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Indian News 

CavinKare has launched its Cooking and Table Butter range 
JUN 30, 2022 

https://dairynews7x7.com/cavinkare-has-launched-its-cooking-and-table-butter-range/ 

 
t is priced at ₹68 for 100g to ₹330 for 500g 

The Chennai-based FMCG major CavinKare 

has launched butter under its Cavin’s 

brand. It comes out with two variants – cooking 

and table butter. 

Manuranjith Ranganathan, Director, Retail, 

CavinKare, said that with the dairy segment ex-

pected to grow rapidly on changing dietary 

preferences, this would be an ideal time to 

launch butter products. With the recently 

launched Cavin’s cheese gaining wider ac-

ceptance, the company expects a similar re-

sponse to butter products as well. 

Cavin’s cold chain offerings like curd, paneer, 

cheese, and ambient offerings like milkshakes, 

premium milkshakes, buttermilk, and lassi are 

high-demand products in the market. To further 

strengthen the foothold, Cavin’s has other cold-

chain offerings in the pipeline, including yogurt 

shakes and flavoured cheese. 

Available across kirana stores and retail outlets 

in Tamil Nadu, the butter are available in differ-

ent SKUs starting from 100g at ₹68 to 500g at 

₹330, the release said. 

 

 

 

Paneer, Meat, Papad Will Cost You More From July 18.  
JUN 30, 2022 

https://dairynews7x7.com/paneer-meat-papad-will-cost-you-more-from-july-18/ 

 
he tax rates on certain goods and ser-

vices will rise from July 18, including 

some new products brought into the the 

tax net, under the Goods and Services Tax 

(GST), according to the finance ministry after 

the GST Council meet. 

The GST Council has accepted the recommenda-

tions of a panel of State Finance Ministers and 

Fitment Committee to bring unbranded but 

packed (local) dairy and agricultural products 

within the ambit of a 5 per cent tax rate slab. 

Finance Minister Nirmala Sitharaman in a media 

briefing after the two-day GST Council meet 

said, the date finalised for implementing the 

rate rationalisation and exemptions will be July 

18.  

‘Pre-packaged, labelled’ and agri products — 

such as paneer, lassi, buttermilk, packaged 

curd, wheat flour, other cereals, honey, papad, 

foodgrains, meat & fish (except frozen), puffed 

rice, jaggery — are all set to become costlier 

from July 18..Currently, a 5 per cent GST is lev-

ied on branded and packaged food items, while 

unpacked and unlabelled goods are tax exempt. 

The Council has also accepted the recommen-

dation of State Finance Ministers to bring hotel 

rooms (with tariff below ₹ 1,000 per night) 

within the ambit of 12 per cent GST rate slab. 

I 
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In addition to this, hospital rooms – except ICU 

– with daily rent of ₹ 5,000 would be taxed at 5 

per cent without input tax credit (ITC). This will 

also come into effect from July 18.  

Further, the GST on certain kitchenware is set 

to rise to 18 per cent from the current 12 per 

cent. 

GST was first introduced on July 1, 2017, and 

states were assured of compensation for the 

revenue loss until June 2022, arising on account 

of the rollout. 

But no decision was taken at the GST Council 

meet on compensation to states, yet. 

 

 

GST rates levied on healthy dairying : buttermilk, curd, lassi and paneer 
JUN 29, 2022 

https://dairynews7x7.com/gst-rates-levied-on-healthy-dairy-products-buttermilk-curd-lassi-and-paneer/ 

 
he Goods and Services Tax (GST) Council 

on Tuesday decided to remove a host of 

tax exemptions and hike rates for an 

even larger number of mass-consumption 

items. It approved a proposal to impose a 12% 

tax on hotel rooms costing below `1,000 per day 

and a 5% levy without input tax credit on hospi-

tal rooms with rent above `5,000. A clutch of 

‘unbranded’ prepackaged and labelled food 

items will attract 5% tax. 

The Council approved the reports of three min-

isterial panels (GoMs) on rate rationalisation, 

system reforms and e-way bills on intra-state 

gold movement “in full” after a brief discussion, 

according to three state finance ministers FE 

spoke to. The report of the Fitment Committee 

of the Council for developing a margin scheme 

for tour operators was also accepted by the 

Centre-state Council. 

The Council, which will meet on Wednesday 

too, is likely to approve another GoM recom-

mendation for raising the GST on online skill 

gaming from 18% to 28% to bring it on a par 

with “chance games” involving gambling and 

betting, the sources said. 

The tax incidence will also increase on online 

gaming as the GST will be levied on on the full 

contest entry amount (CEA) instead of the plat-

form fee as it is in the current scenario. Online 

gaming is a `30,000-crore industry and growing 

rapidly in India. 

With several states including Tamil Nadu, Ker-

ala, Chhattisgarh and some BJP-ruled states de-

manding extension of the GST compensation 

mechanism for 2-3 years, the Council will also 

discuss the matter on Wednesday. 

The GST Compensation to States Act provides 

for the release of compensation against 14% 

year-on-year growth over revenues in 2015-16 

from taxes subsumed in GST for the first five 

years of the tax, which will end on Thursday. 

To remove exemption which is prone to misuse, 

the Council accepted the interim report of the 

GoM on rate rationalisation headed by Karna-

taka chief minister Basavaraj Bommai, which 

suggested to tax hotel rooms costing below 

`1,000 per day from nil now. 

To tax patients who can afford, GST at the rate 

of 5% would be applied on room rent (excluding 

ICU) charged by hospitals where the hospital 

room charges are above `5,000 per day. The tax 

rate on it was nil as healthcare services are ex-

empt from GST. 

To check misuse of GST provisions on food 

items, the Council gave its nod to remove ex-

emption for unbranded ‘prepackaged and la-

belled’ food items. These items including meat 

and fish other than chilled, curd, lassi, butter 

milk, paneer, honey, makhana, wheat, rice, 
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puffed rice will attract 5% tax, the rate for 

branded food. 

The Council has also decided to withdraw ex-

emptions on cheque book and maps, which will 

attract 18% and 12%, respectively. 

Similarly, goods related to petroleum/coal bed 

methane will attract 12% instead of 5% and 

electronic waste to attract 18% instead of 5%. 

Services offered by financial regulators includ-

ing the RBI, Sebi and IRDA will be taxed at a rate 

to be decided later. 

The Fitment Committee’s proposal to raise tax 

rate from 12% to 18% on aseptic packaging pa-

per, including Tetra Pack, was also accepted. 

To correct the inverted duty structure, GST rate 

will be increased to 18% from 12% on a number 

of items, including printing, writing or drawing 

ink, knives with cutting blades, blades, pencil 

sharpeners, spoons, forks, skimmers, cake-serv-

ers, power-driven pumps, deep tube-well tur-

bine pumps, bicycle pumps, machines for clean-

ing, sorting or grading eggs and fruit and milking 

machines and dairy machinery, LED lamps, LED 

lights, LED driver and composite works contract 

supplied to government, local authorities. 

The GST rate will be raised to 18% from 5% on 

air-based atta chakki, machines for cleaning, 

sorting or grading, seed, grain or dried legumi-

nous vegetables; machinery used in milling in-

dustry or for the working of cereals or dried le-

guminous vegetables other than farm type ma-

chinery; wet grinder consisting of stone as 

grinder. 

The GST rate will be raised to 12% from 5% on 

solar water heater and system, Prepared/fin-

ished leather/chamois leather/composition 

leathers, composite works contract supplied to 

government, local authorities involving earth 

work, processing of hides, skins and leather, 

manufacture of leather goods or footwear, 

Manufacture of clay bricks. 

The Council also gave its nod to a clutch of pro-

posals made by a GoM to improve compliance 

further including inclusion of electricity bill data 

during registration by new taxpayers, real-time 

validation of all bank accounts against a particu-

lar PAN, risk assessment of new applicants using 

machine learning and mandatory physical verifi-

cations, and site verification with geo-coding for 

getting correct address filed by taxpayers. 

Saurabh Agarwal, tax partner, EY India, said: 

“The focus of the GST Council appears to be on 

rationalising GST rates, rectifying inverted duty 

structure for specified products, allowing GST 

refund on export of electricity, etc. The conten-

tious issue of GST compensation between the 

Centre and states may not achieve conclusion 

during this meeting.” 

 

 

The ‘Utterly Butterly ‘ Story Of India’s 75-year-old Iconic Brand Amul 
JUN 29, 2022 

https://dairynews7x7.com/the-utterly-butterly-delicious-story-of-indias-75-year-old-iconic-brand-amul/ 

 
t was nearly 76 years ago when the seeds 

of Amul were sowed in India in 1946.  

Amul was formed as part of a cooperative 

movement against Polson Dairy in Anand, Guja-

rat, which procured milk from local farmers of 

Kaira district at very low rates and sold it to the 

then Bombay government. Everyone except the 

farmers benefited from this trade. 

These exploitative trade practices followed by 

the local trade cartel triggered off a cooperative 

movement in the form of Amul.  

Angered by unfair and manipulative practices 

followed by the trade, the farmers of the dis-

trict had reportedly approached Sardar Val-

labhbhai Patel for a solution. He advised them 

I 
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to get rid of middlemen and form their own co-

operative, which would have procurement, pro-

cessing and marketing under their control. 

In 1946, the farmers of this area went on a milk 

strike, refusing to be cowed down by the cartel. 

Under the inspiration of Sardar Patel, and the 

guidance of leaders like Morarji Desai and 

Tribhuvandas Patel, they formed their own co-

operative in 1946. 

This co-operative, the Kaira District Co-opera-

tive Milk Producers Union Ltd. began with just 

two village dairy co-operative societies and 247 

litres of milk and is today better known as Amul 

Dairy. Amul grew from strength to strength 

thanks to the inspired leadership of Tribhuvan-

das Patel, the founder Chairman, and the com-

mitted professionalism of Dr Verghese Kurien, 

who was entrusted with the task of running the 

dairy from 1950. Dr Verghese Kurien is known 

as the Father of the White Revolution of India 

and also the Milkman of India. 

And it was H. M. Dalaya’s innovation of making 

skim milk powder from buffalo milk that was a 

technological breakthrough that revolutionized 

India’s organized dairy industry. 

The then Prime Minister of India, Lal Bahadur 

Shastri decided that the same approach should 

become the basis of a National Dairy Develop-

ment policy. He understood that the success 

of Amul could be attributed to four important 

factors. The farmers owned the dairy, their 

elected representatives managed the village so-

cieties and the district union employed profes-

sionals to operate the dairy and manage its 

business. Most importantly, the co-operatives 

were sensitive to the needs of farmers and re-

sponsive to their demands, as per Amul’s web-

site. 

In 1965 the National Dairy Development Board 

was set up with the basic objective of replicat-

ing the Amul model. Dr. Kurien was chosen to 

head the institution as its Chairman and asked 

to replicate this model throughout the country. 

In 1970, the trio of T. K. Patel, Kurien, and Da-

laya spearheaded the “White Revolution” of In-

dia. To combine forces and expand the market 

while saving on advertising and avoid compet-

ing against each other, the Gujarat Co-operative 

Milk Marketing Federation Ltd. was set up in 

1973. The Kaira Union, which had the brand 

name Amul with it since 1955, transferred it to 

GCMMF. In 1999, it was awarded the “Best of 

All” Rajiv Gandhi National Quality Award. 

More About GCMMF 

Gujarat Cooperative Milk Marketing Federation 

Ltd. (GCMMF), which is India’s largest food 

product marketing organisation with an annual 

turnover (2020-21) US$ 5.3 Billion, manages 

Amul.  

The milkman of India Dr.Kurien was the 

founder-chairman of the GCMMF from 1973–

2006, and is credited with the success of Amul’s 

marketing. 

Mr. R.S. Sodhi is currently the Managing Direc-

tor of GCMMF. 

newindianexpress 

The federation’s daily milk procurement is ap-

prox 24.6 million lit per day from 18600 village 

milk cooperative societies, 18 member unions 

covering 33 districts, and 3.64 million milk pro-

ducer members. GCMMF is also India’s largest 

exporter of dairy products. 

It aims to provide remunerative returns to the 

farmers and also serve the interest of consum-

ers by providing quality products which are 

good value for money. Its success has not only 

been emulated in India but serves as a model 
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for the rest of the World. It is the exclusive mar-

keting organisation of ‘Amul’. 

Amul’s Popular Advertisements 

 
It was way back in 1966 when Amul had hired 

Sylvester da Cunha, the managing director of an 

advertising agency, to design an ad cam-

paign for Amul Butter.  

DaCunha designed a campaign as a series of 

hoardings with topical ads, relating to day-to-

day issues. It became popular and even earned 

a Guinness World Record for the longest-run-

ning ad campaign in the world. In the 1980s, 

cartoon artist Kumar Morey and scriptwriter 

Bharat Dabholkar had been involved in sketch-

ing the Amul ads, with the latter crediting chair-

man Verghese Kurien for creating a free atmos-

phere that helped the development of the ads. 

And despite encountering political pressure on 

several occasions, DaCunha’s agency did not 

back down. Some of the more controver-

sial Amul ads reportedly include one comment-

ing on the Naxalite uprising in West Bengal, on 

the Indian Airlines employees’ strike, and one 

depicting the Amul girl wearing a Gandhi cap. 

Sylvester‘s son Rahul daCunha, who is the crea-

tive director of daCunha Communications, has 

been the man driving the Amul campaign since 

the early 1990s. 

Even in recent years, many of the Amul 

graphics caught people’s eyes.  

In 2013, Amul tweeted a picture featuring the 

Amul butter girl, implying that “freedom of 

choice” died. This was in opposition to the Su-

preme Court of India overruling the judgment of 

the Delhi High Court and criminalizing homosex-

uality again 

In February 2020, Amul posted a picture of the 

Amul girl treating Joaquin Phoenix with butter 

after his academy award win for his role in the 

2019 film, Joker. 

In June 2020, supporting the ban on Chinese 

products, an Amul ad said, “Exit the Dragon,” 

showing the girl angrily ordering a fire-breath-

ing dragon out, while the caption at the bottom 

read, “Amul Made in India.” 

In August 2020, Amul girl was shown with her 

hands piously folded in front of an image of the 

Ayodhya temple, with the caption-“Monumen-

tal occasion: All are invited.” 

Amul had also posted a picture of its mascot 

Butter Girl celebrating with PV Sindhu for win-

ning the bronze medal in the Tokyo Olympics in 

August 2021. 
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Dairy farmers in AP cautioned against brucellosis among livestock 
JUN 28, 2022 

https://dairynews7x7.com/dairy-farmers-in-andhra-pradesh-cautioned-against-brucellosis-among-livestock/ 

 
istrict Collector P.S. Girisha on Monday 

said dairy farmers should be encour-

aged to get their livestock vaccinated 

against brucellosis. The Collector was launching 

the “Brucellosis Vaccine “ poster as part of the 

National Livestock Disease Vaccination Pro-

gramme undertaken by the Department of Ani-

mal Husbandry. 

Mr. Girisha said that the brucellosis vaccination 

programme was being implemented across the 

country. Dairy farmers should be cautioned by 

the officials and field staff concerned about the 

dangerous effects of the disease on their live-

stock. 

“Vaccines are needed to prevent brucellosis. 

These vaccines should only be given to calves 

over four months and under eight months of 

age. Veterinarians would go to the owners of 

the livestock and vaccinate the animals free of 

cost. Once vaccinated, cattle do not develop 

brucellosis for the rest of their lives. The first 

phase of vaccination was completed last March 

and the programme would be conducted in 

three phases this year,” he said. 

The second phase would be held from July 1 to 

10. The third phase would be held in September 

and dairy farmers had to be sensitised about 

the importance of the vaccination, he said. 

“The disease is transmitted to humans espe-

cially from livestock. Sooty cattle are more likely 

to have an abortion during the early and middle 

stages of the disease. Workers at slaughter 

houses and veterinary units, especially those 

working in the leather industry are at a risk,” 

the Collector said. 

Senior officials of the Animal Husbandry and al-

lied departments took part in the event. 

 

 

70 % samples test +ve for tick-borne diseases among dairy animals 
JUN 28, 2022 

https://dairynews7x7.com/70-samples-test-ve-for-tick-borne-diseases-among-dairy-animals/ 

 
ivestock farmers are a worried lot as 

their animals are suffering from tick-

borne diseases — theileriosis, babesiosis 

and anaplasmosis — which are dangerous for 

dairy animals, particularly for crossbreed ani-

mals. 

A report of the District Disease Diagnostic La-

boratory (DDDL) of the Animal Husbandry De-

partment here shows a grim picture that 

around 70 per cent animals were found positive 

for these diseases in the past one year. 

As many as 1,046 samples of dairy animals com-

prising Karnal and nearby districts were tested 

here in the lab between April 2021 and May 

2022. Of these, 701 were found positive for 

these diseases. Among the positive samples, 

70.96 per cent are of cattle and 29.04 per cent 

buffalo, said Dr Vikas Choudhary, in-charge, 

DDDL. 
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Of the positive, 493 were positive for ana-

plasma, while 49 for babesiosis, 158 for theiler-

iosis, and one for trypanosomiosis. These are 

different kind of diseases which need different 

treatment, he added. 

He says cases of tick-borne diseases are coming 

to them throughout the year. He emphasised 

on the early diagnose and treatment. “ Tick-

borne diseases of livestock constitute several 

diseases which should be diagnosed early and 

their treatment should be done at the right 

time,” he added. 

He said during summer, especially during the 

monsoon, ticks problem multiplied manifold, 

making a large number of animals susceptible 

to these diseases. Tick-borne diseases cause 

grave economic damage as these reduce milk 

yield by causing irritation to animals and reduc-

ing blood and immunity, said Dr Choudhary. 

Deputy Director Dr Dharmendar Kumar said 

farmers should also take measures to control 

ticks on their premises by breaking their life cy-

cle. Dr Tarsem Rana, veterinary surgeon, ap-

pealedto the farmers to get their animals tested 

for these diseases if they had any ailment. Dr 

Choudhary said crossbreed cattle were more 

prone to tick-borne diseases. “Our indigenous 

cattle are resistant to tick-borne diseases as 

well as other diseases such as mastitis etc, so 

the crossbreed farmers have to take care extra 

of their animals,” he added. 

 

 

 

Jharkhand: Sahibganj to become a milk-producing hub soon 
Jun 28, 2022 

https://timesofindia.indiatimes.com/city/ranchi/sahibganj-to-become-a-milk-producing-hub-soon/arti-

cleshow/92503217.cms 

 
ANCHI: The mineral-rich district of Sa-

hibganj in Jharkhand’s Santhal Pargana 

region will soon add another feather to 

its cap and become a milk-producing district 

with the launch of a 50,000lt-capacity dairy 

plant in Mahadeoganj area later this week. 

Chief minister Hemant Soren is expected to 

launch the plant on Wednesday. 

Built at a cost of Rs 33 crore, this will be the 

sixth milk processing plant of state- owned Jhar-

khand Milk Federation (JMF), which sells its 

product under the Medha brand. 

Talking to TOI from Sahibganj on Monday, JMF 

MD Sudhir Kumar Singh said, “The plant will 

change Sahibganj’s identity. Besides mining ac-

tivities, the district will become popular for its 

milk production.” 

The plant’s trial run has already begun. “Before 

conceptualizing a dairy plant in this region, 

many feared that they may not get enough 

(raw) milk from the farmers but the response so 

far has been encouraging. During our trial run 

itself, we are getting 10,000lt of raw milk from 

the farmers,” Singh said. 

He added that they are paying Rs 200 crore per 

annum to the farmers for procuring raw milk 

from them. “The payment is made every 10 

days,” he said. 

The Sahibganj plant’s production capacity can 

be increased to 1 lakh litre per day as and when 

required, Singh said, adding, “Once the plant 

becomes operational, we hope to run it in full 

capacity soon.” 
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The new plant will help bring JMF closer to its 

goal of making Jharkhand milk-sufficient. “We 

can currently produce 1.5 lakh litre of milk 

across the state but we want to raise the cur-

rent capacity to five lakh litres in the next 3-4 

years. Once we reach the 5-lakh-litre-capacity, 

we will be on the road to becoming a self-suffi-

cient state in milk production,” Singh said. 

He added that efforts are underway in that re-

gard as they have plans to set up at least 12 

milk plants across 24 districts. “If all goes well, a 

dairy plant in Daltonganj will become opera-

tional by August,” Singh said. 

Besides a dairy plant in Hotwar which has a ca-

pacity of one lakh litre, JMF has so far set up 

plants in Sarath (50,000lt capacity), Latehar 

(20,000lt), Deoghar and Koderma (25,000lt 

each). 

 

 

National Dairy Development Board to focus on giving oilseeds production a push 
June 27, 2022 
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artners with KOF, University of Agricul-

ture Science, Bengaluru and Indian Insti-

tute of Oilseeds Research to enhance 

sunflower seeds output 

In a move aimed at achieving self-sufficiency in 

edible oils, the National Dairy Development 

Board (NDDB) has decided to give oilseeds pro-

duction a push across the country. 

As part of the initiative, NDDB and the Karna-

taka Oilseeds Federation (KOF) have signed an 

MoU with the University  

 

 

Govt planning to remove gst exemption on dairy products in phases 
JUN 27, 2022 

https://dairynews7x7.com/govt-planning-to-remove-gst-exemption-on-dairy-products-in-phases/ 

 
he Group of Ministers (GoM) formed for 

GST rate rationalisation met on 17th 

June 2022, making some key proposals. 

It shall be placing an interim report before the 

GST Council, scheduled to meet on 28th and 

29th June 2022 at Chandigarh. 

Sources to media publications claim that the in-

terim report mentions that any of the GST 

Council’s decisions must be perceptive of public 

interests, requiring careful considerations, espe-

cially for pruning the list of GST exemptions.  

Certain items such as agriculture-related ma-

chinery, hearing aids, utensils, tractors, educa-

tional institutions, bread, and incense sticks 

must be exempted. The report has suggested 

the Council remove the exemption in a phased 

manner on items such as puffed rice, honey, 

foodgrain, cereals, jaggery, flattened rice, 

parched rice, pappad, packaged curd, lassi, but-

termilk, paneer, and certain vegetables. 

While the unroasted coffee beans, green tea 

leaves unprocessed, wheat bran and de-oiled 

rice bran could be charged at 5%, and cheques 

could be charged 18% in loose or book form. E-

waste could see a GST rate hike from 5 to 18%, 
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while petroleum and coal bed methane prod-

ucts may face a withdrawal of a 5% GST rate re-

duction. 

The list of items that will face discontinuance of 

GST exemptions includes the services by the 

GST Network to the government, SEBI, IRDA to 

insurers, FSSAI to the food business operators 

related to registration and the RBI.  

Accommodation in hotels charging a daily room 

rent of less than Rs.1,000 per room is taxed 12% 

as the rest of the industry. Except for ICU, the 

hospital rooms with a daily tariff of Rs.5,000 

could be taxed at 5% without the input tax 

credit. Moreover, cord blood banks that were 

earlier exempted will no longer enjoy the relax-

ation.  

The interim report of the GoM may also pro-

pose corrective measures for inverted tax struc-

tures prevailing in the system. It includes writ-

ing, printing, drawing ink, lamps, fixtures, and 

LED lights, to mention a few. Most of these 

items have tax rates ranging between 12% and 

18%. These may be raised from 12% to 18% to 

correct the inverted structure. However, as an 

exception, the edible oil will likely face disallow-

ance of any refund of input tax credit due to the 

inverted tax structure. 

Apart from the above, the GST Council could 

take up the matters that bother the e-com-

merce sellers in India. Many e-commerce sup-

pliers have written to the Ministry of Finance, 

claiming that they face several GST compliance 

issues and complications. 

 

 

 

Amul’s AI success: Bovines impregnated in 1st attempt 
JUN 26, 2022 
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he joy of motherhood is universal irre-

spective of type or breed. But some-

times it even leads to many disappoint-

ments as well. But for the Amul dairy, it was 

good news all the way when its trials to turn bo-

vines pregnant in first attempt of an artificial in-

semination (AI) cycle achieved grand success. 

This has been done through an indigenously de-

veloped technology under the cattle breeding 

project at the Kaira District Co-operative Milk 

Producers Union Limited’s Ode semen station. 

The standard conception rate of AI across the 

country currently stands at 3:1 as just one out 

of three attempts to turn the bovine pregnant 

achieves success. In the past couple of years, 

Amul dairy has already improved conception 

rate of animals to 2:1 by using thawing ma-

chines that are installed on bikes/ two-wheelers 

of AI workers. 

Traditionally, in the Indian dairy sector, the AI 

workers thaw the frozen semen (which is at mi-

nus 196 degrees) to required room temperature 

by using water that is often boiled in normal 

utensils and then inseminating the animal in 

heat with it. 

“This (boiling water in utensils) was not hygienic 

and done in scientific manner. So, we first de-

veloped thawing machines which can bring the 

frozen semen to the required temperature – 37 

degrees – within seconds. Our AI workers are 

equipped with 1,200 thawing machines that are 

connected to their bike’s battery, therefore not 

requiring any power supply. This step helped us 

improve the conception rate to 2:1,” said Amul 

dairy’s managing director, Amit Vyas. 
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“We have also developed a small camera along 

with a gun which is inserted inside the vagina of 

the animal to ascertain exact location of the se-

men insertion. The trials were on since the past 

couple of months and we have received success 

in our trials of achieving conception in first at-

tempt,” said Vyas, adding that the output can 

be seen on mobile screen of an android phone. 

Chairman Ramsinh Parmar said that the new 

technology will help reduce burden of dairy 

farmers. “Each AI cycle that fails costs a farmer 

anywhere between Rs 15,000 and Rs 20,000. 

The new technology will help farmers reduce 

the cost they incur,” he said. 

Currently, the milk union has developed two 

such machines. “Our plan is to provide 1,200 

such machines to our AI workers,” said Vyas. 

He further said that conception rate in female 

bovines is also improving as the dairy has 

started providing 2.2 % mineral mixture in cat-

tle feed. 

“Cumulatively, the disease level has down to 

10-15 %,” Vyas added. 

 

 

 

Gujarat firm develops low-cost instant milk chilling unit 
JUN 25, 2022 
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airy producers can now get their milk 

chilled at the procurement centres and 

prevent it from deterioration in quality 

and being spoilt due to increased bacterial 

counts. 

Cloud-based dairy equipment maker Prompt 

Equipments Private Limited, based in Ahmeda-

bad, Gujarat, has developed an economical in-

stant milk chilling unit—MilkoChill—that can be 

set up at the milk collection centres in the vil-

lages. Farmers can pour milk into the unit which 

instantly reduces the milk temperature from 35-

degrees celsius to 7-degrees celsius. 

Patented design 

MilkoChill is a low-cost instant milk chiller that 

keeps milk fresh and extends its shelf-life. 

Shridhar Mehta, Director, Prompt, told Busi-

nessLine: “Indian dairy industry faces a big chal-

lenge of chilling milk at the place of procure-

ment. A lot of investments have taken place in 

creating cold-chain infrastructure but milk 

chilling at the source was a challenge. We de-

cided to bring about a solution to this with 

Milkochill product.” 

This means retention of milk quality, higher 

shelf-life, and hence more income for dairy 

farmers. In order to develop the product, 

Prompt uses a patented thermodynamic design 

developed under a technology license from IIT-

Bombay. The thermal storage mechanism 

stores energy whenever electricity is available 

and enables instant milk chilling even in the ab-

sence of power. This makes it suitable for rural 

areas, where power supply is often erratic. 

The compressor’s heat is recovered through the 

heat recovery unit and it stores water at 55-60 

degrees, which is used for cleaning-in-place 

(CIP) process for equipment. “Heat recovery 

unit is a big differentiator from bulk milk chilling 

units that are available,” said Mehta. 

Economic impact 

Milk being spoiled is a major concern as most of 

the milk procurement happens in rural areas. 

The temperature of milk at the time of milking 

is about 35 degrees. The milk is then collected 

at the procurement centre and transported to 
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the nearby dairy or bulk milk chilling (BMC) cen-

tre in a span of a few hours. This is found to af-

fect the milk quality due to bacterial growth un-

der warmer conditions. “We wanted to have in-

stant cooling after pouring the milk into the ma-

chine. The temperature is brought down to 7 

degrees within 10 minutes so that the supply 

chain doesn’t get disturbed,” said Mehta 

Priced at ₹3 lakh, the machine consumes about 

12 units of power with a capacity to instantly 

chill 250 litres per hour and a daily capacity of 

500 litres. “This is an economical way to cool 

the milk. When compared with BMCs, which 

cost around 22 paise/litre, milk chilling in this 

machine costs 14 paise per litre,” said Mehta. 

 

 

 

India’s dairy farmers face searing heat 
JUN 23, 2022 
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ilas Ramasamy gently guides his cows 

into a hangar-sized shed, tethers them 

to their posts, lays out their fodder and 

cleans the floor. Then, as he steps out, he flips a 

switch: ceiling fans begin to blow air on the cat-

tle. 

Ramasamy’s dairy farm is an hour outside 

southern India’s Bengaluru city. Usually known 

for its moderate weather, the region has wit-

nessed a sharp rise in temperature compared 

with earlier decades. Elsewhere in India, tem-

peratures have reached 50C (122F) this year. 

That is bad news for India’s dairy industry, with 

heat stress leading to reduced appetite, lower 

weight gain and decreased fertility in cattle. Ris-

ing temperatures could reduce milk output by 

up to 25% in India’s hotter areas by 2085, ac-

cording to recent research published in the Lan-

cet. 

Heat stress is a global problem, with thousands 

of cattle reported to have died last week in the 

US state of Kansas as temperatures of more 

than 37C were compounded by high levels of 

humidity. 

But for India, any significant decline in milk pro-

duction could be devastating for food security if 

it ends self-sufficiency in dairy in the world’s 

second most populous country. 

The consequences would also be devastating 

for 80 million Indians employed across the dairy 

industry. 

These are problems that Ranganatha Reddy 

knows well. Temperatures on his dairy farm in 

Anantapur, 120 miles (200km) from Bengaluru, 

hit 43C in May. 

“My cows usually have an internal alarm clock 

and start mooing when it’s meal time because 

they’re always hungry,” he says. “But during the 

heatwave I had to almost force-feed them.” 

His farm’s milk output dropped by 30% month-

on-month. “It felt like I was wringing a dry 

sponge.” 

While climate change is a global phenomenon, 

the large number of small dairy holdings in In-

dia and a growing dependence on breeds that 

are vulnerable to heat stress could affect the 

country more than other big dairy producers 

such as the US or Brazil. 

In the 1970s, India began crossbreeding im-

ported, high-yield varieties of cattle with local 

species, helping turn the country from running a 

dairy deficit to producing 22% of the world’s 

milk. 
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India’s most recent livestock census found that 

the population of crossbred cattle had in-

creased by 26% since 2012, while indigenous 

varieties decreased by 6%. 

It makes financial sense to switch to crossbred 

cows as they produce “much more milk”, says 

Ramendra Das, a veterinary scientist who 

has studied the impact of warming tempera-

tures on different breeds – but they are more 

vulnerable to heat stress than indigenous varie-

ties. 

Ramasamy, who buys and sells milk from local 

farmers through the company Vrindavan Dairy, 

is trying to promote the use of indigenous cows 

by paying more for milk from Indian cows (42p 

a litre) than from crossbreeds (32p). 

Solutions to ward off heat stress include spe-

cially designed sheds with fans and sprinklers to 

keep cattle cool, but that comes at a high cost. 

“Only big, intensive dairy farms can afford such 

infrastructure,” says Girdhari Ramdas Patil, a 

former joint director at the National Dairy Re-

search Institute. Almost two-thirds of India’s 

milk is produced by small-scale farmers. 

Philip Thornton, a scientist at the Consortium of 

International Agricultural Research Centers and 

lead author of the Lancet study on heat stress 

milk yield losses, says that crossbreeding cli-

mate-resilient cattle varieties and higher-yield-

ing cows might help in the long run. 

For Ramasamy, the answer has been to seek 

better indigenous breeds. He has started breed-

ing Gyr cows from northern India that give 

more milk than other breeds while also con-

suming less food and water than crossbred vari-

eties. 

Does he think the lower maintenance costs and 

risks of heat stress will persuade more farmers 

to turn to Indian breeds? “It’s going to be diffi-

cult, but I’m convinced that is the future,” he 

says. 

 

 

 

UP attracts Rs 500 Crores investment in Dairy sector 
JUN 22, 2022 
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he dairy industry of Uttar Pradesh has 

attracted an investment worth Rs 500 

crore with a potential to enhance the in-

dustrial development of the state. 

As a major source of employment and income 

generation for rural people it is expected to 

shape their lives with the new investment pro-

posals. 

Projects worth Rs 482 crore were presented in 

this sector during the third groundbreaking cer-

emony (GBC-3) held in Lucknow on June 3. 

They include projects of Duss Bareilly (Rs 80.3 

crore) in Bareilly, Creamy Foods Limited (Rs 60 

crore) in Bulandshahr, CP Milk and Food Prod-

ucts private limited (Rs 118 crore) in Gorakhpur, 

and  two projects — CP Milk and Food Products 

Private Limited worth Rs 100 crore and DUSS 

Lucknow worth Rs 124 crore — in Lucknow, as 

per the pioneer. 

Talking about the development in the sector, a 

government spokesman said on Monday that 

flourishing dairy sector in UP would help the 

state become self-reliant and also contribute to 

doubling farmers’ income. 

Emphasising the aim of cooperative system to 

provide employment and services in society 

with the participation of workers and markets, 

he said the sector plays an important role in 

achieving food security, reducing poverty, gen-

erating employment opportunities for women, 
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and providing a regular source of income for ru-

ral households. 

Dairy industry provides alternative employment 

opportunities all through 365 days of the year 

while crop production employs the rural work-

force for 90 to 120 days. 

 

 

 

FSSAI Coimbatore ranks 12th in country in ‘Eat Right Challenge’ 
JUNE 21, 2022 21:11 IST 
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he Food Safety and Standards Authority 

of India (FSSAI), Coimbatore unit, has 

been ranked 12th at the national level 

and fourth at the State level in the nationwide 

contest ‘Eat Right Challenge’  organised by the 

apex food regulator. 

The FSSAI team met District Collector G.S. 

Sameeran with the award on Monday and the 

latter lauded the food safety officials for bring-

ing the recognition to Coimbatore. Chief Minis-

ter M.K. Stalin had presented the award to 

FSSAI designated officer K. Tamilselvan at the 

secretariat in Chennai on June 14. 

According to the FSSAI, ‘Eat Right Chal-

lenge’ aims at promoting safe, healthy and sus-

tainable food. The competition was organised 

to assess the performance of districts/cities in 

adopting and improving various initiatives un-

der the ‘Eat Right India’ movement. 

A release issued by the district administration 

said various activities by FSSAI units from more 

than 150 districts/cities from across the country 

were assessed for the ranking. 

Granting of licences to food business operators 

(FBO), continuous monitoring of FBOs, collec-

tion of food samples and examination, Food 

Safety Training and Certification (FOSTAC) train-

ing to FBOs and food handlers, hygiene rating 

given to FBOs, implementation of campaigns 

such as Eat Right Campus, Eat Right School, 

Clean Street Food Hub, Clean and Fresh Fruit 

and Vegetable Market, Save Food and Share 

Food and Repurpose Used Cooking Oil (RUCO) 

by FSSAI units from participating districts/cities 

were assessed. 

 

 

Dairy Diet helping Grand ma setting national record of 45.4 secs in a sprint 
JUN 21, 2022 
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5.40 seconds. That is the brand new re-

port set by the 105-year-old Rambai in 

100m on the inaugural Nationwide Open 

Masters Athletics Championships – performed 

by the Athletics Federation of India – that con-

cluded in Vadodara on Sunday. 

“It is a fantastic feeling and I need to race once 

more,” mentioned the grand outdated woman 

of Indian athletics who clinched a golden double 

in sprints – the 100m on June 15 and 200m on 

Sunday in 1 minute, 52.17 seconds. Her subse-

quent goal is to participate in worldwide tour-

naments. She is planning to use for a passport. 
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Rambai has proved that age is only a quantity 

and it’s by no means too late to start or win. 

Her unflagging spirit should be lauded. She is a 

world function mannequin to hundreds of thou-

sands of aged. 

Requested why she did not compete at a a lot 

youthful age, the centurion from Haryana 

laughed: “Primary to taiyar thi. Lekin, mere ko 

koi mauka hello nahi diya, (I used to be able to 

run however nobody gave me an opportunity). 

Dairy Diet of Grand ma 

The inspirational Rambai, who was born on Jan-

uary 1, 1917, ran alone in Vadodara as there 

was no competitor above 85 competing within 

the meet. She had entered within the Above-

100 class. She completed the 100m race to loud 

cheers from a whole bunch of spectators – 

slowing down simply earlier than the top after 

which ambling throughout the end line – to in-

terrupt the report of Man Kaur, who grew to 

become well-known after profitable the 100m 

gold at World Masters on the age of 101. Kaur 

had completed the 100m in 74 seconds. 

Rambai grew to become the star of the meet 

and was busy posing for selfies and images with 

different opponents. Rambai’s granddaughter 

Sharmila Sangwan, who additionally competed 

and received medals in Vadodara, mentioned: “I 

took her to Delhi on June 13 earlier than reach-

ing Vadodara after an RT-PCR take a look at. 

We’re returning house now. I will drop nani at 

her village, Kadma, which is round 150km from 

Delhi, in Charkhi Dadri district.” 

Sharmila mentioned her complete household 

was into sports activities. “A number of of our 

relations serving within the Military have com-

peted in national-level occasions in addition to 

taking part in Masters athletic meets. My grand-

mother first competed final November after I 

took her to Varanasi. Then she participated in 

occasions in Maharashtra, Karnataka, Kerala. To 

this point, she has received greater than a 

dozen medals. She is a pure” Sharmila added: 

“Earlier than that she solely ran within the fields 

of Kadma. She has begun carrying trainers and 

tracksuits solely now. Earlier, she used regular 

footwear.” 

 
Rambai could not cease laughing when re-

quested about her profitable mantra. “I eat 

churma, dahi and doodh,” she mentioned. “A 

pure vegetarian, nani is specific about having 

about 250 grams of ghee every day and 500gm 

of curd. She additionally drinks 500ml of pure 

milk twice a day. She likes bajre ki roti (flat 

bread manufactured from millet) and does not 

eat a lot rice,” Sharmila mentioned. 

In response to Sharmila, her grandmother’s se-

cret to success and power is her food regimen 

and unpolluted ambiance within the village. 

“My nani works so much within the fields. On a 

traditional day she runs 3-4km. A lot of the 

meals she eats is grown within the village,” she 

mentioned. 

The inspirational Rambai, who was born on Jan-

uary 1, 1917, ran alone in Vadodara as there 

was no competitor above 85 competing within 

the meet. She had entered within the Above-

100 class. She completed the 100m race to loud 

cheers from a whole bunch of spectators – 

slowing down simply earlier than the top after 



which ambling throughout the end line – to in-

terrupt the report of Man Kaur, who grew to 

become well-known after profitable the 100m 

gold at World Masters on the age of 101. Kaur 

had completed the 100m in 74 seconds. 

Rambai grew to become the star of the meet 

and was busy posing for selfies and images with 

different opponents. Rambai’s granddaughter 

Sharmila Sangwan, who additionally competed 

and received medals in Vadodara, mentioned: “I 

took her to Delhi on June 13 earlier than reach-

ing Vadodara after an RT-PCR take a look at. 

We’re returning house now. I will drop nani at 

her village, Kadma, which is round 150km from 

Delhi, in Charkhi Dadri district.” 

 

 

 

Dairy farmers gained from increased prices but hit by the fodder crisis 
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part from the heatwave, farm in-

comes were hit by pests, disease and a 

bad sowing experience. 

1. Dairy farmers had gained from increased 

prices but were hit by the fodder crisis. 

2. Rural families coped with inflation and lower 

income by reducing spending on essentials and 

wiping off their savings to spend on essentials 

and white goods. 

3. Non-agricultural factors like rural wage in-

creases and government subsidies saw an up-

tick, with a positive effect on the rural econ-

omy. 

India’s heatwave has abated but left lasting ef-

fects, especially on villages. It came in March — 

just when the Rabi crop was set to ripen. As a 

result, farm outputs were truncated by 5-10% 

across five states – Punjab, Uttar Pradesh, Kar-

nataka, Maharashtra and Rajasthan. 

This Rabi crop has been cursed by weather gods 

since the beginning as unseasonal rains had hit 

them hard during the sowing season. 

Pest, disease and hail 

“Extreme hot weather in March 2022 – highest 

temperature since 1901 – that is a ripening 

stage, led to shrivelled grain. Pests and disease 

also impacted yields this year,” said a report by 

Spark Capital. 

Especially in the Northern region of Punjab, 

Haryana and Rajasthan, the yields of wheat and 

cumin seeds witnessed a sharp decline of 10-

20%. Sugarcane yields too fell by 10% and so 

was the maize yield. Added to that, mango 

yields were lower by 50% in some states – eat-

ing into this premium crop earnings that many 

farmers bank on. 

Farmers of onions and grapes where the yield 

was good, were hit by low prices. Dairy farmers 

may look better in comparison as their prices 

rose, but they took home less of it as the fodder 

crisis hit them hard. 

A bumper crop ahead? 

In spite of a bad season, it looks like farmers are 

setting themselves for another round of good 

sowing season – with record fertilizer purchases 

in April this year – aided by good monsoon pre-

dictions and good water levels at reservoirs. 

This time around, they might get paid better 

too as the government has increased the mini-

mum support prices (MSP) for the Kharif 

crop by 6.1% – the best hike in the last four 

years. 

“We calculate the net farm income to go up by 

19% in FY23 versus a decline of 2.6% in FY22 

(estimates),” the Spark Capital report said. This 
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will cushion the effect of an 8-10% hike in input 

prices like diesel costs, seed and fertilizer prices 

and labour costs. 

An increase in rural wages also helps improve 

the rural economy. Also, there has been an up-

tick in domestic remittances – as more migrant 

workers are sending more back to their homes. 

The land prices jumped by 15-20% in rural areas 

and nearby cities in two years, across India. 

“People want to own a house rather than living 

in a rented place post the pandemic. People, 

who are living in cities and other countries, are 

purchasing land/houses, post the pandemic, 

which has increased the prices,” the report sur-

mised. 

Biscuits are out but TVs are in 

The pandemic has changed the purchase pat-

terns of villagers but their purchasing power has 

remained intact according to Spark Capital’s 

ground report. In fact, their frugality is reflected 

in decreased consumption of packaged items. 

However, at the same time demand for durable 

goods had increased. 

For example, with rising labour costs, most 

farmers are going in for mechanization and buy-

ing tractors, while food consumption as a 

theme shifted to staples. “People have reduced 

consumption to only necessity and down trad-

ing to cheaper FMCG products or reducing the 

quantity,” the report said. 

The rural inflation is higher than it is in urban 

areas, due to a higher food mix, and the biggest 

hit was taken by FMCG players whose biscuit 

and other sales fell in the last few months. 

However, government subsidies and their in-

creased rural spending via various schemes 

have given a slight boost to the economy. The 

spending priorities of farm families are much 

different than urban families that are lifestyle 

based. 

The first on the list of farm income spends is re-

paying dues – reflected in the improvement in 

debt repayment. It is followed by farm invest-

ments and when they spend, they spend on the 

events and white goods. 

“As the activities opened after 2 years of Covid 

fear, people have started spending on marriage, 

house, ACs, 2/4 wheelers etc. though they are 

conscious of spending as high inflation has lim-

ited their options,” the report said. There has 

been an unfavourable effect of these spending 

patterns as well – a bad Rabi crop along with 

post-pandemic spending patterns have left 

most of rural India without any savings. 

 

 

 

Britannia weighs dairy pact with restaurants 
Jun 21, 2022, 01:07 AM IST 

https://economictimes.indiatimes.com/industry/cons-products/food/britannia-weighs-dairy-pact-with-restau-

rants/articleshow/92346157.cms 

ritannia NSE -1.50 % Industries, the 

country's largest biscuit maker, is evalu-

ating partnerships with restaurant 

chains for its dairy business in this financial 

year, said its latest annual report. Dairy busi-

ness, which contributes about 5% to the compa-

ny's overall revenue, competes with Amul and 

Mother Dairy. 

The company's dairy franchise includes cheese, 

milk-based beverages such as shakes and fla-

voured yogurts, and it is looking to strengthen 

its consumer franchise in cheese and milk-based 

drinks through front-end-investments. 

The annual report said the company also plans 

to "incubate the 'fresh business' through the 

launch of multiple products such as Greek yo-

gurt and smoothies under the Come Alive 

brand". The company said it has manufacturing 

capabilities for yogurt, processed cheeses and 
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skimmed milk powder, and that it has scaled up 

milk collection up to a daily 65,000 litres. 

It said it is setting up a new dairy plant in the 

next few months and another three greenfield 

units, and it hopes to quadruple its turnover 

from the dairy business over the next five years. 

Britannia will also focus "disproportionately on 

e-commerce", which grew doubled 100%, it said 

in its annual report. Its power brands include 

Good Day, Marie Gold, Milk Bikis and Nutrich-

oice biscuits, and the company highlighted salty 

snacks as a category of "significant interest", 

particularly in healthier formats. 

Fast-moving consumer goods companies have 

been under consistent margin pressures owing 

to a surge in inflation. While inflation and palm 

oil have seen sharp corrections on account of 

geopolitical factors in recent days, prices of 

packaged goods remain significantly higher than 

they were a year ago.

 

 

Milky mist eyes $120m in its first institutional fundraising round 
JUN 20, 2022 

https://dairynews7x7.com/milky-mist-eyes-120m-in-its-first-institutional-fundraising-round/ 

 
ilky Mist Dairy Food is in talks with 

private equity funds corresponding 

to Chryscapital , Kedaara, Multiples, 

True North, TA and Temasek to lift $100-120 

million in what could be its first institutional 

funding , 4 individuals with direct data of the 

matter mentioned. 

“The final binding bids are expected to be in to-

wards the end of the month or early next 

month. The deal is likely to close next quarter,” 

mentioned one of many individuals. 

The dairy and contemporary meals firm has ap-

pointed Chennai-based funding financial institu-

tion Veda Corporate Advisors to assist it with 

the funding course of. 

Spokespersons for Temasek and Veda Corpo-

rate Advisors declined to remark. Spokesper-

sons for Multiples, Kedaara, True North, TA, 

ChrysCapital and Milky Mist didn’t reply to 

emailed queries until press time Sunday. 

Milky Mist was arrange by T Sathish Kumar, a 

highschool dropout hailing from a household of 

farmers, in 1992. It started with promoting milk 

and has entered value-added merchandise cor-

responding to milkshakes, flavoured yogurt, 

butter, cheese variants and UHT merchandise. 

The firm has a 55-acre plant in Perundurai, 

Tamil Nadu, and provides by a retail community 

of greater than 1,50,000 retailers. 

It has tied up with 60,000 dairy farmers to 

course of 1.5 million litres of milk every day. It 

generates annual income of Rs 1,300-1,400 

crore, the individuals mentioned. 

“The company expects a valuation multiple akin 

to FMCG companies,” mentioned a second indi-

vidual instantly concerned in the deal. Accord-

ing to this individual, the corporate is worth-

while, and the deal is gaining quite a lot of trac-

tion from consumer-focused fund 

“The company currently has a strong presence 

in southern India and with its plans to become a 

pan-India brand, it needs capital to scale,” men-

tioned one other individual with data of the cor-

porate’s plans. “It will look at raising $100-150 

million given the inbound interest and is likely 

to sell a significant minority stake in an entirely 

primary round,” he added. 

Milky Mist, which has been bootstrapped, had 

beforehand raised debt from Anicut Capital, a 

enterprise debt fund. 
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The organised dairy and contemporary meals 

sector is gaining momentum with traders. The 

dairy sector is about for the second straight fis-

cal 12 months of double-digit income develop-

ment at 11-12%, a notch under final fiscal’s 13% 

development, in response to 

Ratings. The development is pushed by whole-

some demand for value-added merchandise 

(28% of general gross sales), whilst gross sales 

of liquid milk keep regular and the full-year ad-

vantage of retail worth hikes applied final fiscal 

12 months is realised. Within value-added mer-

chandise, robust restoration is predicted in the 

demand for chilly VAP corresponding to ice-

cream, curd and flavoured milk, ET reported fi-

nal month. 

 

 

 

Aavin begins production of long-shelf life milk at Sholinganallur dairy 
JUN 20, 2022 

https://dairynews7x7.com/aavin-begins-production-of-long-shelf-life-milk-at-sholinganallur-dairy/ 

 
avin has started selling standardised 

milk with a shelf life of 120 days across 

major cities in the State. 

The sterilising and packing equipment at Sholin-

ganallur dairy in Chennai, packs 10,000 litres of 

milk a day. The milk with 4.5% fat and 8.5% sol-

ids-non-fat, comes in half litre packs that costs 

₹30 each. 

Sources in Aavin said the equipment had not 

been put to use due to various reasons since its 

purchase a few years ago. It was recently ser-

viced and brought back to use for the manufac-

ture of ultra-high temperature (UHT) milk, 

which is pasteurised. This milk is heated in a 

sealed container continuously for 15 minutes, 

which frees it from microorganisms and, hence, 

can be stored at room temperature without re-

frigeration in an unopened original pack. This 

variety of milk can be consumed directly after 

opening the pack, even without boiling. 

This milk, which used to be manufactured ear-

lier in tetra packs, is now being made available 

in packs that are similar to the regular milk 

pouch. “It is an aseptic pack and has four layers. 

We plan to introduce other variants of milk, in-

cluding the popular one with 3% fat,” the 

source said. 

Though priced slightly above regular milk packs, 

it does not require refrigeration or maintenance 

of cold chain and, hence, saves power. Since the 

pack is thicker, leaks are easily avoided. Aavin, 

the popular brand of the Tamil Nadu Coopera-

tive Milk Producers Federation has now 

planned to increase the manufacture and sale 

of UHT milk to one lakh packets a day. 

“The ultimate idea is to replace a large section 

of regular milk packs to this variant. We are also 

thinking of bringing out 250 ml packs and even 

certain varieties of flavoured milk,” said another 

official. 
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Aavin sees higher sales of milk  
JUNE 19, 2022 23:31 IST 

https://www.thehindu.com/news/cities/Coimbatore/aavin-sees-higher-sales-of-milk/article65543263.ece 

ilk production in Tamil Nadu has in-

creased to 42 lakh litres in the last 

one year as against 26 lakh litres ear-

lier, Milk and Dairy Development Minister S.M. 

Nasar said here on Sunday. 

Inaugurating an Aavin Hi-Tech Parlour, con-

structed at ₹1 crore here, he said the State had 

9,354 milk producers’ societies. Chief Minister 

M.K. Stalin reduced milk price by ₹3 a litre for 

consumers and this had caused a daily sales in-

crease of 41,000 litres in Coimbatore district 

alone, benefitting four lakh consumers. 

The Minister earlier visited milk producers’ soci-

eties at Malumichampatti, Madukkarai, and Pa-

chapalayam, inspected the facilities and inter-

acted with the producers. The producers sought 

availability of fodder at subsidised price for the 

cattle and an increase in procurement price. 

The Minister said the government would study 

these demands. 

Official sources said 1,500 litres of milk was pro-

cured every day at Malumichampatti and 3,500 

litres a day at Madukkarai. Aavin procures 1.85 

lakh litres a day from 353 societies in the dis-

trict. Its requirement is 3.40 lakh litres and the 

remaining milk is procured from Tiruppur dis-

trict. 

The parlour, inaugurated by the Minister, will 

be open 24 hours a day and has play area for 

children. It will sell ice creams, cookies, ghee, 

butter, buttermilk and milk sweets besides 

other dairy products. The Minister said the nor-

mal shelf life of Aavin-made milk sweets was 

seven to 14 days. With better packaging, this 

could be extended. Modified Atmosphere Pack-

aging (MPA) facilities would soon be available in 

Coimbatore too, he added. 

 

 

Dudhsagar Dairy Announces Record-Breaking Profit of Rs 321 Crores  
JUN 17, 2022 

https://dairynews7x7.com/dudhsagar-dairy-announces-record-breaking-profit-of-rs-321-crore/ 

 
uring its Annual General Meeting 

(AGM) on Tuesday, the Mehsana Dis-

trict Cooperative Milk Producers’ Un-

ion Limited (MDCMPU), which manages the 

Dudhsagar Dairy in Mehsana, North Gujarat, 

claimed a record profit of Rs 321 crore “for the 

first time in its 60 years of existence.” 

This profit, which is distributed to milk produc-

ers , is roughly three times higher than the pre-

vious year. 

“We have achieved a profit of Rs 321 crore for 

the first time in the 60-year history of 

Dudhsagar dairy. The company had made a 

profit of Rs 105 crore the previous year,” Ashok 

Chaudhari, chairman of Dudhsagar Dairy, told 

The Indian Express after the AGM concluded. 

During an election year, the Bharatiya Janata 

Party (BJP) gains from the performance of the 

dairy in North Gujarat. After beating Congress 

rivals in the dairy’s elections in 2021, Chaudhari, 

the previous general secretary of the BJP for 

Mehsana district, ascended to power. 

The MDCMPU was founded in 1960 and mar-

kets milk and milk products under the Amul, 

Sagar, and Dudhsagar brands. It is one of 18 

milk cooperative unions in Gujarat. 
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“Our business grew in 2021-22 as. Our revenue 

grew by nearly Rs 1,000 crore to Rs 6,028 

crore,” Chaudhari said. 

In the districts of Mehsana, Patan, and Gandhi-

nagar, the dairy receives milk from 6.5 lakh cat-

tle rearers who are connected to 1200 village-

level milk cooperatives. Rajasthan and Haryana 

milk are also collected. 

Dudhsagar’s milk procurement has also in-

creased over the last year. 

“Last winter, our highest milk  procurement was 

45.5 lakh litres per day. This includes both Guja-

rat and Rajasthan procurement. The peak milk 

procurement in 2020-21 was 32 lakh litres per 

day,” Chaudhari noted. 

MDCMPU also manages the Dudhmansagar 

Dairy in Manesar and the Dudhmotisagar Dairy 

in Dharuhera, in addition to the plant in 

Mehsana. Haryana is home to both dairies. At 

Boriyavi, Ubkhal, and Jagudan, the union oper-

ates cattle feed factories with a total capacity of 

1,900 metric tonnes per day. 

 

 

 

FSSAI notifies norms for vegan products thus bringing regulatory clarity 
JUN 17, 2022 

https://dairynews7x7.com/fssai-notifies-norms-for-vegan-products-thus-bringing-regulatory-clarity/ 

 
ood Safety and Standards Authority of 

India (FSSAI) has notified regulations for 

vegan food products bringing much 

needed regulatory clarity for the nascent but 

rapidly growing segment in the country. 

These regulations come at a time when players 

such as Starbucks and Domino’s Pizza have be-

gun putting vegan, or plant-based protein offer-

ings, on their menu in India. 

Also, the sector has seen the emergence of 

many VC-funded start-ups in the past 2-3 years 

as well as products of global plant protein big-

gies such as Beyond Meat. 

The regulations specify various key provisions 

for labelling and traceability keeping in mind 

the availability of both domestically manufac-

tured as well as imported vegan and plant-

based protein products. Once implemented, all 

vegan products will need to carry a specific logo 

on their labels. 

Vegan gets defined 

The regulations define vegan as “food or ingre-

dients including additives, flavourings, enzymes 

and carriers, or processing aids that are not 

products of animal origin and in which, at no 

stage of production and processing, ingredients, 

including additives, flavourings, enzymes and 

carriers, or processing aids that are of animal 

origin has been used.” 

The FSSAI had first proposed the draft of these 

regulations in September last year after which 

stakeholder consultations were held. 

The regulations state that vegan food products 

should not be involved in animal testing for any 

purpose and manufacturers must conform to 

Good Manufacturing Practices to avoid the “un-

intended presence of non-vegan substances”. 

“There shall be traceability established up to 

the manufacturer level and the Food Business 

Operator shall comply with any other require-

ments specified by the Food Authority to main-

tain the vegan integrity of the foods or food in-

gredients or products thereof from time to 

time,” the regulations added. 

Right direction 
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Harsh Gursahani, a food lawyer and Partner at 

PLR Chambers, said, “FSSAI is the first authority 

in the world to provide a definition for vegan 

food. These regulations will ensure that the 

plant-based products meet the prescribed 

standards before they can claim to be vegan. 

It’s a step in the right direction by the FSSAI and 

will aid in the growth of the nascent Indian 

plant-based food industry.” 

The regulations also state that “no vegan food 

products can be imported except with a certifi-

cate issued by the recognised authorities of the 

exporting countries in the format as specified 

by the Authority .” 

Abhishek Sinha, CEO & Co-Founder, GoodDot, 

said, “The regulations clearly establish the in-

creasing demand for vegan food in the country 

and will help give more confidence to consum-

ers in the vegan and plant-based protein prod-

ucts.” 
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Innovative dairy products cater to growing consumer emphasis on health 
JUN 29, 2022 

https://dairynews7x7.com/innovative-dairy-products-cater-to-growing-consumer-emphasis-on-health/ 

 
t can be hard to keep up with the latest 

health and diet fads. One minute you’re 

opting for fat-free everything in the super-

market, the next you’re told to up your healthy 

fats because in fact sugar is the real enemy. 

Eggs are in, eggs are out; carbs are bad, carbs 

are good – it’s all enough to make you order a 

takeaway and forget about making life improve-

ments altogether. 

But if there’s one advice that’s been pretty con-

sistent over the years, it has to be the one on 

dairy. The latest Dietary Guidelines for Ameri-

cans too consider dairy a core element of a 

healthy diet that consists of nutrient-dense 

foods and beverages across all groups such as 

vegetables, fruits, grains, protein foods and oils. 

The 2020-25 guidelines suggest those who are 

two years and above consume two or three 

cups of dairy a day, depending on their age and 

intake of calories. A major source of calcium, 

dairy foods in this context mean milk – fat-free, 

low-fat or even lactose-free versions –yoghurt 

and cheese, along with fortified soy beverages 

and yoghurt as alternatives. 

Gaby Amade, President, Middle East and Africa 

at Fonterra, which owns popular milk powder 

brands, Anchor and Anlene, couldn’t agree 

more. 

“Milk is practically a superfood and should be a 

core part of a daily nutritious diet. There’s a 

unique combination of nutrients in dairy, and 

they play an important role in growing and 

maintaining healthy bones, immunity, the func-

tioning of the nervous system (including the 

brain), helping to prevent tiredness, maintain-

ing healthy eyes, and so much more.” 

Fortunately, dairy remains at top of mind for 

many people when it comes to taking care of 

their health and wellbeing. A recent McKinsey 

report showed growth in demand for dairy in 

2020 in the middle of the pandemic in the US 

across most categories, including a positive turn 

for fluid milk for the first time in four years. 

Growing market 

 
Wasfi Kaso 

The UAE too seems to have followed a similar 

trend. “The UAE dairy products market is stead-

ily growing,” says Wasfi Kaso, CEO of Emirates 

Food Industries, which owns National Dairy that 

recently launched Hayatna dairy products in the 

UAE. “The per-capita consumption of milk in the 

UAE is increasing. 

“People have become more health-conscious; 

they are looking to develop their immunity and 

milk is essential in developing immunity. Con-

sumers are more aware of the options available 
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in the market, hence healthy and organic prod-

ucts are highly in demand. At the same time, 

value-added milk is on the rise in terms of de-

mand.” 

People’s focus on leading healthier lifestyles 

and demand for healthier products prompted Al 

Rawabi Dairy Company to launch new products 

during the pandemic. 

 
Prof. Dr Ahmed El Rahim 

“We launched two new functional products dur-

ing Covid-19 – Protein Plus Milk and the Immu 

boost portfolio with zinc, probiotics and vita-

mins that strengthen immunity and help in the 

fight against Covid-19,” says Prof. Dr Ahmed El 

Tigani Abdel Rahim, CEO, Al Rawabi Dairy Com-

pany. These add to its portfolio of health-sup-

porting dairy products such as Nutree Boost, 

Vitamin D Milk and the Super Milk range forti-

fied with an array of vitamins and nutrients 

comprising vitamins A, D, E, calcium and folic, in 

addition to its core fresh milk, laban and yo-

ghurt products. 

Innovations and good practices have been at 

the core of the dairy sector, allowing players to 

set themselves apart. 

“Fonterra uses pasture-based farming methods 

where grass-fed cattle roam freely on New Zea-

land’s farms for almost 365 days of the year,” 

says Amade, whose company supplies a full 

range of dairy products and ingredients to F&B 

outlets and major food manufacturers. “This 

leads to well-cared for, healthier, happier cattle 

that live longer and use less vital resources like 

water and energy, compared to other methods. 

Fonterra also has very low use of antibiotics in 

dairy cows, and some of the lowest somatic cell 

counts in the world, meaning the milk is of very 

high quality. No Fonterra cows are given hor-

mones to produce extra milk – in fact, this prac-

tice is banned in New Zealand dairy farming.” 

Meanwhile, Al Rawabi, which operates locally, 

ensures milk goes from farm to table in just 24 

hours. “Every day, in our farm, we collect be-

tween 250,000 and 270,000 litres of milk,” ex-

plains Prof. Rahim. “Our milk undergoes a pro-

cess of pasteurisation, homogenisation, stand-

ardisation and fermentation, aimed at making 

the milk free from bad bacteria and improving 

the taste of the products. We ensure that each 

cow can absorb the needed amount of nutrients 

in each bite, which includes high-quality for-

ages, a balanced grain and protein diet, as well 

as vitamins and minerals, to improve the quality 

and the taste of the milk.” 

Dairy companies have also stepped up efforts to 

reduce their environmental footprint as they 

become more aware. 

Al Rawabi recently launched a biogas facility to 

transform organic waste from its fields into 

clean energy, with a total capacity of 1.3 mega-

watts of green electricity. It uses this energy for 

the company’s operations. “As we are the big-

gest local farm and the first self-contained farm 

in the UAE, with 17,000 cows, we have taken 

care of our environment and social responsibil-

ity. We are now closer to our goal of a greener 

future and this project has led us towards the 

circular economy and reduced environmental 

footprint. Clean nature, care for the environ-

ment, ecology, recycling, and sustainability are 

all Al Rawabi milestones.” 

 



Dairy cooperative introduces milk pricing reform 
Jun 28, 2022 

https://www.farmprogress.com/farm-policy/dairy-cooperative-introduces-milk-pricing-reform 

fter more than a year of research con-

versations with its members, participa-

tion in a multi-state task force and en-

gagement with other stakeholders, one of the 

nation’s largest dairy co-ops, Edge Dairy Farmer 

Cooperative, unveiled two key policy priorities 

for milk pricing reforms centered around flexi-

bility and fairness. 

Discussions about the future of the federal milk 

marketing order (FMMO) system have in-

creased in recent years, drifting from the Class I 

mover formula to negative producer price dif-

ferentials (PPDs) to make allowances and be-

yond. The effects of the pandemic only intensi-

fied the debate. 

“What we keep coming back to is the relation-

ship between our farmers and processors,” 

shares Edge CEO Tim Trotter during a press con-

ference June 27 announcing the priorities. “That 

relationship must transition from strictly trans-

actional to strategic ― one that is based on a 

longer-term view, adaptability to markets and 

customers, and requirements for products. A 

transparent, business-to-business approach will 

be critically important to success for both farm-

ers and processors.” 

Under the flexibility priority, Edge’s proposal ac-

counts for differences in product mixes across 

the country, explains Mitch Davis of Davis Fam-

ily Dairies in Le Sueur, Minn., who is a member 

of Edge’s board of directors and participated in 

the task force. 

“We believe more regional flexibility and fed-

eral milk marketing orders would benefit every-

one,” Davis says. “We believe that regulation 

should support fair and equitable dealings be-

tween farmers and processors.” 

Davis explains in Edge’s proposal, each federal 

order would have the authority to operate its 

milk order in a way that makes sense, which to 

some extent is already done. But this would ac-

count for geographic differences in population, 

farmer base and product mix. The flexibility 

would help avoid unintended consequences of 

the current uniform rules, such as frequent 

switching, pooling status, and negative pro-

ducer price differentials because of declining 

share of total milk production pooled on that 

order. 

“It’s about modifying incentives for processors 

to stay consistently pooled in the order, and at 

the same time offering producers more cer-

tainty and effectiveness when they manage risk 

so they don’t have the nonsense that we had in 

2020 with negative PPDs completely surprising 

producers out of the blue making them feel like 

food for getting engaged with risk management 

materials,” says Marin Bozic, a leading dairy 

economist who is an advisory member on 

Edge’s board of directors and also recently testi-

fied before the House Agriculture Committee 

on dairy farm bill provisions. 

Keeping FMMOs relevant 

Bozic explains the original purpose of FMMO 

regulations was to ensure that all dairy produc-

ers in a certain geographic area can participate 

in revenue from the sales of beverage milk 

products. The problem is that over the next 10 

years, the share of milk production utilized in 

beverage products is likely to fall from 18.3% 

this year to 14.5%, Bozic says. 

“My estimates are that over the next decade 

between 45% and 60% of all additional milk 

skim solids will need to be exported,” he says. 

“The only way that FMMOs do not become ir-

relevant to the cheese-producing Upper Mid-

west is if we return to the original idea of 

FMMOs,” he says. “That is the essence of a ‘uni-

form benefits’ approach. No more cross-subsidi-

zation between manufacturers, and no more 

negative PPDs.” 
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Bozic says he heard many common themes 

from producers on changes they seek. “They 

want to have fair treatment and a good faith re-

lationship with a buyer of their milk. They want 

to understand how the buyer of their milk is 

performing relative to others in terms of the 

milk price that they’re getting paid. They want 

to understand their milk check, and once they 

understand their milk check, they want to effec-

tively manage price risk.” 

Agriculture Secretary Tom Vilsack has said in-

dustry consensus is necessary for pricing reform 

to be possible. Bozic adds that the 2018 Farm 

Bill process shows that consensus should not be 

so narrowly defined and crafting policies behind 

tightly closed doors creates a fragile and flawed 

design. 

Trotter says the policy proposals from Edge of-

fer a starting point for conversations, but also 

offer the ability to frame up what the coopera-

tives believe needs to go “big picture with this if 

we really want to look to the future of dairy 

generations for the generations to come.” 

Bozic says some of these principles are being 

implemented through federal orders, for exam-

ple, timely payments for milk verification of 

weight-tested samples. 

“The challenge for the long-term sustainability 

of that approach is that processes can decrease 

as manufacturing rises,” he explains. “That’s 

why we believe that perhaps there was a need 

for a separate statute that will specifically pro-

vide some meaningful guardrails to the relation-

ships between dairy processors and producers.” 

Trotter says right now the industry is paying the 

price for not having a big picture read and these 

guardrails outside of the federal order. “As long 

as we stay focused on the future, we believe 

that this will definitely be a win-win for all.” 

Bozic says enabling legislation to the federal 

milk marketing order may need to just be a 

slight tweaking to allow orders to be formulated 

differently than the uniform price principle. The 

other statute, which could be within the farm 

bill discussion or a separate stand alone bill, is 

the premise and contracting portion of the pol-

icy priorities. 

The proposal also calls for a standard set of 

“contracting principles” to make the pricing sys-

tem more fair and equitable and strengthen 

trust between farmers and processors. This in-

cludes the following priorities: 

Written contracts: All milk supply agreements 

must be in writing. 

Timely payments: Farmers must be paid in a 

timely manner, every two weeks, and with no 

more than three weeks lag. Advance checks 

should be paid in accordance with what is 

known about the current month’s prices. 

Verification of weights, tests and samples: Un-

less a farmer opts out, third-party, certified or-

ganizations should be utilized to verify milk 

weights, component tests and samples. Verifi-

cation organizations are also allowed to provide 

other services to farmers. 

Transparent pricing formulas: For farmers to be 

able to effectively manage risk, and understand 

financial implications of improvement in farm 

practices, milk composition and quality incen-

tive formulas (such as SCC, protein and volume 

premiums) must be clearly spelled out in the 

milk supply agreements, and sufficient advance 

notice given before incentive formulas change. 

Processors should be allowed to set pricing for-

mulas as needed to successfully compete in do-

mestic and overseas markets. 

Contract termination notice: Other than in ex-

traordinary circumstances, processors must give 

a reasonable amount of time as notice before 

contracts can be terminated. 

Good faith principle: Processors and farmers 

must act in good faith, and disputes should be 

addressed through an arbitration process with 

meaningful penalties for unfair behavior. 

Equal opportunity for all farmers: No special 

deals should be allowed. Incentive payments of-

fered to one patron must be offered to all pa-



trons meeting the processor’s same criteria, in-

cluding but not limited to differences for farm 

location, size and quality. 

Competitive risk management: Farmers should 

be able to effectively manage price risk using a 

combination of processor-specific basis con-

tracts and private or government-supported risk 

management instruments. 

Exclusivity and volume limits: Processors should 

not impose exclusivity if imposing volume limits 

or two-tier pricing. 

Equal treatment of processors: These terms 

should apply to all milk buyers in the United 

States, irrespective of their ownership structure 

or participation in FMMOs. 

 

 

 

6 Milkmen Arrested For Selling Adulterated Milk 
June 27, 2022 | 06:30 PM 

https://www.urdupoint.com/en/pakistan/6-milkmen-arrested-for-selling-adulterated-mi-1530244.html 

ESHAWAR, (UrduPoint / Pakistan Point 

News - 27th Jun, 2022 ) :District admin-

istration Peshawar arrested six milk-

men from interior city for selling adulterated 

milk and disposed of 550 litres of adulterated 

milk, said a press release issued here on Mon-

day. 

On the directives of Deputy Commissioner 

(DC) Peshawar Shafiullah Khan, the Additional 

Assistant Commissioner (AAC), Saleem Ayubi 

along with Veterinary Supervisor of Livestock 

Department, Naeem-ul-Hassan carried out the 

analysis of the samples of milk from various 

shops through modern mobile laboratory. 

On confirming adulteration of water in milk ar-

rested six milkmen and disposed of 550 litres of 

milk and also sealed three milk shops. 

Deputy Commissioner (DC) has directed all of-

ficers of district administration to check milk of 

the milk shops throughout the district and in 

case of proving adulteration take stern action 

against him. 

 

 

 

UKRAINIAN DAIRY PRODUCERS, ESPECIALLY SMALL FAMILY FARMS, STRUGGLING TO SUR-

VIVE 
6/27/2022 

https://www.agriculture.com/news/livestock/ukrainian-dairy-producers-especially-small-family-farms-struggling-

to-survive 

ecause much of the attention is focused 

on how Ukraine is going to export grain 

and oilseeds, less attention is being 

paid to other agricultural sectors like dairy. Yet, 

the consequences of the war on the Ukrainian 

dairy industry, which is the country’s second 

largest  sector of agriculture after crops, are 

devastating. 

The majority of dairy farms in Ukraine are fam-

ily-owned, with industrial farms accounting for 

about 30% of the total. Before the war, 10 re-

gions – now occupied by Russia – produced 42% 

of the total volume of raw milk. Since the begin-

ning of the Russian invasion, Ukraine has lost 

approximately 100,000 cows. In the occupied 

territories and territories close to military hos-

tilities, milk production has dropped by 50%. 

There are more than 100 milk processing plants 

across Ukraine. Currently, 37 Ukrainian milk 

processing plants are in the occupied territories. 

P 

B 

https://www.urdupoint.com/en/pakistan/6-milkmen-arrested-for-selling-adulterated-mi-1530244.html
https://www.urdupoint.com/education/board-of-education-peshawar.html
https://www.urdupoint.com/en/latest-news/from.html
https://www.urdupoint.com/en/latest-news/peshawar.html
https://www.urdupoint.com/en/latest-news/from.html
https://www.urdupoint.com/mobile/
https://www.urdupoint.com/en/latest-news/water.html
https://www.urdupoint.com/en/latest-news/all.html
https://www.agriculture.com/news/livestock/ukrainian-dairy-producers-especially-small-family-farms-struggling-to-survive
https://www.agriculture.com/news/livestock/ukrainian-dairy-producers-especially-small-family-farms-struggling-to-survive


One of the biggest plants in Kupiansk (Kharkiv 

region), which specialized in canned condensed 

milk production, is occupied by Russians and 

has halted operations. As a result, a large num-

ber of dairy producers lost their buyers.  

A STRUGGLING INDUSTRY 

The dairy industry is experiencing the same lo-

gistical problems as the grain exporters (e.g. 

blocked ports, railway limitations, truck and 

driver shortages). 

The milk producers and processors are in a fi-

nancial trap. Supermarkets are delaying or even 

stopping payments to processors, which, in 

turn, means they cannot pay milk produc-

ers. Supermarkets are also in a dire situation as 

the major consumers of dairy products have 

fled Ukraine. It is currently estimated that over 

8 million people have left the country, 90% of 

which are women and children. 

The income of the population has also dropped 

drastically because of the war, which has added 

to decreased demand. Thus, dairy producers 

and processors are experiencing a lack of work-

ing capital. In some cases, milk processors accu-

mulated such large volumes of dairy products 

that they refused to buy raw milk from produc-

ers. 

Dairy producers are in a dire situation. More 

than 800 large industrial dairy producers are be-

ing affected by the consequences of the war. Al-

most all producers face shortages of fuel, spare 

parts, feed, and veterinarian medicine. Insemi-

nation services are mainly inaccessible, so many 

producers are forced to use the natural meth-

ods to maintain their herds. 

In addition, labor on dairy farms has seen a 

drastic change. Many workers moved abroad or 

to safer regions. Some were conscripted into 

the military or joined as volunteers. Thus, there 

is a shortage of experienced operators, forcing 

dairy producers to hire inexperienced workers. 

Even before the war, the Ukrainian dairy indus-

try was struggling. About 30% of the milk pro-

duced in Ukraine met the minimal quality re-

quirements and was considered tolerable by Eu-

ropean standards. Only five Ukrainian milk pro-

cessing plants were allowed to export their 

products to the European Union. The main ex-

port products were skimmed milk powder, but-

ter, condensed milk, and dry whey. However, 

the standards in Middle Eastern countries, 

which is where Ukrainian products are also ex-

ported, are a bit different, so Ukraine can ship 

products without meeting European standards.  

Ukrainian dairy producers, especially small fam-

ily dairy farms, are struggling to survive. They 

are searching for alternative ways to stay in 

business like starting their own processing and 

selling directly to consumers to bypass middle-

men. This may prove to be challenging as in-

vestments into production and processing have 

ceased. 

 

 

 

 

 

 

 

 

 

 

 

 

 



Heat Stress might curdle the dairy industry 
JUN 24, 2022 

https://dairynews7x7.com/heat-stress-might-curdle-the-dairy-industry/ 

 
igher average temperatures and more 

frequent heat waves are likely to occur 

due to climate change. This 

week, about 20 percent of people in the United 

States are estimated to experience tempera-

tures greater than 100 degrees Fahrenheit. 

Meanwhile, the recent heatwaves in India and 

Pakistan have resulted in at least 90 deaths and 

a 10 to 35 percent reduction in crop yields in 

some regions. 

As a result of rising global temperatures, the 

heat stress of livestock, which arises from com-

binations of air temperature, humidity, solar ra-

diation, and wind speed could increase. This 

added stress makes it difficult for animals like 

cows and pigs to control their own body tem-

perature. If livestock is unable to dissipate heat 

effectively, their body temperature increases, 

which can reduce their productivity, thereby af-

fecting the food supply. 

Heat stress could cost the dairy industry $40 bil-

lion per year by the end of the century. Eliza-

beth Dunne on Unsplash 

Of the predominant livestock industries in the 

US, the dairy industry is estimated to be 

the most vulnerable to economic losses from 

heat stress, says Amanda Stone, assistant pro-

fessor and extension dairy specialist at Missis-

sippi State University. Dairy’s risk is significantly 

higher than beef cattle, the next most vulnera-

ble industry. To keep the $827 billion global 

dairy industry up and running as the planet gets 

warmer, it’s crucial to understand the extent of 

climate change’s impact on cattle production 

and to mitigate its effects. 

Increasing global temperatures will affect cattle 

production 

Heat stress does not only affect the behavior 

and welfare of cattle, but also reduces their 

feed intake, productivity, and animal fertility, 

says Philip Thornton, principal scientist at the 

International Livestock Research Institute and 

flagship leader in the CGIAR Research Program 

on Climate Change, Agriculture, and Food Secu-

rity.  

“Animals eat less and increase their respiration, 

so more energy is expended on trying to keep 

cool, with less energy available for meat and 

milk production,” he added. Moreover, it in-

creases their susceptibility to diseases, and in 

cases of extreme heat stress, their mortality as 

well. Quite recently, extreme heat killed thou-

sands of cattle in Kansas, one of the largest cat-

tle producers in the country. 

According to a study published in The Lancet 

Planetary Health in March, the impact of cli-

mate-change-related heat stress on dairy and 

beef cattle production may lead to global pro-

duction losses of meat and milk amounting to 

about $40 billion per year by the end of the 

century for a high greenhouse gas (GHG) emis-

sion scenario. Even in the best-case scenario 

where emissions are low, producers could be 

looking at a loss of around $15 million. 
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To compute these losses, the authors predicted 

changes in feed intake by the animal in re-

sponse to hot, humid weather in various GHG 

emission scenarios. They converted these 

changes in feed intake to changes in milk and 

meat production, and then valued them using 

2005 prices, says Thornton, who is one of the 

authors of the study. 

Based on the study, the losses in tropical re-

gions are estimated to be higher than those in 

temperate regions, for both high and low emis-

sion scenarios. “Some parts of the northern 

temperate areas of the globe may see increased 

production as cold spells decline,” says 

Thornton. “In other words, more of the energy 

in the feed eaten by animals can go towards 

meat and milk production, rather than keeping 

the animal warm.” 

The impacts of heat stress on cattle can affect 

the food security and diet diversity of both live-

stock producers and consumers. Producers may 

experience income reduction, loss of assets, 

and decreased resilience of their livelihoods, 

while consumers may face higher prices for 

meat and milk, says Thornton. 

Food supply depends on products coming from 

farms, so anytime there is a disruption in these 

systems, the entire food supply chain suffers, 

says Stone. “We may see a shift in where these 

farms are in relation to our consumers—for ex-

ample, ‘local’ may be a farm 100 miles away in-

stead of 10—and there will be fewer farms with 

more cows supplying all our needs,” she adds. 

Therefore, it’s crucial to mitigate the impacts of 

increasing heat stress on cattle production. 

Farmers may adopt various adaptation inter-

ventions  

However, there are plenty of adaptation meth-

ods that farmers can try to keep their cows cool 

even in record-breaking heat.  

Cows can’t sweat as humans do, so in confine-

ment operations where cows live inside a barn, 

fans and sprinklers can be used to create 

an evaporative cooling system, says Stone. 

There are also sensor technologies that monitor 

cow behavior as well as physiological and pro-

duction changes, which can adjust barn temper-

atures based on what is happening with the 

cows, she adds. 

For outdoor production systems, a wide range 

of feed additives such as betaine or chromium 

may alleviate heat stress to an extent due to 

their antioxidant capacity. Livestock grazing sys-

tems coupled with trees can also be effective in 

shading animals during hot and humid spells, 

says Thornton. In parts of Africa, some farmers 

are switching species altogether: from cattle to 

more heat-resilient goats or even camels, he 

adds. 

“In the longer term, there are prospects for 

breeding animals with greater heat stress toler-

ance, also perhaps through cross-breeding pro-

grams,” says Thornton. “Such approaches may 

be quite costly and take several years to come 

to fruition, however.” 

Policymakers will have to support the cattle in-

dustry 

To keep dairy producers in business with the ris-

ing costs of production and decreased produc-

tion as a result of increasing heat load, produc-

ers need to receive more money per unit of milk 

produced, says Stone.  

“Policies that control the volatility of the milk 

market are of utmost importance to dairy farm-

ers,” she adds. “We continue to improve our ef-

ficiencies to produce more milk with [fewer] 

cows, land, and resources, but there has been 

little reward for these improvements in a pro-

ducers’ bottom line. The continued expectation 

that farmers can continue to do more and more 

with less and less has to have a breaking point 

and I believe we may be reaching it.” 

As the world continues to get hotter, heat 

stress becomes an increasingly challenging issue 

both for livestock and the humans working out-

doors. Some places will be too hot for animals 

to thrive, especially in lower-income countries. 

Moving livestock production to more conducive 
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environments within countries may be an op-

tion, although this will be heavily dependent on 

the nation’s markets, economics, and social and 

cultural considerations, says Thornton. 

However, all measures to address the effects of 

heat stress must be coupled with a significant 

decrease in emissions to mitigate climate 

change and further global warming. “In the long 

run,” says Thornton, “the most effective way to 

address the challenge is to redouble our collec-

tive efforts to reduce greenhouse gas emissions 

as quickly and as comprehensively as possible.” 

 

 

KP Food Authority Discards Hundred Of Liters Of Sub-standard Milk, Seals Shops In Haripur 
June 23, 2022 | 05:20 PM 

https://www.urdupoint.com/en/pakistan/kp-food-authority-discards-hundred-of-liters-1528854.html 

ESHAWAR, (UrduPoint / Pakistan Point 

News - 23rd Jun, 2022 ) :Khyber Pakh-

tunkhwa Food Safety Authority while dis-

carding hundreds of liters of sub-standard milk 

in Haripur district have sealed a number of dairy 

shops. 

According to a press statement issued here on 

Thursday, the Food Authority conducted raid on 

different dairy milk shops and discarded around 

300 liters of sub-standard milk. 

The quality of milk being sold at shops was 

checked on modern mobile Food Testing labor-

atory, says a press statement issued here on 

Thursday. 

While taking action against the shopkeepers for 

selling adulterated milk, a number of shops 

were sealed by the authority, the statement 

added. 

The shopkeepers were also penalized through 

imposition of fines under the relevant laws, the 

statement continued. 

Meanwhile, the Food Authority officials in Lakki 

Marwat visited different ice factories and col-

lected water samples for checking. 

Several shopkeepers in Lakki Marwat were 

served notices for improving quality of food be-

sides taking additional measures for ensuring 

public safety. 

 

 

 

Global dairy prices in ‘holding pattern’ as index slips 1.3% overnight￼ 
JUN 23, 2022 

https://dairynews7x7.com/global-dairy-prices-in-holding-pattern-as-index-slips-1-3-overnight/ 

 
lobal Dairy Trade prices fell 1.3% over-

night, a result Westpac says was 

weaker than expected. 

The Global Dairy Trade index is a bimonthly auc-

tion which connects buyers and sellers of dairy 

from around the world and helps determine a 

fair market price. 

Westpac senior agri-economist Nathan Penny 

said, despite the fall, prices remained very high. 

“From here, we expect prices to remain strong 

on the fact that global dairy supply remains very 

tight,” Penny said. 
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GDT Auction June 21 2022 

Easing Covid-19 restrictions in China could give 

prices a further boost at some stage, he said. 

In early May the index suffered the biggest fall 

since 2015 with prices dropping 8.5%. 

On May 17 it fell a further 2.2% before lifting 

1.5% on June 7. 

Overnight three out of the five products on of-

fer fell, with cheddar prices posting the largest 

fall, down 9%. 

Penny said the mixed nature of the most recent 

result suggested prices were in a holding pat-

tern. 

“At the last auction the market factored in bet-

ter Covid news in terms of easing restrictions in 

China.” 

“But with no fresh news to digest on that front, 

the price moves reflected changes in product 

mix rather than any underlying factors.” 

The result was consistent with Westpac’s farm-

gate milk price forecasts, which stood at 

$9.30/kg and $9.25/kg for 2021/22 and 

2022/23, respectively. 

 

 

 

Milk prices set to rise another 2.5% as dairy farmers get OK for cost hike 
Jun 22, 2022 3:38 PM ET 

https://www.cbc.ca/news/business/dairy-prices-1.6497808 

he Canadian Dairy Commission has ap-

proved a rare second milk price increase 

this year. 

The Crown corporation, which oversees Cana-

da's dairy supply management system, said 

Tuesday farm gate milk prices will go up about 

two cents per litre, or 2.5 per cent, on Sept. 1. 

The commission said when it reviews prices 

again this fall, the mid-year price increase ap-

proved for Sept. 1 will be deducted from any 

adjustment for next February. Prices are usually 

reviewed once a year. 

The decision follows a request by Dairy Farmers 

of Canada in May for a mid-year milk price hike 

due to high inflation. 

The industry lobby group said farmers are facing 

never-before-seen price increases on goods and 

services they need to produce milk. 

Dairy Farmers of Canada said the commission's 

decision to raise prices serves as recognition 

that farmers have been under pressure as a re-

sult of higher input costs. 

"Dairy farmers are not the cause of the unprec-

edented global economic turmoil plaguing all 

sectors of the economy, but have to adjust to 

the conditions like everyone else," the group 

said in a news release Tuesday. 

Price increase at consumer level could be higher 

The commission said in a memo that the in-

crease in milk prices will partially offset in-

creased production costs due to inflation. 

"Feed, energy, and fertilizer costs have been 

particularly impacted, with increases of 22 per 

cent, 55 per cent and 45 per cent respectively 

since August 2021," the commission said. 

The actual increase in milk prices for consumers 

could be much more as various players in the 

supply chain could also tack on additional price 

increases. 

"The impact of these adjustments on retail 

prices will depend on many factors such as 

manufacturing, transportation, distribution, and 

packaging costs throughout the supply chain," 

the commission said. 
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Still, the increase approved by the dairy com-

mission is much less than some industry observ-

ers were expecting. 

"It could have been worse," said Sylvain 

Charlebois, Dalhousie University professor of 

food distribution and policy. 

"Based on the data we were looking at, we 

were expecting an increase north of five per 

cent. I was expecting way more." 

The dairy commission has been under pressure 

in recent weeks by various industry stakehold-

ers to keep prices manageable for Canadian 

consumers. 

"The Canadian Dairy Commission is starting to 

listen to Canadians and the concerns that peo-

ple have with food inflation," Charlebois said. 

"The CDC tried to strike a balance between 

what the industry needs and what consumers 

are feeling." 

Gary Sands, senior vice-president of public pol-

icy with the Canadian Federation of Independ-

ent Grocers, agreed that the increase was less 

than anticipated. 

Still, consumers can expect to pay much more 

than 2.5 per cent extra due to companies "pig-

gybacking" their own increases on top of the 

higher farm gate price for milk, he said. 

Meanwhile, in a mandate letter sent to the 

chairperson of the Canadian Dairy Commission 

in mid-April, Agriculture Minister Marie-Claude 

Bibeau outlined the need for greater transpar-

ency. 

Bibeau said one of the priorities is for the com-

mission to review its approach on milk pricing 

decisions to ensure clearer and more transpar-

ent communication with Canadian consumers 

and dairy stakeholders. 

The commission shared a news release on the 

increase in farm gate milk prices in addition to 

informing stakeholders, including processors, 

retailers and restaurants, of the price adjust-

ment through a memo. 

 

 

Meat and dairy alternatives are growing more sophisticated  
JUN 22, 2022 

https://dairynews7x7.com/meat-and-dairy-alternatives-are-growing-more-sophisticated/ 

 
eing a vegan at the summer barbeque 

has never been easier. Plant-based al-

ternatives to meats and cheeses have 

gotten more sophisticated and plentiful, draw-

ing in the flexitarian crowd, which wants to re-

duce its meat consumption but certainly has lit-

tle interest in compromising the taste and tex-

ture of their favorite burger or hot dog. For ve-

gans and vegetarians, having a wide variety of 

quality meat and dairy alternatives makes their 

shopping experience more equitable and cre-

ates less friction in families with mixed eating 

habits. 

For many, reducing or eliminating their meat 

consumption is one way they can contribute 

positively to the environment. New product de-

velopment in the alternative meat and dairy 

space has really helped consumers make an 

easier commitment. 

“Using our food system to address the world’s 

climate issues is an extraordinary and untapped 

opportunity for positive, consumer-driven 

change,” says Laura Kilman, director of new 
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product development at Impossible Foods (Red-

wood City, CA). “Replacing animals as a food 

source has the potential to reverse the trajec-

tory of global warming; halt the extermination 

of nature, wildlife, and the ecosystems that 

keep earth viable; preserve precious resources 

like fresh water; and eliminate a massive threat 

to public health. Without any changes to our 

energy or transportation habits, eliminating ani-

mal agriculture in the next 25 years would off-

set 68% of the greenhouse gas emissions from 

the entire rest of the economy and give us a 30-

year pause in the rise of greenhouse gasses.” 

Replacing animal agriculture may be a longshot 

in some people’s minds, but based on the sales 

figures, consumers are interested in plant-

based alternatives to meat and dairy. Aggres-

sive innovation in this space will only make 

these more viable as a food source. According 

to the Plant-Based Foods Association—citing 

figures from market researcher SPINS on the 

52-week, 104-week, 156-week, and 208-week 

period ending December 26, 2021—over the 

last three years, plant-based meat has seen 74% 

dollar growth. Currently, sales are at a steady 

$1.4 billion, which is flat compared to the previ-

ous year, but continues to maintain its position, 

accounting for 2.7% of retail packaged-meat 

dollar sales, or 1.4% of the total meat category. 

In the natural channel, the plant-based share of 

the meat category is 14%. 

When it comes to household penetration, plant-

based meat is at 19%. Despite steady sales, the 

category continues to change, diversifying and 

improving. While plant-based burgers remain 

popular, sales of plant-based meatballs grew 

12% in 2021; sales of plant-based chicken varie-

ties such as nuggets, tenders, and cutlets grew 

9%; and sales of plant-based deli slices grew 8%. 

One of the biggest growth areas is plant-based 

seafood, whose sales grew 14% to $14 million in 

2021 (although the category still only accounts 

for 1% of the entire plant-based meat category). 

The plant-based dairy category reached $2.1 bil-

lion in sales in 2021. Within the category, plant-

based cheese sales grew by 7% while animal-

based cheese sales fell 2%. 

Clearly, the rewards of entering this burgeoning 

food space can be great, but it is not without its 

challenges. While in the past, vegans and vege-

tarians were willing to compromise on taste and 

texture in their commitment to an animal-free 

diet, the flexitarian is less likely to do so, and 

the new vegans and vegetarians have so much 

more to choose from. 

“People don’t want to sacrifice the foods they 

love for unsatisfying alternatives,” says Kilman. 

“We’ve known this for a long time: When con-

sumers are offered products that don’t taste as 

good, they’re not going to eat them just be-

cause they’re better for the planet.” 

On top of plant-based foods, advancement in 

cell culture technology is making it possible for 

scientists to grow meat in the lab, potentially 

eliminating the need to slaughter animals en-

tirely. The future is bright when it comes to 

meat and dairy alternatives. Here’s what you 

need to know to succeed in this category. 

Plant-Based Meatiness 

What may have started as a novelty is now an 

expectation as more consumers get to enjoy 

their favorite foods without the baggage of ani-

mal agriculture or having to compromise much 

in the way of taste and texture. Plant-based 

meats have certainly come a long way, and 

manufacturers continue to hone and perfect 

their techniques to properly replicate animal-

based staples. 

But one should also strive to elevate the experi-

ence. 

“Consumers are looking for plant-based options 

that closely resemble the products that they are 

familiar with, but are also increasingly looking 

for a combination of taste and texture that cre-

ates a unique and new sensory experience,” 



says Olaf Kohnke, senior technical service man-

ager for soups, sauces, and dressings at Tate & 

Lyle (London). 

When someone is tasting a plant-based burger, 

for example, they want their expectations met, 

even exceeded. What they look for are specific 

qualities in taste and texture that are hallmarks 

of that familiar meatiness they are hoping for. A 

recent report based on a 2022 survey con-

ducted by Kerry (Tralee, Ireland) on 1,500 con-

sumers across the U.S., UK, Australia, and Brazil 

found that 79% of U.S. consumers said they 

were likely to buy an authentic chargrilled-tast-

ing plant-based burger, 73% of U.S. consumers 

were likely to buy an authentic meat-tasting 

burger based on description alone, and 80% of 

U.S. consumers were likely to buy a plant-based 

burger described as rich and savory. 

According to Kerry, an authentic flavor is some-

thing charred, smokey, or umami, with subtle 

notes of saltiness and pepper. Texture is just as 

important as taste. According to Kerry’s survey, 

U.S. consumers are more likely to buy a plant-

based burger that is juicy and succulent, with a 

crust on the outside of it. A great deal of texture 

has to do with the way a product is cooked. The 

cooking process has its own sensory experience 

with aroma and sound. This translates across so 

many different plant-based meat types, from 

chicken tenders to sausages. Consumers’ life ex-

periences dictate what the correct sensorial 

qualities plant-based meat needs to have, and 

manufacturers have the monumental task of 

delivering. 

“Taste remains the most important factor in 

many consumers’ meat substitute choices, so 

this should undoubtedly be the foremost con-

cern for manufacturers,” says Kohnke. “Increas-

ingly there is a demand for options that repli-

cate the full sensory experience of their original 

alternative, with the smell and texture also cen-

tral to the perceived quality of the product. The 

all-round sensation must match the consumer’s 

expectations in every sense if it is something 

they are going to consider.” 

Unfortunately, plant-based ingredients function 

differently from animal-based ingredients, 

meaning there will be an impact on taste, tex-

ture, and nutrition. Luckily there are a variety of 

solutions available to help mask off-flavor notes 

and improve texture. Ingredients like Kerry’s 

Tastesense Masking help manufacturers deliver 

the desired flavor profile, and Tate & Lyle’s 

Hamulsion Stabilizer Systems help improve 

mouthfeel, texture, and enrich protein content. 

“The versatile [Hamulsion] range can act as a 

thickening or gelling agent, emulsifying compo-

nent, or protein powder across a host of differ-

ent formulations: in sausages, burgers, or 

snacks,” says Kohnke. 

For its part, Impossible Foods has developed 

plant-based sausages, chicken nuggets, burgers, 

and pork. Each has its own important qualities 

consumers expect. 

”Like ground meat from pigs, Impossible Pork is 

characterized by its savory neutrality, imparting 

depth and umami richness without being gamey 

or overpowering. It has a similarly delicious 

fatty mouthfeel to animal pork, and its lighter 

color mirrors that of ground meat from pigs, 

which is often referred to as ‘the other white 

meat’ in comparison to ‘true’ red meat from 

cows,” explains Kilman. “By contrast, Impossible 

Beef is very flavor-forward and bold. A key dif-

ference is it contains more of Impossible’s key 

ingredient heme, an iron-containing molecule 

found in both plants and animals. The higher 

heme content, when combined with simple nu-

trients like amino acids, fatty acids, and sugars, 

gives Impossible Beef its more pronounced fla-

vor and vivid color—like that of ground beef 

from cows. It also has a firmer texture than our 

pork product, as animal pork is traditionally 

more tender than animal beef.” 

When it comes to cooking these products, un-

derstanding the chemical reaction that takes 



place on the grill, skillet, or oven is another im-

portant aspect of product development, says 

Kilman. “Our products can…be prepared just as 

you would animal meat—pan-fried, baked, 

sauced, braised, grilled, you name it. We were 

able to achieve this by closely analyzing animal 

meat down to the molecular level to under-

stand how we can replicate the same chemical 

reactions that occur when cooking, but by using 

plant ingredients,” she explains. “Through our 

rigorous culinary testing during the product de-

velopment process, we did find that Impossible 

meat tends to cook faster than animal meat. 

However, not only is this a time-saver for home 

cooks, but it also helps to retain liquid during 

cooking so there is less mess and more meat to 

serve your family.” 

From the “Sea” 

Some of the greatest potential in the plant-

based meat category is in plant-based seafood. 

Just like consumers are concerned about animal 

welfare and the environmental impact of ani-

mal agriculture, so too are they concerned 

about overfishing and the exposure to potential 

pollutants such as mercury and microplastics. 

However, fish and crustaceans pose their own 

challenges when it comes to formulating plant-

based products. Therefore, achieving a success-

ful product in this space can be exceptionally re-

warding. 

“The overwhelming trend in the plant-based 

seafood space is dramatic growth. The plant-

based seafood sector is expected to grow to 

$1.3 billion in the next 10 years,” says Chad 

Sarno, co-founder and chief culinary officer for 

Good Catch, which is a subsidiary of Gathered 

Foods (Austin, TX). “We consume around 300 

species of animals from the ocean, compared to 

around 30 from land, so we anticipate that 

more product formats will come to market. The 

impact opportunity to disrupt the seafood cate-

gory is enormous and provides endless possibili-

ties for innovation.” 

Like with other plant-based meat alternatives 

coming to market, a huge component is clean-

label positioning. “All Good Catch products are 

vegan and free of GMOs, mercury, and heavy 

metals, and are safe and enjoyable for those 

with shellfish allergies,” says Sarno. 

“We tackle the challenges in R&D from the very 

start, sticking close to our core tenets of soy-

free, gluten-free, and non-GMO, with a focus on 

simple flavor and ingredients,” adds Stephanie 

Laham, food scientist for Sophie’s Kitchen (Se-

bastopol, CA). “We’ve found creative ways to 

make authentic food that tastes great without 

using the crutches of soy and gluten, something 

our competitors have found elusive.” 

One of the biggest challenges of manufacturing 

plant-based fish is replicating the flakiness in-

herent to many types of fish and fish prepara-

tions such as patties or cakes. “One of our big-

gest challenges was getting the delicate flaky 

texture of seafood correct. Cooked fish, espe-

cially tuna, has a distinct thin layering of pro-

tein. The team was laser-focused for 18 months 

to get this right,” says Sarno. “Good Catch prod-

ucts are created with our proprietary six-leg-

ume blend of peas, chickpeas, lentils, soy, fava 

beans, and navy beans. This provides compara-

ble protein and a texture that resembles the 

flakiness of seafood with spices and herbs to 

amplify the flavor.” 

Companies like Good Catch and Sophie’s 

Kitchen go a different route than plant-based 

beef. While Impossible Foods sells burger pat-

ties that mimic raw meat which is then cooked, 

these plant-based fish brands create specific 

fish dishes such as crab cakes, breaded shrimp, 

salmon burgers, and breaded fish fillets. This al-

lows them to season their products with the 

ideal blend of spices that delivers the desired 

flavor profile. This is not too different from ac-

tual fish in the sense that while they do have 

their particular flavors, seasoning is typically 

crucial for a flavorful and satisfying culinary ex-

perience with seafood. 



Of course, part of the culinary experience is the 

ability to cook a product and be creative with 

recipes. Animal-based fish products are often a 

blank canvas for cooks, but that doesn’t mean 

that plant-based fish can’t be used to deliver a 

quality meal. 

“Cooking with our products is a rewarding and 

engaging experience whether you’re making a 

meal for one or sharing with friends and fam-

ily,” says Laham. “Both prepping and cooking 

with Sophie’s Kitchen plant-based seafood of-

fers a great alternative for a variety of delicious 

meals. Of course, they taste great on their own, 

but the products are simple enough to use in 

your go-to everyday recipes as well.” 

Because Sarno is a chef, Good Catch really 

strives for its products to be engaging to cook 

with, and offers a great deal of resources to cus-

tomers. “Our plant-based seafood is an easy 

swap for high-quality seafood, and we keep the 

seafood that we’re swapping out in mind while 

developing our products and recipes,” Sarno ex-

plains. “We have a recipes page on our website 

and recipe video inspiration on our YouTube 

channel that offer easy and delicious ways to in-

clude Good Catch products in daily meals. Our 

products are perfect for quick weeknight meals 

as well as more culinary-driven recipes. We en-

courage our consumers to be creative in the 

kitchen. With consumer interest in plant-based 

offerings at an all-time high, we’re excited to 

bring creative culinary experiences to all diners 

and home cooks, no matter their dietary prefer-

ence.” 

Engaging with customers and helping them 

make the most of their plant-based meat prod-

ucts is an important way to push the category 

forward and help make it an everyday staple in 

people’s kitchens. 

Getting Cheesy 

People love their meat, but when it comes to 

cheese, people can be downright passionate. 

The sheer variety and versatility of cheese make 

it a potent challenge for plant-based food man-

ufacturers to replicate. Immense progress has 

been made, and the options are pretty robust 

now, but are enough people willing to make the 

switch? 

“Plant-based cheese is perceived as being more 

unique, environmentally friendly, and premium 

than dairy cheese, but consumers are skeptical 

that a plant-based cheese alternative can stack 

up to the taste and texture they love in dairy 

cheese,” says Takoua Debeche, chief research 

and innovation officer at Danone North America 

(White Plains, NY), which is the parent company 

of plant-based food brands So Delicious and Fol-

low Your Heart. Citing 2019 figures from Nu-

merator, Debeche explains, “We know that ap-

proximately one quarter (22%) of prospective 

dairy-free cheese buyers assume dairy-free 

cheese would not taste good, so we worked 

hard to deliver the most delicious taste and tex-

ture experience possible by selecting and com-

bining the best quality and sustainable plant-

based ingredients.” 

Across these two brands, Danone is delivering 

shreds, slices, spreads, and specialty alterna-

tives to feta cheese and grated parmesan. Da-

none’s wealth of experience with dairy has 

helped with research and development of these 

products. “We use different ingredients to 

achieve the optimal qualities of plant-based 

cheese. A commonality across all So Delicious 

Dairy-Free Cheese Alternatives and many of our 

Follow Your Heart Dairy-Free Cheese offerings is 

a blend of filtered water, coconut oil, and modi-

fied starches (such as potato, corn, or tapioca, 

depending on the flavor) to support the base 

cheese-alternative product,” explains Debeche. 

“We select and combine top-quality plant-

based ingredients that allow them to deliver the 

most delicious taste and texture experience 

they can. We’re still working through how to ri-

val the high-fat, low-protein nutritional compo-



nents of traditional dairy cheese, without sacri-

ficing stretchability and melt—and view this as 

a long-term goal for our offerings.” 

Tate & Lyle, through its Hamulsion Stabilizer 

System, saw a need to help manufacturers de-

velop plant-based cheese products with less 

saturated fat. “Plant-based cheese alternatives 

often use coconut fat to replicate the sensory 

attributes of saturated fats found in their dairy 

counterparts. Coconut fat is a saturated fat and 

therefore delivers a less-favorable nutritional 

profile,” explains Thoralf Markow, technical ser-

vice scientist, dairy, at Tate & Lyle. “Our objec-

tive was to create texturizing and stabilizing so-

lutions easy to implement in the manufacturer’s 

process while delivering desired cheese texture 

attributes, securing consistent quality through-

out shelf life, and limiting the use of saturated 

fats. We also paid particular attention to the list 

of ingredients, with the objective to shorten the 

declaration as much as possible. This resulted in 

a range of cleaner-label solutions supporting 

the formulation of plant-based hard cheese and 

semi-hard cheeses such as shredded mozza-

rella, gouda, cheddar, or feta-style alterna-

tives.” 

More than taste and texture, the versatility of 

cheese as a topping that melts and completely 

changes its texture when exposed to heat is cru-

cial for that consumer experience. How else can 

someone make nachos or mac ’n cheese, or 

even just throw a slice on their favorite plant-

based burger? 

“A lot of progress has been made to rival the 

way dairy-based cheese melts with plant-based 

cheese alternatives! By combining the right 

blend of oils, starches, and proteins, we have 

created plant-based cheeses that melt on a 

pizza in your home oven, or on a grilled cheese 

sandwich, and even on tacos,” says Debeche. 

“There is certainly still a clear opportunity to 

further unlock growth and penetration in plant-

based cheese with continued innovation.” 

The fact that a dairy company is devoting time 

and energy to plant-based cheese is a profound 

testament to the demand and growth potential 

of plant-based cheese and other dairy alterna-

tives. “At Danone North America, we don’t 

think that dairy and dairy alternatives need to 

compete with each other; rather, we want to 

reach consumers wherever they are, whether it 

be with plant-based or dairy offerings,” 

Debeche explains. 

What About Nutrition? 

Flavor and texture may win over the consumer, 

but that only goes so far, because when it 

comes to switching from meat and dairy, plant-

based products need to deliver the goods nutri-

tionally as well. The most typical nutritional 

component we see in plant-based meat is pro-

tein, which is paramount for those who are re-

moving meat from their diets. 

“The health considerations in the meat alterna-

tive space are often focused on the overall nu-

tritional value of food. Consumers are becoming 

more conscious about the functional ingredi-

ents that are in their product choices, including 

what’s taken out. For manufacturers, using the 

right mix of ingredients to fortify products not 

only caters to consumer demand for better nu-

trition; it can also improve their NutriScore rat-

ings,” explains Kohnke. “Protein remains a key 

consideration for consumers, with a growing fo-

cus on the type and quality of the protein used. 

Using proteins from a combination of plant-

based sources—such as combining grains and 

pulses—can enhance the nutritional profile of a 

product and enable it to have certain nutritional 

claims, as well as helping to maintain texture 

for a satisfying overall experience.” 

Of course, protein is just one nutritional compo-

nent you should seek to incorporate into your 

plant-based meat and dairy alternatives. “With 

all Impossible products, we aim to match or ex-

ceed the nutritional positives of meat from ani-

mals, reduce or eliminate nutritional negatives, 



and add new nutritional value whenever possi-

ble,” says Kilman. “For example, in comparison 

to 80/20 ground beef from cows, Impossible 

Beef offers the same amount of protein, 1.5 

times the iron, eight times the calcium, and is a 

good source of fiber and contains 40% less total 

fat.” 

While replicating taste and texture is important, 

when it comes to nutrition there is an oppor-

tunity to make even healthier products because 

there is inherently less fat, cholesterol, and con-

taminants in plant-based alternatives. On top of 

this, you can fortify the product nutritionally—

but be careful not to impact taste and texture 

when you do. 

Products like fish offer unique attributes such as 

omega-3s which may be more of a challenge to 

deal with. But existing brands are making head-

way in this area as well. “Our nutritional goals 

are the same as, if not greater than, animal-

based counterparts in key areas like protein and 

omega-rich oils,” says Lesley Werbin, food sci-

entist at Sophie’s Kitchen. “We want our cus-

tomers to get the same positive nutritional ben-

efits as animal-based foods but without the 

negative consequences.” 

Good Catch’s propriety blend of six legumes de-

livers on the protein, but the brand continues to 

work on offering even more nutritional value. 

“Good Catch plant-based seafood is packed 

with protein and has the nutritional benefits of 

seafood—minus the pollution, overfishing, by-

catch, mercury, and other toxins that may come 

with consuming fish,” says Sarno. “We are al-

ways seeking ways to improve our plant-based 

seafood, including exploring ways to introduce 

more omega-3s into our products.” 

The Future of Meat 

Recent innovations in the plant-based meat and 

dairy space have really allowed manufacturers 

to deliver high-quality meat and cheese ana-

logues to consumers, but science is always 

pushing the envelope of what’s possible. One of 

the latest innovations in the animal-free meat 

and dairy space is cultivated, or cultured, meat 

and dairy. There are startups currently develop-

ing this technology to deliver lab-grown beef, 

chicken, fish, and dairy. This involves taking cells 

from animals and growing tissue in a controlled 

environment that mimics the biological environ-

ment of an animal’s body. It should be noted 

that this does not involve genetic modification. 

“Cells are provided water and feed to grow. The 

nutrient-rich liquid feed (‘growth media’) con-

tains energy (sugars, fats), vitamins and miner-

als, protein building blocks (amino acids), [and] 

growth stimuli (growth factor proteins),” ex-

plains Didier Toubia, co-founder and CEO of 

Aleph Farms (Rehovot, Israel), which creates 

cultivated beef products. “In combination, 

these growth media components reproduce the 

same cell environment as inside the animal’s 

body and enable the cells to multiply and ma-

ture inside the cultivator.” 

To create a three-dimensional structure from 

the cultured medium, Aleph Farms and Wanda 

Fish Technologies (Nes-Ziona, Israel), which 

makes a cultured fish, use a plant-based scaf-

folding onto which the tissue can grow. Another 

way to create a structure for the tissue is 3D 

bio-printing, which brands like Aleph Farms and 

MeaTech (Rehovat, Israel) are developing. This 

technology will also help speed up production. 

“We believe 3D bio-printing is the best techno-

logical option for recreating the complex tissue 

patterns characteristic in steak. MeaTech is in-

vesting significant money and time in develop-

ing systems capable of recreating complex 

structural protein to ultimately offer consumers 

the possibility of purchasing cultivated steak, 

chicken breast, and pork products that mimic 

what they might find in a butcher shop today,” 

explains Simon Fried, senior business develop-

ment, strategy, and marketing executive at 

MeaTech, which is currently developing culti-

vated chicken. “Our unique bio-printing tech-

nology, developed in house, allows us to print 

everything directly from a digital file. From a 



manufacturing standpoint, we believe this is a 

more efficient approach than, for example, 

printing cells into a pre-made template struc-

ture. When the process is scaled for mass global 

production, manufacturers will presumably 

want to produce numerous—possibly hun-

dreds—of different structures. Using pre-fab 

templates will likely be slower and more expen-

sive than our digital approach.” 

Plant-based dairy is a little bit different. For ex-

ample, Imagindairy uses precision fermentation 

to “‘teach’ microorganisms how to produce 

dairy proteins,” says Eyal Afergan, co-founder 

and CEO of Imagindairy (Tel Aviv, Israel). “This 

process is similar to the way beer is brewed ex-

cept we produce protein, which we can then 

purify and turn into a powder in a completely 

animal-free process.” 

This protein can then be used to create a vari-

ety of dairy products, just without the need for 

animal agriculture. “The proteins that we pro-

duce are animal-free proteins [that] are identi-

cal in terms of structure, taste, smell, and func-

tion to their bovine counterparts,” explains 

Afergan. “Since proteins are responsible for the 

functionality and sensory properties of milk and 

dairy, the proteins we develop can be used to 

produce a variety of dairy products, including 

milk, cheese, yogurt, ice cream, and more.” 

While the potential of these products is huge, 

there remain huge hurdles to the commerciali-

zation of cultured meat and dairy. “The biggest 

hurdles for commercialization are cost, scaling 

up production, and regulatory approvals,” says 

Fried. “Cell-based manufacturing is still prohibi-

tively expensive and will take time before it 

reaches its full potential. What will be im-

portant is increasing output and reducing pro-

duction costs to reach price parity with conven-

tional meats. Equally important is regulatory ap-

proval of cultivated products so they can be 

sold in grocery stores. To that end, we are 

working closely with various regulatory bodies 

to ensure our proprietary technology will have 

the necessary approvals.” 

“The main hurdles current to commercialization 

are the lack of a relevant fish cell source, limited 

scientific knowledge, and the costs of scale-up 

production necessary to produce the massive 

number of fish cells to make the product,” adds 

Malkiel Cohen, PhD, R&D director of Wanda 

Fish Technologies. “To overcome this, our com-

pany is developing our resources, scientific 

knowledge, materials, and technologies our-

selves and contracting with other significant en-

ablers and players in this industry.” 

Companies are at various stages of ramping up 

to commercial production. For example, Aleph 

Farms recently moved into a 65,000-sq-ft facil-

ity to increase its operations sixfold. The move 

allowed the company to launch a pilot produc-

tion facility and build an R&D center. “As we 

transition to our pilot production facility—one 

that will house some of the world’s most ad-

vanced technologies in cellular agriculture—it 

will not only better serve our efforts to gain reg-

ulatory approval for our first, thin-cut beef 

steak, but also help optimize processes for our 

larger-scale production facilities which are set 

to be built during 2022-2024,” says Toubia. “We 

are looking forward to our pilot facility being 

fully operational by summer this year, ahead of 

our initial market launch by 2023 in the Middle 

East and Asia, pending regulatory approvals for 

our cultivated beef steak.” 

MeaTech is also in the process of optimizing its 

cultivated meat production technology to in-

crease production and reduce cost and plans to 

open a cultured avian pilot plant and R&D facil-

ity in Belgium by 2023. In the meantime, the 

brand is taking an innovative approach of com-

ing to market through a strategic partnership 

between its subsidiary Peace of Meat and 

Enough, a mycoprotein manufacturer, to de-

velop hybrid products that incorporate both 

plant protein and cultured animal products. 



“Adding cultivated fat ingredients to plant-

based meat alternatives enhances their aroma, 

texture, flavor, as well as mouthfeel, and is a 

critical step in gaining acceptance for cultivated 

food products among consumers and food man-

ufacturers,” explains Fried. “We’re expediting 

our market entry by leveraging Peace of Meat’s 

cultivated fat technologies. It’s also a great way 

to introduce the world to cultivated meat prod-

ucts. We believe the market for cultured meat 

will grow as consumers become accustomed to 

purchasing products that use cultivated fats in 

plant-based offerings.” 

So, as cultured animal products continue to ad-

vance, it’s foreseeable that partnerships be-

tween cultured meat and plant-based food 

manufacturers will help drive product develop-

ment and consumer recognition. It will also help 

make these products even better. However, 

where there is major scientific advancement 

there is also skepticism and misconceptions, so 

one must weigh the cost and benefits of con-

sumer perception. Education is key. 

“The question is not necessarily about miscon-

ceptions as much as it is about fear. The idea of 

‘making’ a steak rather than ‘growing an animal’ 

is a wholly new concept for consumers. For the 

average person, the idea of food being created 

in a lab raises questions about whether it’s 

healthy or even safe,” says Fried. “As consum-

ers, it is always important to raise questions 

about the source and contents of the food we 

eat. Most consumers are unaware of what goes 

on in slaughterhouses and meat-processing 

plants. Cultured meat is produced in a sterile 

environment with minimal human contact and 

no animals. This significantly minimizes the risk 

of foodborne pathogens, such as E. Coli and sal-

monella, which are commonly transmitted by 

factory-farmed animals.” 

“Cultivated fish products will be made in highly 

controlled and hygienic facilities that will ensure 

the clean production of fish fillets without the 

usage of antibiotics,” adds Cohen. “Since they 

will not be exposed to contaminants from the 

oceans, the cultivated fish products will be free 

of harmful pathogens and pollutants.” 

The benefits of food safety and the big picture 

of significantly reducing our reliance on animal 

agriculture or ecosystems, which has positive 

impacts on animal welfare and the environ-

ment, are what will ultimately give consumers 

the push toward accepting this new class of 

meat products. That—and taste, of course. 

That said, consumers are certainly curious and 

largely willing to give cultured meat and dairy a 

try. “A segmentation study we recently commis-

sioned in the UK and U.S., published in peer-re-

viewed journal Foods, showed that 8 in 10 peo-

ple would consider cell-cultured meats when 

available. Additionally, it showed consumers 

would be alright with cultivated meat making 

up to 40% of their total meat intake,” says 

Toubia. However, engaging with consumers is 

also an important part of securing the future of 

cultured meat and dairy products. “Building 

trust with consumers is paramount and central 

to our strategy. From our Community Center to 

extensive market surveys worldwide, we listen 

to consumers and provide transparency into our 

business practices and production methodol-

ogy. We’re constantly gaining new insights on 

our target demographics through research.” 

 

 

 

 

 

 

 



Yili Scoops Global Innovation Awards 
JUN 21, 2022 

https://dairynews7x7.com/yili-scoops-global-innovation-awards/ 

 
lobal dairy giant Yili has scooped the in-

novation category at the 15th Global 

Dairy Congress in Laval, France. 

Yili, which operates two dairy companies in 

New Zealand, and its subsidiary Ausnutria 

topped the tally for most awards at the World 

Dairy Innovation Awards held simultaneously 

with the Congress. 

The awards were for packaging design, infant 

nutrition, intolerance-friendly dairy products, 

ice cream, cheese, and dairy snacks. 

The judges noted that: “Yili have their finger on 

the pulse when it comes to identifying gaps in 

the market and creating brilliant innovative 

products that both taste and look great while 

simultaneously serving a purpose.” 

“Best Cheese” winner was an ambient cheese 

lollipop that can be safely stored at room tem-

perature. Revisiting traditional Chinese aesthet-

ics, the Xujinhuan 3D Fresh Milk Ice Cream has 

been designed into the shape of a Chinese fan, 

featuring traditional painting carved on the sur-

face. 

For older men, a group more focused on bone 

health and physical fitness, the Shuhua Lactose-

Free Milk for Dad includes 50 per cent more 

natural calcium, vitamin D and taurine. Applying 

Yili’s patented technology of LHT lactose hydrol-

ysis, the product also addresses the problem of 

lactose intolerance common among Asian con-

sumers. 

This year Yili launched Satine A2-Casein Organic 

Pure Milk, the first net-zero carbon milk in 

China, and details of Yili’s plans to build a “Dairy 

Silicon Valley” in Hohhot, Inner Mongolia, were 

also revealed at the Congress. 

The autonomous region will include a liquid 

milk production base, a milk powder production 

base, the Chilechuan Ecological Smart Farm, 

and the Yili Intelligent Manufacturing Experi-

ence Center. The Future Intelligence and 

Healthy Valley covers roughly 38 square kilome-

tres and integrates industry, urban life and tour-

ism, with the dairy industry as its core. 

 

 

The Netherlands: Nitrogen should be slashed 70% in key areas 
JUN 20, 2022 

https://dairynews7x7.com/the-netherlands-nitrogen-should-be-slashed-70-in-key-areas/ 

 
n key parts of the Netherlands, nitrogen 

emissions must be reduced by 70%, refer-

ring to 131 areas close to vulnerable nature. 

This means that not all farmers can continue 

with their operations, said the Dutch govern-

ment recently. 

The Nationaal Programma Landelijk Gebied (Na-

tional Program for Rural Areas) indicates per 

area how much nitrogen emissions must be re-

duced by 2030 to give nature a chance to re-

cover. In some, it is 12%, but there are 131 ar-

eas where it is very significant. Areas are spread 

all over the country, within a kilometre of the 

protected ‘Natura 2000’ area. 

The provinces are currently tasked with a plan 

and must indicate before 1 July 2023 how they 

intend to achieve the goals. In doing so, 
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measures can be taken for the livestock indus-

try, construction and traffic. However, the de-

mand for this is greater from livestock opera-

tions. According to the RIVM (National Institute 

for Public Health and Environment), these are 

still responsible for about 60% of nitrogen pollu-

tion caused in the Netherlands in sensitive na-

ture areas. 

Ministers Christianne van der Wal (Minister for 

Nature and Nitrogen Policy) and Henk Stag-

houwer (Minister of Agriculture) see 3 options 

for farmers in the most vulnerable areas: 

1.They can make their business more sustaina-

ble 

2.Relocate 

3.Not all farmers can continue with their busi-

ness 

Reduction of nitrogen 

The nitrogen plan should lead to a 50% reduc-

tion in total nitrogen emissions by 2030, in 

other words, in 8 years. According to the plans, 

farmers must reduce their emissions by 40%. 

This means that there will have to be around 

30% less livestock. 

Permits for livestock farmers 

In 2019, it was determined that the nitrogen 

policy in the Netherlands was not up to par. 

Permits were issued for livestock farms and 

large construction projects near nature re-

serves, in the hope that conservation measures 

would later rectify the adverse effects of nitro-

gen emissions. 

It has been stated that the Dutch government 

has set aside €24.3 billion (US$25.5 billion) to 

tackle this issue and to give financial aid to 

farmers. 

 

 

 

How consumers are being milked by Canada’s opaque dairy supply management system 
Sat., June 18, 2022 

https://www.thestar.com/business/opinion/2022/06/18/how-consumers-are-being-milked-by-canadas-opaque-

dairy-supply-management-system.html 

t seems inevitable that Canadian consumers 

will soon be paying even more for dairy 

products and in turn, grocers across the 

country will be left holding the proverbial bag of 

milk, trying to explain to their customers why, 

yet again, prices are going up. 

On May 27, the Dairy Farmers of Canada (DFC) 

submitted a request to the Canadian Diary Com-

mission (CDC), asking for another hike in the 

price of milk, on top of the 8.4 per cent regu-

lated increase they had already received on 

Feb. 1 under Canada’s supply management sys-

tem. To date, that February hike was the high-

est increase ever approved by the CDC. 

Inexplicably, the CDC kept this latest request in 

cold storage for a week before making it public 

on June 2. A relatively small group of desig-

nated stakeholders were then given less than 

two weeks to prepare for “consultations” on 

the proposed increase. As well, the percentage 

increase being requested has not been di-

vulged. Which means the CDC is asking industry 

stakeholders to respond to a proposal, but are 

not allowed to know what the actual proposal 

is. This opaque approach to decision making is 

probably only possible because more than 90 

per cent of Canadians have no idea what the 

CDC is or its mandate. 

Suppose however, for a moment, that the fed-

eral government had just announced additional 

imports of dairy products to compete with do-

mestic products. Most assuredly Canadian dairy 

farmers would howl in reflexive protest, de-

manding iron clad commitments on financial 

compensation for protection against competi-

tion. 

Try to imagine their collective reaction if the 

government response was along the lines of not 
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divulging by what percentage import quotas 

would be increased coupled with an assurance 

that there would be financial compensation, but 

would not say exactly by how much. It would be 

safe to presume that someone would have to 

keep the car running in the parking lot whilst 

some hapless government representative 

sprinted into the DFC offices to share that news. 

Of course, regulated increases under supply 

management are just one component of pric-

ing. As retail grocers are well aware, with both 

dairy and egg products, companies selling eggs 

and milk will frequently join the herd with their 

own price hikes on top of the regulated in-

crease. Not surprisingly, this somewhat disin-

genuous approach means the consumer has no 

way of distinguishing what part of the increase 

is regulated and non-regulated. 

Both the producers and companies in supply 

managed sectors, cite increased inflationary 

costs and current challenges in the supply chain 

as justification for ongoing price increases. But 

those costs and challenges are being felt by all 

sectors of the food supply chain — from gate to 

plate. 

Even according to the CDC, “comparing the pe-

riod of February to April 2021, with the same 

period in 2022, producer revenues increased by 

12.1 per cent.” 

As well, in 2019 the Government of Canada an-

nounced it would provide approximately $1.75 

billion in compensation to dairy producers to 

offset the effects of competition from trade 

agreements. Conversely, Canada’s independent 

community grocers operate on overall margins 

of about 1.5 per cent. Nor did they receive any 

compensation when multinational e-commerce 

monoliths began competing in the retail grocery 

market. 

Grocers are the supply chain sector that is the 

sole point of contact with the consumer and for 

that reason have a heightened sensitivity to the 

concerns around affordability. A study released 

this year by the Beef Farmers of Ontario under-

scores that point. 

Its findings showed that while the price of beef 

has risen significantly, the farmers share of 

profits fell from 41 per cent in 2016 to 39 per 

cent in 2021, but “grocers and butcher shops 

fared worst of all, earning an eight per cent 

share of the profit margin in 2016, to just over 

two per cent in 2021. 

An important industry context for the CDC to 

also consider is that while some 6,900 inde-

pendent retail grocers can be found across Can-

ada, many of them are in semirural, rural and 

remote communities and are often the only 

grocery store in smaller towns or villages. 

Those diverse municipalities are part of the sto-

ried tapestry that makes up our Canadian iden-

tity. But food security in those areas is very 

much predicated on their ability to access fair 

supply at affordable prices. Those small and 

mid-size retailers, the backbone of those com-

munities, are feeling the squeeze of increased 

inflationary costs just as much as dairy produc-

ers, particularly around skyrocketing fuel sur-

charges. Yet those retailers do not have the ref-

uge of a supply managed regulatory body in 

which they can seek relief. 

Another question for governments, both federal 

and provincial, is how can we build more flexi-

bility into the supply management system? 

When inflationary cost pressures currently cited 

by dairy and egg producers as “exceptional cir-

cumstances” — such as rising inflation, the 

COVID pandemic or the Russian invasion of 

Ukraine — provide in their view, justification for 

additional price hikes, why then, when those 

pressures recede, can bodies such as the CDC 

not be allowed to reduce regulated prices, to 

give consumers a break? 

So while milk prices in Canada and the United 

States are currently roughly on par, in past 

years when cost pressures ease, the non-supply 

managed market in the States has responded 

with lower prices for consumers. Such a benefit 



has never been afforded to Canadian consum-

ers. 

Canada’s independent grocers have always un-

derstood the rationale for supply management 

and have never opposed this system. That does 

not mean we believe it cannot be improved. 

Grocers value their Canadian dairy and egg pro-

ducers as important partners in the supply 

chain. But at present, supply management rests 

on three pillars: national production planning; 

price administration and import controls. Bear-

ing in mind that milk and eggs are essential sta-

ples, it’s time to add a fourth pillar to its man-

date — the interests of consumers. 

 

 

 

National observance highlights dairy’s importance 

Jun 18, 2022 

https://www.emporiaindependentmessenger.com/news/article_79a4ba84-ee34-11ec-9536-7776c4eeccfa.html 

 
OONES MILL—During National Dairy 

Month this June, take a moment to ap-

preciate some of Virginia’s most deli-

cious and nutritious commodities, and the farm-

ers who provide them. 

National Dairy Month commemorates the rich 

history of dairy farming in the U.S. and high-

lights the importance of producers who ensure 

store shelves are stocked with creamy foods 

like cheese, ice cream, milk and yogurt. 

“Milk is a great value,” said Joanna Shipp, a 

Franklin County Farm Bureau member who runs 

Bowmont Dairy Farm with her father, Laird 

Bowman. “Cow’s milk offers thirteen essential 

nutrients, including carbohydrates, protein, cal-

cium, potassium, vitamins A, D, B12 and ribofla-

vin and minerals.” 

Dairies remain a vital part of Virginia’s econ-

omy. With 421 dairy farms and 73,000 dairy 

cows, milk and other dairy products are the 

state’s fifth-ranked farm commodity—account-

ing for more than $297 million in cash receipts 

in 2020, according to the U.S. Department of 

Agriculture’s Economic Research Service. The 

top five milk-producing counties are Rocking-

ham, Pittsylvania, Augusta, Franklin and Wash-

ington. 

“Dairy farming also employs 72,000 people and 

has a $5.7 billion direct impact,” Shipp added. 

While dairy is a top commodity in the state, Vir-

ginia's dairy farmers have struggled for years, 

with more than 100 farms closing since 2018, 

and nearly one dairy closing each week in 2019. 

Most of those are family-run, as about 97% of 

U.S. dairy farms are owned by families, accord-

ing to the USDA. 

Joel Stanley of Thomas E. Stanley & Sons Dairy 

owns the only Hanover County dairy still in op-

eration. In the family for four generations, the 

farm produces nearly 1,628 gallons of milk per 
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day from 185 cows. Stanley said dairies play an 

important role in their local communities and 

are key to helping meet the demand for dairy 

products. 

“All our milk—all of Virginia’s milk—stays local 

to Virginia for the most part,” he said. “Milk is 

one of the most wholesome, unadulterated, 

natural products produced. Only vitamin D is 

added, and within two to three days from har-

vesting, milk is back to the consumer.” 

Stanley noted that local connection makes dairy 

farming a “very rewarding occupation … I’m 

proud to still be in it.” 

Shipp agreed, and said she hopes consumers 

use National Dairy Month as an opportunity to 

support local dairies and “learn where their 

food comes from. 

“The farm families of the dairy community 

spend our lives caring for our cows and the land 

we live on,” she said. “Through that care, we 

also love making a product that people locally 

and around the world can enjoy—one that’s 

good for them as well.” 

 

 

Bord Bia poised to host World Milk Day campaign in Africa 
17 June 2022 

https://guardian.ng/features/bord-bia-poised-to-host-world-milk-day-campaign-in-africa/ 

s has become custom, Bord Bia, the 

Irish Food Board is set to mark the 

World Milk Day by hosting a series of 

in-store and online campaigns throughout Af-

rica to celebrate the richness and health bene-

fits of Irish dairy. 

Milk is an important part of a healthy, balanced 

diet for each individual and the annual World 

Milk Day provides the perfect opportunity to 

spread the word. In the last few years, Bord Bia 

has championed the cause and this year is no 

exception. 

he theme for this year’s World Milk Day cam-

paign is “Dairy Net Zero” and Bord Bia is part-

nering with Irish dairy brand, Kerrygold to help 

promote milk consumption in Africa for the 

month of June. 

According to Nicolas Ranninger, Bord Bia’s Re-

gional Director for Africa, “We want to cele-

brate the richness of Irish dairy and Ireland on 

World Milk Day. Irish dairy has premium quality, 

and superior taste, and is sustainably produced 

from grass fed cows. Irish dairy cows’ diet con-

sists mainly of grass – which is rich in natural 

beta carotene and that’s why Irish butter and 

cheeses are distinctly yellow in colour and tasty 

– naturally.” 

He further opined that “On this day, and 

throughout the month of June, the benefits that 

intake of milk and dairy products provide for 

people are actively promoted around the world. 

And Africa, being a key market for Irish food 

and beverage exports and in particular for Irish 

dairy companies, shouldn’t be left out of the 

campaign.” 

In celebration of WMD 2022, Irish dairy brand 

Kerrygold will be having their third consecutive 

World Milk day campaign in Nigeria and South 

Africa. In Nigeria, the online campaign is tagged 

#MyKerrygoldReceipe2.0 and in South Africa, 

the campaign is tagged ‘The Ultimate Butter 

Master’. Consumers in these respective markets 

are enjoined to create innovative recipes with 

the Irish dairy product. 

In a build up to World Milk Day 2022, between 

the 27th-29th May 2022, Kerrygold Nigeria held 

some offline activations at the Ikeja City Mall. 

Consumers had the opportunity to taste Kerry-

gold milk and also won exciting prizes. The acti-

vations were graced by top influencers like 
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Ufuoma Mcdermott, Jamila Lawal, Chef Tolani 

(Diary of a Naija kitchen lover) 

About Bord Bia ( Irish Food Board) 

Bord Bia (The Irish Food Board) is the Irish gov-

ernment agency charged with the promotion, 

trade development and marketing of the Irish 

food, drink and horticulture industry, both in 

Ireland and around the world. 

Bord Bia’s purpose is to bring Ireland’s out-

standing food, drink and horticulture to the 

world, thus enabling growth and sustainability 

of producers. 

Bord Bia’s 10-year strategy (2021-2031) reflects 

and builds on the wider ambitions outlined in 

Food Vision 2030 to help achieve the vision that 

over the course of the next 10 years Ireland will 

become a world leader in Sustainable Food Sys-

tems (SFS). 

With its headquarters in Dublin, Bord Bia has a 

network of 14 overseas offices across Asia, the 

Middle East, Africa, North America, and Europe. 

This extensive overseas presence, coupled with 

authoritative strategic insight, enables Bord Bia 

to pursue emerging opportunities and actively 

respond to significant market issues that affect 

industry. 

 

 

Dairy Industry Strives for Sustainability 
JUN 16, 2022 

https://dairynews7x7.com/dairy-industry-strives-for-sustainability/ 

ustainability seems to be the topic of dis-

cussion around every agriculture com-

modity, but the American Dairy Associa-

tion’s (ADA) commitment to exceeding effi-

ciency expectations has created an industry 

driven towards a more sustainable future. 

To set the foundation, compared to ten years 

ago, US dairy farmers use 21% less land, 30% 

less water and 17% less feed to produce the 

same amount of milk, as reported by the ADA. 

This effort is a reflection of dairy cattle’s ability 

to recycle or convert food not suitable for hu-

mans into nutrient dense milk products. 

While these environmental improvements are 

substantial, the ADA is pushing for greater ad-

vancements towards sustainability. To do this, 

the dairy industry is focusing on three different 

areas to improve production practices across 

the country—manure management, carbon 

emissions and new technology. 

Like all other livestock industries, dairy cattle 

produce manure. Responsibly, dairy producers 

have found manure as a very valuable resource. 

Using heavily regulated storage facilities, this 

manure is separated into liquid and solid com-

ponents. Then it is used for compost, fertilizer, 

or electricity. 

Solid matter can be composted for bedding, 

which is a great way to recycle. Liquid matter is 

often used as a fertilizer source for many field 

farmers. Today, dairy farmers have advanced 

their storage practices to find new ways to uti-

lize manure. Specifically, methane digesters 

convert manure, a large source of carbon emis-

sions, into a renewable electricity source to 

power farms. 

These new production management practices 

have proven beneficial in relation to carbon 

emissions. The ADA reports that the US dairy in-

dustry contributes 2% of all US greenhouse gas 

emissions. While relatively low, the association 

has set hefty goals to decrease emissions and 

become more sustainable. With the use of new 

technology and improved production practices, 

the dairy industry is striving for net zero emis-

sions by 2050. 

To reach this goal, the dairy industry is working 

to advance their technology despite already be-

ing advanced in their use of electronics. These 
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expensive new tools are designed to help dairy 

producers limit their negative environmental 

impact. Everything from LED lights and solar 

panels to robotic milkers are advancing the 

dairy industries efforts. Then, with the incorpo-

ration of improved nutrition, redefined focus on 

water quality and new cow care practices, the 

dairy industries 2050 zero net emissions goal 

become manageable. 

While sustainability continues to be a concern 

within the agriculture industry, dairy producers’ 

dedication to improvement is promising moving 

forward. 

 

 

 

BIODEGRADABLE PLASTIC FROM WHEY PERMEATE 
JUN 16, 2022 

https://dairynews7x7.com/biodegradable-plastic-from-whey-permeate/ 

 
he director of the Center for Dairy Re-

search says he’s confident new chemi-

cals and compounds made from dairy 

byproducts will be on the market soon. 

Dr. John Lucey says, “We are really pushing this 

here at the CDR as the next thing to look out 

for.” 

Lucey says the University of Wisconsin campus 

also has the Great Lakes Bio-energy Center, 

where they work on making biofuels from 

switchgrass and wood waste.  He says that team 

of microbiologists engineers bugs that can help 

make different products. “We would love to use 

it now for our permeate and actually make 

some value-added stuff so that farmers and 

small (processing) plants wouldn’t just be get-

ting rid of this, they’d actually have an asset.” 

DR JOHN LUCEY 

Lucey tells Brownfield one promising area of re-

search is to make food packaging from whey 

permeate. “The dairy industry often gets criti-

cized for not being part of the sustainability an-

swer, and I think this is just another example of 

where the dairy industry in terms of packaging 

is moving ahead with its own strategies for re-

cyclable plastics and hopefully biodegradable 

ones in the future.” 

Lucey says the dairy industry has a massive re-

serve of renewable whey and permeate that 

can be used to make green chemicals and com-

pounds.  

T 

https://dairynews7x7.com/biodegradable-plastic-from-whey-permeate/


He says if researchers can develop new prod-

ucts, it’s only the first step. “If these smart re-

searchers here on this campus can figure out a 

bug to ferment our permeate and to make bio-

fuels or a plastic or whatever, they need to 

scale that up from the benchtop to really make 

it an economic reality and a practical reality so 

one thing we have put in for in our latest grant 

application is the equipment to scale it up.” 

Lucey says several processors including cheese 

plants have been interested in supporting and 

using this research. cheese plants have been in-

terested in supporting and using this research. 

 

 

 

15,000 Litres Adulterated Milk Disposed Off 
Published June 16, 2022 

https://www.urdupoint.com/en/pakistan/15000-litres-adulterated-milk-disposed-off-1526029.html 

ASUR, (UrduPoint / Pakistan Point 

News - 16th Jun, 2022 ) :The district 

administration and Punjab food Au-

thority (PFA) disposed off 15000 litres adulter-

ated milk here on Thursday. 

According to a spokesperson, Assistant Commis-

sioner, Pattoki, Muhammad Amir Butt along 

with the Punjab Food Authority (PFA) team set 

up a temporary picket in Habibabad area and 

examined the milk that was being supplied 

to Lahore. 

The team disposed off 15000 litres adulterated 

milk and imposed heavy fine on the suppliers. 

The AC said that strict action would be taken 

against milk adulterators and urged citizens to 

contact PFA offices for free test of milk . 

 

 

 

Why Milk And Butter Are Getting Even More Expensive 
June 16, 2022 

https://www.mashed.com/898154/why-milk-and-butter-are-getting-even-more-expensive/ 

rocery shopping these days is not for 

the faint of heart thanks to skyrocket-

ing food prices. Meats, like beef and 

pork, as well as poultry and eggs are all ringing 

up much higher than normal. In fact, consumers 

can expect to pay an average of 14.2% more on 

these items than they did this time in 2021, ac-

cording to Yahoo! Finance. 

It's not even good news if those items aren't 

your jam. In-home eating across the board has 

risen in cost by 10.8%, the largest price jump 

since 1980, says U.S. News & World Report. So, 

if your family normally spent $1,000 per month 

on groceries in less expensive times, you're 

probably over the $1,100 mark at this point. 

Unfortunately for fans of dairy products, the 

news is about to get worse, as the price of milk 

and butter is inching ever higher thanks to 

many factors that are largely outside of con-

sumer control. 

Here's why milk and butter are getting pricier 

Thanks to historic inflation, the cost of just 

about everything is going up these days. Raw 

milk has not escaped this fate, since the cost of 

feeding, buying, and caring for cattle is through 

the roof, Food Dive says. In fact, raw milk is sell-

ing 47.3% higher than 2021, says U.S. Bureau of 

Labor Statistics. Since dairy products are made 

using raw milk, this price uptick is being felt 

across the board. 
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Wondering how to offset these rising costs? 

Food Dive notes that many customers will prob-

ably make the switch to butter alternatives, 

such as shortening or margarine. Or, they may 

abandon longtime name brand favorites in fa-

vor of budget store brands. For example, one 

pound of Land O Lakes salted butter currently 

retails at Target for $4.99, but the same amount 

of their Good & Gather brand costs only $3.69 

at the same location. 

Sadly, Food Dive also reports that the forecast is 

unfavorable for cheese manufacturers, who 

also rely on milk to make their products. Since 

butter-making needs are pulling more milk that 

way, cheesemakers are likely to experience a 

supply pinch, if they aren't already. So, maybe 

don't be shocked if cheese prices continue to 

jump, as well. Sad, maybe. But not surprised. 

Wouldn't it be nice if we lived in a world where 

every fast food order was free? Or at very least, 

can you imagine paying for your combo with a 

smile? But unfortunately, we don't exist inside 

either of these utopian visions. For the most 

part, when you walk into a chain, they usually 

expect that someone will pay for your meal. 

And if you're not as rich as the Monopoly man, 

purchasing your food might be a tad stressful, 

as some budgets potentially make getting take-

away not the most relaxing experience. 

However, if you're splurging at one of these 

joints, you don't have give them all of your 

money. In fact, there are plenty of fast food 

hacks out there that are designed help people 

spend less on their fast food meals. Some res-

taurants even offer their customers free food if 

they meet a certain criteria. Now, you might be 

wondering what delightful strategies are cur-

rently being alluded to, which is fair enough. So, 

without any further ado, here are a ton of tips 

that might just cheapen your snack run. 

 

 



 


