households accounting for about 15 per cent of 

their average monthly income. This is in line 

with the recommendations of the Committee 

on Doubling Farmers’ Income which has sug-

gested a greater focus on allied sectors to im-

prove farmers’ income. The Economic Survey 

2021-22 also noted that dairy is the single larg-

est agricultural commodity contributing 5 per 

cent of the national economy and employing 

more than eight crore farmers directly. India’s 

milk production has grown at a compounded 

annual growth rate of about 6.2 per cent to 

reach 209.96 million tonnes in 2020-21 from 

146.31 million tonnes in 2014-15. 
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Demographic dividend of India will build the plant based foods lifestyle 
JAN 30, 2022 

https://dairynews7x7.com/demographic-dividend-of-india-will-build-the-plant-based-foods-lifestyle/ 

 
eganuary. Potato milk. Earth-positive 

clothing. Flexitarianism. The plant-

based revolution has spun a diction-

ary’s worth of new terminologies, touching 

every sphere of life in the process. When the 

pandemic inflicted a pronounced pause in peo-

ple’s lives, they began taking stock of their own 

health and that of their planet, on a priority ba-

sis. Data collected by the Innova Market Insights 

platform concludes that caring for our ‘Shared 

Planet’ would be the top trend for 2022—even 

above caring for our own health. The report 

notes that trust and transparency from brands 

is the biggest demand from an increasingly edu-

cated, forward-thinking and interconnected 

consumer base. It’s no surprise that this enlight-

ened planet-first consumer is pivoting the econ-

omy on a plant-based axis. Here’s everything 

you need to know to keep up with the changes. 

“Our company’s current focus is jackfruit, but 

we will be expanding our offerings to include 

multiple food products, sources and categories 

for plant-based meat alternatives in the near fu-

ture, as we see a high demand for meat-based 

alternatives around the country”  – Sairaj 

Dhond Founder and CEO, WAKAO Foods, Goa 

Treat with It 

Humans have relied on the medicinal properties 

of herbs to cure and provide relief since well be-

fore the advent of modern medicine. Hemp, in 

particular, has been hailed as a wondrous natu-

ral medicine for centuries, with numerous Ayur-

vedic treatments relying on its use. Jumping on 

this trend, many brands manufacturing hemp-

based therapeutic and wellness products have 

arisen around the country. The global hemp in-

dustry was estimated at $4.71 billion in 2019, 

according to the Industrial Hemp Market Size, 

Share And Trends Analysis report published in 

2020 by Grand View Research, and India is fol-

lowing the trend. Though hemp can be used in 

the production of all manner of products—from 

T-shirts to soaps, skincare to cooking oil—its 

most popular avatar is for wellness products 

used for the treatment of gut and skin ailments. 

Considered one of the five sacred plants of In-

dia, hemp, and particularly its seed oil, contains 

an abundance of essential fatty acids that can 

alleviate dry skin, eczema, and other skin irrita-

tions. SOS Organics based in Almora in Uttarak-

hand makes hemp and stinging nettle-based 

creams to cure the auto-immune disorder called 

psoriasis. Jaipur-based Hempstrol manufactures 

pain-management balms and capsules to allevi-

ate menstrual pain. Satliva from Bengaluru 

makes a host of creams and soaps aimed to re-

juvenate and heal skin and hair problems; and 

The Trost from Delhi makes unique tobacco-

free, hemp-based cigarettes to cure problems 

like Asthma, Dyspnea and other auto-immune 

disorders. 

“We are constantly working to make people un-

derstand that CBD is a compound found both in 

a marijuana plant and in an industrial hemp 

plant. The government of India allows legal 

trade of only CBD derived from industrial hemp 

plants with less than 0.3 percent THC, and has 

been very supportive of the CBD industry, moti-

vating start-up founders to take the health sec-

tor of India at par with global standards ” 

– Deepika Sharma Co-founder and Managing Di-

rector,Hempstrol, Jaipur 

Wear It 

Advocates of plant-based lifestyles don’t limit 

their green habits to what they consume. This is 

most evident from the growing popularity of 
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the earth-positive clothing movement. De-

scribed as being Climate Neutral clothing, which 

is organic, ethically made and manufactured us-

ing sustainable energy generated from wind 

and solar power, this type of clothing aims to 

take immediate action to combat climate 

change. Aware of this change in consumer pref-

erences, a number of brands are turning the 

sustainable route. Bengaluru-based Saltpetre 

ensures sustainability by keeping its designs de-

void of adornments that don’t serve a func-

tional purpose. They use only premium eco-

friendly raw materials, produce clothes in small 

batches to curtail wastage, and use 100 percent 

biodegradable packaging which can later be 

made into window planters. Pala Designs from 

Delhi works extensively with Kala cotton, indig-

enous to Kutch in Gujarat. Made from the core 

of the cotton plant, this raw material is natu-

rally resistant to diseases and pests, and fairly 

easy to grow. It is woven by specially trained ar-

tisan families. The cost of producing this cotton 

is higher but clients are increasingly picking it 

over other offerings for its positive environmen-

tal impact, its propensity to soften with each 

wash and its longer shelf life. 

“Customers are becoming more mindful of the 

quantity and quality of their purchases. They 

seek information like what is the garment made 

of, preferring to choose natural fabrics over 

synthetic. The eco-ethical impact of their cloth-

ing purchase has started steering their buying 

decisions” – Pooja Monga  Founder and CEO, 

Saltpetre, Bengaluru 

Get Vaxxed with It 

Herbal or plant-based medications to treat ail-

ments have been used since time immemorial. 

But did you know about the brand spanking 

new plant-based vaccine against the Covid-19 

virus? Canada-based Medicago has been in the 

business of developing exclusive plant-based 

vaccines and therapeutics since the 1990s. In 

December 2021, their plant-based Covid-19 vac-

cine—the first of its kind—was tested against 

the Delta variant and proved 75.3 percent effi-

cacious. The vaccine’s overall efficacy rate 

against all variants of the coronavirus was 71 

percent, except Omicron, which was not in cir-

culation when the study was underway. Their 

methods may sound experimental but are 

based on their proprietary Proficia® technology, 

which synthesises the virus’s code so that its ge-

netic instructions can be ‘read’ by plants. The 

technology uses Nicotiana benthamiana plants 

as the experimental host in plant virology since 

a large number of viruses successfully infect this 

host. The natural cell process of Nicotiana ben-

thamiana is temporarily exploited to produce vi-

rus-like particles (VLPs), on the basis of which 

the vaccine is developed—much quicker than 

their regular counterparts. Medicago’s vaccine 

is yet to be approved and experts have little evi-

dence to base their opinions on, but 2022 will 

certainly reveal more. 

“I don’t know anything at all about plant-based 

vaccines, but applaud the exploration of poten-

tial new approaches that may end up having 

great merit” – Dr Tobi Saidel Epidemiologist and 

Director, Partnership for Epidemic Analysis, 

Delhi 

“We are always looking at ways to incorporate 

locally sourced materials. We use lots of sus-

tainable products in our projects like ter-

razzo/cement flooring, sustainable wood prod-

ucts that are sourced from renewable forests or 

products like bamboo, exposed bricks and terra-

cotta products. We also often use reclaimed 

wood for interiors and furniture” – Anika Mittal 

Dhawan Founder Director, Mold Design Studio, 

Delhi 

Work Out with It 

Health nuts keen on muscle gain and down on 

animal proteins are increasingly turning to 

plant-based protein alternatives. These green 

powders and drink supplements are more af-

fordable when compared to traditional whey 

protein, along with being more ethical, kinder 

on the planet and healthier. Data published in 



meticulousresearch.com shows that the plant-

based protein supplements market is expected 

to reach $9.57 billion by 2027, at a CAGR of 7.8 

percent. Mumbai is a hotspot for this particular 

trend, having spawned multiple successful 

brands in the past few years. ‘Green Protein’, 

best known for its Berry Blast flavour, uses 100 

percent Pea Protein Isolate, which is processed 

in a way that the protein molecules have little 

or no aftertaste, and are easy to digest. 

Smoothie Republic’s mission is to challenge the 

notion that vegan food can’t be tasty. They do 

this by infusing creativity in the look of the 

product and relying on a variety of natural fla-

vours to add taste. OZiva has a large selection 

to choose from—products aimed at improving 

skin, hair, and building immunity in adults and 

kids. Their most popular offerings include Or-

ganic Plant Protein made with Pea Protein Iso-

late, Organic Brown Rice Protein and Organic 

Quinoa, plant-based Collagen Builders for radi-

ant skin and plant-based Biotin for stronger 

hair. These products are 100 percent clean and 

completely natural making them perfect for 

long-term consumption.  

“More consumers are looking for holistic well-

ness solutions that can provide nourishment in-

side and out. We have seen an increase in the 

adoption of clean nutrition to manage stress 

and anxiety levels. Consumers are adding Ayur-

vedic ingredients in their daily diets to improve 

immunity, for better 

gut health and a host of other health benefits” 

– Aarti Gill Co-founder, OZiva, Mumbai 

Be Influenced by It 

To qualify as a trend in this day and age, it must 

be endorsed and promoted ceaselessly by influ-

encers. And the same is true of everything 

plant-based. Aakash Ranison, 26, could well be 

the face of the Indian sustainability movement. 

With 43k followers on Insta and the seemingly 

dream job of travelling the world to educate 

others on sustainable travel, this vegan Gen-Z 

influencer believes 2022 will see a further surge 

in the demand for vegan alternatives in hotels, 

cafes, flights, proteins, and medicines. Shefali 

Batra from Delhi has over 20k followers on In-

stagram for her plant-based cooking content, 

but her focus is not solely on influencing. As a 

holistic health and wellness coach, she special-

ises in conducting plant-based food workshops. 

She believes it is not enough to become vegan, 

it is more important to consume the right plant-

based food, and avoid unhealthy choices being 

marketed as vegan. Purvi Shah from Pune is a 

vegan food stylist and photographer, with 

nearly 20k followers on the gram. Apart from 

helping food and beverage brands showcase 

their products with the right storyline and visu-

als, she works with selective plant-based brands 

to promote their products through visual story-

telling on social media.  

“Two industries will see a huge shift in 2022—

food and fashion. We’ll see several new brands 

entering the Indian market with alterna-

tive/plant-based food options and new fashion 

brands replacing animal fur and skin with ve-

gan/cruelty-free/plant-based alternatives. This 

goes for social media trends too” – Purvi 

Shah  Food Stylist and Photographer, advocate 

of sustainable living, Pune 

Drink It 

Plant-based milks such as soy milk, almond milk 

and oat milk have made promising in-roads into 

Indian consumers’ minds. A report by Good 

Food India and Ipsos estimated the value of the 

plant-based milk market at $21 million in 2018, 

and this number is projected to grow at a CAGR 

of 20.7 percent to reach $63.9 million by 2024. 

Whether for eco-friendly reasons, dietary con-

cerns or simply following a trend, plant-based 

dairy replacements are here to stay, with the 

largest consumer segment falling in the age cat-

egory of 25 to 34. Behemoths like ITC and Amul 

are set to venture into this space with their own 

plant-based milk versions, but the growth has 

been driven thus far by smaller, homegrown 

companies. Chennai-based Only Earth makes 



oat and coconut milk variants, and is available 

at over 1,000 stores in 12 cities across India and 

online. They also supply to outlets like Star-

bucks, Subko Coffee, Oberoi Hotels and more. 

Other well-known names include Goodmylk, 

Raw Pressery, Sain and Vvegano. More experi-

mental dairy alternatives such as millet and ragi 

milks are also available in a variety of alluring 

flavours. The newest and trendiest entrant on 

the block, however, is potato milk. The recent 

Food & Drink Report published by the UK gro-

cery store chain Waitrose highlights the quali-

ties of potato milk as being dairy-, fat-, and cho-

lesterol-free. The calcium found in this drink is 

said to be equivalent to cow milk and the min-

erals, and vitamins are more than other vegan 

milk varieties. 

“We offer consumers the choice of healthy and 

clean alternatives that have a positive impact 

on theirs and the planet’s health. Oat milk is still 

not easily available in India, which gives us an 

edge over other brands. It is a great option to 

use for smoothies, desserts, or cold coffees etc” 

– Kunal Mutha, Founder, Only Earth, Chennai 

Apply It 

India has ancient wisdom in the field of plant-

based skincare—it’s called Ayurveda. Following 

the surge in demand for Ayurvedic products 

among millennials in metros and Tier II and III 

cities of India, a number of hip, savvy brands 

are applying age-old principles to modern skin-

care needs rather successfully. Increasingly, ac-

tive skincare ingredients are being extracted 

from plants as opposed to animal or petroleum-

based sources, as the clean and vegan beauty 

movement takes off. Data from Market Re-

search Future reveals that clean beauty and cru-

elty-free cosmetics are set to increase in de-

mand by 6.1 percent between 2017 and 2023 in 

India. Delhi-based The Switch Fix is known for 

its clean ingredients that target a host of prob-

lems. Their Açai of Relief Shampoo Bar is good 

for the planet and claims to treat hair fall by 

tackling the effects of pollution on the scalp. 

Hyderabad-based Vedix relies on artificial intel-

ligence to customise Ayurvedic plant-based 

products for every customer as per six broad 

categories based on their dosha profile, and 

then further divided into issue-specific sub-cat-

egories. Mumbai’s Secret Alchemist makes 

products that use a holistic approach to meet 

emerging health challenges, by relying on clini-

cal aromatherapy. They are most popular for 

their plant-based aromatherapy product called 

Dream, which is a sleep-inducing roll-on. 

“Extracts from plants comprise a whole spec-

trum of active ingredients, unlike a single chem-

ical. Together these active ingredients accentu-

ate each other’s physiological roles, making 

them very  

effective and available for the body to use. For 

example, Amla is known to exert high antioxi-

dant activity due to its Vitamin C content. Syn-

thetic Vitamin C can never be better than raw 

amla extract. Nature just does it better” – Dr 

Zeel Gandhi Formulator, Vedix, Hyderabad 

 

 

 

 

 

 

 

 

 

 

 



Andhra government and Amul agree to deliver milk to Anganwadis 
JAN 29, 2022 

https://dairynews7x7.com/andhra-government-and-amul-agree-to-deliver-milk-to-anganwadis/ 

 
he government of Andhra Pradesh is 

preparing to deliver milk and 

Balamrutham (supplementary nutrition 

food) prepared in Andhra Pradesh to the state’s 

Anganwadi centres via the internationally 

known ‘Amul’ company. As part of it, the state 

government signed a memorandum of under-

standing with Amul for an ambitious project to-

day in the presence of chief minister YS Jagan 

Mohan Reddy. 

The chief minister said on the occasion, on Fri-

day that they were commencing on another 

good initiative, Jagananna Palavelluva in 85 vil-

lages in Anantapur district. He stated that the 

programme is already in place in Prakasam, YSR 

Kadapa, Chittoor, Guntur, West Godavari, and 

Krishna districts and that a new one is being 

launched in Anantapur, which is great news for 

the district. In addition, dairy farmers receive an 

additional Rs 5 to Rs 20 profit. 

He continued by stating that the state govern-

ment is creating bulk milk chilling facilities and 

that, as a result of Amul, private firms were 

forced to raise their pricing. “We’re keeping a 

careful eye on milk collection scams.” 

Every day, pregnant women are given 200 

grams of nutritious food, and children are given 

100 ml of milk. So far, the Karnataka Milk Feder-

ation has provided the anganwadi with 12.84 

crore litres of milk per year from Bangalore at a 

rate of 1.07 crore litres per month in tetra pack-

ing, while the Telangana State Food Society has 

supplied 48,692 metric tonnes of Balamrutham 

every year. 

The state government has allocated Rs. 500 

crore for milk and Rs. 265 crore for infant mor-

tality. There are 55,607 Anganwadi Centers in 

the state, serving 22.50 lakh children aged six 

months to three years and 7.50 lakh pregnant 

mothers. 

The state government has chosen to supply 

fresh milk produced by local dairies in the state, 

as well as Balamrutham processed within the 

state, to Anganwadi centres. 

 

 

MoooFarm’s gets €2.1m seed round by Accel ,Rockstart & Navus Ventures 
JAN 28, 2022 

https://dairynews7x7.com/mooofarms-gets-e2-1m-seed-round-by-accel-rockstart-navus-ventures/ 

 
unding will help accelerate MoooFarm’s 

vision to build sustainable food systems 

for 100 million dairy farmers and 1 billion 

consumers 

The funding round was led by Accel India with 

participation from Rockstart and Navus Ven-

tures 

Amsterdam, January 28, 2022:  Rockstart, global 

early-stage investor, announces its co-invest-

ment in Mooofarm . The agritech startup offer-

ing technical solutions for dairy farmers, has 

raised €2.1m ($2.4m) in a seed round. The fund-

ing was led by Accel India with participation 

T 

F 

https://dairynews7x7.com/andhra-government-and-amul-agree-to-deliver-milk-to-anganwadis/
https://dairynews7x7.com/mooofarms-gets-e2-1m-seed-round-by-accel-rockstart-navus-ventures/


from Rockstart’s AgriFood fund and Navus Ven-

tures. 

The company empowers small-scale dairy farm-

ers by connecting them to high yielding cattle, 

qualified veterinarians, access to insurance/ fi-

nancial services and digital advisory services 

through MoooFarm mobile application and a 

network of village level micro-entrepreneurs. 

MoooFarm, co-founded by Param Singh, Aashna 

Singh, Abhijeet Mittal and Jitesh Arora from IIT 

Roorkee and London School of Economics and 

winners of Forbes Asia 2021 30 under 30, is or-

ganising the pre-farm gate dairy sector for a 

large and unexplored market which constitutes 

almost 4.6% of India’s GDP.  

This investment will help accelerate our vision 

to build sustainable food systems for 100 mil-

lion dairy farmers and 1 billion consumers. We 

will use the fresh capital for hiring the best tech 

talent, significantly grow revenue and expand 

on operational locations. Over the last 2 quar-

ters, we have seen a 30% month-on-month rev-

enue growth with realised Annual Revenue Run-

rate of 100 crore.  

Param Singh, Founder & CEO, Mooofarm 

Mooofarm’s team brings strong operational and 

technical expertise to organise over $50B pre-

farm gate dairy sector in India. We were im-

pressed by their razor sharp focus to build a 

business with strong unit economics and profit-

ability while also positively impacting the lives 

of small dairy farmers in India 

Prashanth Prakash, Senior Partner from Accel 

India 

Since our involvement with Mooofarm in 2020, 

the team has shown strong traction while ex-

panding their innovative offering to Indian 

smallholder farmers. We are happy to join 

forces with Accel, Rockstart and the other in-

vestors in continued support of this promising 

and impacting venture 

Eduard Meijer from Navus Ventures 

MoooFarm has a compelling vision for the In-

dian dairy industry, which matches Rockstart’s 

goal to support purpose driven founders to 

drive a more connected, efficient and resilient 

food supply system. It’s been a pleasure to work 

with the MoooFarm team since our initial in-

vestment in 2020. We are excited to have Accel 

compliment Rockstart, Navus and the manage-

ment board. 

Mark Durno, Managing Partner Agrifood, Rock-

start 

MoooFarm App has been downloaded by over 1 

million dairy farmers across India in 10+ States 

with 4.3-star rating on Google Play store. 

 

 

Alt Co offers alternative lifestyle options to substitute dairy products 
JAN 28, 2022 

https://dairynews7x7.com/alt-co-offers-alternative-lifestyle-options-to-substitute-dairy-products/ 

 
an entrepreneurs learn anything from 

plants? “Definitely, there is a priceless 

lesson,” reckons Basan Patil. “Patience, 

patience and patience,” says the 28–year-old 

who co-founded oat milk brand Alt Co last year. 

Patil, who along with Rithwik Ramesh, Sumair 

Sachdev, Sasha Jairam and Rohit Kalro, started 

the plant-based alternative dairy brand—is real-

istic about the pace of growth of his venture, 

and the oat milk segment. The Indian market, 

he reckons, is at a very nascent stage. “Next five 

to 10 years is where we are targeting our 

story,” he says. Oat milk, he adds, is the fastest 

growing alternative milk segment in the world.   

C 
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Basan Patil, co-founder, Alt Co 

A bootstrapped venture based out of Benga-

luru, Alt Co offers alternative lifestyle options to 

substitute dairy products with guiltless and 

healthy options. “We want to give consumers 

taste, health and sustainability,” says Patil, who 

had a tough time during the soft launch of the 

oat milk last year. The normal, and expected, 

question was: Aren’t oats a breakfast cereal? 

How can you get milk out of oats? Patil spent 

hours educating the target users across modern 

trade outlets in Bengaluru. Oat milk, he under-

lines, is created when oats are soaked in water, 

ground into a flour-like consistency, and 

strained. This results in a creamy, nutty-tasting 

drink which is perfect for those with allergies or 

sensitivities to dairy and soy, he adds. 

Interestingly, Patil’s sensitivity was shaped by 

his education and global exposure. Graduating 

from Pennsylvania State University in the US, 

and completing a diploma in international rela-

tions from Geneva made the third-genera-

tion entrepreneur  from a family of education-

ists realise the need to focus on a business 

which can impact the planet. In the US, plant-

based milk, he reckons, has about 14 percent 

share of the milk consumption. To reach such a 

scale, the nutritional and environmental impact 

has to be there. Oat milk, Patil underlines, 

doesn’t have cholesterol, lactose, or saturated 

fat. “Oats are also naturally gluten-free and one 

of the most environmentally sustainable crops,” 

he says. 

Back in India, awareness about plant-based milk 

is still negligible. “It’s only those who have trav-

elled abroad that have an idea of such prod-

ucts,” says Patil. There was a silver lining, 

though. Wide awareness about oats as a 

healthy breakfast  cereal made people recep-

tive, and helped Alt Co rapidly expand its foot-

print. From Bengaluru, it has fanned out to 

Mumbai, Pune, Surat, Hyderabad, Mysore, Kol-

kata, Noida, Manipal and Nashik across modern 

trade and cafes. “It’s also available on all ecom-

merce platforms,” he claims, declining to share 

the data on sales clocked. “We are now launch-

ing almond and soy milk,” he adds. 

Food and beverage experts reckon that the dy-

namics of the post-Covid world will nudge peo-

ple to gradually try such options. 

The interplay of many trends like concern for 

nature and climate, more conscious consump-

tion of healthier food and awareness of the 

need to consume health supplements has cata-

lysed the trend of plant-based products replac-

ing animal-origin products across the world. 

“And India is no exception,” says KS Narayanan, 

a food and beverage expert. As milk and dairy 

products   are high in saturated fatty acids, con-

sumers will slowly shift to plant-based bever-

ages, and the industry is bound to grow. An ex-

plosive growth in the US market bodes well for 

the players in India. In 2019, Narayanan points 

out, retail sales of oat milk stood at $29 million. 

The numbers jumped to $213 million in 2020. 

Then there is the success of Swedish giant 

Oatly, the world’s largest oat milk company. 

Look at the revenue. From $118 million in 2018, 

the company posted sales of $421 million in 

2020. The third quarter revenues LTM (last 

twelve months) in 2021 stood at $584 million. 

Back in India, though, the growth trajectory 

may not mimic the global pattern. Narayanan 

explains the bottlenecks in mass adoption. First, 

people love to drink their milk fresh with mini-

mal processing and a lot of consumption is for 

hot beverages. There have been several players 

in the Indian market with their milk in tetra 
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packs for more than 20 years. “But they still are 

a niche category, and they are priced at a signif-

icant premium as well,” he says, adding that In-

dia is a value-conscious market. The median of 

oat-based beverages is in the range of Rs 250 

per litre, whereas the dairy price is in the range 

of Rs 60 per litre. Though there is a scope of re-

ducing the price as the companies reach econo-

mies of scale, the product for a long time might 

remain niche among vegans and mass adoption 

might be elusive. 

Patil, on his part, is aware of the grind. “I know 

it’s a patience game. Wide adoption will not 

happen overnight,” he says. The plus side of 

starting early, he adds, is that whenever there is 

an inflection point, Alt Co would be best placed 

to make the most of the tailwinds. “Plant-based 

milk is not a fad. It is here to stay,” he says. 
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he Trivandrum regional co-operative 

milk producers union (TRCMPU) 

of Milma  has announced an incentive of 

Rs 2 on each litre of milk procured from dairy 

farmers in four southern districts from February 

1, in view of the rise in input cost and difficul-

ties caused by the third wave of the Covid pan-

demic. The decision was announced at a gen-

eral body (GB) meeting of TRCMPU, held on dig-

ital platform on Thursday. 

The GB also approved the annual budget of 

TRCMPU with an outlay of Rs. 1158 crore. While 

Rs. 1.50 from the incentive will go to farmers, 

the milk co-operatives concerned will earn 50 

paise as additional margin. Farmers of Thiruvan-

anthapuram, Kollam, Pathanamthitta and 

Alappuzha districts will benefit from the in-

crease in procurement price. 

The GB also approved amendments to the by-

law, including the provision for holding elec-

tions on district-basis. 

 

 

Delhi’s Hansraj College Sets up Cow Research Centre, Will Provide Milk & Ghee For Stu-

dents 
January 27, 2022 

https://www.india.com/viral/viral-news-delhis-hansraj-college-sets-up-cow-research-centre-will-provide-milk-

ghee-for-students-5207871/ 

 

ew Delhi: Needless to say, the cow has 

acquired a sacred status and is highly 

revered in India. Now, Delhi univer-

sity’s Hansraj College has opened a cow protec-

tion and research centre on its campus, Indian 

Express reported. Principal Dr Rama Sharma 

T 
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said the centre, which has just one cow, will ini-

tiate research on “various aspects of the ani-

mal” and also provide “pure milk and ghee” for 

students. The college also plans to start a gobar 

gas plant, which will be supported by the cen-

tre. 

The centre has been started with one cow and 

is called Swami Dayanand Saraswati Gau-Sam-

wardhan ewam Anusandhan Kendra. According 

to principal Dr Rama, will be expanded “if the 

research that is done proves to be useful and 

beneficial”. 

“Ours is a DAV Trust college, and its base is the 

Arya Samaj. In line with that tradition, we hold a 

havan on the first day of every month, which 

may be attended by all teaching and non-teach-

ing staff and students. During that (havan), we 

felicitate all the people who have their birth-

days that month. For this, every month, we 

need to go to the market to buy the things that 

we need to offer to the flame, such as pure 

ghee. We can be self-sufficient now in this,” 

principal Dr Rama told Indian Express. 

However, the Students’ Federation of India (SFI) 

unit of Hansraj College alleged that a ‘gaushala’, 

dubbed as a “Swami Dayanand Cow-Protection 

and Research Centre” has been constructed at 

the site reserved for a women’s hostel. They 

said they will initiate a vigorous campaign 

against this decision and demanded that the 

‘gaushala’ be pulled down and the construction 

of the long-awaited women’s hostel be started. 
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he consumer goods company is leverag-

ing its cluster strategy to launch prod-

ucts tailored to local tastes and prefer-

ences. Consumer goods firm Nestle India’s 

Chairman & Managing Director, Suresh Nara-

yanan, believes that the days when a company 

had one product, took it across the country, and 

advertised it nationally is well and truly over. 

“It is expensive and inefficient. Today, we use 

the power of data and information to geo-tar-

get products in a focused way,” he says. 

The focus is now on certain brands and SKUs in 

particular geographies. For example, Nescafe 

Sunrise — largely a west and south-centric 

brand — is not present all over the country; in 

northern markets, it is Nescafe which is popu-

lar. Similarly, Nestle also launched a variant of 

Masala-e-Magic, which is tailored for the south. 

“Brands seek relevance and resonance in the 

context in which they are launched. Nescafe 

Sunrise is a coffee brand tailored to the South 

Indian palate and hence, it is predominantly in 

the South though we can have a selective pres-

ence in other states and cities such as in Mum-

bai, especially Chembur and Matunga which 

have a strong South Indian presence. Masala-e-

Magic has also been launched for the south and 

is tailored to ‘poriyal’ (curries) type dishes,” ex-

plains Narayanan. 

Using similar logic, Nestle launched a custom-

ised Maggi Masala — veggie noodles for the 

south — which caters to local tastes as revealed 

through consumer insights and cluster method-

ology. 

Cluster strategy 

T 
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Three years ago, Nestle divided the country into 

15 clusters of channels of SKUs, brands and cat-

egories. 

“We implemented the cluster strategy of seg-

menting India by consumer, category, brand, 

channel and media /consumer insights and ana-

lytics framework more than three years ago. 

We have only tried to fine tune it with Covid-re-

lated information,” says Narayanan. Feeding 

rich data for this strategy is Nestle’s data analyt-

ics group — MIDAS (multi-intelligence data ana-

lytics system). 

With Covid, in-home penetration of some of 

Nestle’s brands increased dramatically, as did 

particular value-seeking behaviour for packs 

and in certain geographies. These were quickly 

subsumed into the analytic framework of the 

clusters. An example, elaborates Narayanan, is 

the Maggi sauces range, as well as Masala-e-

Magic. 

In the last four to five years, Nestle has 

launched around 90 new products and another 

20-30 are in the pipeline. Some of the success-

ful brands across its chocolates and confection-

ery, coffee and toddlers’ range are Ceregrow, 

Nangrow, Nescafé e-machines, KitKat Dessert 

Delight, Munch Nuts, Maggi Special Masala 

noodles. 

Supporting the core 

But, at this moment, Nestle is focusing on its 

core. 

“We have to see that the core continues to get 

the strongest support; in any business model, 

we have to protect that core that contributes 

more than 50 per cent of the topline. We want 

to keep growing the portfolio of brands we 

have in nutrition, chocolates, confectionery and 

coffee, and prepared dishes, and we need to 

have adequate fuel for growth in terms of ad-

vertising and distribution, and capex support. 

We had announced ₹2,600 crore of investment 

and almost half of this is complete — and it is 

supporting these four categories,” says Nara-

yanan. 

About ₹1,000 crore has been spent in the pre-

pared dishes (Maggi), chocolates and coffee 

business by the company.  

“We invest from internal accruals and have a 

very low debt dependence,” he adds. 

Narayanan says Nestle’s innovation platform is 

working on hyper-drive and will gain more trac-

tion once things start getting clearer post-pan-

demic. 

“I don’t want a situation where we launch 20 

new products and find that distribution in half 

the places is not happening, or there’s a prob-

lem in supply of material to factories. So, the fo-

cus is clear — the core must deliver and if the 

core powers through, the rest can tag along,” 

he adds. 

Narayanan sees a few irreversible consumer 

trends post the pandemic which will help 

brands like Nestle grow. One, is trust in the 

quality of products. He maintains that the older 

brands with an established reputation are at an 

advantage. Second, consumers are seeking im-

munity and safety for the family; and third, the 

quality of nutrition. 

“People will buy products which are more effi-

cacious on the nutrition front. They are also 

seeking value because people are going to be 

strapped for budgets,” he elaborates. 

Digital channels 

Lastly, Narayanan says, digital as a way of busi-

ness and interface has become entrenched. 

“No company can afford to have an offline 

brick-and-mortar approach; companies will be 

forced to go digital. Companies like ours can 

look to a better future as people sitting in 

smaller towns are aspirational and wish to buy 

the products urban India consumes,” he adds. 

Nestle spends a lot on digital advertising and 

promotions, especially brands such as Nescafe, 

Kitkat, Maggi and Milkmaid, which became an 

important product during the pandemic with 

home-baking picking up. 



“For some brands, digital can be half the overall 

promotional spends; in all, 30 per cent of over-

all ad spends will be on digital,” he says. 

Presently, Nestle sees around six per cent of 

sales from digital, and climbing. 

On-ground distribution  

This is not to discount on-ground distribution as 

well; both are needed, Narayanan notes. 

Nestle covers five million outlets and, in the 

next couple of years, will reach 6.5 million out-

lets. 

“More than the number of outlets, it’s the qual-

ity of distribution for us. Categories like biscuits 

and tobacco go to many more outlets, but my 

products only need to go to certain type of out-

lets,” he points out. 

Courting GenZ 

Like many traditional FMCG companies, Nestle 

too is looking to leverage social media and Gen 

Z knowledge. “What I try and do is learn from 

my young managers. I do ask dumb questions; 

it’s fascinating the way they think about these 

things.” 

When Nestle wanted to re-launch Maggi, Nara-

yanan’s first instinct was to launch in the trade 

as that’s the way he had been taught. 

But, he elaborates, “A young assistant manager 

said we should launch on Snapdeal as his gener-

ation avoided going to shops. We launched 

60,000 special Maggi packs on Snapdeal and 

they were gobbled up in ten minutes. We had 

more media than six months of spends, and the 

idea came from a young manager. Nestle is a 

young company and youngsters know the digi-

tal medium and message better. What I am able 

to provide is wisdom and a touch of pragma-

tism.” 

 

 

Combination of people, tech key to optimising dairy supply chain” 
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airy.com is the leading provider of 

technology, services, and intelligence 

platforms to the dairy industry. Their 

mission is to enable the supply chain to feed a 

growing world. It services 80% of the Dairy 

Foods’ Top 100 dairy companies with over 100 

billion pounds of milk moving through its sys-

tems every year. They serve over 15,000 farms 

across the US. The company recently acquired 

Mr. Milkman, India’s largest last-mile dairy sup-

ply chain technology startup. With Mr. Milk-

man, we plan to optimise and digitise several 

areas of the agriculture supply chain in India, 

North America, and Europe, stated Ryan Mer-

tes, chief solutions officer, Dairy.com, in an 

email interaction with NanditaVijay. Excerpts: 

What led Dairy.com to acquire Mr. Milkman? 

Dairy.com is the largest dairy software supplier 

in the United States.  It was natural for us to 

seek growth into India, as the largest dairy pro-

ducer in the world.  We realised we needed a 

local partner for the new market.  Mr. Milkman 

was a logical choice.  With over 60 customers in 

India and growing, we believe Mr. Milkman cus-

tomers will benefit from Dairy.com software so-

lutions which, we believe, are the only ones 

worldwide to truly provide the Connected Sup-

ply Chain. 

How do you view the growth prospects of the 

India market? 

The India market has grown for the last decade 

faster on a percentage basis than almost any 

D 
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other market worldwide. We believe the dairy 

market is uniquely positioned as the Indian mid-

dle class continues to grow. 

What is the game plan that you have chalked 

out to expand the business? 

We have several plans to grow the prod-

uct:  First, we are hiring to serve Mr Milkman’s 

existing customers and support further innova-

tion. We are doubling the number of employees 

at Mr. Milkman to serve their existing custom-

ers and onboard more than 2.5x customers in 

our first 12 months than Mr. Milkman had at 

the time of the transaction. 

Second, we are investing in the sales and mar-

keting team – Mr. Milkman’s rapid growth has 

been solely accomplished based on customer 

referrals.  We’ve started hiring sales and mar-

keting personnel to get the Mr. Milkman mes-

sage out to the broader market inside India and 

other markets.   

Third integration of the Dairy.com solutions to 

Mr. Milkman will benefit customers in India and 

US. We provide a single software solution that 

is focussed on increasing processor’s operations 

via digitisation.  This increases the profitability 

to allow brands to invest in their own growth 

while increasing margins. 

Fourth, provide a best-in-class implementation 

team.  Our solutions are about more than great 

software.  Combining our US dairy expertise 

with Mr. Milkman’s Indian knowledge will allow 

customers unlock opportunities that other soft-

ware companies can’t match. 

What are the tech solutions that you will bring 

to the table for Indian dairy companies? 

We have solutions for the farm including Pro-

ducer Payroll for payment and a Producer Por-

tal to provide producers with data in real time 

to optimise quality.   

Solutions for the plant include: Dispatch to 

schedule milk collection and minimise the dis-

tance driven by haulers and optimise communi-

cations from the coop to the customer. Receiv-

ing to track liquid receipts to the silos received, 

Manufacturing solutions that track milk at its 

component level at both the Manufacturing Ex-

ecutions Systems and the Enterprise Resource 

Planning level to maximise product yields and 

minimise shrink.  We can also provide a Labora-

tory Information System to aid plants in testing 

efficiently and documenting quality.  All these 

systems are being integrated with Mr. Milkman 

to provide a single integrated solution. 

Do you see the India dairy market receptive 

to supply chain technology? 

Yes – we’ve had several brands reach out to us 

to partner in leveraging our existing supply 

chain, manufacturing, and quality systems for 

the Indian market. We believe this partnership 

and the local support the Mr. Milkman team 

can provide will help us grow faster than if we 

started on our own. 

What are the visible trends you see in India? 

There are two important trends of note:   

We believe as the Indian market grows, dairy 

processors face consumers demanding cost ef-

fective, safe and environmentally proven solu-

tions.  This will increase the move from the un-

organised sector to the organised sector. This 

movement will create opportunities for more 

brands that can utilise technology.   

The second trend is the move toward value-

added dairy products. Value-added products 

such as cheese, ghee and UHT beverages are all 

growing faster than the fluid dairy market. This 

will continue and eventually the Indian market 

will become a large exporter of these solutions. 

The export market focusses even further on the 

‘prove your quality’ message that equates to 

digitisation. 

What are the challenges that you have gathered 

about the Indian dairy industry? 

The unorganised sector is a challenge and an 

opportunity at the same time.  The unorganised 

sector is larger in India than in any other market 

we serve. The Indian unorganised sector re-

quires unique solutions at a lower cost point, 

and we are working to achieve these solutions. 



Globally how have you fared with your offerings 

in technology, services, and intelligence plat-

forms? 

Our first investment outside the US market was 

with Orbis MES from Ireland.  We have found 

great success to date doing cross marketing of 

our solutions. Each market requires thoughtful 

investment of time and money and having a lo-

cal presence.   

What is the future of this sector? 

Customers want to use their phones to connect 

with their suppliers at the plants and the farms. 

This will cause the supply chain to be more 

transparent and efficient.  To the industry’s 

benefit technology is becoming cheaper and 

easier to adopt. We envision the entire market 

capturing more data via IoT devices in new ways 

to streamline operations from the farm through 

the dairy plant and to delivery. 

How would technology support workforce 

shortage on dairy farms? 

There are robotic milking machines being used 

by large farms. We believe this will become 

more commonplace as costs come down and 

farms in India become larger.Other options in-

clude drones to check on the herd. 

Would you also look at dairy processing sector 

with technology, services, and intelligence plat-

forms? 

We provide this in US market today and are 

bringing it to India. With the Mr. Milkman team 

we provide the Indian market with solutions 

that work from the farm through the plant and 

the last mile to the consumer.We believe the 

combination of people and technology is the 

key to optimising the dairy supply chain and 

embracing the future.  
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atancheru Police raided the Pavithra 

Dairy industry in Industrial Area Pa-

shamylaram in Sangareddy district and 

seized about 6,000 liters of adulterated milk, 

curd and cheese from the Dairy on Tuesday af-

ternoon. 

DSP Bheem Reeddy who conducted the raid 

along with the Zonal Manager TSIIC (Telangana 

State Industrial and Infrastructure Corporation) 

Anuradha, said that the Dairy management was 

preparing milk, curd and cheese with milk pow-

der and mixing some chemicals which is a pro-

hibited process. Moreover, the management 

was packing in the discarded buckets of various 

noted brands such as Amul, Heritage,Vishaka, 

SSR, Goverdhan and others. They were also ille-

gally printing and packing milk in various brands 

packets at the Pavithra Dairy. 

Following a tip off the raid was conducted, he 

said adding that the packets were being sold at 

various outlets across the city. Bheem Reddy 

has warned that they will initiate stern action 

against people if anyone caught adulterating 

any kind of food because it harms the people’s 

health. Inspector N Venugupal Reddy said that 

they have taken Pavithra Dairy Manager Pra-

sada Rao, Vishaka Milk Superviser Parameshwar 

into custody. TSICC is expected to initiate stern 

action against the management. The seized milk 

products have been sent to labs for further test-

ing. The investigation is on to know how exactly 

the business is being operated. 
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aharashtra government’s initiative to 

offer dairy farmers with significantly 

subsidized sex-sorted semen straws 

saw poor response from farmers. The scheme 

was launched in June of last year, but the gov-

ernment has yet to sell even 50% of the straws 

purchased.  

Dairy farmers artificially inseminate (AI) their fe-

male animals using frozen semen straws. The 

thawed straw is deposited in the reproductive 

tracts of the animals during the process. Straws 

are created from freshly collected ejaculate 

from bulls maintained in bull farms. Because 

the technique allows for the selection of male 

genetic material, it may be employed to in-

crease milk production  and other qualities in 

the resulting second generation.  

Normal straws have an equal probability of pro-

ducing male or female offspring. This is because 

normal semen, from which straws are 

made contains an equal amount of X and Y 

chromosomes. A male offspring is created when 

the man’s Y chromosome unites with the fe-

male’s X chromosome, whereas a female off-

spring is conceived when the male’s X chromo-

some combines with the female’s X chromo-

some in the egg. However, modern patented 

technology allows for the ‘sorting’ of semen, 

and the straws generated as a result are re-

ferred to as sex sorted. 

The Y chromosomes in the semen are screened 

out or destroyed using highly sophisticated 

technologies in this procedure.  

When such straws are used, the chances of con-

ceiving female offspring climb to more than 

90%. The patent for this procedure is held by 

only two biotechnology firms in the world, mak-

ing the straws exceedingly expensive. As a re-

sult, whereas farmers pay Rs.41 for a normal AI 

straw, they must spend Rs.1200-1300 for each 

sex-sorted straw.  

A male offspring is a dead investment for farm-

ers in Maharashtra, and as the state has forbid-

den the culling of animals of cow progeny, it 

can’t even be sold for meat. The state govern-

ment  announced a scheme last year that al-

lowed farmers to purchase sex-sorted semen 

straws for Rs.81 per straw, as opposed to the 

current cost of Rs.1200-1300 per straw.   

This was made feasible once the state and un-

ion governments subsidized straws. Back then, 

it was expected that farmers would welcome 

this technology given the advantages.  

Lactalis Prabhat CEO Rajiv Mitra stated that the 

company has placed big orders for straws and 

are waiting for them to be delivered. “Our past 

experience with the BAIF has been very good 

and we have the necessary trained manpower 

to carry out the AIs,” he said.  

The reality, however, is rather different. Only 

5,825 of the 58,500 straws purchased for the 

process have been used till date. The Kolhapur 

Cooperative Milk Union of Gokul produced the 

vast majority of the straws. Senior officials in 

the animal husbandry department  acknowl-

edged to being perplexed by the lack of de-

mand. “Despite the fact that this is the lowest 

rate in the world for this technology, farmers 

have not adopted it.  We fail to understand 

this,” said a senior official of the department.  

Animal Husbandry Commissioner Sachindra 

pratap Singh and colleagues held around 5-6 

webinars with dairies and others to inform 
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them of the scheme’s benefits. “It’s not that AI 

is foreign to our farmers; on average, 30-40 lakh 

AIs are done in the state, therefore we truly 

don’t understand why these straws aren’t being 

asked for by the farmers,” the official ex-

plained. Singh, on his part, urged dairies and 

farmers to promote the scheme and take ad-

vantage of its benefits. 

 

 

Heritage Foods PAT down in Q3 
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eritage Foods has posted a consoli-

dated net profit of ₹20.81 crore in the 

quarter ended December 31, 2021, as 

against ₹26 crore in the comparable quarter last 

year. 

The firm reported a consolidated revenue of 

₹667 crore in the third quarter as against ₹605 

crore in the comparable quarter previous year. 
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The net profit for the nine-month period stood 

at ₹84 crore as against ₹129.6 crore in the same 

period previous year. It registered a revenue of 

₹1,985 crore (₹1,853 crore) during the nine-

month period. 

The growth in revenues in the third quarter was 

largely attributed to the growth in sales of 

value-added products. It grew to ₹165 crore, 

showing a growth of 21 per cent. 

The average milk procurement during the quar-

ter stood at 1.2 million litre per day (MLPD) 

compared to 1.1 MLPD in the comparable quar-

ter last year. 

Milk sales 

The average milk sales during the quarter was 

1.03 MLPD in the quarter as against 0.97 MLPD 

in the same quarter previous year. 

“The company continued to deliver strong top-

line growth riding on its value-added product 

portfolio expansion,” Brahmani Nara, Executive 

Director, has said. 

“Heritage Novandie Foods entered the Benga-

luru market during the quarter. Additionally, we 

introduced the natural French probiotic yogurts 

across all the geographies during the quarter,” 

she said. 

Heritage Novandie Foods Private Limited is a 

50:50 joint venture set up by Heritage Foods 

and the French firm Novandie. It manufactures 

and markets dairy products in India. 

 

 

Mother Dairy’s mantra for milking the market 
Jan, 23, 2022 

https://brandequity.economictimes.indiatimes.com/news/business-of-brands/mother-dairys-mantra-for-milking-

the-market/89062444 

anish Bandlish, managing director, 

Mother dairy reveals that the biggest 

challenge for a heritage brand like 

Mother Dairy is remaining relevant to the con-

sumer, and staying true to the brand objective 

set out at inception. “With every new genera-

tion, we have to learn to speak their language, 

and remain relevant to them. Brands mean dif-

ferent things to different generations," he says. 

He adds, "The way I remember Mother Dairy 

when I was young is very different from how my 
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kids see it. It is important to know the younger 

generation and talk in their language to remain 

relevant to them.” 

Bandlish informs that within its milk portfolio, 

the R&D team worked on the toned milk offer-

ing in order to give options to consumers who 

are adopting new health trends. “The core 

brand positioning is quality, trust, and innova-

tion. Our product portfolio has grown such that 

today we have offerings from breakfast to din-

ner, and consumers look to us for quality dairy 

products that are central to their daily diet,” he 

adds. 

Catering to younger consumers doesn't mean 

that Mother Dairy is going to embrace new age 

trends like veganism in a hurry. 

“We will never get into plant based milk or 

other dairy alternatives. It defeats the purpose 

of setting up Mother Dairy - which is to facili-

tate good business for dairy farmers,” Bandlish 

says firmly. He adds that while lifestyle choices 

like veganism are on the rise, the dairy market 

in India is still evolving, and as such, milk and 

dairy products will continue to find place in the 

Indian consumers’ grocery basket. 

At almost 50 years old, Mother Dairy, is among 

the older homegrown brands in India. While 

reaching the 50 year mark is easily one of the 

most coveted milestones for a brand, it also 

comes with its challenges. Born as a result of 

the White Revolution started by Dr V Kurien in 

the form of Amul, Mother Dairy started its jour-

ney with focus on the Delhi NCR region and has 

now expanded to more than 100 cities. 

For Mother Dairy this has meant constant inno-

vation in their product offerings, and in their 

communication. Set up in 1974 as a wholly 

owned subsidiary of the National Dairy Devel-

opment Board (NDDB), the brand follows the 

same model as Amul. It acts as a bridge be-

tween the milk producers and the consumers, 

ensuring efficient marketing and sale of milk 

produce, and providing milk farmers with the 

wherewithal to conduct business efficiently. 

While it was set up as part of the milk co-opera-

tive movement, Mother Dairy has over the 

years expanded its product portfolio in order to 

keep up with the times, and the evolving tastes 

of the consumers. Its product portfolio in the 

dairy segment includes ice cream, paneer, 

cheese, and lassi/buttermilk apart from milk. 

The original brand positioning is reflected in the 

logo and packaging of the brand, he explains. 

The shape of the logo signifies the world of 

Mother Dairy with an arch at the top connoting 

the caregiving values of the brand to all its 

stakeholders starting from the farmers to the 

consumers. The combination of blue and white 

colour in the logo unit denotes the dairy con-

nect and also stands for purity, wholesomeness, 

natural and trust. 

Bandlish explains that the name Mother Dairy 

was also chosen to signify that this (brand) is 

the centre point of the operation for the milk 

farmers to distribute and market their product. 

Going forward, Mother Dairy aims to 

strengthen its distribution and marketing in the 

markets it has already established presence. 

“We are consistently working towards consoli-

dating our position in existing markets in com-

ing years and (will) gradually venture into 

newer markets to expand our distribution and 

consumer base,” Bandlish explains. 

He elaborates that the dairy industry in India 

has many more peaks to scale. Given the width 

and length of the country, and the under-pene-

tration of the organised sector (in dairy), he be-

lieves that in the coming years, organised play-

ers will be able to leverage their infrastructure 

and grow the market. 

This is one of the reasons he also believes that 

Amul and Mother Dairy need not compete for 

consumers’ attention. “I think the market is big 

enough, and has enough headroom for growth 

for both Amul and Mother Dairy to grow,” he 

adds. Amul of course has a head start of nearly 

25 years on Mother Dairy, but Bandlish is confi-

dent that both can co-exist 
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airy Farms are becoming centre of at-

traction for tourists around the world. 

Farm tourism is majorly contributed 

through food lovers visiting fruits orchards and 

dairy farms in particular. Pride of cows Farm at 

Manchar near Pune in India has been listed 

amongst the 10 best farms to visit in the world 

by Dairy Global. 

This is the most advanced dairy farm in India. 

This is stated by dairy brand Pride of Cows, 

which is entirely supplied by Bhagyalakshmi 

dairy farm located in the lush greenery of 

Manchar, close to Pune in the Indian state of 

Maharashtra. Its realisation of 50 litres of milk 

per cow per day is astonishing, but not so sur-

prising considering that the cows are treated 

with unwavering welfare practices. Interestingly 

this High milk output is attributed to Ayurveda 

therapy on the farm. 

Other 9 state of the technology dairy farms 

across the world 

Queensland dairy farmer, in Australia Paul Ro-

derick, is on a mission to fine-tune his breeding 

to produce the perfect dairy cow thatis 

matched to his farm. That is one of the future 

goals for Paul, who says he has already reached 

the maximum number of cows his farm can 

carry. 

2. In Israel, Classed as essential workers, the 

staff at one of Israel’s leading dairy farms have 

ensured the cows are milked daily even though 

some of the staff members tested positive for 

Covid-19 and had to isolate. Located in the 

north of Israel,Ramot Menashe dairy farm is 

home to around 1,000 animals including a milk-

ing herd of 500 cows, 450 heifers and 50young 

calves. 

3. In Brazil, where A2 milk is big business, Santa 

Rita Farm focuses on milk production and 

adopting technologies in order to add value and 

be sustainable.Founded in 1945 in Des calvado 

city, Brazil, the farm is also internationally 

prized for its A2 milk. Currently, Santa RitaFarm 

has 4,800 cows (all Holstein, 2,000 lactating) 

producing24,000 tonnes of milk per year, which 

is 10 times higher than40 years ago. 

4.Milk processing on the farm is not so common 

in Canada where dairy farmers have relied on 

the trusted supply management system to mar-

ket their milk. However, that system has been 

heavily tested in recent years. The brotherand 

sister team of Tom and Suzanne Pettit own and 

run Mistyglen Holsteins based in southwest On-

tario, Canada,near the city of London. 

5. China’s dairy farming industry has trans-

formed over the last2 decades and today the 

main trend is big scale farming. In2019, the an-

nual milk production in China was 32 billion 

kg,and according to China Dairy Industry Statis-

tics 2020, the 25largest farming companies of 

milk delivered 9.4 billion kg ofthe country’s pro-

duction, contributing 29%. These farmingcom-

panies had 1.7 million dairy cattle, or on aver-

age nearly68,000 animals each. 

6. Dairy farms across Europe and beyond are 

traditionally handed down through generations 

and seldom change direction in terms of sector. 

As families grow in size,sometimes additional 

enterprises are added to the core farm business 

to increase greater income and create more 

family employment. That strong dairying tradi-

tion is very relevant in the Caligari family in It-

aly. They run the Crocetta company. Angelo Ca-

ligari at work in the fields preparing to grow 
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new grass for the cows. Photos: Chris 

McCullough 

7. All too often dairy farmers submerge them-

selves in debt,having invested in all the latest 

gizmos and gadgets blinded by marketing prom-

ises of increased returns and short pay-back 

terms. Keeping the business of milking cows rel-

atively simple and investing in staff instead of 

too much machinery is the ethos of the Maria 

Teresa Sur Tambo 1 farm inArgentina.Buildings  

8. The Skimmelkrans Dairy Farm in George in 

South Africa’sWestern Cape province is Nestlé’s 

first dairy farm earmarked to reach net-zero 

carbon emissions in 2023. The farm has set it-

self apart through prudent soil work, water con-

servation,feed management and manure pro-

cessing. The 4 pillars of regenerative agricul-

ture, namely soil, water, biodiversity, and live-

stock, are integral. 

9. Organic dairy farm Gaec Sureau Clerget lo-

cated in Courcelles Frémoy, Burgundy, France, 

aims to produce 1.1 million litres of milk with its 

Brown Swiss herd. Linda Sureau and her com-

panion, Mickaël Clerget, run the organic dairy 

farm. Two dates are important in the history of 

the farm: the takeover of the family farm by 

Linda in 2010, and the arrival of Mickaël 2 years 

later with his 70 Brown Swiss cows coming from 

his farm nearby Châtillon-sur-Seine in the north 

of Côted’Or. 
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he finance minister will be announcing 

her Budget measures soon. Once again, 

you can expect her to assure the coun-

try that all-is-well. This is a song we have heard 

for the past several years. Yet each year, GDP 

growth has been dismal. (See chart). True, GDP 

grew in 2021, but when compared with the neg-

ative growth of 2020, we are actually back at 

2019 levels. 

So, why should agriculture matter, since it con-

tributes to just around 20 percent of India’s 

GDP? 

There are three reasons to explain this. 

First, with over 50 percent of India’s population 

in rural areas and linked to farm incomes, any 

increase in rural growth will translate into eco-

nomic growth for the country. More important, 

it will boost per capita income growth – a more 

reliable indicator of national well being for the 

common man. 

Second, a higher income in the rural areas will 

translate into better purchasing power for a va-

riety of items – from necessities to even luxu-

ries. That creates the demand pull that industry 

needs. Without increased purchasing power 

from the 50 percent and more residing in rural 

areas, you will not have the quantum consumer 

demand that India requires. 

Third, as study after study has shown, a rupee 

spent in rural areas translates into faster 

growth than a rupee spent in urban areas. The 

ICOR (incremental capital output ratio) for the 

rural is significantly higher than that for the ur-

ban sector. So, there is more bang for the buck 

by investing in agriculture. 

Agri distress 

The farmer is in great distress. The rate of 

farmer suicides is greater than the rate for most 
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other sectors. All the numbers confirm this (see 

chart). 

The farmer often earns more by working in 

other enterprises, and even as a daily wage 

earner. He uses these to supplement his cultiva-

tion income. This is more true of small farmers 

than large farmers. There is a lot that the 

Budget can do to ameliorate this. But we shall 

come to that a bit later. 

Another factor that must be borne in mind is 

that except for Punjab, where central funds are 

used to favour farmers, most states that did not 

depend on central funds, and where farmers 

kept politicians at bay, did better than states 

where farmers wanted politicians to bail them 

out. The politicians have not yet realised that 

subsidies actually encourage the weak, and pe-

nalise the strong. It makes the strong become 

weaker. The government is one of the key 

causes for farm impoverishment. The FCI (Food 

Corporation of India) story should be adequate 

to explain what has happened .Ditto with 

oilseeds.  

Finally, contrary to what politicians will tell you, 

importing agri produce to cool rising domestic 

prices, helps neither the farmer, nor even the 

consumers. Only traders, who are often very 

close to politicians, benefit. When domestic 

prices rise, there should be an NDDB-like mech-

anism to cool prices, but without hurting farm-

ers. When prices are high, and imports are re-

sorted to, foreign suppliers also increase their 

prices. Traders do not ease domestic prices ei-

ther. The farmer loses because of lower priced 

imports and being cut off as the key supplier to 

the markets. The consumer loses because prices 

do not cool down. On the contrary, the farmer 

will grow less of the commodity in the next sea-

son, causing prices to remain high, and import 

dependency increasing. That is not good for In-

dia. 

Solutions 

There are several things the government can 

do. 

First, do not offer subsidies to farmers di-

rectly.  Create a structure to identify well-gov-

erned farmer producer organisations (FPOs) 

which keep agri-produce prices climbing a bit 

year after year . That is what GCMMF (Gujarat 

Cooperative Milk Market Federation which sells 

dairy products under the Amul brand) and 

NDDB have done. Let these organisations han-

dles subsidies (which can be created through a 

market development fund by importing subsi-

dised agri-products and releasing them in the 

markets and using the surplus for farmer devel-

opment. Or let them take surplus produce, con-

vert them into value-added products and keep 

the surpluses for market development. Let 

these organisations decide a market price that 

consumers can afford, and increase these gently 

year after year to assure farmers that market 

prices will not fall . There are many other strate-

gies, but these should suffice for starters. 

Second, ban import of agri products by traders, 

and political bodies. Leave that to FPOs instead. 

Three, rationalise taxes for the dairy sector . 

The current set of tax laws discriminates against 

the dairy sector. There is no ceiling for agricul-

ture when it comes to tax-free income, yet 

there is a ceiling of 100 cattleheads in the dairy 

sector. Isn’t the dairy sector part of agriculture? 

Four, allow farmers to give their lands on rent 

to others. This way, they are not bound to the 

crippling prices they get for agri produce. Yet 

they regain hold over their land which they are 

sentimental about. Allowing farmers to enter 

into contract farming but disallowing them the 

right to rent out their land is a counter-produc-

tive move and will hurt farmers. 

Five, create a fund which allows farmers with 

old cows to get Rs 20,000 for each old cattle 

that the government does not allow him to sell. 

You cannot create a law which hurts a farmer, 

or denies him the right to dispose off the cattle. 

Let the State take care of the old cattle and do 

whatever it wants. Always remember, that a 

farmer buys a cow. He must then have a right to 



sell it to anyone who wants to purchase it. If 

such a sale is not permitted, the State must pay 

the farmer the cost of such cattle. 

Six, allow farmers in border states to sell cattle 

to anyone who wants to purchase it. More spe-

cifically, allow them to freely sell buffaloes, 

goats, poultry, and anything (except cows). 

Once permitted, it becomes exports. It is no 

longer smuggling. You do not need to use the 

border patrols to control smuggling. If a farmer 

can sell poultry, and fish, why not cattle? 

Seven, never interfere with commodity ex-

changes. It takes a lot of time and effort to 

make a commodity become actively tradeable 

on commodity exchanges. Yet, when trading be-

comes active the government bans such trade 

on the specious argument that it causes prices 

to go up. What else does a market do but sell at 

higher prices? How else will a farmer learn to 

discover next year’s prices and decide which 

crop to grow? 

Lastly, re-activate the WDRA (Warehousing De-

velopment and Regulatory Authority) to work 

out norms for regularizing warehouses. Take all 

the warehouses that belong to FCI (Food Corpo-

ration of India) and other agencies of the gov-

ernment, and bring them under the WDRA. Let 

FCI procure grain through commodity ex-

changes, and not directly. That will create a uni-

form pricing for rain across the country, stop 

preferential purchases. The creation if ware-

houses near farmers will allow them to sell 

them through commodity exchanges using the 

warehouses as a temporary measure. It could 

empower the farmer. 

Yet knowing how desperately the entire system 

likes to exploit the farmer in the name of sup-

porting him, it is doubtful that such measures 

will get introduced. But flagging them is always 

useful, lest a politician says, I did not know. 

Why did you not inform me? 
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tellapps Technologies won the ‘National 

Startup Award 2021’ by ‘Startup India’ 

in Animal Husbandry sector for its effort 

in digitising the dairy sector in India. The dairy 

tech startup was honoured through a virtual 

ceremony in the presence of Union Minister of 

Commerce and Industry, Piyush Goyal. The 

company is one among the 46 startups an-

nounced as winners of the National Startup 

Awards 2021 along with 1 incubator and 1 ac-

celerator. 

The awards seek to recognise and reward out-

standing startups and ecosystem enablers that 

are contributing to economic dynamism by 

spurring innovation and injecting competition. 

As a part of the award, the founders of the com-

pany were commended with a cash prize of Rs 5 

lakh. 

The Department for Promotion of Industry and 

Internal Trade (DPIIT), conceived the National 

Startup Awards, appreciating the efforts of ena-

blers that are building innovative products or 

solutions and scalable enterprises, with high po-

tential of employment generation or wealth 

creation, demonstrating measurable social im-

pact. 
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The company has been recognised for their in-

novative tech solutions in digitising and 

strengthening the dairy farming processes. With 

a prime focus on data acquisition and machine 

learning, the startup aims to digitise the dairy 

supply chain. The technology can be used 

where the yield per animal is low with inade-

quate traceability. 

The company was also a part of the working 

group that presented policy recommendations 

for the Indian agriculture sector to the Prime 

Minister, Narendra Modi under the theme 

‘Growing from Roots’. 

Ranjith Mukandan, CEO and co-founder of Stel-

lapps, said, “We started in 2011 as the first of 

its kind startup, working towards the digitisa-

tion of the dairy supply chain. We are honoured 

to receive the ‘National Startup Award 2021’ or-

ganised by Government of India. Milk is the 

largest crop on this planet and there is a strong 

need for technology interventions, especially in 

the emerging markets where the yield per ani-

mal is low, traceability is inadequate and quality 

is not up to the mark. It is a proud moment for 

us to be able to contribute and be a part of this 

era of Indian startups.” 
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ast week, India and the United Kingdom 

officially launched negotiations for a 

free trade agreement (FTA), with the 

aim of concluding it by the end of the year or 

early 2023. This is to ensure bilateral trade is 

doubled by 2030. 

“We aim to double trade between our countries 

by the end of this decade, supporting jobs, busi-

nesses, and communities in both our coun-

tries,” said UK Trade Secretary Anne-Marie Tre-

velyan at the launch of the negotiations in New 

Delhi on 13 January. 

“This is part and parcel of the UK’s ambitious 

agenda to strengthen our strategic and eco-

nomic partnership with India as it continues to 

cement its rightful place as an economic super-

power,” she said. 

India’s Commerce Minister Piyush Goyal later 

said that the FTA aims to boost Indian exports in 

labour-intensive sectors like leather, textile, 

jewellery, and processed agri products. 

The two countries also aim to conclude an early 

harvest trade deal over the next few months. 

This comes at a time when India is also actively 

pursuing FTAs with Australia, the UAE, Israel, 

and Canada, among others. 

India was negotiating a trade pact with the UK 

earlier, when it was part of the European Union, 

under the proposed India-EU FTA. However, 

New Delhi and London began discussing a sepa-

rate trade deal after the UK formally withdrew 

from the bloc in January 2021. 

However, if the slow pace of India-EU negotia-

tions is any indication, talks between London 

and New Delhi for a comprehensive trade pact 

may also take time. There are certain chal-

lenges, especially with regards to lowering tar-

iffs in alcohol, automobile and dairy sectors — 

the latter being a sticky point in India’s FTA ne-

gotiations with Australia too. 

ThePrint spoke to analysts to understand about 

these key challenges, and how the post-Brexit 

scenario could play a role in the India-UK FTA 

negotiations. 

Challenges in alcohol, dairy sectors 

L 

https://dairynews7x7.com/indias-dairy-sector-is-a-sensitive-area-in-trade-deals-with-the-uk/


Arpita Mukherjee, professor at the Indian Coun-

cil for Research on International Economic Rela-

tions (ICRIER), explained that export regulation 

issues are the main reason why alcohol and 

dairy sectors could be an issue in the trade deal. 

“India’s dairy sector is a sensitive area in trade 

deals with the UK and even Australia because of 

lack of reciprocal market access. The UK has 

banned our dairy exports because they claim 

we don’t meet certain regulatory standards, but 

we still accept their dairy imports,” she told 

ThePrint. 

Mukherjee further suggested joint-capacity 

building workshops for the Indian industry to 

meet the standards and inter-government dis-

cussions to find some flexibility in removing the 

ban. “We can also keep low-end products like 

skimmed milk closed off, but partially open up 

high-end cheese and products that don’t com-

pete with domestic dairy,” she added. 

In the case of the liquor industry, there are simi-

lar non-tariff barriers. 

“Some Indian whiskeys don’t meet the UK’s re-

quirement of three-year maturation. There are 

also terminology hang-ups because some Indian 

whiskeys which are matured for just a year or 

produced out of molasses, end up being re-

ferred to as Indian ‘spirits’ in the UK,” said 

Mukherjee. 

According to Biswajit Nag, professor and head 

of economics at the Indian Institute of Foreign 

Trade (IIFT), India may be “protectionist” in the 

aforementioned sectors but “aggressive” in oth-

ers. 

“We may be protectionist in a few sectors but 

aggressive in others for high-tech products and 

precision instruments. We saw great collabora-

tion between India and the UK during the pan-

demic while developing the AstraZeneca vac-

cine, so things like these provide a new dimen-

sion to pharma and biotechnology sectors on 

both sides,” he told ThePrint. 

Post-Brexit scenario  

On 1 January 2021, the UK officially left the Eu-

ropean Union (EU), and also single market 

membership to the bloc. It has been argued 

that due to Brexit, UK firms would have to navi-

gate a patchwork of national licensing regimes 

and face restrictions on cross-border business, 

among other impediments, in contrast to the 

market access rights that an EU firm would 

have. 

“The UK will face difficulties in European mar-

kets in the post-Brexit era and hence, look for 

better market access in large markets like India 

along with the possibility of deeper coopera-

tion,” said Nag, adding that the UK is one of the 

few countries with which India shares a trade 

surplus. 

According to Indian commerce ministry data, In-

dia’s trade surplus with the UK stood at $3.2 bil-

lion in 2020-21. 

On the other hand, the existence of cross-coun-

try supply chains between the UK and the EU 

despite Brexit may raise unique challenges. 

“With automobile imports from the UK, it’s a 

problem with the rules of origin. Brexit aside, 

British auto manufacturers still source compo-

nents from Europe, so there is a worry on the 

Indian side about what the real supply chain 

looks like,” said Mukherjee. 

Opportunities for Indian professionals, compa-

nies in UK 

According to estimates, there are over 800 In-

dian companies in the UK, with combined reve-

nues of Rs 4.1 lakh crore (41 billion British 

pounds), employing nearly 1.1 lakh people. 

A long-standing request from Indian industry 

has been a social security agreement for skilled 

Indian professionals on temporary visas in the 

UK, which would exempt them from social secu-

rity contributions. 

Currently, temporary Indian workers have a lim-

ited exemption, despite being unlikely to work 

in the UK for long enough to accrue any pen-



sion. It has been estimated that such contribu-

tions are an additional cost burden of around Rs 

50,860 (500 Pounds) per employee per year. 

Last September, at the 11th virtual India-UK 

Economic and Financial Dialogue (EFD) between 

Finance Minister Nirmala Sitharaman and UK 

Chancellor Rishi Sunak, both countries commit-

ted  to a joint dialogue towards signing a Social 

Security Agreement. 

“The Indian IT industry in the UK also wants ac-

cess to the UK government procurement mar-

ket. Though this issue has largely been outside 

FTA negotiations, government procurement-re-

lated barriers on both sides are also likely to 

crop up in discussions,” Mukherjee said. 
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he Association of Indian Organic Indus-

try (AIOI), a membership driven non-

profit organization registered under Sec-

tion 25 of The Companies Act,1956, had organ-

ised a Webinar on 10th January 2022, Milk Co-

operatives ,Diary Industries, Farms,Farmers , 

Startups ,Certification Bodies and consumers 

participated in the Webinar. 

Dr PVSM Gouri ,CEO and Executive Director AIOI 

in her welcome speech gave the overview of or-

ganic market and dairy in particular and 

stressed on the assurance mechanism for the 

dairy products to be sold as organic, need to be 

established for operationalization. She said that 

for sustainability and accountability, the dairy 

stakeholders need to follow the National Stand-

ards for Organic Production and certification 

norms notified by FSSAI in 2017. 

 
Panelists during AIOI webinar 

Padmashri Dr. M H Mehta, Chairman, National 

Working Group on Ecoagriculture, in his open-

ing remarks ,appreciated the timely initiative of 

AIOI and that the Webinar would help open a 

new chapter for healthy food and fodder sys-

tem, animal hygiene and cleanliness, better nu-

trition, higher income for the farmers, system-

atic and practical standardization process and 

training and extension. He emphasized on the 

strength of India being the Largest producer of 

milk with Quality indigenous breeds, Tradition 

of Integrated small farms and growing demand 

for healthy, nutritious, clean milk & milk prod-

ucts . 

Dr Mehta said that the New full-fledged Minis-

try by GOI –is a great step and India should 

achieve a Road Map for organic dairy as part of 

Eco Agri Revolution for Ever Green Revolution. 

This could be achieved through by coming 

out with an action plan for standardization, 

Training and Start-ups for domestic and Global 

markets. These initiatives would give a quantum 

jump for being India as a leader for healthy, 

clean, nutritious milk and milk products. 

Mr Meeneesh Shah , Chairman and Executive 

Director NDDB in his key note address, stated 

that stated that all the present activities of the 

Government and the efforts directly or indi-

rectly are translated into results of Indian milk 

being clean and found to be safe for the human 

consumption . He shared his NDDB experience 

about the successful efforts of Sunderban Coop-

erative- Milk and Livestock Producer Union Lim-

ited, West Bengal wherein 5,000 woman dairy 
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farmers are organized to only market certified 

organic milk and milk products and other prod-

ucts like eggs, pulses and rice such efforts are 

being planned further in developing other mod-

els like Sunderban’s for milk production through 

Sikkim Milk Union. 

He emphasized that the lack of knowledge and 

awareness about critical issues of organic farm-

ing is a big challenge for promotion of organic 

dairy farming. There is also lack of proper train-

ing especially for organic dairy products and 

standards .He said that there is a need to create 

awareness and help farmers to meet the stand-

ards since farmers are not aware of the prac-

tices . 

The Hon’ble Shri Parshottam Rupalaji ( Union 

Minister, Ministry of Fisheries, Animal Hus-

bandry and Dairying, Government of India) 

could not make it to inaugurate the webinar but 

conveyed his best wishes and desired that a set 

of all the recommendations along with sug-

gested action points to be submitted to the 

Ministry to take further initiatives to coordinate 

growth in the organic dairy sector in the coun-

try. 

The inaugural session was followed by a panel 

discussion. Objective of the discussion was to 

deliberate on the POTENTIAL, OPPORTUNITIES, 

CHALLENGES & come up with key action points 

for Govt’s consideration. The panel of experts 

comprised of Shri Sunil Bakshi, Head Regula-

tions ,FSSAI, Shri RS Sodhi, Managing Director, 

GCMMF Ltd (Amul), Shri RS Dixit,CMD of 

Ananda Group, Dr.Ghanshyam Singh Rajorhia, 

President, Indian Dairy 

Association, Dr. Mahesh Chander , Head, Divi-

sion of Extension Education, ICARIVRI, Shri.Na-

rayana Upadhyaya Managing Director, Aditi 

Certifications and Shri Kuldeep Sharma , 

Founder Suruchi Consultants 

The panel discussion was moderated by Shri S 

Dave,former Chairman of Codex Alimentarius 

Commission and former Advisor to Food Safety 

and Standards Authority of India. The Conclud-

ing Remarks were given by Shri Tarun Shridhar, 

former Secretary(AHD) to the Government of 

India. He said that one should keep in mind that 

everyone across the organic value chain starting 

from the farmer should gain and the integrity 

should be never compromised and to take pride 

in our organic dairy and organic milk . 

A number of recommendations emerged from 

the panel discussion Accordingly, these recom-

mendations plus other suggested action 

points(marked as such)according to Ministries 

and Organisations are enumerated on the fol-

lowing 

pages. Recommendations and other Suggested 

Action Points 

A. MINISTRY OF FISHERIES, ANIMAL HUS-

BANDRY AND DAIRYING, GOVERNMENT OF IN-

DIA) ALSO MINISTRY OF CO-OPERATIVES , GOV-

ERNMENT OF INDIA. 

Evolve Action Plan for standardization, Training 

and Start-ups for domestic markets. 

Need for financial support programme for or-

ganic entrepreneur or startups for the first 

three years. 

Promote awareness programmes among con-

sumers about benefits of organic dairy products 

and how the integrity can be verified for en-

hancing consumer trust. 

Consider not to subsidize the producer but to 

subsidize the produce. 

Emphasize the need to promote production of 

value-added processed organic dairy foods to 

support Govt’s wellness programmes. 

Offer special incentives for Organic Animal Feed 

& Fodder. 

B .FOOD SAFETY STANDARDS AUTHORITY INDIA 

(FSSAI) 

The credibility of the organic certification sys-

tem needs to be strengthened through training 

programmes for Certification Bodies and State 

enforcement agencies . 

Take measures to strengthen the accreditation 

and certification system for organic products for 



the domestic market to enhance India’s negoti-

ating capacity for equivalence arrangements at 

the bilateral level. 

MoC and FSSAI may consider adopting a single 

accreditation body in the country to cover ex-

ports/imports and the domestic production and 

marketing. 

There is a need to promote production of value-

added processed organic dairy foods to support 

Govt’s wellness programmes . 

FSSAI may revisit the NPOP standards to include 

the standards for the primary production of or-

ganic dairy products for the domestic market. 

C MINISTRY OF COMMERCE AND INDUSTRY 

(DOC) 

Create a Brand India for organic products and 

promote it for enhancing exports under the For-

eign Trade Policy 

2. Ministry of Commerce and Industry , in col-

laboration with FSSAI, may consider revising 

NPOP standards in line with current technologi-

cal developments in food processing to include, 

for instance, food ingredients, food additives, 

processing aids, herbal, nutraceuticals and live-

stock based food products and inputs in order 

to promote value addition in organic products. 

D .ASSOCIATION OF INDIAN ORGANIC INDUS-

TRY (AIOI) 

AIOI should submit a proposal to Ministry of 

Fisheries, Animal Husbandry and Dairying, Gov-

ernment of India for up-gradation of the skills of 

Certification Bodies and training and awareness 

programmes among the dairy stakeholders and 

consumers and [suggested action point] 

AIOI should submit a proposal to FSSAI for up-

gradation of the skills of State enforcement 

agencies for verifying organic integrity of or-

ganic products including imported organic 

foods. [suggested action point] 

AIOI should develop online programmes for up-

gradation of the audit skills of the assessors un-

der NPOP accreditation. [suggested action 

point] 

 

 

 

Stellapps wins National Startup Award 2021 
Jan 20, 2022 
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cle64927348.ece 

 
tellapps Technologies said it has won the 

‘National Startup Award 2021’ by 

#StartupIndia in the Animal Husbandry 

sector for its effort in digitizing the dairy sector 

in India. The dairy tech startup was honored 

through a virtual ceremony in the presence of 

Union Minister of Commerce & Industry, Piyush 

Goyal. Stellapps is one among the 46 startups 

announced as winners of the National Startup 

Awards 2021. 

The awards seek to recognize outstanding 

startups and ecosystem enablers that are con-

tributing to economic dynamism by spurring in-

novation and injecting competition. As a part of 

the award, the founders of Stellapps were com-

mended with a cash prize of ₹5 Lakh. 

“We started in 2011 as the first of its kind 

startup, working towards the digitization of the 

dairy supply chain. We are honored to receive 
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the ‘National Startup Award 2021’ organized by 

the Government of India. Milk is the largest 

crop on this planet and there is a strong need 

for technology interventions, especially in the 

emerging markets where the yield per animal is 

low, traceability is inadequate and quality is not 

up to the mark. It is a proud moment for us to 

be able to contribute and be a part of this era of 

Indian startups,” Ranjith Mukundan, CEO and 

Co-founder, Stellapps said in a statement. 

Digitizing dairy supply chain 

Stellapps has been recognized for their innova-

tive tech solutions in digitizing and strengthen-

ing the dairy farming processes, the company 

said in a statement. With a prime focus on data 

acquisition and machine learning, the startup 

aims to digitize the dairy supply chain. The tech-

nology can be used where the yield per animal 

is low with inadequate traceability, the com-

pany said in a statement. 

 

 

Jerri hamlet declared as 'milk village' in J&K 
Jan 20, 2022 

https://www.tribuneindia.com/news/schools/jerri-hamlet-declared-as-milk-village-in-jk-362923 

 
he Jammu and Kashmir administration 

has declared Jerri settlement in Reasi 

district as the first 'milk village' of the 

Union Territory and sanctioned 57 more dairy 

farms under the Integrated dairy development 

scheme (IDDS) for the hamlet, officials said. 

The milk village, which houses 73 individual 

dairy units with 370 cows, will give financial se-

curity to the local farmers, they said. 

Taking a lead to carving out a hamlet of dairy 

farms, the women of the settlement have 

formed a cooperative of 11 females for collect-

ing milk from the dairy farms and households 

for further transportation to the milk selling 

plants or other establishments. 

"We have carved out this village into a dairy or 

milk hamlet, as local farmers of DC Reasi inspect 

dairy farms," a local farmer Dheeraj said. 

After being declared as 'milk village', a total of 

57 units have been sanctioned under the IDDS 

for the village, Agriculture Department officials 

said. 

Under the integrated dairy development 

scheme, dairy units of five animals are provided 

with a 50 per cent subsidy. 

The District Development Commissioner (DDC) 

Reasi Charandeep Singh reached out to the 

hamlet to interact with farmers and also in-

quired about the income status and turnover of 

their dairy units. 

He asked them to encourage fellow farmers for 

opening more such units for handsome earn-

ings, as this will also resolve the issue of unem-

ployment. 

The hamlet saw the formation of one coopera-

tive of 11 women for collecting milk from the 

dairy farms and households for further trans-

portation to the milk selling plants or other es-

tablishments, they said. 

In December, the administration declared the 

Jerri hamlet as a milk village. 

Naveen Choudhary, Principal Secretary in the 

Agricultural and Animal Husbandry Department, 

lauded the launch of the milk village, terming it 

as a major economic reform by the locals. 
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“The milk village, which houses 73 individual 

dairy units with a total of 370 cows, would give 

financial security to local farmers,” he said. 

Choudhary said that the establishment of the 

milk village and its eventual success would at-

tract many others to launch similar units in their 

larger interest. 

The principal secretary also called for increasing 

the average size of a dairy unit besides asking 

dairy farmers to form their farmer producer or-

ganisations that can transform their lives to-

wards a bright future. 

He also directed the Animal Husbandry depart-

ment to provide a refrigerated van to these 

farmers on a 50 per cent subsidy. PTI 

 

 

 

Tamil Nadu government-owned Aavin brings five new milk products including Payasam 

mix 
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HENNAI: State-owned Aavin on 

Wednesday introduced five new milk 

products including a payasam mix and 

premium milk cake. Chief Minister MK Stalin 

launched the milk products at the Secretariat in 

presence of ministers and officials.   

A 100-gram pack of the payasam mix is priced 

at Rs 50 and a 200 g pack costs Rs 100. The mix 

is prepared using ingredients such as badam, 

cashew nuts, raisin and milk powder, said a 

statement from Aavin. 

Presently, Aavin sells khova, mysorepa, rasa-

gulla and gulabjamun. In addition, a premium 

milk cake priced at Rs 100 for 250 grams was 

launched. 

The milk cake is prepared using milk powder 

and Aavin ghee. Also, a healthy yoghurt drink 

was introduced in mango and strawberry fla-

vours. 

A 200 ml tetra pack costs Rs 25. Similarly, noo-

dles enriched with milk protein was introduced 

for Rs 10 (70g) and to cater to the demand of 

restaurants and tea stalls, Aavin dairy whitener 

was launched (Rs 10 for 20g, Rs 80 for 200g and 

Rs 200 for 500g). 

The CM also inaugurated a new mineral mixture 

plant in Hosur and an expanded cattle feed 

manufacturing plant in Erode.  

CM MK Stalin praises NGO founder Evidence A 

Kathir 

On Wednesday, Stalin also congratulated Evi-

dence A Kathir, founder of an NGO working for 

the welfare of Scheduled communities and trib-

als, for being selected for the Council of Eu-

rope’s Raoul Wallenberg Prize. 

In his congratulatory message, the CM said he is 

happy to know that Evidence A Kathir alias Vin-

cent Raj Arokiasamy, has been awarded the Ra-

oul Wallenberg Prize. He wished him to con-

tinue his work with excellence. 

Foundation laid 

The CM also laid the foundation for the new 

collectorate complex for Mayiladuthurai dis-

trict, through video conference from the Secre-

tariat. The complex is coming up on an area of 

6.54 acres at a cost of Rs 114.48 crore.  

C 

https://www.newindianexpress.com/states/tamil-nadu/2022/jan/20/tamil-nadu-government-owned-aavinbrings-five-new-milk-products-including-payasam-mix-2408977.html
https://www.newindianexpress.com/states/tamil-nadu/2022/jan/20/tamil-nadu-government-owned-aavinbrings-five-new-milk-products-including-payasam-mix-2408977.html


Pay more money for Nandini milk as price may go up by Rs 3 in Karnataka 
JAN 19, 2022 
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 litre of Nandini toned milk (blue sa-

chet) currently costs Rs 37. The cost 

may go up to Rs 40. Simultaneously, 

the prices of other varieties and curds will also 

increase. 

“For the past two-and-a-half years, milk prices 

have not increased even as the procurement 

and supply cost saw a 30-40 per cent jump ow-

ing to steep hikes in petrol and diesel prices. A 

majority of 14 milk unions are running under 

losses. So, the government must allow an in-

crease in milk price now,” said Narasim-

hamurthy, president, Bangalore Milk Union. 

The general body of KMF, which was presided 

over by chairman, Balachandra Jarkiholi, has 

given a nod to hike milk price by Rs 3 a litre. 

Jarkiholi told reporters that Nandini was the 

cheapest milk in India and that all the milk un-

ions in the state have been requesting for up-

ward revision. He said that the entire hike will 

be transferred to dairy farmers by giving the 

benefit to them and KMF will not benefit. He 

said he proposes to discuss the matter with the 

chief minister. 

The KMF and other milk unions have been seek-

ing revision of prices for the last six months 

claiming they are financially hit due to fall in 

sales during the pandemic. The unions have re-

duced the procurement price of one litre of milk 

from Rs 30 to Rs 25. 

Of the Rs 3 hike, the farmers will get Rs 2.50 

and the unions will retain 50 paise. Last month, 

during the winter session at Belagavi, a delega-

tion met Bommai and cooperation minister ST 

Somashekhar. The government is likely to ac-

cept the demand or allow a hike of Rs 1-2, 

sources said. 

 

 

Adopt Natural Farming to bring new green revolution : Amit Shah 
JAN 19, 2022 

https://dairynews7x7.com/adopt-natural-farming-to-bring-new-green-revolution-amit-shah/ 

 
nion Home Minister Amit Shah on Sat-

urday encouraged farmers to create a 

“new green revolution” in India by em-

bracing natural farming methods, pointing out 

that the abuse of artificial fertilisers is wreaking 

havoc on the quality of land, water, and human 

health. 

He claims that the misuse of chemical fertilisers 

is making farmland infertile, and that adopting 

natural farming practices is essential for restor-

ing soil quality, increasing agricultural produc-

tivity, and ensuring farmer prosperity. 

After unveiling the Gujarat government’s pro-

ject for natural farming’s logo, mobile app, and 

e-vans to market goods cultivated using natural 

farming practices through a network of Farmer 

Producer Organizations (FPOs), Shah was virtu-

ally addressing farmers. 

He said that Prime Minister Narendra Modi rec-

ognised chemical fertilisers as a big concern and 
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began searching for ways to minimise their us-

age while also attempting to boost agriculture 

productivity, cut water use, and provide wealth 

to farmers. “Let us usher in a new green revolu-

tion via natural farming, which maintains and 

conserves the land for the next many years ra-

ther than destroying it.” Natural farming is the 

only way to do this,” he stated in a video inter-

view with farmers in the Gandhinagar Lok Sa-

bha constituency, which he represents. 

Natural farming, which is mentioned in histori-

cal literature, is crucial for the country’s future, 

according to the cooperation minister. “Natural 

farming is critical for India now, but I believe 

the entire globe will have to adopt the natural 

agricultural practices that our country pio-

neered.” The value of the desi cow (which plays 

a key role in the natural agricultural process) 

will have to be accepted by the entire globe,” 

he remarked. Gujarat’s FPOs would serve as a 

link between customers and farmers. Following 

certification, these organisations will deliver ag-

ricultural food to customers. He claims that this 

will be the country’s first system of its kind. 

PM Modi expressed his delight at being named 

its brand ambassador, saying, “I am confident 

that India’s embrace of natural agricultural 

practices will show the world the way.” Follow-

ing the green revolution, the misuse of chemical 

fertilisers resulted in a number of negative con-

sequences, which only grew worse due to a lack 

of assessment every ten years. “India’s agricul-

ture is becoming infertile due to the abuse of 

chemical fertilisers, and chemicals have seeped 

underground,” he added, adding that this will 

increase the number of cancer patients in the 

future years. 

Shah added that experts have validated that 

adopting natural farming restores the soil qual-

ity and makes it more fertile, enhances produc-

tivity, decreases water consumption, and makes 

farmers rich, pointing out that Gujarat Governor 

Acharya Devvrat also worked in the field of nat-

ural farming. 

He claims that over two lakh farmers in Gujarat 

have adopted natural farming over 2.5 hectares 

of land in the previous two years. “Gujarat’s 

farmers have recognised the advantages of nat-

ural farming and have begun to use it… We are 

on the verge of a major disaster if ‘annadatas’ 

(food providers) do not consider the future, the 

country, and the environment,” Shah remarked. 

He said that as a Member of Parliament from 

Gandhinagar, he has made it his mission to con-

vert at least half of the farmers in his area to 

natural farming. 

Gujarat should also create preparations to guar-

antee that farmers receive the highest possible 

return on their natural farming products, be-

cause only then would they be more inclined to 

do natural farming, he added. 

According to him, the Union Cooperation Minis-

try has tasked Amul (Gujarat Cooperative Milk 

Marketing Federation Ltd) with establishing la-

boratories in regions where farmers practice 

natural farming in order to certify the land and 

output, as well as establishing a marketing 

chain. The minister expressed confidence that 

food grains grown naturally will fetch twice the 

minimum support price (MSP) in India and on 

international markets. “Natural farming will be-

come popular if we achieve it in this way.” 

There’s no reason why farmers shouldn’t go to 

natural farming if they can obtain the appropri-

ate output at the right price,” Shah added. 
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Collaboration of Pune Co-op With NGO Demonstrates How Dairy Business Can Be More 

Than Just Milk 
18 January, 2022  

https://krishijagran.com/agriculture-world/collaboration-of-pune-co-op-with-ngo-demonstrates-how-dairy-busi-

ness-can-be-more-than-just-milk/ 

 
 joint venture between the Pune Dis-

trict Cooperative Milk Union (Katraj 

Dairy) and Ved 

Vasudev Prathisthan will provide dairy produc-

ers with remedies to problems with local ani-

mals. Instead of just milk, this joint venture en-

courages the commercial use of cow dung and 

urine, which may provide farmers with an addi-

tional source of income.  

Despite their toughness, Indian or desi animals 

are rarely chosen by farmers due to reduced 

milk output. While the milk from these animals 

is said to be better to that of mixed or hybrid 

cows, lack of marketing strategies has fre-

quently reduced farmers' income.  

Domestic cattle breeds such as Gir, Tharparkar, 

Deoni, and Sahiwal have declined in numbers 

over the years. For desi breeds, a lack of suita-

ble genetic material is also a concern.  

The project's manager, Hemant Joshi, stated 

that they want to promote a holistic use of the 

desi animal. "Instead of just milk, the animal 

can provide a useful alternative to the farmer 

by using dung and urine.  Cow dung is the best 

source of organic carbon, and when cows are 

not available, farmers resort to buying the same 

for field preparation.  The goal of our project is 

to aid in the development and promotion of 

these creatures," he explained.  

The Katraj Dairy built up the shed on its prop-

erty as part of the joint venture, which began at 

the end of 2018, while the Prathisthan provided 

overall management and animals. 

 

 

 

Sikkim bans milk from outside on quality issues 
18 JAN 2022 8:07 PM 

https://www.outlookindia.com/national/sikkim-bans-milk-from-outside-on-quality-issues-news-33513 

he Sikkim government on Tuesday tem-

porarily banned the entry of all pack-

aged and canned milk from outside the 

state saying they are of questionable quality. 

Buying and selling of packaged milk procured 

from outside Sikkim will not be allowed from 

Wednesday, according to a notification issued 

by the department of animal husbandry and 

veterinary services. 

The government has noticed that various forms 

of fresh, processed and unprocessed milk in 

pouches and cans are entering the state from 

outside to be sold in Sikkim. Random tests and 

consumer observations of such milk supplied by 

private entities have reported that those prod-

ucts are either inconsistent in quality or not 

meeting required standards, the notification 

said. The sources of such milk are not regulated 

by the Sikkim government. Besides, manual 
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handling of those pouches and cans can lead to 

the spread of Covid-19, it said. 

The notification said that in view of the safety 

of consumers of the state, the Sikkim govern-

ment is imposing a temporary ban on entry of 

raw or processed milk from outside the state 

with effect from 19 January 2022. A source in 

the department of animal husbandry and veter-

inary services said that the supply of milk from 

the unregulated market is "minimal" and the 

state-run Sikkim Milk will be able to fulfill the 

demand. 

Milk from outside the state mainly come from 

Siliguri in neighbouring West Bengal. 

 

 

 

February 5 new deadline to give feedback on GM food: FSSAI 
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EW DELHI:  After objection from sev-

eral civil society groups, including RSS-

affiliated Swadeshi Jagran Manch 

(SJM), the Food Safety and Standards Authority 

of India (FSSAI) has extended the deadline on 

draft regulations on GM food to February 5. The 

previous deadline had ended on January 15. 

There are several online petitions filed by civil 

society groups as well as one by  SJM against 

the regulations. 

Coalition for a GM-Free India, a consortium of 

several such groups, said the regulator has not 

committed to publish the draft regulations in 

vernacular languages, nor has it committed to 

holding widespread consultations, which were 

also the demands being put forward by citi-

zens.  

“This limited-time extension is insufficient and 

insignificant. While it might be useful to some 

extent, this does not address what citizens have 

been asking for,” the coalition contended.  

“We object to the fact that the regulator is ig-

noring what citizens are legitimately demand-

ing. Citizens want to engage with these regula-

tions being proposed by FSSAI, since there is a 

wide demand from people of India who want to 

keep their food GM-free.”  

The group pointed out to FSSAI that the draft 

regulations are being rejected for a variety of 

reasons, and that the proposed regulations 

should be revised drastically, to ensure that 

FSSAI would be able to fulfill its statutory man-

date, and to keep out GM foods from our food 

chain. 

More than 50,000 citizens have so far signed 

these multiple letters, with the demand of 

keeping India GM-free being at the centre of 

these efforts. Incidentally, the maximum signa-

tories are from Gujarat. 

“We urge Health Minister Mansukh Mandaviya 

to intervene in this matter, and not leave this is-

sue of great importance to only the regulatory 

body FSSAI, which has already failed citizens 

several times on this front,” the coalition said in 

its statement. 
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Katrej with an NGO shows how dairy business can be more than just milk 
JAN 16, 2022 

https://dairynews7x7.com/katrej-with-an-ngo-shows-how-dairy-business-can-be-more-than-just-milk/ 

 
 JOINT venture between the Pune Dis-

trict Cooperative Milk Union (Katraj 

Dairy) and Ved Vasudev Prathisthan 

promises to throw some solutions to dairy 

farmers’ problems with local animals. 

Instead of just milk, this joint venture promotes 

commercial usage of cow dung and urine which 

can be an added source of income for the farm-

ers. 

Indian or desi animals, though sturdy, are not 

preferred by the farmers given the lower milk 

yields. While the milk of these animals is sup-

posed to be superior to mixed or hybrid cows, 

lack of marketing strategies have often im-

paired the farmers’ income. 

Over the years, domestic cattle breeds like Gir, 

Tharparkar, Deoni and Sahiwal have dwindled in 

numbers. Absence of proper genetic material is 

also a problem for desi breeds. 

Hemant Joshi, manager of the project, said they 

wish to push a holistic usage of the desi animal. 

“Instead of just milk, the animal can offer a 

good alternative to the farmer through the us-

age of dung and urine. Cow dung is the best 

source of organic carbon and in the absence of 

cows, farmers resort to buying the same for 

field preparation. Our project is to help in the 

development and promotion of these animals,” 

he said. 

The joint venture, which came into effect to-

wards the end of 2018, saw the Katraj Dairy set-

ting up the shed in its land while the overall 

management and animals were brought in by 

the Prathisthan. Joshi said the first few Gir ani-

mals came from border areas of Maharashtra 

and Madhya Pradesh. Currently, the Srimad 

Vasudev Goshala (the name of the cow shed) 

has 63 animals. 

What makes this Goshala unique is that they 

use the dung and urine of the animals to fash-

ion 16 products. From shampoos to floor clean-

ers, to dung cakes and incense – the Goshala 

has managed to make many items out of the re-

fuse of the animals. On an average, the shed 

collects around 150-200 kg of dung which is 

used for many things. 

“Small biscuits, round cakes and incense are 

made from the dung. The urine is used in many 

applications,” he said. 

Covid and the lockdowns had put the brakes on 

proper reach out campaigns but at present all 

the products are sold in the outlets of Katraj 

Dairy. 

The demand of these products in urban and 

semi urban areas is good but more efforts need 

to be done to reach out to customers. Pow-

dered dung dried and powdered under the 

hooves of the animals is an excellent fertilizer 

which can be marketed also. 
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Dairy farmers needed to provide data for cow workability reports 
31 Jan 2022, 7:30 a.m. 

https://www.farmonline.com.au/story/7599146/farmers-needed-for-cow-workability-reports/?cs=14138 

o you have fewer cows fidgeting in the 

dairy? More faster milkers? Is your 

herd pleasant to milk? If so, you might 

want to thank previous generations of dairy 

farmers for collecting herd workability data. 

It's these on-farm recorded observations of 

traits such as milking speed, temperament and 

likeability that help industry herd improvement 

organisation DataGene develop Australian 

Breeding Values (ABVs) for these attributes. 

But in recent years, fewer farmers have been 

choosing to collect and submit workability data, 

a worrying trend for DataGene. 

DataGene stakeholder relations specialist Peter 

Thurn said farmers who scored workability 

traits helped the industry identify "ordinary" an-

imals and this contributed to the accuracy of 

ABVs. 

"People are taking for granted that we have 

placid cows and fast milking heifers," he said. 

"This wasn't always the case and won't continue 

to be if the industry doesn't increase its worka-

bility data collection. 

"Despite the great advances we have made in 

workability performance, we are still getting the 

odd bull slip through with poor ratings, so we 

need to continue to add data to the system to 

avoid this. 

"Traits like milking speed and temperament are 

validated really quickly using on-farm observa-

tions, that's why DataGene's encouraging more 

farmers to record workabilities." 

Western Australian dairy farmer Jacqui Bid-

dulph milks 420 registered Holsteins with her 

family at Cowaramup near Margaret River and 

has been recording workability traits for the 

past 26 years. 

"It's still really important, despite the huge 

leaps forward with genetics and science," she 

said. 

"At the end of the day, a farmer must still want 

to milk that cow. Plus, if a cow scores highly for 

likeability, they are going to stay around." 

What you don't see 

But measuring the effects of workability record-

ing on the modern dairy animal is more about 

what isn't seen, than what is seen, Mrs Bid-

dulph said. 

"If you like them, they are easy to manage in 

the shed, they come and go and no one notices 

- she just does her job," she said. 

"I can remember - over the years - cows that 

were slow milkers, in particular, or those cows 

that were twitchy and danced in the dairy when 

you put cups on. But a lot of those cows, they 

don't appear anymore." 

The Biddulph family have a simple view on 

workability scoring. 

"We either like them or we don't," Mrs Bid-

dulph said. "If we don't like them, we will mark 

them down." 

A prompt in their herd management software 

reminds the family to record workability traits 

for fresh heifers. Mrs Biddulph said that once 

any heifer reached a certain number of days in 

milk, a reminder flashed on their computer 

screen every time they turned it on. 

She said it wasn't a time-consuming task, con-

sidering the benefit it provided to the herd im-

provement industry. 

All two-year-old heifers should be scored for 

workabilty, and it can be reported via the 

HerdData app, Easy Dairy, Mistro Farm or di-

rectly to a herd test centre. 

Workability trait scoring is an assessment of 

each individual heifer. For example, to report 
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likeability, farmers are asked to record if they 

would like more cows like the one they are 

scoring and then provided with a range of an-

swers from "very definitely" to "definitely not". 

It's similar when measuring milking speed - the 

range is from "very fast" to "very slow". 

The HerdData app gives farmers a selection of 

words to choose to score the temperament of 

individual heifers. These include placid, quiet, 

average, nervous or very nervous. 

Workability traits are included in DataGene's 

Balanced Performance Index (BPI) and Health 

Weighted Index (HWI). 

To breed for improved workability, look for 

Good Bulls with workability ABVs of greater 

than 100. The Good Bulls App allows users to fil-

ter for each of the three workability traits. 

 

 

No Consumers: Dairy farmers throw away milk in Ganderbal 
January 30, 2022 

http://brighterkashmir.com/--no-consumers-dairy-farmers-throw-away-milk-in-ganderbal--- 

anderbal, Jan 29: Dairy farmers from 

Ganderbal district have incurred losses 

due to the influx of ‘Pasteurized Milk’ 

in the markets. 

On Saturday, dairy farmers were seen emptying 

their milk canes on the ground in Lar area of the 

district after they failed to sell it in the market. 

Some of the affected farmers say that people 

don’t buy milk from them anymore as they pre-

fer packed milk. 

We don’t know the reason behind all this, but 

what we have observed is that scores of vehi-

cles from outside enter into markets and supply 

the packed milk to shopkeepers,” said one of 

the dairy farmers. 

An elderly woman who runs a dairy farm told 

news agency Kashmir News Trust that she is not 

mulling to sell her cows as she is unable to sell 

the milk. “I can’t feed my cows anymore as it in-

volves a lot of expenditure,” she said. 

The milk producers of the district alleged that 

authorities didn’t respond despite taking up the 

matter with them. “We had gone to meet to DC 

Ganderbal who told us to get in touch with ADC 

but ADC concerned never met us and we left his 

office with gloomy faces,” they said. 

They said that milk is being produced as usual 

but the people (consumers) who used to buy 

from us now prefer packed milk from markets. 

There are many milk manufacturing companies 

in Kashmir that supply their pasteurized milk in 

pouch-packed to make it conveniently available 

to the consumers. 

Some dairy farmers who sell open milk are of-

ten being accused of selling adulterated milk to 

consumers, as a result, they have lost credibility 

among people. On the, other hand milk-produc-

ing companies claim that Pasteurized Milk 

meets the PFA (Prevention of Food Adulteration 

Act) standards which aim to protect the public 

from poisonous and harmful foods, prevent the 

sale of substandard foods, and protect the in-

terests of the consumers by eliminating fraudu-

lent practices. 
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Automated milking systems provide a more sustainable way of working 
28 Jan 2022, 6 a.m. 

https://www.farmonline.com.au/story/7597266/many-factors-drive-automation-push/ 

 
ifestyle decisions are behind some dairy 

farmers decision to adopt technology. 

Automating workflow and reducing jobs 

on the farm also reduces workforce require-

ments. 

Reducing emissions is yet another reason, as ag-

riculture is increasingly expected to measure 

and reduce its emissions and make tangible en-

vironmental contributions to help Australia 

meet its recently announced 2050 net-zero 

emissions commitment. 

Automated milking systems (AMS) are becom-

ing more common in Australia, as farmers look 

for a calmer form of dairy farming, for animals 

and humans - and therefore a more sustainable 

way of working. 

It also provides accurate production data, 

measures cell count and can be modified per 

cow to match grain feeding to production ca-

pacity. In addition, if a cow is being treated 

with, for example, antibiotics, so long as it is 

identified correctly on the system it ensures the 

milk bypasses the vat. 

Alastair Steel bought a 28-bale rotary platform 

dairy at Orbost 16 years ago and installed a 

four-bale AMS system in late January 2021. 

While installing the AMS system was a lifestyle 

decision - Mr Steel can go surfing in the morn-

ing, the main reason for moving to Orbost - it 

requires less labour to operate and reduces 

some of the standard dairy emissions. He esti-

mates milk production is up seven per cent and 

says the system is most effective when used op-

timally. 

"The rotary dairy was 40 years old and needing 

repairs every week," Mr Steel said. 

"When I looked at replacing it, a new rotary 

dairy was a similar price to a four-bale robot 

dairy. And I was able to reduce costs by in-

stalling it in a new shed near the stockyards 

where there's already a concrete floor. 

"I get phone alerts and can log in to the system 

and check if it's something I need to deal with 

now or later. I'm hardly ever in the dairy. 

"My focus now is looking at reports on the cows 

rather than being in the dairy. I check their 

health reports daily - rumination, production, 

how often they've been milked, how much 

they've eaten. If a cow doesn't eat all her grain 

portion, the software remembers so she gets 

the rest of it when she returns for her next milk-

ing. 

"I can install information so the system recog-

nises a cow has three teats and won't milk, for 

example, the right front quadrant. 

"I get an alert when the grain level in the silo 

falls to 3.5 tonnes. 

"There's a lot of scope for using data, but I 

probably don't use it as optimum. I'm still learn-

ing." 

Applying a risk management lens to operation, 

when grid power drops or goes above a certain 

level, the AMS system is also connected to a 

generator that kicks in. But he is considering in-

stalling solar power to reduce electricity costs 

and emissions. 

"We're still to measure electricity use - I'm wait-

ing for a year's production before crunching the 

data and comparing the numbers to previous 

years - but because we're milking through the 

day, we're looking to move to solar power," he 

said. 
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"I'm already using less water and less deter-

gent." 

Mr Steel said he felt he had more time to do the 

jobs around the farm - repairing fences, fertilis-

ing and oversowing pastures, feeding silage to 

the herd. 

"It happens when I feel like doing it, rather than 

dictated by the pressure of time between milk-

ing," Mr Steel said. 

His view is endorsed by Sheriden Williams who, 

with husband Evan, installed a four-bale AMS a 

few years ago. 

This farm reflects a growing trend in Europe to 

adopt AMS, where production drives efficiency 

gains. 

According to insights about drivers of perfor-

mance, published in the Trend Report - Euro-

pean dairy industry, produced by A Insights, in-

creasing production provides dairy farms with 

the resilience to cope better with milk price dy-

namics. 

Increasing production and size - and AMS is one 

of the infrastructure measures - increases a 

dairy business's sustainability. 

"Our old dairy was stuffed and another rotary 

dairy would've cost about the same as installing 

a robot dairy system," Mrs Williams said. 

"Evan and I were tired and [daughter] Georgi 

and [son-in-law] Graeme [with their young chil-

dren] had started working for us. We decided a 

robot dairy was better on health, family life and 

meant none of us was tied down to a time for 

milking. We share the responsibilities of going 

over to the dairy and checking how it's operat-

ing." 

There are also animal welfare considerations. 

"Cows choose when they want to be milked," 

Mrs Williams said. 

"Even if we get a phone alert, we don't rush to 

the dairy. If one of the bays stops working, we 

still have five bales milking cows. 

"We upgraded to six bales because we wanted 

enough time for a cow to take her time and stay 

in the box to finish her feed." 

The system milks 300 cows in a high producing 

herd. Mrs Williams said they plan to increase to 

320 head. 

"We're still averaging 36 litres/cow, or 9500 li-

tres/cow/year," she said. 

"The system allows those cows who want to 

milk more than twice a day to come into a bale, 

or choose to milk themselves three times in two 

days. 

"I like to think my cows are happy and I'm keep-

ing them healthy and I love to see them coming 

up to choose when to be milked. I think it's the 

future, if you can handle technology." 

 

 

Milk price hike expected to hurt cash-strapped families, help struggling farmers 
Jan 27, 2022 

https://www.cbc.ca/news/canada/new-brunswick/nb-milk-prices-going-up-1.6330053 

 

ood banks are among those concerned 

about an upcoming increase in the price 

of milk and milk products. 

"It's going to hurt," said Donna Linton, co-ordi-

nator of the Volunteer Centre of Charlotte 

County, which operates the food bank in St. Ste-

phen. 

Effective Tuesday, the minimum price of milk in 

New Brunswick will increase by 10 cents a litre, 
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the New Brunswick Farm Products Commission 

announced Monday. 

That means a one-litre carton or plastic con-

tainer of homogenized, two per cent, one per 

cent or skim will cost at least $1.93. 

'Important' part of diet 

It represents an increase of about 5.5 per cent. 

"At the end of the day," said Dalhousie Univer-

sity food researcher Sylvain Charlebois, "fami-

lies are really paying for this." 

For an average family of four, he said, the in-

creased cost of dairy could add about $200 to 

an annual grocery bill of $14,000. 

"The dairy section is such an important part of 

our diets as Canadians," said Charlebois. 

"This increase will impact many, many families." 

Linton agreed. 

"Milk is one of those comfort things," she said. 

People like to put it on cereal or in their hot 

beverages. 

It's "not cheap," she said, but it's "a mainstay" 

in homes. 

"If you have it, you're really pretty happy about 

that." 

There are already some days the food bank 

can't afford to buy milk, said Linton, and the 

price increase will further reduce its buying 

power. 

While food costs are inflating, the Volunteer 

Centre is also having to buy more, she said, to 

feed a growing number of families in need. 

"We didn't need a price increase against us. 

That's for sure." 

Ration system under study 

The Volunteer Centre is looking at possibly ra-

tioning milk to families with children, said Lin-

ton, and substituting canned or powdered milk 

for others. 

Pricing under the School Milk Program won't 

change this school year, said Monday's release. 

But prices for regular consumers need to be 

higher, said farm commission chair Bob Shan-

non, so farmers in the province can keep oper-

ating. 

They're paying 27 per cent more for feed than 

they were 18 months ago, said Wietze Dykstra, 

chair of the Dairy Farmers of New Brunswick, a 

group representing 168 farms. 

Other costs have also increased, Dykstra said, 

such as machinery, equipment repairs, fuel, la-

bour, packaging, manufacturing, transportation 

and distribution — some at rates outpacing in-

flation.  

Charlebois would like to take a closer look at 

the figures being used to justify the price in-

creases. 

"We still don't know exactly where these num-

bers are coming from," he said. 

Milk prices are set annually, based in part on a 

cross-country study of the costs of production 

by the Canadian Dairy Commission. 

Typically, the farmgate wholesale price goes up 

by two or three per cent. This year's increase 

was 8.4 per cent — almost double the previous 

record, noted Charlebois. 

Cheese and butter prices are expected to in-

crease by even wider margins. 

It takes eight litres of milk to make a kilogram of 

many types of cheese, said Charlebois. 

And the price of butterfat is going up by 12.4 

per cent, which he suspects is largely a result of 

"buttergate," last year's controversy over the 

use of palm oil in cow feed. 

"It really got the industry to look differently 

about how to produce butterfat. … If you don't 

use palm oil, you've got to use other means. 

And other options are typically more expen-

sive." 

 

So far, he hasn't been able to get the cost study 

data from the dairy commission. 

"The government cannot just release data on 

people just like that," said Chantal Paul, the 

commission's director of corporate services. 

"The dairy farmers own this data," she said. "It's 

not ours to distribute." 
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The study found overall costs were up about 13 

per cent, said Paul, but the specifics are "com-

mercially sensitive," and "not the kind of infor-

mation that any enterprise would like to see be-

come public," including how much debt farmers 

are carrying. 

Paul suggested that because of the small num-

ber of farms in some areas, even if identifying 

information were removed, people might be 

able to tell where it was from. 

"It would be kind of equivalent to releasing your 

income tax report," she said. 

Researchers can get access to some of the infor-

mation though, said Paul, if they propose a pro-

ject and spell out what they need and what they 

plan to do with it. 

"We evaluate if we can provide the data while 

maintaining the anonymity of the participants," 

she said. 

Paul said the commission had yet to receive 

such a proposal from Charlebois. He said he's 

requested the data twice. 

Paul also disputed Charlebois's assertion that 

the 200 farms in the study sample were "hand-

picked." 

She said they are "randomly selected," from a 

database, "like through a computer program," 

that assures a selection from each region and 

each farm size. 

Questions about how system works 

Charlebois is calling into question the whole 

way Canada's supply management system for 

milk works. 

It was meant to take care of dairy farmers and 

save the family farm, he said, but doesn't seem 

to be doing that. 

"In New Brunswick, right now, we're losing 

three dairy farms basically a month … because 

of consolidation.  

"And at the same time, retail prices are signifi-

cantly higher compared to what we would find 

in the U.S." 

Meanwhile, margins are closing between milk 

and alternatives such as oat or almond bever-

ages. 

"I'm concerned about the dairy sector," he said. 

"If you price yourself out of the market. People 

will just walk away." 

 

 

900 Liter Adulterated Milk Destroyed 
January 25, 2022 

https://www.urdupoint.com/en/pakistan/900-liter-adulterated-milk-destroyed-1455767.html 

AISALABAD, (UrduPoint / Pakistan Point 

News - 25th Jan, 2022 ) :Punjab food Au-

thority (PFA) destroyed 900 liters sub-

standard milk seized from various vehicles here 

on Tuesday. 

PFA spokesman said the PFA teams checked 

1735 vehicles carrying milk to supply it to vari-

ousmilk shops and hotels. 

The PFA teams found substandard milk in vari-

ous vehicles and destroyed it, he added. 
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14,260 litre tainted milk discarded 
January 25, 2022 

https://www.thenews.com.pk/print/927912-14-260-litre-tainted-milk-discarded 

AHORE:While continuing its crackdown 

against the milk suppliers and sellers in-

volved in milk adulteration, Punjab Food 

Authority (PFA) on Monday discarded 14,260 li-

tre adulterated milk in the provincial capital. 

The PFA teams examined 314,670 litre of milk 

loaded on 205 vehicles by placing screening 

pickets in different areas of City. This was in-

formed by PFA Director General Rafaqat Ali Nis-

soana. 

He said that PFA inspected 25 milk carrier vehi-

cles at Adda Plot, Babu Sabu Interchange (34), 

Gajjumatta (38), Ravi Bridge (29), Saggian 

Bridge (32), Multan Road (39) and eight other 

vehicles. He said that adulterated milk was 

wasted on the spot after finding a low level of 

lactometer reading and natural fats. He said, 

“PFA is using fully equipped milk mobile testing 

labs (MMTL) with lactoscan milk analyser ma-

chines to get the quick results of milk samples 

at the screening pickets.” He said that MMT 

labs keep the ability to identify all types of adul-

teration within a minute. He said that people 

should visit the nearest office of PFA with 200ml 

milk quantity to avail the free milk testing facil-

ity. 

On the directions of PM Imran Khan, PFA is uti-

lising all available resources to eliminate the 

milk adulteration, he added. Nissoana appealed 

to the people to report any suspicious activities 

related to food adulteration and unhygienic 

food points on PFA Facebook Page and Toll-Free 

number 0800-80500, pointing out that all the 

information received would be kept strictly con-

fidential to protect the privacy of informers. 

 

 

 

Milk Production is declining in BiH – Farmers fear for their Future 
January 24, 2022 10:30 AM 

https://sarajevotimes.com/milk-production-is-declining-in-bih-farmers-fear-for-their-future/ 

 
ccording to the data from the Register 

of Agricultural Farms, milk production 

in the Federation of Bosnia and Herze-

govina (FBiH) has increased by 13 million liters 

in the last three years, so last year the produc-

tion of 140 million liters of milk was reached. At 

the same time, the Tuzla Canton (TC) is experi-

encing a decline in milk production during this 

period, and farmers fear that this decline will 

continue this year. 

Jasmin Palavric from Kiseljak near Tuzla has a 

family farm thatcurrently has twenty head of 

cattle. Given that the prices of fodder, fertiliz-

ers, and seeds have risen many times over, he 

shares the fear of farmers from TC that it will be 

difficult to maintain farms this year. 

“Many will close them down, and we will also 

do it. I will say specifically for myself, I am 

someone who loves this and who lives agricul-

ture, however, we are really put in a situation 

to think about what and how to do it. I think 

that only the state can take on a part of the bur-

den, to compensate, that is, to increase the in-

centives, both for milk and for dairy 
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cows, “ mentioned Jasmin Palavric, farmer, 

Kiseljak near Tuzla. 

During the last ten years, the purchase price of 

milk for farmers in TC ranged from 50 to 60 

pfennigs per liter, which farmers consider a very 

low price. Farmers are calling for an urgent re-

sponse from the authorities and increased in-

centives to prevent farm closures. 

“Autumn sowing is much less sown, we can say 

that there is about 50 percent less sown area. I 

have no doubt that this year will also bring us 

big problems with the increase in the price of 

raw materials, fuel, fertilizers, concentrated 

food, the number of heads will decrease, the 

number of sown areas will decrease and fewer 

and fewer people will work in agriculture, “ em-

phasized Eldin Glibanovic, President of the 

TC Dairy Group. 

While milk production in the FBiH has increased 

by 13 million liters in the last three years, at the 

same time milk production in TC is constantly 

declining. Agricultural experts are calling for the 

reasons for this decline in milk production to be 

investigated. 

Farmers in cooperation with the Chamber of 

Commerce are asking the Cantonal Government 

to publicly announce all available state parcels 

of agricultural land this year and to allocate that 

land for use to farmers who have registered ag-

ricultural trades through a transparent process. 

 

 

 

Pennsylvania dairy farmers hope to milk U.S. trade win over Canada 
JAN 23, 2022 

https://www.post-gazette.com/news/nation/2022/01/23/Pennsylvania-dairy-farmers-U-S-trade-win-Canada-Mex-

ico-agreement/stories/202201200132 

ASHINGTON — Pennsylvania dairy 

farmers are applauding a recent in-

ternational trade dispute victory and 

hoping the decision will be a boon for one of 

the nation’s top milk-producing states. 

The U.S. was issued a win late last month when 

a panel ruled that Canada violated its trade obli-

gations with the U.S. by not allowing the prom-

ised amount of American milk, cheeses, ice 

cream and other dairy products over its borders 

duty-free for Canadian consumers. 

“I was very skeptical that Canada was going to 

comply with the dairy policies because history 

would tell you that they are extremely protec-

tive of it. When I first saw [the decision] I was 

like ‘wow we actually got that?’” said Glenn 

Stoltzfus, a dairy farmer in Berlin, Pa. 

The three-person panel adjudicating whether 

Canada broke the rules under the U.S.-Mexico-

Canada Trade Agreement concluded that the 

northern country was giving preferential treat-

ment to its own dairy processors and shutting 

out other parts of the supply chain, like distribu-

tors and retailers. 

“What that looks like is rather than being able 

to sell to the full range of eager buyers in the 

Canadian market, U.S. cheese companies or 

fluid milk companies here in the U.S. were 

forced to sell to their competitors,” said Shawna 

Morris, a trade policy expert for the National 

Milk Producers Federation and the U.S. Dairy 

Export Council, who described Canada’s policy 

as “protectionist.” 

“Frankly, one of the main agricultural benefits 

of USMCA was the expanded dairy access,” she 

said. 

Canada disagrees with the U.S. interpretation of 

how the tariff quotas should be allocated under 

the trade agreement.  

Canada’s Global Affairs office did not respond 

to a media inquiry. The Canadian Dairy Commis-

sion declined to comment. 

The U.S., however, hailed the decision as a “his-

toric win” that “will help eliminate unjustified 
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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,” 

U.S. Trade Representative Katherine Tai said in 

a January press release. 

While Mr. Stoltzfus’ 700-cow farm in Somerset 

County mostly ships its milk south to markets in 

Maryland and Virginia, the dairy farmer antici-

pates that further opening the door to Canada 

will increase overall demand. 

“I'm in a wait-and-see mode,” he said. “I was 

pleasantly surprised at this ruling.” 

 

 

Plan for a successful year on the dairy farm 
January 20, 2022 
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e have turned the page to a new 

year. While 2022 has begun, we are 

still dealing with many of the same 

challenges that have been with us longer than 

we care to remember. It is my hope this article 

will provide you with management recommen-

dations to help your dairy be successful this 

year. 

Inputs 

Availability and cost of inputs, especially chemi-

cals, fertilizer and parts, continues to be a con-

cern in agriculture. A recent Ohio State Univer-

sity Extension Precision U webinar included a 

panel of industry experts discussing parts and 

technology amid the supply chain issues impact-

ing the agricultural industry. 

While it is impossible to say when issues will 

ease, each panelist agreed that patience and 

proactive planning (including back-up plans) is 

critical. 

Arrange time to talk with input suppliers. Dis-

cuss your anticipated needs and their thoughts 

on price and availability of crop inputs. Think 

about plans B, C and D if your first plans do not 

materialize. 

If you haven’t already, now is the time to assess 

parts you will need for planting and harvesting 

equipment. Don’t assume the parts you need 

will be sitting on the shelf. Inspect equipment 

and get your name on the list for parts that are 

presently not in stock. 

Fertilizer availability and pricing continues to re-

ceive much attention. Having recent soil tests is 

critical to making fertilizer application decisions. 

What fields are high in nutrients and could get 

by with limited fertilizer applications this year? 

Which fields can you not afford to not apply fer-

tilizer? 

While you may decide to reduce the amount of 

fertilizer you apply, it’s not recommended you 

skimp on lime applications where needed. Lime 

is critical to maintaining soil pH and allowing 

plants to utilize nutrients most efficiently. 

Milk pricing 

In the December 2021 U.S. Department of Agri-

culture Economic Research Service Livestock, 

Dairy, and Poultry Outlook, milk prices for 2022 

were projected. 

Price forecasts for 2022 are provided in the ta-

ble. Keep in mind these are projections and 

many factors can influence price. 
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Financial Planning 

Can you be profitable with the projected milk 

prices? It’s difficult to answer this question 

without first knowing your cost of production. 

One way to determine your cost of production 

is to enroll in the OSU Extension Farm Business 

Analysis and Benchmarking Program. This pro-

gram utilizes beginning and ending balance 

sheets, and input forms to determine produc-

tion costs. In addition to a whole farm analysis, 

the program can also evaluate the financial per-

formance of individual enterprises. 

The FINPACK program at the University of Min-

nesota is another great resource for financial 

management information. FINBIN is part of the 

FINPACK program and provides comprehensive 

financial and production benchmarks from hun-

dreds of dairy farms. Additional information is 

available here at finbin.umn.edu/. 

Budgeting 

The 2022 crop will likely be the most expensive 

ever planted. To assist in planning, OSU Exten-

sion has released 2022 Enterprise Budgets. 

These are available at farmoffice.osu.edu/farm-

management/enterprise-budgets#2022 or by 

contacting your local extension office. 

The table summarizes expected total costs for 

corn, corn silage, alfalfa hay, and alfalfa hay-

lage, based on assumed yields. Keep in mind, 

your costs may vary. 

Summary 

Attention to detail, pushing the pencil, and de-

veloping plans (with alternatives) will be im-

portant in 2022. 

I encourage you to meet regularly with your ex-

tension educator, lender, input suppliers and 

other trusted advisors. Talk to these profession-

als, read, and attend educational programs to 

get answers to your questions to make well-in-

formed decisions. 

 

 

Butter prices soar to multi-year highs 
01.20.2022 

https://www.foodbusinessnews.net/articles/20477-butter-prices-soar-to-multi-year-highs 

 
ANSAS CITY — Dairy product buyers 

can’t seem to catch a break. First it 

was a shortage of cream cheese before 

the holiday period. Now it’s butter with CME 

Group prices soaring to six-year highs. 

The cream cheese situation appeared to be 

mostly regional (Northeast United States) and 

has since improved. But the butter situation 

seems to be much broader, with an interna-

tional aspect and representative of the current 

bullish nature of much of the dairy product 

market. 

CME Group butter prices hit $2.84¼ per lb on 

Jan. 11, a six-year high. After briefly dipping be-

low $2 a lb in late November, prices had surged 

40% by mid-January and were more than dou-

ble a year earlier. When freight and other costs 
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are included, delivered prices of butter are 

more than $3 a lb in some cases. 

“I think a lot of this is driven by tighter milk pro-

duction, leaving less milk available to flow to 

class 4 plants, especially butter and nonfat dry 

milk (NDM),” said Lucas Fuess, director of dairy 

market intelligence at HighGround Dairy, Chi-

cago. 

Class 4 milk is used to make butter and dry 

products; class 3 for both spreadable and hard 

cheeses; class 2 for soft products like yogurt, 

cottage cheese and ice cream; and class 1 for 

beverages like fluid milk and eggnog. Excess 

milk not used in classes 1 to 3 tends to end up 

in class 4 as it is used to make storable prod-

ucts. The USDA determines milk pricing by class 

using formulas tied to prices for four storable 

products: cheddar cheese, dry whey, NDM and 

butter. 

Prices are generally highest for class 1 milk and 

step down with each class, but class 4 prices 

have moved above class 3 prices. 

“There’s less fluid milk heading to class 4 

plants,” said Fred Smith, president and chief ex-

ecutive officer of Clofine Dairy & Food Products, 

Inc., Linwood, NJ. “Some are off 30% to 35%. 

Excess cheap milk is scarce.” 

He also cited increased amounts of class 1 milk 

going to schools and other government pro-

grams as a factor in tighter milk supplies availa-

ble to processors. 

The US Department of Agriculture in its most 

recent Milk Production report said US milk out-

put in November dipped below the same month 

a year ago for the first time since February after 

being nearly 5% above a year earlier in May. 

The number of milk cows on farms was down 

47,000 head, or 0.5%, from November 2020. 

Cream supplies also are tight, and prices are 

high. Some butter churners have opted to slow 

production rather than pay high cream prices, 

while other producers are producing as much 

butter as they can considering labor and truck 

driver shortages related in part to a surge in 

COVID-19 cases. 

In its Jan. 6 Dairy Products report, the USDA 

said November butter production was down 

about 10% from a year earlier. 

At the same time, butter demand has remained 

strong, both domestically and internationally. 

Higher global prices have attracted buyers to 

the US market. The US-world price gap has nar-

rowed, but international prices also are moving 

higher. 

“While there still might be a little butter availa-

ble right now, a lot of this sentiment is end us-

ers a little concerned about availability through-

out this year,” Mr. Fuess said. “We expect a lot 

of volatility in the coming weeks, but overall 

prices will likely be supported.” 

 

 

 

 

 

 

 

 

 

 

 



Global dairy prices are at 8-year high as supply tightens 
JAN 20, 2022 

https://dairynews7x7.com/global-dairy-prices-are-at-8-year-high-as-supply-tightens/ 

 
airy prices jumped 4.6 per cent at the 

global auction overnight to hit an 

eight-year-high, as tight milk supply 

stokes demand for New Zealand’s biggest ex-

port commodity. 

The Global Dairy Trade price index rose to 1397, 

its highest level since March 2014. 

The average price for whole milk powder, which 

has the most impact on what farmers are paid, 

posted the biggest gain, up 5.6 per cent to 

US$4082 (NZ$6041) a tonne, and is sitting 21 

per cent higher than at the same time last year. 

Global dairy prices have been supported this 

season by weaker milk production in New Zea-

land and overseas, hindered by poor weather 

and higher feed costs. Last week,  Fonterra low-

ered its forecast for the amount of milk it ex-

pects to collect this season by 1.6 per cent to 

1.5 billion kilograms of milk solids due to chal-

lenging pasture growing conditions. 

Prices as on Global Dairy Trade Jan 18 2022 

Buyers have “taken full stock of the tightness of 

milk supply globally and are now increasingly 

willing to pay the price to secure product,” said 

NZX dairy insights manager Stuart Davison. 

He noted demand was global, with buyers from 

all regions participating in the auction. North 

Asian buyers secured well over half of the total 

volume sold. 

The jump in auction prices overnight has 

prompted some economists to lift their forecast 

for farmgate milk payments to farmers for this 

season, which runs to the end of May. 

Fonterra’s latest forecast is for a farmgate price 

of between $8.40 and $9 per kilogram of milk 

solids. The $8.70 per kgMS midpoint, which 

farmers are paid off, would be the highest level 

since Fonterra was formed in 2001  and is ex-

pected to contribute more than $13.2 billion to 
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the economy. As the biggest processor, its pay-

ment sets the benchmark for competitors. 

Last 5 months data as from Global Dairy Trade 

ASB economist Nat Keall lifted his forecast 

above Fonterra’s range, to $9.10 per kgMS, 

from $8.75 per kgMS, noting the “impressive 

gains” in dairy prices in the latest auction. 

“Tight global supply is driving prices higher,” 

Keall said in a note. “Domestic conditions over 

the summer have been poor, with hot and dry 

weather the order of the day in much of the 

country. With a softer production outlook also 

evident in Europe and North America, it’s a po-

tent combination for dairy prices – there’s a 

willingness on the part of buyers to pay big pre-

miums to secure supply.” 

Keall said the underlying global dairy demand 

and supply balance should keep prices sup-

ported over the remainder of the season and 

given that longer-dated contracts were trading 

at a premium, prices should keep up the mo-

mentum over the near term. 

“At this stage in the game, a record high milk 

price for the current season is a practical cer-

tainty,” he said. 

Still, prices are likely to soften next season and 

Keall said he will be firming up his forecast over 

coming weeks. 

Meanwhile, Westpac senior agri economist Na-

than Penny said the strong auction result ce-

mented his forecast for this season of $9 per 

kgMS. 

“In the short term, the risks to our forecast are 

mostly on the upside,” Penny said. “Ongoing 

dry weather could put additional dents in New 

Zealand production and push prices higher 

again. Meanwhile, Omicron-related supply 

chain issues could also lead prices higher.” 

Also at the auction, the average skim milk pow-

der price jumped 5 per cent to US$3963/t, but-

ter rose 5 per cent to an average US$6158/t, 

cheddar gained 1.1 per cent to hit a record 

US$5546/t, while anhydrous milkfat advanced 

0.6 per cent to US$6720/t. 

 

 

 

 

 

 

 



Kerry highlights top flavors for innovation in global 2022 taste charts 
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astes that offer novelty, over-the-top in-

dulgence and targeted health benefits 

are set to drive consumer preference in 

2022, according to Kerry, the world’s leading 

taste and nutrition company. 

Trends that were accelerated by the COVID-19 

pandemic have developed and will become 

more sophisticated in 2022, with consumers 

seeking new tastes paired with familiar formats 

and flavors – leading to interesting combina-

tions such as beer blended with kombucha and 

sage or chocolate milkshakes with lavender. 

The insights are contained in Kerry’s Global 

Taste Charts for 2022, which uncovers the fla-

vors and ingredients that are set to inspire food 

and beverage innovators across North America, 

Europe, Latin America, Asia Pacific, Middle East 

and Africa over the coming year. Kerry lever-

ages a blend of sources to create the charts and 

provide an in-depth analysis of taste trends, 

from scanning product launch activity, restau-

rant and café menu penetration, research re-

ports, in addition to Kerry’s proprietary internal 

insights engines such as Trendspotter that peers 

into social media influencer content. 

Taste trends for 2022 

A desire for authentic flavors is driven by an in-

terest in long-term wellness and overall health 

following the COVID-19 pandemic, while crav-

ings for more novel flavors are led by consum-

ers seeking surprise and fun from their food and 

beverages. In APAC, speculoos − among APAC’s 

top 20 fastest growing Sweet flavors within the 

last year and usually seen in bakery − is now 

emerging across categories in spreads, ice 

cream and beverages, while unique lemon myr-

tle citrus is Up & Coming in Beverages (dairy 

and hot). Restrictions around movement have 

also led to consumers travelling the world 

through their tastebuds, with provenance-

based flavors like Sicilian Lemon emerging in 

Beverages (water and cold) and Japanese Ho-

jicha tea in Up & Coming under Sweet. 

BBQ is a leading taste 

Indulgence and comfort are also important to 

consumers and can be invoked with traditional 

flavors like chocolate and sweet flavors, or from 

visiting a foodservice chain that was closed dur-

ing the pandemic.  BBQ is a leading taste in 

APAC as consumers seek nostalgic yet experien-

tial flavors, with Korean Bulgogi popular in both 

salty and savoury snacks. Lechon, satay, yakitori 

and beechwood smoke are also dominant fla-

vors in savoury snacks in the region. An exciting 

new concept is smoke in beverages, mostly 

seen in upscale cafes and bars. 

Focus on gut health 

Meanwhile, with an increasing focus on gut 

health, immune support and emotional wellbe-

ing, consumers are looking for better-for-you 

food and beverages that make them feel like 

they are taking an active role in their future 

health – but also taste great. Local examples of 

emerging functional ingredients include tur-

meric leaf and moringa, known for their antimi-

crobial, anti-inflammatory properties. Oats con-

tinue to be a top functional ingredient and al-

mond milk is an emerging alternative ingredi-

ent. 

Harsch Koshti, Marketing Director for Taste, 

Kerry APMEA, said of the findings: “Every year 

over 60,000 food and beverage products are 

launched in Asia Pacific, Middle East and Af-

rica. The food and beverage space in the region 

is going through a dynamic phase where we are 

seeing consumers looking for products which 
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are not only ‘good for me’ but also ‘good for the 

planet’. Our Taste Charts are a culmination of 

deep insights from new market product 

launches, menu scans and our proprietary con-

sumer-driven AI insights, all corroborated by 

Kerry experts to forecast the flavors and ingre-

dients that were relevant yesterday, are rele-

vant today and the likely trending flavors of to-

morrow.” 

Commenting on taste trends, Soumya Nair, 

Global Consumer Research and Insights Director 

at Kerry, said, “The COVID-19 pandemic has af-

fected consumers on a deeply emotional level, 

changing consumers priorities and perceptions 

about health and wellness. This has certainly 

impacted their overall food and beverage pref-

erences, challenging innovators to create new 

tastes that will drive their new product develop-

ment and renovation successes. Emerging fla-

vors and ingredients paint a picture of the pro-

active consumer, looking for functionally for-

ward food and beverages that aid in their over-

all health and wellness goals. Additionally, in 

the current travel-deprived marketplace, travel-

ing through the tastebuds has significantly 

grown – with Asian and Latin American flavors 

set to make a bold comeback in emerging foods 

and drinks. We see consumers seeking an ele-

ment of surprise from traditional formats, as 

well as comfort – brands can appeal to this de-

sire for novelty by pairing emerging and up-and-

coming flavors with old classics.” 

Sustainable nutrition 

Sustainability is another important driver and 

consumers now seeking ingredients that are re-

sponsibly sourced and back by provenance. Re-

cent research by Kerry found that globally 49% 

of consumers are now considering sustainability 

when buying food and drink. “Consumers are 

also actively seeking out sustainable food and 

beverage products that have a significantly pos-

itive impact on the planet as well as on their 

personal health and wellbeing, looking for prod-

ucts with consumer-friendly ingredients, clean 

label claims and locally sourced ingredients. 

This is all contributing to the flavour trends we 

are seeing today, which are pointing towards 

authentic taste experiences,” Nair added. 

Start your taste story today 

In a dynamic and fast-changing environment, in-

novation has never been so important to meet 

consumer preferences – and taste is the first 

place to start. “Taste is the foundation of inno-

vation and successful new product develop-

ment. Kerry aims to go further, together with 

our customers, making inspiration actionable 

and helping to create products that will stand 

out in the marketplace. If you want to build 

taste into the story of your brand, we can help 

you go further,” Nair concluded. 

 

 

 

 

 

 

 

 

 

 

 

 

 



PFA disposes of 7,900 litres adulterated milk 
JANUARY 19, 2022 

https://dailytimes.com.pk/871308/pfa-disposes-of-7900-litres-adulterated-milk/ 

 
UZAFFERGARH: Punjab Food Author-

ity (PFA) Wednesday raided at Sultan 

and Akber chowk in the premises of 

City Police station and seized 7,900 litres adul-

terated milk. 

During the raid, the dairy safety team of PFA 

caught four vehicles loaded with adulterated 

milk. The milk was checked through CDR test 

which proved adulterated with the mixing of 

water and detergents. 

The team disposed of milk and cases were regis-

tered against them under food purification act. 

According to Director General PFA, the raids 

were being carried out on daily basis against 

adulteration mafia for provision of quality milk 

to citizens. 

 

 

PFA Disposes Of 7,900 Litres Adulterated Milk 
January 19, 2022 | 12:21 PM 

https://www.urdupoint.com/en/pakistan/pfa-disposes-of-7900-litres-adulterated-milk-1451123.html 

UZAFFERGARH, (UrduPoint / Paki-

stan Point News - 19th Jan, 2022 ) 

:Punjab Food Authority (PFA) 

Wednesday raided at Sultan and Akber chowk 

in the premises of City Police station and seized 

7,900 litres adulterated milk. 

During the raid, the dairy safety team of PFA 

caught four vehicles loaded with adulterated 

milk. 

The milk was checked through CDR test which 

proved adulterated with mixing of water and 

detergents. 

The team disposed of milk and cases were regis-

tered against them under food purification act. 

According to Director General PFA, the raids 

were being carried out on daily basis against 

adulteration mafia for provision of quality milk 

to citizens. 

 

PFA Disposes Of 1,055 Liter Adulterated Milk 
January 18, 2022 

https://www.urdupoint.com/en/pakistan/pfa-disposes-of-1055-liter-adulterated-milk-1450393.html 

ULTAN, (UrduPoint / Pakistan Point 

News - 18th Jan, 2022 ) :Pun-

jab food Authority (PFA) disposed of 

1,055 liter adulterated milk during a crack down 

here on Tuesday. 

The action was taken under supervision of Addi-

tional Director Operations South Muhammad 

Mubashir Rehman. 

According to DG PFA Rifaqat Ali Niswana, about 

22,000 liter of milk was tested in four districts 

of the division with total fine worth Rs. 134,000 

was imposed for adulteration. 

Giving details, the DG said that about 52 trucks 

stuffed with milk and its shops were inspected 

in Lodhran, where 440 liter was destroyed. 
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As many as 14 sale spots were checked 

in Khanewal and 350 liter of adulterated milk 

was wasted on the spot. 

About 230 liter adulterated milk was destroyed 

after inspecting 31 Malik shops operating in Ve-

hari. 

Milk quantity was checked with help of modern 

lactoscan-machine. 

A mixture of water and detergents was found in 

the discarded milk, Rafaqat Ali Niswana con-

cluded. 

 

 

As America’s milk consumption declines, some farmers find alternatives 
January 17, 2022 

https://www.winknews.com/2022/01/17/as-americas-milk-consumption-declines-some-farmers-find-alternatives/ 

ilk consumption is down 42% from 

what it was a half-century ago — 

from 247 pounds per person in 1975 

to just 144 pounds today, and that has put a 

squeeze on dairy farms. There are about half as 

many dairy farms as there were in 2003, a loss 

of more than 38,000 licensed operations. 

But those that remain are finding ways to 

adapt. 

A decline in sales forced Tom Murray to shut 

down milk production at his dairy farm in 2019. 

“If we could make money, we’d still be doing 

it,” Murray told CBS News’ Michelle Miller. 

Murray had to sell off his prized heifers, includ-

ing the descendants of his best, Lucinda. She set 

the world’s milk production record in 1997 by 

producing 21 gallons a day, compared to the av-

erage of about 14 gallons, he said. 

“We had good cows, so to make that decision 

was very personal but also very needed for eco-

nomic stability of this property,” said Murray. 

“When we’re competing against the Walmarts 

and the Lowes of this world, on this size scale, 

we just don’t cut it. We just don’t have that 

scale of efficiency.” 

While dairy is on the decline, cheese consump-

tion has nearly doubled over the last four dec-

ades. New York, where Murray’s farm is lo-

cated, is already among the nation’s top pro-

ducers and ranks No. 1 in yogurt, cottage 

cheese and sour cream production. 

So, Murray switched his focus from milk to 

cheese. He owns the Muranda Cheese Com-

pany, which he has continued to expand with 

live music and tasting events. 

“We’re trying to create a market to make our 

own cheese and create a destination here in the 

Finger Lakes. It just happens to go good with all 

the craft beverage facilities that are already 

here,” said Murray. 

That’s one approach. Doug Young has another. 

Young went big, increasing the number of cows 

at Spruce Haven Farms from 120 to 2,000. 

“You have to have high levels of production, 

production per cow and per farm and then you 

can spread the cost of expertise. There are so 

many areas of expertise in dairy that there’s no 

way one person can be good at all of them,” 

Young said. 

“Whoever’s responsible for breeding the cows 

or feeding the cows or taking care of sick cows, 

they have to be so good at it, they have to be as 

good as a veterinarian,” he said. 

Young also joined forces with his neighbors, in-

cluding Kevin Ellis, a former investment banker-

turned-milkman. Ellis heads Cayuga Milk Ingre-

dients — a co-op of 30 farmers, including 

Young, who banded together 13 years ago to 

figure out their future. 

“The farmers in this region were shipping their 

milk as far as New York City, close to Boston, 

down into southern New Jersey to find milk 

markets,” Ellis said. “Ten percent of their gross 

income was going to transportation costs. That 
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did not seem to be sustainable, so we started to 

envision building a plant locally to shorten the 

haul distance.” 

That plant also helped farmers erase the mid-

dleman: They process and market their own 

products, and also handle research and devel-

opment. 

One of the solutions they found was dehydrat-

ing milk into powder to lessen its weight, which 

made it highly profitable. 

“To give you an idea, it was costing $2.50 a hun-

dredweight to get product to New York City. 

When we took the water out, we can move that 

same product to Shanghai for $0.67,” said Ellis. 

Young’s sons, Luke and Dustin, have turned 

their focus on manure digestion — using ma-

nure to create power. A process they use to 

break down manure produces just over 500 kil-

owatts an hour, according to Dustin. That pow-

ers their farm and about two farms that are the 

same size, he said. 

It accounts for a utility savings of $250,000 a 

year for the 4,000-acre farm — a significant re-

duction in the farm’s carbon footprint, which 

they hope one day will be net zero. Dustin said 

he believes this process is catching on. 

“The technology is getting to a point where it 

makes sense for people to do,” he said. “It’s 

easy to do something like this when you are not 

carrying the entirety of the risk.” 
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estaurants and takeaways could soon 

be banned from using sachets of sauces 

in new measures to fight plastic pollu-

tion. 

It's not just sachets that are facing the cut, plas-

tic plates and mini milk pots are also at risk. 

The ban could be introduced to reduce the 

number of single-use products. 

Similar action has already been taken against 

plastic straws, cotton buds and stirrers which 

became illegal back in 2020. 

The first change like this came into play back in 

2015 when plastic bags became chargeable 

- the Mirror Online report. 

Since then, use of single use plastic bags has re-

duced by more than 95 per cent. 

All of these changes are designed to help re-

duce non-recyclable plastic use and stop it go-

ing to landfill. 

Back in November, the government launched a 

call for evidence on how to tackle plastic pollu-

tion caused by commonly littered single-use 

plastic items such as sachets, wet wipes and 

coffee cups. 

At the same time, it was announced that a ban 

on these items was an option. 
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The report found that single-use sauce sachets 

could "cause considerable harm to the marine 

and terrestrial environment when disposed of 

incorrectly". 

Because of how small they are, and the fact 

they are heavily contaminated with food, sa-

chets are highly likely to not be recycled. 

A government source said yesterday that a ban 

on plastic sachets was being considered be-

cause "alternatives do exist and sachets are 

very problematic". 

 

 



 


