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In this issue, we’re discussing products that are looking at 
dairy from new angles, with a fresh look at traditional prod-
ucts. On page 26, one of the founders of TurtleTree, Fengru 

Lin, was simply seeking a milk supply for her cheese making 
hobby in Singapore, when she met Max Rye and got into a new 
business. She now runs a technology company that is making 
fresh milk from cells in the laboratory. Whether it will replace 
traditional dairy for a long time is another matter, but it will be 
exciting to watch the developments. 

Bubble tea is often thought of as a process as much as a 
product, but DD&B Solutions in the US has instead decided 
to look at its value as a ready-to-drink product for on-the-go 
consumption. It seems a very timely way to enjoy bubble tea, 
when less contact is more and convenience is key. See our 
interview on page 21.

Finally, the infant nutrition market is set to grow ever larger 
globally, particularly in Asia. Kendal Nutricare, based in the 
UK’s Lake District, has decided to take a fresh look at what 
goes into infant formula powders, and has come up with a 
winning range of products that capitalises on the British brand 
globally. CEO Ross McMahon even uses it in his tea. See our 
Q&A with him on page 42.
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Teagasc report 
Teagasc and Dairy Sus-
tainability Ireland have 
published the first Agricul-
tural Sustainability Support 
and Advisory Programme 
(ASSAP) interim report. It 
focuses on the establish-
ment of the ASSAP in 2018 
and interaction with farmers 
until 31 December 2019. 
The ASSAP programme is 
part of a government effort 
to improve water quality in 
190 selected water bod-
ies around the country by 
reducing agricultural and 
non-agricultural pressures.

Frischpack neutral
Frischpack of Germany has 
worked on reducing the car-
bon footprint at its Mailling 
site for years. Together with 
ClimatePartner, a certified 
partner in the field of climate 
neutrality, Frischpack has 
selected four projects. Two 
of the selected projects are 
certified according to in-
ternational standards: the 
Forest Conservation on the 
Amazon project achieves 
a verified carbon standard, 
while the Wind Energy in the 
Philippines meets the gold 
standard category.

Cheese firm buy
Industrial investor CGS has 
taken over Kalt Maschinen-
bau in Switzerland. With 
Kalt, CGS is building a 
new industrial group in the 
cheese making technolo-
gy sector, as Kalt is a spe-
cialist in cheese, dairy and 
process technology. The 
machine company develops 
and produces cheese dairy 
machines and systems.

German sugar drop
Germany’s sugar reduc-
tion strategy report version 
2.0 for product monitoring 
from the Max Rubner Insti-
tute (MRI) shows the dairy 
industry has seen, in the 
period from 2016 to 2019, a 
significant reduction of the 
sugar and energy content 
of yogurt and quark prepa-
rations. The MRI reports 
that German yogurt now has 
20% less sugar and quarks 
about 18% less.

IN BRIEF

Geza Somogyi is the new 
chief operating officer and 
member of Swiss company 
Hochdorf’s management 
team. As COO, he took over 
the management of all pro-
duction plants on 1 July. He 
replaces the previous COO 
Christoph Peternell, who left 
the company immediately at 
his own request.

Somogyi is a trained food 
engineer and Hungarian 
citizen. He has held various 

senior positions in dairy and 
baby milk powder production 
for the past 18 years. 

From 2015 to 2020 he was 
responsible for the manage-
ment and optimization of the 
production of several plants 
at Danone/Milupa in Fulda, 
Germany. He was also re-
sponsible for registering the 
German plants and recipes 
as a prerequisite for entering 
the Chinese market. Before 
that, he ran a milk processing 

plant for Danone in Buda-
pest (Hungary). From 2002 
to 2013 he worked at Mars, 
Bokros (Hungary), a manu-
facturer of high-quality pet 
food, as a development en-
gineer, head of a shift opera-
tion and responsible head of 
production.

Somogyi takes over
as Hochdorf COO

German dairy Bayerische 
Milchindustrie has (BMI) re-
ported an increase in sales 
of 9.2% or €55 million to 
€653 million in 2019. Thom-
as Obersojer, CEO of BMI 
notes, “In our three divisions, 
ingredients, fresh products 
and cheese, we were able to 
provide to the market, using 
our organic competence.”

A growth driver in the 
past financial year was the 
ingredients division with an 
increase of 24.7%, mainly 
driven by the sale of organic 
lactose and whey deriva-
tives, especially to manufac-
turers of baby food (organic 
products and derivatives in-
creased in sales by 21.4% to 
23,800 tons (organic lactose 
even increased by 58%) and 
a flourishing international 
business. The division’s ex-
port quota is now 67.2%. 

Improved sales for organic BMI in Germany
The whey powder business 

for BMI was dampened in the 
second half of the year by the 
slump in demand from China 
due to swine fever.

With an increase in sales 
of 3%, the fresh produce 
area developed satisfac-
torily overall. Due to the 
drop in prices, especially for 
butter, cream and low-fat curd 
cheese, sales in this division 
were 2.7% below the previ-
ous year. 

The completion of the new 
35,000 tons hard cheese pro-
duction dairy in Jessen and 
other construction measures 
on site have proved to be 
challenges.

Among other things, the 
delayed commissioning of 
the hard cheese factory and 
the high-bay warehouse had 
caused considerable ad-
ditional costs, which had a 

negative impact on the 2019 
result. 

Efficiency increases and 
financing at the expense of 
liquidity cushioned the addi-
tional costs in Jessen to such 
an extent that they did not 
have an impact on the bal-
ance sheet, BMI says. 

The target output of 100 
tons/day in Jessen has been 
reliably achieved since April, 
so that the location now has 
an annual throughput of 500 
million kg. 

As a dairy with a strong 
share of sales and exports in 
out-of-home consumption, 
BMI’s business suffered from 
the coronavirus pandemic: for 
a time, a large part of sales of 
fresh products and cheese 
came to a complete standstill; 
prices plummeted and sever-
al plants hardly had any or-
ders left. This situation could 
only be partially compensat-
ed for by the significantly in-
creased demand in the food 
retail sector. 

The two freshness and 
cheese divisions have been 
recovering rapidly since mid-
May. Despite all the uncer-
tainties, BMI anticipates an 
increase in sales of around 
€700 million for the full year.
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Further to the PPMA’s de-
tailed conversations with the 
National Exhibition Centre 
(NEC) in the UK, and in the 
interests of health and safety 
for all concerned, this year’s 
PPMA Show has been post-
poned until 2021, the organ-
isers say. 

The UK government has 
not yet relaxed restrictions 
regarding mass gatherings, 
nor has it published any 
guidelines for staging large 
scale events such as PPMA 
when the restrictions are 
lifted. The PPMA said it felt 
the risk of hosting this year’s 
event “was too great.”

After making the an-
nouncement, Richard Little, 
PPMA’s show director, says,  
“It’s the first time that we will 
not be staging our flagship 
event since the show’s incep-
tion in 1988, which is really 
disappointing.

“While we are pleased that 
the Covid-19 infection rate 

currently appears to be de-
clining in the UK, the future 
trend is by no means certain 
and the risk remains. 

“There are too many un-
known variables to consider 
and our utmost priority is of 
course to ensure the safety 
of all those involved with our 
show.

“We also had to consider 
that many of our exhibitors 
and visitors to our shows 
are categorised by the gov-
ernment as key workers, 
providing a range of essen-
tial engineering and main-
tenance services to aid the 
critical supply of food and 
pharmaceutical goods.

“On behalf of the PPMA, 
I would like to take this op-
portunity to thank all our 
exhibitors, suppliers, regis-
tered visitors, staff members 
and media partners alike for 
their continued support dur-
ing these unprecedented 
times. We now look forward 

PPMA postponed

to PPMA Show 2021,” he 
adds.

PPMA Show 2020 was 
proving to be another pop-
ular industry event, with 
over three quarters of 
all exhibition space sold 
seven months prior to the 
UK’s lockdown in March. 
The show was reportedly 
on course to be one of the 
largest PPMA shows in 32 
years, the organisers say.

In the meantime, the 
PPMA says its Show 2020 
website (www.ppmashow.
co.uk) will remain a contin-
ual information source for 
exhibitors and visitors, 
which will include enhanced 
media and video content.

The PPMA has also con-
firmed that PPMA Show 
2021 will still be held at the 
NEC, Birmingham, on 28-30 
September.

In 2019, Austrian dairies were 
supplied with 584,974 tons 
of organic milk, according to 
Agrarmarkt Austria (AMA). 
The dairies and cheese fac-
tories processed 2.9% or 
16,611 tons more organic 
milk than in 2018. The organ-
ic milk share of total delivery 
in 2019 corresponded to ap-
proximately 18.6% of the total 
Austrian milk delivery.

The share of organic prod-
ucts in total production in 
Austria has increased again 
compared to 2018, which 
can be seen from the most 
recent evaluations of the 
2019 annual list for organic 
dairy products that the dair-
ies and cheese dairies send 
to Agrarmarkt Austria every 
year. Austrian dairies and al-
pine dairies have increased 

Austrian organic share sees gain
organic production in almost 
all segments.

The drinking milk area 
particularly stands out. In 
this area, the production in-
creased by more than 8% or 
9.9 million kg. In particular, 
pasteurised drinking milk 
with a fat content of 3.5% and 
above was able to achieve a 
strong increase in produc-
tion; the additional production 
compared to 2018 was an im-
pressive 7.4 million kg.

The main production in the 
area of drinking milk is still 
the product ESL drinking milk 
(extended shelf life or also 
commonly known as “longer 
fresh”) with a fat content of 
3.5% and above and in 2019 
a total of 71.6 million kg were 
generated. Total production in 
the drinking milk area is 130m 

kg. The category of acidified 
and sweet milk mix products 
also saw a small increase in 
production of 1% compared 
to 2018 and is now slightly 
more than 35 million kg.

Kefir in particular was very 
popular, with production in 
2019 increasing by more than 
one million kg to 3.4 million kg 
annually.

The production of butter 
and butter preparations re-
corded a substantial increase 
of 7.1%, amounting to 4.1 
million kg. In the cheese and 
curd cheese division, pro-
duction decreased by around 
3.6% to 30.8 million kg in 
2019. Sought-after cheeses 
Gouda and mountain cheese 
were among the losers in the 
organic sector compared to 
2018.

The 2020 Women in Dairy 
(WID) Conference organ-
ised by the Royal Associa-
tion of British Dairy Farmers 
(RABDF) is moving online 
this year due to uncertainty 
surrounding social distancing 
measures brought into con-
trol coronavirus.

The conference will take 
place on 30 September 2020 
using a virtual conference fa-
cility.

The event, sponsored 
by HSBC, will run from 10-
3pm and will consist of five 
sessions, including talks on 
the state of the dairy market, 
sustainability, animal health, 
and marketing. The online 
event will also include a social 
event in the evening where 
the winner of this year’s Dairy 
Industry Woman of the Year 
Award will be revealed.

Ticket sales are now open 
and cost £25 for the event 
and evening social. Members 
of Women in Dairy can attend 
at a reduced rate of £18.75.

Commenting on the move, 
WID conference organiser, 
Rachel Bowcutt says, “We 
are delighted the conference 
is still going ahead this year. 
After a prolonged period of 
social distancing, we hope 
the virtual conference will not 
only provide as much learn-
ing and thinking as before but 
will offer some much-needed 
social interaction.

“The online event will make 
it more accessible and for 
this reason, we hope to at-
tract more women from right 
across the country.”

Women in Dairy is an 
RABDF initiative, designed 
to bring women working in 
the dairy industry together 
through regional discussion 
group meetings.

For more information, visit: 
www.womenindairy.co.uk/
conference.

Women in 
Dairy online
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Emulsifier manufacturer, 
Palsgaard, has announced 
an investment of 750 million 
Danish Kroner (€100 million) 
to more than double produc-
tion capacity at its Danish 
facility by 2024. A new spray 
cooling tower will add a min-
imum additional 30,000 
tonnes to the company’s 
spray capacity and will be 
fully operational by first quar-
ter 2023. This facility will be 
supported by the construc-
tion of multiple new reaction, 
distillation, and esterification 
plants.

The expansion adds to the 
recently installed emulsifier 
pellet line with a capacity of 
10,000 tonnes, which is cur-
rently being commissioned.

Jakob Thøisen (pictured), 
Palsgaard’s CEO says, “This 
project is another major mile-
stone in our development. By 
2024 we will be able to dou-

ble our current production 
capacity – something which 
took over a century to reach. 
It is the result of a decade of 
significant global growth for 
our business.”

In 2019, Palsgaard was 
the first global emulsifier 
producer to achieve carbon 
neutral production across its 
global facilities. In line with 
Palsgaard’s commitment 
to sustainability, the new 
production capacity will not 
compromise the company’s 
carbon-neutral status.

Thøisen adds, “We have 
a number of new initiatives, 
including establishing a 
solar park and a biogas fa-
cility, which will provide the 
necessary power and waste 
management infrastructure 
to enable the new production 
capacity to also be carbon 
neutral, along with the new 
investment.”

Palsgaard to
double capacity

The International Cheese and 
Dairy Awards has announced 
the event will be moving to 
a new venue in the UK. The 
show, with its trade and judg-
ing date on 1 July 2021, will 
also have two public show 
days on 2 and 3 July.

“We have enjoyed a long 
association with the Nant-
wich Agricultural Society 
since 1897, we would like to 
sincerely thank them for their 
support over the years and 

International Cheese & Dairy Awards move in UK
will be retaining our strong 
historical links with them,” 
says Ian Luxton, chairman of 
the event.

“However, the time is right 
to move to a larger weather-
proof site that is sustainable, 
has robust agricultural links 
and protects our sponsor and 
exhibitor investment. Our 
new home will be Stafford-
shire County Showground 
with a wide range of exhibi-
tion halls, conference suites 

and outdoor facilities.”
The multipurpose venue, 

Bingley Hall, is situated in 
70 acres of countryside. It is 
an accessible location with 
major motorway network and 
a main line station close by.

“We look forward to invit-
ing you to our new event fo-
cusing on the world’s largest 
and most prestigious Cheese 
and Dairy Awards with a Field 
to Fork Food experience,” 
Luxton adds.

This year’s show was post-
poned due to the coronavirus 
pandemic.

Following the publication 
of the consultation on the 
regulation of UK raw milk 
contracts, Dairy UK has wel-
comed the opportunity to pro-
vide evidence as part of the 
process.

Dr Judith Bryans, chief 
executive of Dairy UK says, 
“We’ve been expecting the 
launch of this consultation 
for some time now. We are in 
a good position to begin in-
putting to and collaboratively 
engaging with these policy 
proposals.

“Ultimately the best out-
come for both processors 
and farmers will be a decision 

Dairy UK welcomes consultation
based on the totality of the ev-
idence provided, and not one 
based only on emotion.

“While ready to and keen 
to respond, we’re still mindful 
that the sector is still working 
its way through the ongoing 
the Covid-19 pandemic; that 
as a nation we continue to 
move quickly towards the end 
of the Brexit transition period; 
and we will see a step change 
in agricultural and environ-
mental policies not seen for 
generations. There is already 
a lot on the plates of food 
businesses, to which regula-
tion of contracts could signif-
icantly add to, if introduced.”

European Parliament Mem-
ber (MEP) Andreas Schwab 
(EPP, DE) has been publish-
ing a list of recently adopted 
national measures violating 
the single market principle 
in the European Union con-
sumer goods sector, the Eu-
ropean Dairy Association 
Dairy Flash reports. “For a 
speedy, post-Covid-19 recov-
ery, spending money is not 
sufficient. We must protect 
the basis of our economic 
success: the single market. 
Today, we are on a wrong 
way,” he warns. 

MEP Schwab’s list includes 

National measures harm EU 
single market, says MEP

the Bulgarian law obliging 
the retail sector to source 90 
per cent of all dairy produce 
at national level, the Polish 
‘name & blame’ website for 
dairy importers, the French 
agricultural minister’s call 
for food-patriotism and milk 
origin labelling decree and 
many other initiatives. 

“We are grateful for this 
call for action to the EU Com-
mission that missed in the 
past many opportunities to 
take its role as guardian of 
the treaty, seriously,” EDA 
secretary general Alexander 
Anton says. 

P.06-8,10-11 NEWS√.indd   8P.06-8,10-11 NEWS√.indd   8 15/07/2020   10:1615/07/2020   10:16



#1: Understand the hygienic design principles  
of production equipment
Having a hygienically designed inspection machine helps to 
avoid bacterial contamination. Hygienic design features, such 
as an IP69 rating, easily accessible machines, an open frame 
design with only four feet on the floor and sloped surfaces 
help in withstanding thorough cleaning routines. 

#2: Select inspection equipment with easily  
dismantled and reassembled conveyors
Conveyor belts that can be removed intuitively, and without 
tools, dramatically reduce downtime. Plus having parts 
designed following the poka-yoke principle assures error 
free and fast reassembly even for unskilled personnel. 
Manufacturers aiming for zero downtime during the cleaning 
process can deploy a second set of conveyor belts to resume 
production immediately after a product changeover by 
switching the belts whilst the first set is being cleaned. 
 

#3: Uphold precision weighing irrespective  
of environmental conditions
A loadcell is the heart of a checkweigher, however, excessive 
fluctuations in temperature such as high pressure cleaning 
with hot water can affect its performance. Manufacturers 
looking to uphold precision weighing irrespective of 
environmental conditions should consider Electromagnetic 
Force Restoration (EMFR) loadcells. These are more 
accurate, measure at a faster rate, and are temperature-
stabilised compared to other loadcell types. This enables the 
manufacturer to resume production immediately after harsh 
washdown, without affecting weighing results.

Advertorial

Harsh Production Environments
How to Reduce Cleaning Downtime and Ensure Precision Weighing

To discover more, download 
Mettler-Toledo‘s free eGuide:  
www.mt.com/cw-eguide  

Production line equipment, including checkweighers, must regularly complete mandatory, rigorous cleaning regimes to avoid 
bacterial contamination. Cleaning time equals downtime resulting in a reduction of production output and profits.
You can improve the effectiveness of your cleaning process, and the time it takes, following these 3 tips:

For more information email  
enquire.mtuk@mt.com
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Fonterra adds in 2021
From 1 June 2021, Fon-
terra is introducing a Co- 
operative Difference Pay-
ment of up to 10 cents per 
kilogramme of milk solids 
(kgMS) if farmers meet the 
co-op’s on-farm sustain-
ability and value targets. 
This move comes as part of 
Fonterra’s strategy to add 
value to New Zealand milk 
and responds to increasing 
demand from NZ customers 
and around the world for sus-
tainably-produced dairy. The 
payment will be funded out of 
the farmgate milk price.

World Dairy Expo 
cancelled in US
The World Dairy Expo, 
originally scheduled for 29 
September-3 October 2020 
in Madison, US, has been 
cancelled. The dates for next 
year’s World Dairy Expo are 
28 September-2 October 
2021. For more information, 
visit: worlddairyexpo.com

Chobani feeds US 
US-based yogurt maker 
Chobani has released a new 
product series, the profits of 
which will entirely be donat-
ed to food banks across the 
US. All proceeds will benefit 
Feeding America, the largest 
hunger-relief organisation in 
the country that through its 
network of 200 food banks 
and 60,000 food pantries 
and meal programmes, 
serves more than 40 million 
people a year.

IDF Outlook 
The International Dairy 
Federation has released 
its third Dairy Sustainability 
Outlook. The publication of-
fers a wide range of nation-
al initiatives for sustainable 
dairying related to the de-
velopment of rural areas through 
dairying, several successful 
international cooperation ini-
tiatives, climate commitment 
achievements as well as the 
support of the sector in times 
of Covid-19. For further infor-
mation visit: store.fil-idf.org/
publications

IN BRIEF

Vietnam ratified the Euro-
pean Union-Vietnam Free 
Trade Agreement (EVFTA) 
and the Investment Protec-
tion Agreement (EVIPA) as 
of 8 June, the US Depart-
ment of Agriculture Foreign 
Agricultural Service reports.

This followed ratification 
by the European Parliament 
on 12 February. Key aspects 
of the EVFTA are the tariff 
elimination and bilateral trade 
facilitation. 

The EVFTA will eliminate 
nearly all tariffs except for a 
few tariff lines that are subject 
to tariff rate quotas (TRQs). It 

is expected to enter into force 
in August 2020.

Vietnam’s agricultural sec-
tor is predicted to be among 
the top beneficiaries of the 
EVFTA.

For dairy, all tariffs will be 
abolished in a maximum of 
five years, with quicker re-
ductions on most cheeses, 
milk powder and liquid milk, 
amounting to three years. 
Around 169 EU GIs for food 
and drink specialities such as 
Feta cheese, Rioja wine, Par-
migiano Reggiano, Cogna, 
and 39 Vietnam GIs have 
been recognised and protect-

ed under the EVFTA, with the 
possibility to add others later.

Some specific exceptions 
are made for prior users 
in Vietnam of the names 
Champagne, Asiago, Feta, 
Fontina, and Gorgonzola to 
address possible coexist-
ence with prior registered 
trademarks or uses in Viet-
nam. 

As all of 39 Vietnamese 
GIs are related to agricultur-
al products and food, these 
products are also expected 
to have greater chances of 
brand development in the EU 
market.

Free trade agreement 
ratified for Vietnam and EU

Middle Eastern cheese demand
shows upward trend
Driven by increasing demand 
for cheese and curd in the 
Middle East, the market is ex-
pected to continue an upward 
consumption trend over the 
next decade. Market perfor-
mance is forecast to retain its 
current trend pattern, expand-
ing with an anticipated com-
pound annual growth rate of 
1.9% for the period from 2018 
to 2030, which is projected to 
bring the market volume to 
1.8 million tonnes by the end 
of 2030.

This was contained in a 
report from IndexBox, Mid-
dleEast – Cheese and Curd 
– Market Analysis, Forecast, 
Size, Trends and Insights. 
The revenue of the cheese 
and curd market in the Middle 
East amounted to $5.5 billion 
(€4.4bn) in 2018, growing by 
5.5% against the previous 
year.

The market value in-
creased at an average an-
nual rate of 1.1% from 2013 
to 2018; the trend pattern 
remained consistent, with 

somewhat noticeable fluctua-
tions being recorded over the 
period under review.

Countries with the high-
est volumes of cheese and 
curd consumption in 2018 
were Saudi Arabia (377,000 
tonnes), Iran (237,000 
tonnes) and Turkey (202,000 
tonnes), with a combined 57% 
share of total consumption. 
In value terms, Saudi Arabia 
($1.6 billion), Israel ($826 

million) and Turkey ($674 mil-
lion) appeared to be the coun-
tries with the highest levels of 
market value in 2018, with a 
combined 56% share of the 
total market.

The countries with the high-
est levels of cheese and curd 
per capita consumption in 
2018 were Israel (17kg per 
person), Lebanon (13kg per 
person) and Saudi Arabia 
(11kg per person).
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Food markets will face many 
more months of uncertain-
ty due to Covi-19, but the 
agri-food sector is likely to 
show more resilience to the 
pandemic crisis than other 
sectors, according to a new 
report released by the Food 
and Agriculture Organization 
of the United Nations (FAO).

The Food Outlook report 
says world milk production 
is showing resilience, possi-
bly growing by 0.8% in 2020. 
However, dairy exports are 
expected to contract by 4%.

“While Covid-19 has posed 
a serious threat to food se-
curity, overall, our analysis 
shows agricultural commod-
ity markets are proving 
to be more resilient to the 
pandemic than many other 
sectors,” says Boubaker Ben- 
Belhassen, director, FAO 
trade and markets division.

Members of the US Dietary 
Guidelines Advisory Commit-
tee (DGAC) have confirmed 
that dairy products should 
maintain a central, important 
role in federal nutrition rec-
ommendations for people 
beginning at a very early age, 
the International Dairy Foods 
Association (IDFA) reports.

In addition to maintaining 
three servings of dairy per 
day, the committee found 
strong evidence pointing to 
positive health outcomes 
from dairy foods. In fact, a diet 
including low-fat and fat-free 
dairy, legumes, whole grains, 
fruits and vegetables is con-
sidered the ideal, healthy die-
tary pattern for all ages.

In other key findings from 
its draft scientific report, 
the DGAC highlighted new 
evidence strengthening 
dairy’s role in maintaining 
bone health for adults. For 
mothers, it dispelled misin-
formation about dairy’s link 
to asthma, saying there is no 
association between a moth-
er’s consumption of dairy and 
the development of asthma in 
children.

A new topic introduced in 
these dietary guidelines lays 
the groundwork for clearer 
nutrition recommendations 
for children from birth through 
24 months of age, with the 
experts recommending small 
amounts of some foods in-
cluding dairy foods, alongside 
fruits and vegetables, nut and 
seed products, and whole 
grain products, beginning at 
six to 12 months and continu-
ing thereafter.

For toddlers, dairy foods 
are particularly important for 
the vitamins and nutrients 
they provide. This recom-
mendation could not be clear-
er, demonstrating what the 
American Academy of Pedi-
atrics has stressed for years, 

US Dietary Guidelines Advisory Committee 
confirms dairy’s place in diet

Food market will 
show reliance, 
says UN’s FAO

Fonterra Co-operative Group 
has announced that cur-
rent farmer director, Peter 
McBride (left in photo), has 
been selected as the co- 
operative’s chairman-elect 
by his fellow directors. Under 
Fonterra’s constitution, the 
chairman is selected by the 
board from within its pool 
of seven elected farmer 
directors.

McBride will replace cur-
rent Fonterra chairman, John 
Monaghan (right in photo), 
when he retires as a direc-
tor of the co-op at its annual 
meeting this November.

Monaghan says that the 
early announcement of 
McBride as chairman-elect 
is part of the board’s commit-
ment to planned governance 
succession. “We have made 
significant progress over the 

past two years in 
our effort to re-
fresh our co-op’s 
purpose, strategy 
and culture. It is 
important to the 
board that we pro-
vide stability while 
Miles and his team 
continue to embed 
the changes and 
to maintain our 
momentum.

“Making this decision now 
also gives our farmer-owners 
transparency of leadership 
prior to this years’ director 
elections and allows Peter 
and I a period of handover 
before I retire from the board 
in November.”

McBride says he is hum-
bled to be selected by his 
fellow directors and is looking 
forward to leading the co-op 

on behalf of its 10,000 farm-
ing families: “I grew up on a 
dairy farm near Te Aroha and 
today my wife Linda and I run 
the family farm milking 950 
cows in the South Waikato, 
so dairy has always been part 
of my life.

“I’m looking forward to 
working with John before 
leading our co-op into its next 
phase and creating value for 
our farmer owners and unit 
holders.”

Fonterra names chairman-elect 

that dairy plays a 
critical role in the diet 
of children to bolster 
long-term health.

Once again, the 
committee found no 
link between con-
sumption of dairy 
foods and incidenc-
es of breast cancer, 
which should put an end to a 
longstanding disinformation 
campaign to alarm and con-
fuse the public.

IDFA is disappointed the 
reported outcomes did not 
include a mention of relevant 
scientific studies that show 
the benefits of dairy at each 
fat level. There is robust ev-
idence to support the inclu-
sion of dairy foods at all fat 
levels in recommended food 
patterns. With the DGAC’s 
role coming to an end, IDFA 
encouraged the US Depart-
ment of Agriculture to remedy 

this in the final guidelines.
The conclusions offered by 

the Dietary Guidelines Advi-
sory Committee firmly estab-
lish dairy as one of the most 
nutritionally beneficial foods 
in dietary patterns alongside 
fruits and vegetables, leg-
umes, and whole grains.

IDFA says it is pleased to 
see federal nutrition guid-
ance continue to affirm the 
important nutritional contri-
butions made by dairy foods 
and remind Americans that 
a healthy diet includes three 
daily servings of dairy.
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Covid-19 is resulting in consum-
ers re-evaluating their eating and 
drinking habits as they seek to 

stave off the threat of disease and illness. 
Currently, few consumers are actively 
looking to increase their dairy intake to 
improve health, something that will be 
related to concerns about fat and sugar 
content. To respond to this, the dairy 
industry needs to promote natural formu-
lation ingredients at a time when consum-
ers put emphasis on product purity and 
seek out ingredients that boost health.

Consumers looking to improve their 
diets to reduce the risk of vulnerability 
to serious health problems are thus grow-
ing. Indeed, in May 2020, a total of 80% 
of consumers said that they planned to 
improve their diets because of Covid-
19, a noticeable increase compared to 
the 72% who said this a month earlier. 
However, at the same time, only 10% of 
consumers said that they were planning to 
increase their dairy intake, compared to 
11% in April. This indicates that consum-
ers do not automatically equate dairy with 
better-for-you diets, something that can 
be attributed to some of the ingredients 
found in products.

Indeed, in May 2020, consumers who 
said they were planning to improve their 
diets said they were going to do this by 
reducing their intake of sugar (57%) and 
fat (19%). These are two ingredients that 
are often commonly associated with the 
dairy industry.

At the same time, a total of 29% of 
consumers planning to eat and drink 
healthier in May said they were going to 
increase intake of calcium (32% in April) 
and 41% said they were going to increase 
protein intake (37% in April).

In addition to this, a total of 56% of 
consumers say that they are now being 
more attentive to natural claims because 
of Covid-19, compared to 46% who 
said this a month earlier. This reflects 
how consumers want products that they 
believe contain only real and authentic 
ingredients that offer genuine nutrition-
al value. The element of realness and 
authenticity is also important to con-

sumers because they want better-for-you 
products that they also deem tasty.

In recent years, there have been mixed 
views towards the dairy industry, with 
consumers simultaneously being con-
cerned about sugar and fat content and 
at the same time, finding protein and 
calcium content appealing. In order to 
target consumers who are taking a more 
proactive approach to health, the industry 
needs to offer full transparency when it 
comes to nutritional labeling, so it is not 
being seen to disguise certain ingredients 
used in products. Moreover, brands need 
to promote the concept of products being 
natural (and linked to this, other desirable 
features such as locality and sustainabili-
ty) and health boosting ingredients such 
as protein and calcium. This is something 

that will appeal to consumers who believe 
that Covid-19 will continue to impact 
their daily lives for at least 12 months. Dii

Dairy brands need to capitalise on consumer 
demands for natural and functional products, 

according to Will Cowling of FMCG Gurus

Consumers change 
with Covid-19 

This article is based on the following 
surveys:
April 2020 COVID-10 survey series – 
23,000 consumers across 18 
countries
May 2020 COVID-10 survey series – 
23,000 consumers across 18 
countries

Author:
For more information please contact 
info@fmcggurus.com
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In May, US suppliers shipped 210,429 
tons of milk powders, cheese, whey 
products, lactose and butterfat, 18% 

more than the year before, according to 
the US Dairy Export Council (USDEC). 
This was the highest figure since April 
2018. On a solids basis, exports were 
also up 18%. The value of all exports was 
$585.2 million (€521m), 8% more than 
a year ago.

In the first five months of the year, US 
dairy export product volume is up 10% 
and export value is up 12%.

Exports of NDM/SMP were 79,163 
tons in May, the most ever, and up 24% 
from a year ago. Sales to Southeast Asia 
(primarily the Philippines, Indonesia and 
Vietnam) nearly doubled, and exports to 
the region accounted for almost half of 
all NDM/SMP volume. In the first five 
months of the year, US powder exports 
to Southeast Asia were up 55% from last 
year, an increase of more than 10,600 tons 
per month.

Meanwhile, NDM/SMP sales to the 
Middle East/North Africa (MENA) 
region were the most in almost six years, 
and shipments to China were up more 
than six-fold from a year ago.

In contrast, powder exports to Mexico 
continue to lag, with volume down 28% 
from last May.

May whey exports were 44,304 tons, 
on par with previous months. This vol-

ume was up 17% from the depressed 
levels of last year, though it still trailed 
the strong pace of 2018. All the growth 
in May came from China, where volume 
was up 153% from last year. Relative to 
a year ago, whey volume was lower to 
Mexico, South Korea and Canada.

Shipments of whey protein isolate 
(WPI) dipped to a seven-month low, 
though they were still 20% above last 
year. Gains were posted in volume to 
China, the EU and Southeast Asia.

US lactose exports reached a 10-month 
high of 36,429 tons, up 21%. Suppliers 
increased sales to Southeast Asia, China 
and Japan.

Cheese exports rebounded to 35,605 
tons, up 7%. This was the second-best 
month ever. Shipments to South Korea 
(+40% to a record high) and Japan (+45% 
to the most in almost six years) drove the 

gains, while sales to Australia and China 
more than doubled. In contrast, shipments 
to the MENA region, Mexico and Central 
America were lower.

Among other products, shipments of 
whole milk powder (+83%) and milk 
protein concentrate were higher (+23%), 
while volume of butterfat (-7%) contin-
ued to lag.

On a total milk solids basis, US exports 
were equivalent to 17.4% of US milk 
solids production in May, which was the 
highest rate since April 2018. In the first 
five months of the year, exports were 
15.5% of production.

Vietnam decree
Meanwhile, Vietnam has signed a decree 
unilaterally lowering tariffs from the US 
on key dairy products and ingredients, 
including skim milk powder, whole milk 
powder, cheese, milk albumin and protein 
isolate. The decree went into effect on 10 
July. Most tariffs on dairy products and 
ingredients from the US have decreased 
by 50% or more. 

The measure reduces a competitive 
disadvantage created when the Trans-
Pacific Partnership went into effect 
without US participation, along with other 
free trade agreements, including one with 
the European Union, the USDEC says.

With Australia/New Zealand and 
the EU all gaining preferred access to 
Vietnam through the Comprehensive 
Agreement for Trans-Pacific Partnership 
and the EU-Vietnam Trade Agreement, 
USDEC saw that US suppliers would 
soon be facing a significant competitive 
disadvantage. The USDEC thus began a 
campaign to reduce that disadvantage.

Since 2017, US dairy exports to 
Vietnam have grown by more than 50%, 
to $170.5 million (86,230 metric tons) 
last year, making it the US dairy indus-
try’s eighth-largest export market. Dii

The strong performance was greater than expectations 
in light of global lockdowns and supply disruptions

due to the Covid-19 outbreak, USDEC says

US dairy exports 
reach record high

US Dairy Exports, Top 10 Markets
2019, million $
 2019  vs. prior year
Mexico  $1,545  +11%

Southeast Asia  934  +22%

Canada  666  +4%

China  374  -25%

South America  368  +34%

South Korea  332  +14%

Japan  283  +5%

MENA  271  +8%

Oceania  256  +6%

Caribbean  249  +8%

Source: US Dairy Export Council, US Bureau of Census
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Gushers yogurt cups
Yoplait from General Mills 
in the US has debuted 
Gusher Cups. The snack 
inspired, 6oz yogurts 
come in Blue Raspber-
ry, Green Apple and Red 
Tropical Punch versions. 
The concept features 
original-style Yoplait yo-
gurt with bursting bub-
ble beads reminiscent of 
Gushers fruit snacks.

Yeo Valley freezes 
kefir in two flavours
Yeo Valley in the UK has 
introduced two flavours of 
frozen kefir – strawberry 
and blueberry. The 480ml 
tubs are in Waitrose super-
markets and promise “ice 
cream without the guilt” at 
61 calories per scoop.

Lioni Latticini
is pre-sliced
Lioni Latticini of the US 
has developed pre-sliced 
mozzarella in an easy-to-
open package. The sliced 
fresh mozzarella is all 
natural, has no additives 
or preservatives, and is 
rBST-free. It is available as 
a vacuum-sealed 1lb log.

Lactalis adds brie 
bakes in UK
Lactalis UK & Ireland has 
introduced Président a la 
Carte Crispy Bakes with 
Brie. It is available from 
Waitrose supermarkets 
and online e-commerce 
Ocado and contains six 
pieces with an RRP of 
£2.50 (€2.79). 

Summer flavours for 
Berchtesgadener
German dairy Berchtes-
gadener Land dairy has 
launched this year’s sum-
mer varieties of creamy 
spoonable yogurts: lemon 
and orange. There is also 
a new peach-passion fruit 
yogurt drink offered by the 
dairy.

IN BRIEF
UK gourmet yogurt brand, 
The Collective now has 12 
lid designs, each one featur-
ing a different recipe, with the 
method revealed upon open-
ing. The new lids were devel-
oped by Chadwicks of Bury, 
UK, for the brand. 

North German dairy WS 
Warmsener Spezialitäten, of 
the Uelzena Group, is a large 
manufacturers for sweetened 
condensed milk. The com-
pany is expanding its range 
of industrial products and 

New lids for 
The Collective

Tims Dairy has rebranded 
its range of bio-live Greek 
style yogurts with a modern 
fresh and happy new look 
and feel, the company says. 
Flavours include Greek style 
yogurt with Vanilla, Rasp-
berry, Blackcurrants and 
Honey, along with Natural.

Messages on the 10 
SKUs reinforce the British 
made, recyclability of the 
packaging and bio-live of 
the products.

The inspiration for the 
new look is the daisy logo, 

which now is on the front 
of the pot. The Greek style 
Natural yogurt has no 
added sugar and reduced 
sugar in the flavoured yo-
gurts. They are on shelf in 
Waitrose, Ocado, selected 
Asda, Co-op, Whole Food 
Markets, and farm shops 
and delis in the UK.

A rare 
cheesecake 
RTD in Japan
Starbucks in Japan has 
expanded its fresh ready-
to-drink coffee line in super-
markets and convenience 
stores, with a Rare Cheese-
cake Frappuchino. The sin-
gle-serve cup is flavoured 
with lemon a hint 
of shortbread in 
a creamy milk 
base. The pack-
aging is bright 
and cheerful, the 
company says. 
It retails for ¥200 
(€1.65).

Expanding sweetened
condensed milk packages

investing in a filling line for 
bag-in-box systems to open 
up new markets. Various bag-
in-box systems (BIB) are also 
becoming more widespread, 
such as one-way and reus-
able containers with filling 
quantities of up to 1,000kg or 
cartons with a capacity of up 
to 25kg. And there is current-
ly strong demand for small 
BIBs with a capacity of 5kg or 
more. They are used both in 
the restaurant and catering 
trade and also for smaller re-
quirements of more artisanal 
processors. 

Try it with a 
little goat
Saputo Cheese has 
launched a new Montchevre 
goat cheese flavour and ad-
vert campaign in the US. The 
advertising encourages con-
sumers to “Try it with a little 

goat.” With the cam-
paign, the brand 
will share con-
tent answer-
ing questions 
related to goat 
cheese and offer 
tips and recipes 
to consumers.

Trimona introduces 
Superfood Yogurts in 
the US. The organic 
whole milk line comes 
in three varieties, all with 
superfood ingredients.

These include: Protect 
(Acai and Beets), containing 
acai, maca root, aronia, beet-
root and lucuma. Refresh 
(Matcha andMaca) contains 
matcha tea, maca, lucuma, 
spirulina and chlorella.

Refreshing superfood
yogurts from Trimona

Revive (Turmeric 
and Ginger)con-

tains maca, lucuma, 
mesquite, turmeric, 
cinnamon, ginger 
and black pepper. 
Each Trimona Super-

food Yogurt cup contains 
billions of probiotic cultures 
and no added sugar. A 5oz 
cup is sweetened with monk-
fruit and retails for $1.79 
(€1.58).

Tims Dairy revamps 
Greek style yogurts
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US-based Heartland 
Food Products Group 
introduces Splenda 
Diabetes Care Shakes, 
which claims to be the 
only no added sugar 
shakes designed to help 
manage blood sugar and 
support the needs of people 
with diabetes and prediabe-
tes.

The shelf-stable 8oz 
shakes have 16g of pro-
tein (micro-filtered milk pro-
tein) and key ingredients 
necessary for diabetes 

Kefir cheese is here
Biotiful Kefir 
Cheese is a cul-
tured soft cheese 
made with British 
milk and kefir cul-
tures. The alterna-
tive to cottage or 
cream cheese, the 
product is creamy, 
yet light and bursting 
with flavour. It is high in pro-

tein, low in fat and 
packed with bil-

lions of gut-friendly 
cultures, the com-
pany says. It can 
be used on salads, 
spread on crackers 
or as a dip with veg-
etables. It contains 
29% kefir, cheese 

curd, starch and salt.

A Splenda diabetes shake

Wells Enterprises 
introduces three 
unique Halo Top 
flavours to Cana-
da. The Canadian 
pint collection fea-
tures Butter Tart, 
Maple Pecan and 
Chocolate Honeycomb.

The offerings celebrate the 
nation’s sweet treats at less 
than 360 calories per pint. 
Butter Tart is a caramel fro-
zen dessert base with butter 

Halo Top goes Canadian
tart filling swirls, 
pecan bits and 
pieces of flaky pie 
crust. Chocolate 
Honeycomb is 
honey-f lavoured 
frozen dessert with 
chocolate fudge 

swirls and honeycomb nou-
gat pieces. Maple Pecan is 
a pecan, maple syrup and 
brown sugar flavoured frozen 
dessert with caramel swirls 
and pieces of crunchy pecan.

Popcorn Shed’s Gourmet Popcorn in 60g 
packs is now offered in blue cheese in the UK. 
It is described as a strong and creamy flavour-
some mature blue cheese. It is suitable for veg-
etarians, gluten-free and sugar-free.

The popcorn also comes in cheddar cheese 
and goat cheese with cracked black pepper 
versions, among other flavours.

Popcorn gets blue

Used machines:
 
Separators, Bactofuges
Brands: Tetra Pak, Alfa Laval, GEA Westfalia
 
Homogenizers
BBrands: Tetra Alex, SPX APV, GEA Niro Soavi
 
UHT & Sterile / Aseptic units
Brands: Alfa Laval, Tetra Therm, Tetra TBA, GEA

Worldwide trading
Tel: +31 348 460 009

sales@useddairyequipment.com
www.useddairyequipment.com

Also complete dairy factories

We are looking for

management, including car-
bohydrates and fats (canola 
oil), a combination that helps 
control blood sugar and re-
duce blood sugar spikes, ac-
cording to the company. It is 
available in French Vanilla, 
Milk Chocolate and Straw-
berry Banana, and a six-pack 
retails for $9.99 (€8.84).
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T he European Union (EU) dairy 
sector has been riding out the 
Covid-19 crisis, despite weak raw 

milk prices, although looming politi-
cal challenges regarding the EU budget 
and Brexit makes its future uncertain. 
Pekka Pesonen, secretary general for EU 
farmers’ federation Copa-Cogeca, warns, 
“Producer prices have not yet seen an 
upward trend.” Trade data released by 
EU statistical agency Eurostat has shown 
milk spot prices at €35/100 kg in June, 
down from between €40-45 last June. 
“Reduced milk cheques for farmers for 
four months in a row, means that the eco-
nomic effects of Covid-19 are only now 
being felt on many farms,” Pesonen says.

On the export side, however, the picture 
is rosier. There is Covid-19 disruption, 
but mainly for skimmed milk powder 
(SMP), with exports to non-EU countries 
(including the UK) falling 19% from 
January to April inclusive (year-on-year). 
EU cheese exports also fell over the 
same period – down 5%. However, butter 
exports rose 35% and whole-milk powder 
(WMP) exports increased 7%. Also, April 
EU prices for butter in general were up 
4.1% to €317/100 kg; and up 2.3% to 
€214/100 kg for SMP.

Jukka Likitalo, secretary general, of 
Eucolait, the EU dairy trade associa-
tion, says, “It is an unprecedented and 
extremely challenging situation, but I 
think that the European dairy sector has 
been coping well. Supply chains have 
remained functional and food security has 
not been compromised.” Dairy product 
prices are higher than anticipated through 
strong second quarter retail buying and 
the gradual reopening of food services.

These comments come as the EU con-
tinues to ramp up pandemic support for 
the dairy and other food sectors. On 
24 June, the EU Council of Ministers 
agreed that member states should pay up 
to €7,000 to farmers and up to €50,000 
to food sector small- and medium-sized 
enterprises (SMEs), with money refunded 
by the European Commission.

The money would be a lump sum 
payment made by 30 June 2021, based 
on applications for support approved by 
national regulators, with subsidies target-
ed on “beneficiaries who are most affect-
ed by the Covid-19 crisis.”

The financing will complement previ-
ously agreed farmer support, including 
low-interest long-term loans and loan 
guarantees, of up to €200,000; the EU’s 

Private Storage Aid (PSA) system, allow-
ing butter, cheese and SMP producers 
across the EU (and UK) to withdraw 
products from sale; and the EU’s regular 
public market intervention scheme for 
SMP and butter.

Storage uptake
Likitalo says that while private storage aid 
schemes have been rolled out efficiently, 
“the uptake of PSA has not been spectac-
ular,” because prices have been moving 
up for processed dairy products. That 
said, applications have been lodged for 
the maximum available amount of cheese 
in several member states and the UK 
and the aid “has had a positive effect on 
sentiment.” Pesonen says around 44,000 
tonnes of cheese, 55,000 tonnes of butter 
and 13,000 tonnes of SMP had entered 
private storage, which ended on 30 June. 
No product has been offered for public 
intervention (except a small amount of 

Czech SMP) “as prices rebounded before 
dropping below the intervention level,” 
says Likitalo, who predicts no further use 
of the scheme before September at the 
earliest.

The fight against Covid-19 comes as 
two major issues continue to loom large 
in Brussels: one, the sluggish negotia-
tions with Britain on a final status agree-
ment replacing the transitional agreement 
expiring on 31 December; and second, 
the continuing struggle to agree a new 
medium term budget (called the multian-
nual financial framework), which also 
starts on 1 January and lasts until 2027. 
The EU has already effectively delayed 
plans to revise the Common Agricultural 
Policy (CAP), with the existing CAP 
likely to continue until 2023, and with 
the new policy having to fit the EU’s new 
European Green Deal policy framework. 
These are huge issues, with a potential 
major impact on the EU dairy sector.

The EU dairy sector is fighting through Covid-19, 
but gathering political storms are threatening the 

industry’s health, Keith Nuthall reports 

Facing the storm 
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Brexit transition
In a 16 June statement, Eucolait said it 
was “extremely concerned” about the 
UK declaration that it would not consider 
extending the transitional period, which 
it can do, if it chooses. “Progress in the 
negotiations between the EU and the UK 
has been slow and the positions of each 
side appear inconsolable,” it says, noting 
there was effectively just four months 
to secure an agreement to avoid EU-UK 
trading relations reverting to World 
Trade Organisation (WTO) terms. “This 
immense task is further complicated by 
the ongoing pandemic and its economic 
fallout,” says Eucolait.

Under WTO terms, EU tariffs would 
“wipe out virtually all dairy imports from 
the UK,” currently worth €2 billion – 
devastating UK businesses and leaving 
many of these products on British shelves, 
wrecking the EU to UK dairy export 
market, worth €3.5 billion annually, 
warns the industry association.

Meanwhile, as of 1 July, the EU had 
still failed to agree an MFF, or even on 
financing the current CAP until 2023. 
Copa-Cogeca argues the European 
Commission is actually pressing for a 

real-terms reduction in the CAP budget 
for 2021 and onwards – although there are 
a range of complex technical debates over 
the real value of this spending. 

Pesonen is rather scathing of attempts 
to limit the budget under the current 
circumstances, saying, “We assume that 
they [the Commission] expect that the EU 
farming sector would have less market 
disruptions and they will recover from 
Covid-19 with more sustainable produc-
tion methods with less public support.” 
How to achieve this during “poor con-
sumer purchasing power due to economic 
downturn remains a mystery,” he told DII.

The outgoing Croatian presidency of 
the EU (which was replaced by Germany 
on 1 July) reported on 29 June how 
Covid-19 has gummed up decision mak-
ing: “Many of the planned meetings at 
working party level were cancelled,” 
with progress relying on receiving and 
requesting written comments from mem-
ber states. Also, meetings of the EU spe-
cial committee on agriculture (SCA) have 
been dominated by Covid-19. 

Croatian Prime Minister Andrej 
Plenkovic has stressed that new negotia-
tions on the MFF and additional Covid-19 

spending “were approaching” and the EU 
had to “act quickly and effectively” in 
reaching agreement on both files.

“Having the long-term budget in place 
soon will pave the way for all the Covid 
recovery measures and any other EU 
policies and as such is important for all 
sectors of the economy,” adds Likitalo.

As for Brexit, Pesonen says he hoped 
for a deal, noting the “EU27-UK dairy 
trade is dynamic, well integrated.” But, 
reflecting Brexit’s destruction of goodwill 
towards Britain, he adds, “We need to 
continue trading with the UK. But then 
again, it was not the EU-27 that left.”  Dii

References:
ec.europa.eu/info/sites/info/farming/
food-farming-fisheries/farming/ 
documents/daihboard-dairy_en.pdf
data.consilium.europa.eu/doc/docu-
ment/PE-17-2020-INIT/en/pdf
euobserver.com/green-deal/148531
www.agroportal.pt/commission- 
proposes-increased-agricultural- 
spending-in-reinforced-mff/
www.consilium.europa.eu/
media/44646/hr-pres-progress- 
report-final-16-06-20.pdf
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dairy, the planet and our communities. US 
dairy is more than rising to the occasion 
to provide consumers and customers with 
products and practices that meet their 
expectations.”

The 2020 US Dairy 
Sustainability Awards
winners are: 
Twin Birch Dairy of Skaneateles, 
New York (Outstanding Dairy Farm 
Sustainability)
Dirk Young relies on a combination of 
practices to maximise his operation’s 
resources, from using an anaerobic digest-
er to make cow bedding and crop fertil-
iser out of cow manure to using no-till 
and strip cropping in his fields. Young 

Awarding a 
greener future

producers are looking for ways to reduce 
their environmental impact while build-
ing resiliency,” says World Wildlife Fund-
US senior vice president, fresh water and 
food Melissa Ho, who served as one of 
this year’s judges. “These award winners 
show that the dairy community is actively 
working to put its commitment to envi-
ronmental stewardship into action with 
the ultimate goal of achieving a healthy 
and sustainable future for people and 
planet.”

Marilyn Hershey, Pennsylvania dairy 
farmer and chair of the DMI board of 
directors says, “This class of winners 
once again exemplifies how farms and 
companies of all size, scope and philos-
ophy can make a difference that benefits 

The US Dairy Sustainability 
Awards, which honour dairy 
farms, businesses and partnerships 

whose practices improve the well-being 
of people, animals and the planet, have 
recognised six winners for 2020. The 
programme is managed by the Innovation 
Center for US Dairy, which was estab-
lished under the leadership of dairy farm-
ers (through their checkoff) and dairy 
companies. Winners represent American 
dairy’s commitment to sustainability and 
demonstrate how transparency and inge-
nuity lead to sustainable and scalable 
practices that benefit their businesses, 
communities and the environment. 

More than 70 US dairy farms, busi-
nesses and collaborative partnerships 
have been honoured since 2011.

“This year’s winners add to our rich 
history of recognising the true innovators 
and visionaries of US dairy,” says Dairy 
Management (DMI) executive vice pres-
ident of global environmental strategy 
Krysta Harden. “The programme shines 
a light on the many ways our industry 
is leading the way to a more sustainable 
future.”

The awards are judged by an inde-
pendent panel of dairy and conservation 
experts who consider innovation, scal-
ability and replicability when choosing 
winners. Among the criteria to apply 
for the awards is participation and 
good standing in the Farmers Assuring 
Responsible Management (FARM) ani-
mal care programme and use of the FARM 
Environmental Stewardship online tool 
for determining their GHG and energy 
footprint. Both initiatives are part of the 
US Dairy Stewardship Commitment, US 
dairy’s social responsibility pledge to 
consumers, customers and other stake-
holders.

“Now more than ever we are rec-
ognising the value and the fragility of 
supply chains, and both companies and 

 The Innovation Center for US Dairy has selected six 
winners for its sustainability awards this year

Sustainable Conservation, Netafim, 
De Jager & McRee Dairies, Western 

United Dairies of California

P.18-19 ENVIRONMENT√.indd   32P.18-19 ENVIRONMENT√.indd   32 15/07/2020   10:5015/07/2020   10:50



www.dairyindustries.com

Environment

  August 2020  DAIRY INDUSTRIES international  19

explores ways to better adapt to climate 
change, and the results of his work are 
evident. He partnered with an environ-
mental group to ensure good water qual-
ity in New York’s Finger Lakes. The 
findings saw water quality immediately 
downstream of his dairy farm being gen-
erally the same, if not slightly better than, 
upstream water quality. He collaborates 
with researchers and elected officials, and 
the next generation of dairy farmers, on 
sustainable farming.

Rosy-Lane Holsteins of Watertown, 
Wisconsin (Outstanding Dairy Farm 
Sustainability)
Healthy cows and a healthy planet go 
hand-in-hand at Wisconsin’s Rosy-Lane 
Holsteins dairy. The emphasis on cow 
health started with incorporating cattle 
genetic technologies, breeding cows that 
live longer and are less susceptible to 
disease and illness. Genetics has helped 
the farm produce 1.7 pounds of milk for 
every one pound of feed for the milking 
herd. The average US dairy attains 1.5, 
according to Cornell University. Rosy-
Lane is at 1.67 for 2019, meaning it pro-
duces about 70 more semi-tankers of milk 
a year using the same inputs as other dairy 
farms. Another benefit is the farm has not 
used antibiotics on its milking herd in 
over seven years.

Threemile Canyon Farms of 
Boardman, Oregon (Outstanding Dairy 
Farm Sustainability)
Oregon’s largest dairy farm produces 
food with little to no waste, thanks to 
its closed-loop system. This has been 
achieved in part with setting high stand-
ards in animal care and ensuring the well-
being of Threemile’s employees and their 
families. Highlights from the operation’s 
system include mint harvest byproducts 
are included in the cows’ feed, manure is 
used as fertiliser, and its methane digester 
produces renewable natural gas. It pow-
ers natural gas vehicles, which reduce 
fuel emissions by 80 per cent, compared 
to diesel fuel. And the farm’s reputable 
internship programme ensures dairy com-
munity leaders for the future.

Turkey Hill Clean Water Partnership, 
Pennsylvania (Outstanding Supply 
Chain Collaboration)
Runoff and pollution from six states 
including Pennsylvania was severely 
affecting the Chesapeake Bay’s habitat. 
Turkey Hill Dairy partnered with the 
Alliance for the Chesapeake Bay and the 
Maryland and Virginia Milk Producers 
Co-operative to bring together local farms 
and the private and public sectors to help 
dairy farmers develop and adopt conser-
vation plans to better manage soil and 
water on their farms.

Solutions like modern housing for 
cows, manure storage, tree planting, 
stream fencing, cover crops, conserva-
tion tillage and nutrient management will 
improve the farms’ soil, water and manure 
management, improving local waterways 
and the Chesapeake Bay.

Sustainable Conservation, Netafim, 
De Jager & McRee Dairies, Western 
United Dairies of California 
(Outstanding Community Impact) 
California dairy farmers are always inno-
vating ways to re-use water. One of 
those methods includes flood irrigation, 
where water is applied to the soil surface 
and distributed throughout a crop using 
gravity. But applying manure nutrients in 
this method can be tricky and even pose 
a risk to groundwater supplies. In 2014, 
Sustainable Conservation, Netafim and 
De Jager Dairy got together to develop 
a new way: a subsurface drip irrigation 
that uses manure effluent. This system 
means crops can benefit from manure’s 
nutrients, which are applied closer to the 

Innovation Center for US Dairy is a 
forum that brings together the dairy 
community to address the changing 
needs and expectations of consum-
ers through a framework of shared 
best practices and accountability. 
Initiated in 2008 by dairy farmers, 
it collaborates on efforts that are 
important both to them and their 
customers – issues such as animal 
care, food safety, nutrition and health, 
the environment and economics. The 
Innovation Center is committed to 
continuous improvement from farm 
to table, striving to ensure a socially 
responsible and economically viable 
dairy community. See USDairy.com 
for more information

The Innovation Center 

rootzone for improved growth. It also 
means less water is applied and drinking 
water is protected.

Leprino Foods Greeley, Colorado 
Plant (Outstanding Dairy Processing 
and Manufacturing)
This dairy plant exemplifies environ-
mental sustainability with replicable pro-
cesses that ensure all precious resources 
are maximised. Built on an abandoned 
sugar-processing factory’s site, it relies on 
a combined heat and power system with 
electricity from two natural gas turbines, 
meeting about 75 per cent of the plant’s 
power needs. The plant also employed 
technology that uses water from milk 
during the cheese making process to clean 
the facility, reducing the need for fresh 
water. Further, that recycled water goes 
through treatment that results in feedstock 
for the plant’s anaerobic digester, which 
in turn creates renewable biogas. This 
and more adds up to $4.5 million (€3.9m) 
in estimated annual energy cost savings 
from on-site natural gas turbines after a 
five-year payback. Dii

The Leprino wastewater 
digester with biogas engine

Twin Birch Dairy

Threemile Canyon, 
Oregon
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Bubble tea is increasing-
ly popular globally, and 
Inotea Bubble Teas 

have been developed to pro-
vide a quicker version of the 
traditionally made in shops 
beverages. Particularly as 
recent events have shown, 
convenience is key for prod-
uct acceptance, Kevin Kim, 
vice president of operations 
DD&B Solutions, makers of 
Inotea Bubble Teas, told Dairy 
Industries International.

Q. What trends have 
you been supplying with 
ready-to-drink (RTD) 
bubble tea in the US? 
Bubble tea has become the 
choice of beverage, replacing 
dad’s boring black coffee for 
young generations. However, it is dif-
ficult to get a cup of bubble tea in the 
morning especially if you have to go to 
class or work – not to mention the time 
you have to wait in line and in traffic – 
that is, if the stores open that early. The 
average wait time in bubble tea stores is 
more than 15 minutes and they often run 
out of boba, which will add at least 20-30 
minutes. 

Traditional bubble tea makers have 
been telling people it is all about the 
in-store experience, but research shows 
otherwise. Because of the inconvenience 
of getting the bubble tea from the cafes or 
bubble tea stores, DIY versions of bubble 
tea have become a big online business. 
It is not too difficult to find bubble tea 
kits in Asian or international supermar-
kets. However, DIY kits do not solve the 
problem. It merely shortens the time to 10 
minutes on average. Inotea is creating a 
transition of bubble tea trends from stores 
to DIY to the RTD form, and by doing 
that it, is no longer a speciality drink, but 
an everyday drink.

Q. Are there any issues with
putting bubble tea into cans? 
I am not qualified to discuss technical 
difficulties but it is extremely difficult 
to find a beverage manufacturer that can 
fill liquid and solids at the same time. It 

A RTD bubble tea for the US market is introduced 
for grab and go convenience

BUBBLING UP

is different from aloe vera drinks, which 
have solids suspended in liquid.

Q. When was it launched and 
where is it being sold?
Inotea launched on April 2020 and it is 
being sold everywhere. We are still at the 
beginning stages but it is being marketed in 
international sectors, including Hispanic 
markets, while American markets are 
slowly catching up. We have presence all 
over the West and East coasts, along with 
some Midwestern states. Hawaii will start 
selling soon. We also have a presence in 
Belize in Central America and we are 
in talks with a Canadian distributor. All 
this has occurred in two months’ time. 
We currently have four flavours: 
Brown Sugar, Honeydew, Taro 
and Matcha Green Tea Latte. It 
took one year to develop. 

Q. What plans do you 
have to expand? 
We are still in the early stages of 
marketing but we have plans to 
expand the flavour range from 
four to eight to 10 and to expand 
the customer base to all ages, 

and to Europe and Asia. Several compa-
nies have already contacted us on their 
own for distribution but there are no solid 
leads yet.

Q. How has the US drinks market 
changed over the last few years? 
The US has become more health con-
scious, and that trend spilled over to RTD 
beverages, forcing manufacturers to focus 
on low calorie drinks. If you look at the 
hundreds of new items being released, 
they are all low calorie, but not so tasty 
drinks. The sweet beverage market is 
actually becoming a niche market. We 
are targeting younger generations who 
are still active and healthy and counting 

calories is the last thing 
in their minds. While 
Inotea is not considered 
a healthy beverage (is 
there such a thing?) it 
is surprisingly low in 
calories when compared 
to the leading bottled 
coffee brands. We also 
use cane sugar in all our 
products instead of corn 
fructose.  Dii

Kevin Kim
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Cheese Science

be interesting enough, and production 
management could thus be pre-planned 
with the aim of simplifying the flow of 
the entering raw materials.

Finally, the use of pre- 
produced curds could be useful because 
of the easy management of the microbial 
cultures involved, similar to other prod-
ucts (Barone and Parisi 2020; Haddad 
2017).

On the other side, it may be observed 
that many products, including cheeses, 
can be realised in a country with different 
features, and not be dependent only on the 
national “cultural heritage” and techno-
logical habits (Delgado et al. 2016).

The reasons for this apparent diversifi-
cation in a single country may be ascribed 
to the natural differences between cheese 
producers in the same nation, region, or 
local area. Different versions of the same 
product into a geographically and his-
torically defined area can be responsible 

Mozzarella cheese, 
traceability, consumer choices 

and chemometrics

On the other side, chemometrics may 
be interesting when speaking of cheese 
production. Apparently similar cheeses 
from different curds of the same country 
might have dissimilar features, and conse-
quently will have different success from 
the consumers’ viewpoint.

This reflection could help future tech-
nologists to plan a first-level screen-
ing control for cheese raw materials, 
with the aim of pre-classifying curds for 
particular production streams.

HITS strategy 
The use of cow’s milk curd in producing 
a  typical mozzarella cheese can be an 
advantage for a cheese making industry, 
instead of using the local milk. Logistics, 
manipulation, working procedures and 
the management of good manufacturing 
practices and hygiene risks would be 
simplified.

Moreover, obtainable good yields can 

The current market for cheeses 
worldwide is facing many chal-
lenges, including the succession of 

cyclic overproduction periods, the avail-
ability of similar cheeses or raw material 
prices in the same economic area, and 
the possibility of non-production related 
crises, such as the ongoing Covid-19 
pandemic. (Barone and Parisi 2020; 
Haddad and Parisi 2020; Mania et al. 
2017)           
   With reference to cow’s milk cheeses, 
the original raw material is available as 
liquid milk or in form of refrigerated or 
frozen cow’s milk curds. (Delgado et 
al. 2017; Haddad and Parisi 2020) The 
liberalisation of prices and the globali-
sation of the cheese markets have also 
enhanced the international requirements 
for a reliable hygiene, integrity, traceabil-
ity, and sharing (HITS) strategy (Parisi 
and Haddad 2020).

Concerning the issues of traceability 
and authenticity, a joint effort by differ-
ent food business operators is needed. 
However the same thing can also be 
affirmed, when looking at consumers’ 
choices for a particular cheese typology 
in a certain region.

 Carmelo Parisi, Caterina Barone, Sharaf S Omar and 
Ramesh Kumar Sharma look at traceability in the 

world’s most popular cheese
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for the diversification of sensorial and 
technological features of food products, 
with commercial consequences by the 
consumers’ viewpoint, in terms of pref-
erence. However, some other possibilities 
exist, and these could also be investigated 
as a commonly observed characteristic of 
the modern food industry. 

Chemometrics
Could a typical food have different ver-
sions? Should the answer be positive, 
many factors would have to be evaluated 
in advance. One of these factors is surely 
the typology of the raw material used, and 
cheese is peculiar because the main raw 
material is milk.

Should cow’s milk curd be used in 
cheese production, a significant part of 
the process would be probably carried out 
in a different factory as compared with 
the location of the final product.

This situation can be observed when 
speaking of industrial mozzarella cheese. 
On this basis, it can be inferred that one 
raw material type can be used with the 
aim of producing more than one cheese 
typology.

In addition, one cheese can be produced 
from two similar, or different, cow’s milk 
curds, if used together. Other possibilities 
can occur, on condition that the typology 
of the curd is equal. As an example, all the 
curds in a particular mixture are obtained 
from pasteurised cow’s milk, with the 
specified features and the possible iden-
tification of the countries producing the 
milk, noted.

However, it has to be considered that 
a single production of mozzarella cheese 

can be obtained from two or more iden-
tified cow’s milk curds in the same pro-
cess, from the initial melting to the final 
packaging, provided that the definition of 
the final cheese is not in contrast with the 
initial milk typologies. These variations 
include whether the milk is from cows or 
buffalos,  the milk is pasteurised or sub-
ject to other thermal treatments, whether 
it is organic or regular milk, the particular 
geographical origins of the milk, and 
whether curdling is done via enzymes 
or by using alternative methods, among 
other options. 

Differences
Could these cheeses be perceived dif-
ferently from the sensorial angle? The 
answer is important, because consumers 
have different preferences in different 
countries, at least. 

Consequently, one consumer could find 
a cheese having either questionable or 
excellent features, depending on how the 
“national” identification of this cheese 
with a peculiar typology sits. For exam-
ple, “yellow” mozzarella cheese may be 
acceptable, if compared with a traditional 
“white” mozzarella cheese.

One question has many possible 
answers, and the nature of curds – low 
moisture, low pH, high fat matter, etc – 
may be also dependent on the national 
or geographical origin of the milks and 
resulting curds.

Could technologists also be able to pre- 
classify curds of different origins 
or nationalities by means of a simple 
chemical and microbiological analyses? 
The answer is yes, when looking at modern 

chemometric investigations.
Chemometrics concerns computer- 

assisted mathematical techniques able to 
extract information from complex and 
multivariate datasets with different aims 
(Nunes et al. 2012; Parisi et al. 2016). 
The pattern recognition of certain cheese 
products can be easily obtained by the 
means of principal component analysis 
(PCA) and hierarchical cluster analysis 
(HCA).

Clustering analysis
As an example of this method, Figure 
1 shows a PCA/HCA dendrogram of a 
simulative study concerning 24 differ-
ent cheeses with the same “mozzarella” 
name, where the data used relates to only 
moisture, fat matter, and pH values. All 
of the data ranges from 48-52, 18-24 and 
5.30-6.30, respectively.

For this result, the free-user software 
Chemoface, version 1.64 (Nunes et al. 
2012), at www.ufla.br/chemoface, was 
utilised. In this simulation, the HCA-
related dendrogram result showed that 
three cheese groups (with blue, red, and 
green colours) are similar enough and 
were probably produced with very similar 
curds, while some of the other cheeses 
were really different, as seen in some of 
the other samples, such as sample 1.

The reason may be probably the single 
or main use of one particular raw material 
for similar cheeses, while other cheeses 
were produced differently. This informa-
tion may be helpful, if the commercially- 
preferred mozzarella cheese belongs to 
one specific group only.

Consequently, further use of multi- 
variate-analysis techniques may be 
interesting enough to look at, when iden-
tifyingf consumer preferences and the 
traceability of the raw materials used in a 
particular type of cheese.  Dii
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Hierarchical clustering analysis. This dendrogram
concerns a simulation concerning 24 different cheeses 
with the same “mozzarella” name

Figure 1
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Supermarkets and convenience 
stores in Taiwan are making room 
for an expanding and dizzying 

array of fresh milk products. With some 
of the highest consumer milk prices in the 
world and local dairy farmers struggling 
to meet demand, especially in the peak 
summer months, this is good news for 
exporting overseas producers.

Many convenience stores checked in 
Taipei by Dairy Industries International 
currently stock fresh milk from as many 
as 12 producers or more, ranging from 
local industry leaders Uni-President and 
Kuang Chuan Dairy, to social enterprise 
Puremilk, Taiwan tourist farm Chulu 
Ranch and Australia’s Burra Foods. 
Varieties came in full fat and skimmed, 
some with added vitamins, calcium or 
protein, others blended with soybeans 
or peanuts, or flavoured with chocolate, 
coffee, papaya, honey or apple (50 per 
cent or more milk content). Fresh Delight 
(part of US company Standard Foods) 
even offers a lutein-fortified milk that 
pours out yellow from the carton. Less 
than five years ago, there was less than 
one-third of such milk choices in Taiwan. 

Market data tells the same story. The 
Taiwanese are really getting a thirst for 

fresh milk. According to Italy-based dairy 
consultancy CLAL, per capita Taiwan 
consumption of milk has been rising 
steadily since 2012, and more steeply 
since 2018. In 2019, the per capita milk 
consumption in Taiwan was 18.89kg, a 
rise of 6.7 per cent year-on-year.

Market research provider Euromonitor 
International reported that Taiwan spent 
Taiwan new dollars $18.2 billion (€549 
million) on fresh milk and cream in 2019, 
up from TW$17.4bn (€525m) in 2018. 
Its projections for this year and 2021 see 
that rising about another three per cent 
per year, or an extra TW$594.2 million 
(€17.9m) and TW$601.6m (€18.2m), 
respectively.

Healthy option
Dairy industry workers and market ana-
lysts identify the drivers behind this 
demand as a growing perception of dairy 
as a healthy option, thanks in part to a 
government initiative.

In recent years, Taiwan’s ministry 

of health and welfare has been urging 
Taiwanese to “drink a glass of milk twice 
a day.” The ministry’s Health Promotion 
Administration marked World Milk Day 
this June by encouraging people to drink 
more milk as a good source of calcium.

Christina Chien, analyst at Euromonitor 
International, says, “The growth of [dairy] 
product varieties in offline stores is main-
ly driven by the increasing demand for 
health concerns… consumers are willing 
to spend more when it comes to products 
related to their health.” In particular, fla-
voured milks are doing well as a healthier 
alternative to alcohol, she said. “As more 
and more consumers care about healthy 
and mindful eating, drinks containing 
more than 50 per cent milk are very com-
mon in the market now.”

One variety fortified with calcium, 
comes in a carton decorated with the 
photo of a doctor dressed in a white coat, 
stethoscope dangling around his neck and 
the slogan, ‘Recommended by doctors’ 
in Chinese.

Taiwan

Taiwan gets a taste 
for fresh milk

   More producers and new products are driving the 
nation’s demand for fresh milk in small packages. 

Dinah Gardener in Taipei reports

Taiwanese supermarket shelves are increasingly packed with diverse milk products Credit: ericnvntr

Marketing for milk from Tunghai Dairy, from the 
Tunghai University Farm, Taichung, Taiwan 
Credit: Daderot
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Monk fruit

A growth in coffee culture within 
Taiwan is also having a big impact. A 
2019 Euromonitor report on the dairy 
industry noted the “increasing popularity 
of drip coffee [is] providing a boost to 
fresh milk sales, while specialist coffee 
shops and dessert cafés [were] among 
the most dynamic formats in consumer 
foodservice in 2019.”

Yu-bin Chen, the owner of family-run 
Hong-an Dairy Farm, with 200 Holstein 
cows in Tainan in southern Taiwan, also 
puts rising demand down to increased 
milky coffee sales. “There are more cafes 
now like Starbucks and [local leading 
franchise] Louisa and people are trying 
all different kinds of coffee… the coffee 
market is growing, it’s just like an explo-
sion and coffees like lattes and cappucci-
nos need milk,” Chen notes. 

Fluid milk imports are controlled via 
a tariff rate quota (auctioned annually, 
set at 21,298 tonnes with tariffs at 15 per 
cent), out-of-quota tariffs at TW$15.6 
(€0.47) per kilogram, and special safe-
guards (SSG) when either the volume or 
unit price goes too high, when an addi-
tional 33.3 per cent surcharge is applied 
on top of the tariff.

Overseas producers can tap this grow-
ing demand and still make a profit despite 
these protections. A 2019 US Department 
of Agriculture report argues, “Despite the 
formal market access limitations caused 
by the quota and SSG, fluid milk imports 
remain competitive given Taiwan dairy 
farmers’ high cost of production.” That 
high cost translates into top prices in 
stores, some of “the highest in the world,” 
Euromonitor’s Chien says. Taiwan’s milk 
prices are almost four times as expensive 
as those in the US, for example.

Hong-an Dairy farm has a long term 
contract with the top producer, Uni-
President, which holds almost 30 per cent 
of the market share. Producers buy raw 
milk from farmers for between TW$28-
32 per kg (€0.84-€0.96), Chen explains. 
By the time it reaches the stores, a carton 
of 375ml (a typical size in Taiwan, where 
small and convenient rules), or about 1/3 
kg, costs TW$35 (€1.05) or more.

Local production costs are high because 
the majority of forage is not grown in 
Taiwan. “We have to import a lot of silage 
from overseas, such as hay,” Chen says.

Another issue is technology. Tony Ko, 
a researcher at Puremilk, explains, “If you 
want to raise cows in Taiwan, because of 
the humidity and high temperatures, you 

need to enhance your equip-
ment and that’s not an easy 
job.” The company, which 
has about two per cent of 
Taiwan’s milk market, seeks 
to give dairy farmers a fair 
price for their raw milk and 
to help them modernise 
farming practices to better 
compete against overseas 
producers.

Meeting demand
Although local production 
has been steadily rising, it 
struggles to meet demand. 
According to Taiwan 
Council of Agriculture 
(COA) statistics, in 2019 
Taiwan’s 553 dairy farms 
produced almost 432,000 
tonnes of raw milk, mak-
ing a demand shortfall of 
just under 60,000 tonnes, 
according to Taiwan’s cus-
toms administration statis-
tics. More than half of the resulting 
imports is supplied by the US, with other 
major suppliers being New Zealand, 
France and Australia. New Zealand 
has an edge from a 2013 Free Trade 
Agreement with Taiwan, which will see 
all quotas and tariff restrictions on New 
Zealand milk lifted by 2025 (currently 
its tariff-free import quota is set at 8,500 
tonnes).

So far, Covid-19 has not dented the 
market. The country has succeeded in 
containing the virus through tracing and 
testing, with less than 500 cases and a 
total seven deaths, without a lockdown. 
“We haven’t been impacted by Covid-
19,” says Chen. “The Taiwanese gov-
ernment has done everything to keep 
everyone healthy.”

US imports have also remained unaf-
fected. According to William Loux, US 
Dairy Export Council (USDEC) director 
of global trade analysis US year-to-date 
exports of fluid milk to Taiwan were up 
10 per cent January-April and 16 per cent 
during April, “the first month where we 
would have expected to see purchases 
pull back if related to Covid-19.”

In fact, Covid-19 has boosted the 
sale of dairy ingredients used in baking, 
according to the French Trade Office in 
Taiwan. In a 2020 report, it commented 
that sales of milk, creams, and butters 
have risen, with the pandemic encourag-

ing more people to take up 
baking after work.

Going forward, analysts 
and exporters are upbeat 
about the prospects for 
Taiwan dairy, with the 
country’s economy pro-
jected by the government 
to grow 1.6 per cent in 
2020, despite Covid-19. 
Demand for fresh milk 
will stay strong so the 
focus should be on pro-
moting health and quality, 
says Euromonitor’s Chen. 
“Consumers look for prod-
ucts either with specific 
functions or using better 
ingredients and trustwor-
thy sourcing.” Angélique 
Hollister, USDEC vice 
president for global cheese 
marketing, adds that 
Taiwanese consumers “are 
looking for healthy food, 
so companies should mar-

ket the nutrition benefits of cheese to 
further encourage consumption.”

Yu-wen Li, the general manager of 
Fonterra Brands business in Taiwan, one 
of the main New Zealand dairy exporters 
to Taiwan of milk powder, UHT milk, 
cheese and butter, says her company was 
looking to take advantage of the FTA by 
pushing extended shelf life (ESL) milk. 
“ESL products could have high potential 
in Taiwan region. given the fresh [milk] 
market has been on a fast track these 
past few years,” Li told Dairy Industries 
International.

The firm also sees scope to expand 
into less affluent segments of Taiwan’s 
market, offering a range of affordable 
cheeses. “For consumers and food ser-
vice, cheese is growing at a good pace. 
While we can keep the momentum with 
our high-quality products, there are low 
tier markets, which is white space for 
Fonterra. We need to find cost competi-
tive products to tap into these.”

Convenience will be a big factor in 
determining which products are success-
ful, adds Hollister. “The Taiwanese pri-
marily consume cheese as a snack, on 
sandwiches or in bakery items. With any 
company who wants to export to Asia, 
I suggest its adapts the packaging to 
small and/or individual packs. Standard 
US sizes are too big for non-traditional 
cheese eaters.”  Dii  

A carton of whole milk produced 
by Taiwanese firm I-Mei Foods. 

Credit: I-Mei
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Technology

the pandemic surely hammers home the 
urgency that we need to overhaul the food 
system for the sake of public health, food 
safety, and food security.”

Q. What does the process 
entail? 
We start off the process with cells that we 
can get from various sources, including 
from the milk itself, then multiply these 
cells. After which we put them in our 
in-house special lactation media, which is 
a liquid of various components that is nat-
urally present in the living mammals. The 
cells then convert this lactation media 
into milk. Using the cell-based approach 
described above can allow us to create 
the complete milk as we are mimicking 
the environment that is present inside the 
living mammals.

What is really special about our cell-
based milk production method is that cells 
are not consumed in the entire process, 
unlike in cell based meats. Using mam-
malian cells as bio-factories, the milk 
produced by our proposed approach has 
the ability to match nutritional content, 
taste, and quality of natural milk. This is 
because the same cells that produce milk 
in the mammals are cultured and induced 
to secrete milk using our methods. 

We are optimising the conditions in 
the bioreactors that churn out milk. By 
the end of this year, our target is to churn 
out five litres of milk every 24 hours in a 
continuous flow, small scale bioreactor. 
By the third quarter of 2021, we aim to 
increase this to a commercial scale biore-
actor of 50,000 litres.

Q. How do you intend to market 
this technology?
We are looking at licensing our tech-
nology to dairy conglomerates and co- 
developing SKUs with them. We aim 

Making milk at 
a cellular level

an event about cell-based meat. While 
speaking to him, she raised the feasibility 
of using similar cell-based methods to 
create milk instead. Together with a few 
scientists who deemed their idea scientifi-
cally possible, Lin and Rye then dove into 
the science behind creating milk using 
cells. After some research breakthroughs, 
they founded TurtleTree Labs.

Over the past year, TurtleTree Labs has 
assembled a team of more than 20 full-
time scientists and engineers. With sup-
port from the Singaporean government, 
the start-up has been privy to an array 
of resources that provided TurtleTree 
Labs with a financial boost, enabling it 
to continue working during the Covid-
19 pandemic. David Yeung the founder 
of Green Monday Group, one of Turtle 
Tree’s investors, says, “Food tech inno-
vation in Asia is way overdue. If the 
rapidly deteriorating climate change situ-
ation isn’t enough to convince the world, 

T urtleTree Labs is the world’s first-
cell based biotechnology company 
creating real milk from mamma-

lian cells, without the need for animals, 
the company says. As a platform, the 
company’s focus is on high value human 
breast milk followed by cow milk. Using 
proprietary cell-based methods, the team 
will work with industry leaders to adopt 
sustainable and safe methods to create 
milk. Its focus plans to reduce the carbon 
footprint on the planet, while creating 
milk free of contaminants. The inno-
vation will hopefully provide millions 
access to safer, reliable and higher quality 
dairy products. Jenn Lim, head of busi-
ness development for the company, spoke 
with Dairy Industries International about 
the business and its plans. 

Q. How did the idea come 
about?
Co-founder and CEO Fengru Lin had a 
hobby of making cheese. What started 
as a passion to make cheese turned into 
a hunt for good quality milk. Fengru 
travelled to many dairy farms in Asia 
(Indonesia, Thailand, etc.) to source 
for milk that would allow her to create 
the cheese. Her sourcing attempt failed 
when she witnessed the poor conditions 
of farms in the region – poor animal 
hygiene, cows pumped with hormones, 
contaminated water – all of which nega-
tively impacted the milk’s quality. 

Fengru, who was then an account 
manager at Google, met Max Rye, her 
co-founder, when he was speaking at 

 Making real milk from mammalian cells, TurtleTree is 
on the cutting edge of dairy technology in Singapore

TurtleTree founders Max Rye, left and 
Fengru Lin, began their quest after 

failing to find high quality milk 
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to sign our first licensing agreement as 
early as mid 2021. There are a number 
of potential customers we are speaking to 
and we feel that there’s strong potential 
in the APAC and Americas market to start 
off our licensing agreement.

We are speaking to the largest cheese 
maker in the US and the largest dairy 
company in New Zealand. Having this 
business-to-business licensing model 
allows us to have greater outreach at a 
much faster scale. 

Q. How can this be helpful where 
traditional agriculture may be 
more of a challenge?
Climate changes will shift the location 
of dairy production to areas with more 
sustainable water supplies and growing 
seasons. In Singapore, where land space 
is scarce, traditional cattle farming makes 
producing and manufacturing milk local-
ly extremely difficult.

Moreover, based on US Department of 
Agriculture reports, heat stress on dairy 
cattle can reduce milk production and 
fertility. This makes cattle farming in 
tropical countries challenging.

Our technology enables milk produc-
tion to happen in any part of the world, 

as long as there is access to clean water 
and electricity.

Q. What does it require to pro-
duce it in quantities sufficient for 
areas such as infant nutrition?
Our in-house bioprocessing team is work-
ing with equipment manufacturers in 
order to build out our commercial scale 
bioreactor to produce SKUs at viable 
quantities for global dairy companies. 

Q. How will the marketing plan 
work for the business?
TurtleTree Labs is focused on a B2B 
licensing and royalty model. Looking up 
to the ARM semiconductor’s business 
model, TurtleTree Labs aims to become 
the largest milk technology provider with-
out investing heavily in a large scale man-
ufacturing plant.

Our business model includes licens-
ing out our intellectual property to help 
dairy manufacturers to create their own 
sources of milk using our patented meth-
ods. Working with a network of contract 
manufacturers, we will help the dairy 
conglomerates attain clean, standardised 
and consistent sources of milk.

In addition to licensing fees, we will 

also receive royalties based on the volume 
produced by the dairy manufacturers.

Every milk produced using our meth-
od that goes out to the market will be 
printed with the TTL logo, where it can 
be recognised by consumers (much like 
how the organic logo is printed on car-
tons). It symbolises quality, sustainability 
and safety. In adopting this model, we 
can remain capital light and focus on 
research and development, while making 
an impact in the dairy market.

Q. What do you plan to do with 
the new investments?
The recently raised US$3.2 million 
(€2.8m) in funds from global will be 
primarily for several key activities includ-
ing accessing technological resources to 
accelerate our development, bioreactor 
design and development and our pilot 
plant activities.

Investors taking part in the TurtleTree 
Labs seed round are Green Monday 
Ventures, KBW Ventures, CPT Capital, 
Artesian, and New Luna Ventures. 

The initial investment was led by New 
York-Hong Kong based Lever VC in 
2019, with investors coming from various 
parts of the world.  Dii
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On 19 March this year, UK brand 
agency Osborne Pike received 
an invitation to pitch for the cre-

ation of a new global brand. So far, so 
normal, but these were not normal times. 
Europe had just gone into lockdown, and 
businesses were just getting used to work-
ing remotely from home. Handshakes in 
conference rooms were replaced by video 
calls on Zoom and Microsoft Teams, from 
laptops on the kitchen table or the spare 
bedroom. 

Osborne has worked with Friesland 
Campina’s global cheese category team 
on consumer-facing brands around the 
world. But B2B wasn’t something it had 
a great deal of experience in, let alone a 
highly technical area like health benefit 
solutions, with cutting edge nutrition sci-
ence behind every ingredient. 

Since all trade shows, conferences and 
exhibitions were cancelled or postponed, 
the launch would need to take place com-
pletely online. No physical brochures, 
product data sheets or face to face sales 
meetings. 

There were many questions that bub-
bled up. What was our recommendation 
for communication strategy and content, 
in the context of rapidly developing sci-
ence and consumer understanding? What 
media channels would work best? 

How would the new brand relate to 
its parent organisation, the adult nutri-
tion division of FrieslandCampina 
Ingredients? And how would it manifest 
itself across a number of separate health 
benefit areas such as gut health, sleep 
health and immune health? 

One last detail was that it was launch-
ing in two months.

In the deep end
With that many barriers to entry there 
was only one possible response: jump in 
and start swimming. That meant a very 
rapid immersion in the dairy ingredients 
business, and the rapidly growing body 
of science behind prebiotics, proteins and 
micronutrients and their role in support-
ing human health.

We were successful in our pitch thanks 
to two main factors: a strategic opin-
ion on the changing face of healthcare 

Creating and launching a new functional ingredients 
brand in a lockdown is a challenge, says Steve Osborne 

No guts, no glory

and the brands that are emerging in this 
space; and a detailed plan to manage the 
complex and challenging process within a 
very tight timescale. 

Luckily our client had the most impor-
tant ingredient for such an ambitious tim-
ing, which was an already trademarked 
brand name: Biotis .

Our first challenge was to propose a 
logical brand hierarchy that encompassed 
FrieslandCampina Ingredients, Biotis, 
Biotis sub-brands (eg, Biotis Gut health), 
individual health benefit solutions, and 
finally, the functional ingredients them-
selves. 

Creatively, this meant that the brand 
mark had to be very flexible – combining 
with other brands, descriptors and pay-
offs and keeping the specific health bene-
fit areas (HBAs) clearly separate. Within 
all of these roles, it needed to quickly 
attract recognition and awareness, among 
existing customers and potential custom-
ers in new market sectors.

Social distancing
Having originally planned for a physical 
launch at Vitafoods Geneva in May, the 
postponement of that event changed the 
approach completely. With no physical 
materials being produced at all, the focus 
from the beginning was on digital execu-
tion, with the website as the hub.

Given the complexity of the subject 

matter, with scientific back-up an integral 
part of the launch, we also wrote and 
designed two digital brochures. The first 
covered the strategic ambition and scope 
of the Biotis parent brand, while the 
second presented the commercial and sci-
entific impetus behind Biotis Gut health, 
as well as the solutions being offered and 
ideas for immediate applications.

Technical specifications and detailed 
application suggestions became digital 
documents, accessible after data capture 
from the resources section of the website.

Communications and advertis-
ing moved online, harnessing existing 
media and social media channels used 
by FrieslandCampina Ingredients to link 
with Biotis messaging. Webinars, pod-
casts and social posts (on Linked In and 
Twitter) have been carefully branded to 
clearly link the new Biotis brand with the 
well-known organisation behind it.

A short brand video has been created 
for Biotis to give customers an instant 
overview, and this will be supplemented 
by videos specific to health benefit areas 
and the unique solutions being developed. 
We feel confident that the brand’s digital 
launch and ongoing communications can 
deliver just as big a splash as in the good 
old days of trade shows, conferences and 
exhibitions. Dii

Author: Steve Osborne is MD of 
Osborne Pike, osbornepike.co.uk
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lised during the packaging process. The 
necessary settings are determined at the 
pilot facility and subsequently transferred 
to the customer’s own production sys-
tems. This yields the optimal decontami-
nation process for the respective product.  

Microbiological and chemical tests 
are one way to answer key questions 
in packaging design – mechanical and 
mechatronic tests are another. For exam-
ple, when a consumer grabs a cup of 
yogurt from the chiller cabinet, he or 
she assumes that it actually contains the 
150 grams of product that it claims to. 
Dosing precision is just as important for 
manufacturers, since product waste harms 
both profitability and the environment. 
Consequently, food manufacturers who 
plan to purchase or refit filling systems 
are well advised to experiment with the 
best settings for dosing their product on 
a small scale. Especially for complicated 
filling tasks like layered desserts, test dos-
ing runs can be extremely helpful.

In turn, perfect sealing is indispensable 
for ensuring product hygiene and optimal 
shelf life. Sealing tests are used to gauge, 
optimise and validate the sealing perfor-
mance of new packaging products. New 
and unconventional sealing solutions are 
required, especially in combination with 
highly recyclable mono-materials. In this 
context, representative tests conducted 

Testing 
times

Königsbrunn, formerly Bosch Packaging 
Technology. Tomschi is also head of 
Syntegon’s Ampack Technikum, which 
offers a testing centre to help answer 
these questions. 

Trials underway
Dairies and food manufacturers that want 
to conduct filling trials normally do not 
have the requisite resources to aseptically 
fill new products on an experimental 
scale. Using their own filling and pack-
aging equipment is not an option, since 
the throughput rate would be far too high, 
and interrupting their normal production 
would be cost-prohibitive. Small testing 
facilities are the answer, especially when 
they are operated by machinery manufac-
turers like Syntegon, with testing centres 
such as the Ampack Technikum. Here, 
sterilisation, dosing precision and sealing 
can be tested on a small scale, before tak-
ing the step of refitting existing machines 
or constructing new ones.

When it comes to sterilisation, testing 
is essential, particularly for manufacturers 
and packagers of delicate products like 
baby food. The sterilisation of new cups 
or packaging materials can be effectively 
assessed in Königsbrunn. After all, new 
containers can only be used in produc-
tion when and if they meet the hygienic 
requirements and can be reliably steri-

From yogurt to baby food, the range 
of liquid and viscous food prod-
ucts is growing steadily. Dairies 

and food manufacturers are continuously 
defending and expanding their market 
share with fresh ideas. This also poses 
new challenges for packaging solutions. 
Consumers expect cups and containers 
that are produced as sustainably as possi-
ble, without compromising product pro-
tection or shelf life. At the same time, 
food manufacturers want a packaging 
process that is as fast, safe, precise and 
hygienic as possible. Expert technical 
support can be indispensable to make the 
right choices. 

A variety of questions can arise in the 
context of new packaging designs. Is the 
packaging optimally suited to the prod-
uct, or are there better alternatives? Do 
the packaging’s barrier properties offer 
sufficient product protection and shelf 
life? What degree of sterilisation does the 
packaging machine need to deliver, and 
which sterilisation methods are best suit-
ed to the task? And lastly, if consumers 
want to buy the product.

“Sustainably developing new prod-
ucts requires close partnerships between 
food manufacturers, material suppliers, 
and machinery manufacturers like us,” 
says Korbinian Tomschi, head of process 
technology at Syntegon Technology in 

 Packaging solutions can be tried out at Syntegon’s 
Ampack Technikum laboratory in Königsbrunn
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under real conditions will lead to the right 
decisions in the packaging process.

For this type of test, the Ampack 
Technikum offers not only a laboratory, 
but also test stands and a small, aseptic 
filling machine that can also be rented. 
It allows manufacturers to fill small test 
batches to determine how merchants and 
consumers respond to their product and 
its packaging while still in the develop-
ment phase.

Technological answers 
Testing packaging solutions that do not 
even exist yet or adapting packaging 
for new applications is one of the most 
exciting aspects for laboratory work. “For 
instance, in the future, yogurt cups might 
have a completely different shape or be 
made of a different material. Our goal 
is to use our extensive portfolio and 
expertise to find technological answers to 
ecological questions,” Tomschi explains. 
Research into sustainable materials and 
accompanying test series are intended to 
find alternatives to conventional plastics, 
and to improve the recyclability of pack-
aging so as to reduce plastic litter. 

High-density polyethylene (HDPE) is 
frequently used in the food sector. It 

retains its shape even at high tempera-
tures, and its excellent barrier properties 
ensure a long shelf life. At the same 
time, PET offers a popular alternative for 
packaging material due to its recyclability 
but is difficult to sterilise using hydrogen 
peroxide. Effective sterilisation and pro-
cessability can be achieved with the right 
combination of various machine para- 
meters and material properties.

Basic research
The complex interactions between these 
parameters are at the heart of Leonie 
Kempf’s doctoral dissertation. As a 
food technology specialist, she works 
at Syntegon’s Technikum and is the 
first doctoral candidate to work at the 
Königsbrunn site. She is currently inves-
tigating the various parameters that influ-
ence the sterilisation of packaging, espe-
cially those that are relevant for hydrogen 
peroxide-based sterilisation.

For this purpose, a testing unit at the lab 
was completely redesigned and equipped 
with various monitoring sensors. The unit 
is suited for research, as it can be quickly 
refitted to accommodate cups, bottles, 
large and small containers and various 
formats. It can also be used to run ster-
ilisation tests for customers’ packaging 
designs.

Kempf’s first question is always: how 
can this bottle or cup be effectively ster-
ilised, while using as few resources as 
possible? “There is a broad range of 

The future of filling is taking shape in a 
former warehouse at the Königsbrunn 
site of Syntegon, formerly Bosch 
Packaging Technology. The site is 
home to production halls in which 
Ampack packaging machines for fill-
ing liquid and viscous food products 
have been manufactured for over 40 
years. The 450sq m technical centre 
was completely renovated in 2018, at 
a cost of roughly €1 million, and sup-
plied with key equipment.

Today the Technikum is a research 
and development center for the dairy, 
food and beverage industries. The 
microbiological lab is used for assess-
ing packaging and machine sterili-
sation, while the main hall features 
an aseptic filling machine and var-
ious test stands that replicate the 
functions of large filling facilities. To 
evaluate customers’ new products, 
not only microbiological and chemical- 
technical tests are offered, but also 
research and development services, 
eg, to validate specific functions, mod-
ules and applications.

Syntegon’s 
Ampack Technikum 

influences and effects to bear in mind, 
depending on the material and package 
form,” she says. The testing unit is also 
connected to a digital recording system, 
the results of which she subsequently 
analyses with the aid of the Fraunhofer 
Institute for Casting, Composite and 
Processing Technology (IGCV).

New formats 
The future of packaging viscous products 
will depend on basic research, and on 
concrete development work. Food manu-
facturers can benefit from using a highly 
realistic setting to clarify many of the 
questions involved in introducing a new 
product in advance. Does the filling work 
smoothly? Are sterile conditions main-
tained? Does the sealing quality meet 
our expectations? What are the preferred 
dosing pattern and outcome? Testing a 
proposed fine-tuning for a large facili-
ty on a small scale in advance offers a 
significant advantage: afterwards, it can 
be directly and safely carried out at the 
manufacturer’s plant. 

“Our goal is to promote a more sustaina-
ble and flexible processing and packaging 
industry. To do so, we need not only our 
own experts, but also the support of our 
partners and customers. By collaborating 
with them, we can develop and imple-
ment innovative packaging solutions and 
more efficient processes. Together, we 
can assess the entire process, from start to 
finish,” Tomschi concludes.  Dii

As a doctoral candidate at Syntegon’s 
Königsbrunn site, Leonie Kempf is 
investigating the sterilisation of 
packaging materials
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Safety

study indicated that nearly 15 per cent of 
the complainants had reportedly suffered 
an injury or illness, which was attributed 
to the foreign material.

As the global food supply chain grows 
increasingly complex, the FDA’s Food 
Safety Modernization Act (FSMA) has 
shifted focus from response to prevention 
and is driving the adoption of track-and-
trace technologies in all sectors. But 
despite stricter regulatory measures to 
prevent physical hazards from occurring, 
recall incidents increased in the US by ten 
per cent between 2013 and 2018. 

Although most dairy recalls are precau-
tionary, cases of undeclared ingredients, 
for example traces of allergens like nuts, 
or foodborne pathogens, including e-co-
li, means that dairy processors need to 
be more circumspect about allergen and 
cross contact contamination control. 

Cutting corners on safety could be an 
expensive mistake in the long term. Many 
equipment manufacturers highlight the 
significance of strategic planning when 
selecting critical control points to opti-
mise inspection lines. 

Investment
Before selecting the type of inspection 
equipment, buyers should first determine 
the potential sources of contamination on 
the particular product line and manufac-
turing process. Take a step back and look 
at each processing point, the equipment 

Identifying the 
contaminants 
in the chain

occur through ingredients used during 
processing (insects, fruit pips, eggshell, 
stones, sticks, plastic fragments and 
feathers etc.) and could even be intro-
duced from packaging material, such as 
paper and glass. Additional objects that 
fall under the category include those 
accidentally exposed by the workforce, 
for example fingernails, hair, jewellery or 
processing tools.

The processing of ingredients upstream 
means that many dairy processors inspect 
in liquid form using pipeline systems 
before inspecting packaging dairy prod-
ucts again using conveyor metal detec-
tors. By introducing a system upstream, 
detection levels are enhanced. 

For example, utilising x-ray technolo-
gy, Sparc’s Iris Pipeline inspection sys-
tem is capable of identifying a variety 
of different physical hazards including 
bones, teeth, metal, glass, ceramics, and 
high-density plastic in semi-solid dairy 
products and fluids, including dairy-based 
drinks. The high resolution of the 0.4mm 
x-ray sensor allows it to detect foreign 
materials. 

Recalls
The threat of ignoring these risks is sig-
nificant. In one study, the US FDA found 
that approximately one-quarter of all food 
related complaints it received over the 
course of a year involved the presence of 
a visible foreign contaminant. This same 

Dairy processors are faced with the 
challenge of catering to diverse 
consumer tastes while maintain-

ing production line efficiency. But one 
focus that must never change is how 
best to maintain safety across the dairy 
production chain. To avoid financial and 
reputational damage caused by physical 
contaminants, Sparc Systems has identi-
fied the common contamination culprits 
in dairy products and how to improve 
identification and consequently avoid a 
costly recall. 

The first duty of any food manufacturer 
is to supply customers with dairy prod-
ucts that are safe. By removing contam-
inants, a supplier can ensure consumer 
safety, comply with regulatory standards 
and offset the risk of waste and recalls, all 
of which can cause significant damage to 
a business. 

The most common culprits include 
metal, in fragments that break off during 
mechanical cutting and blending opera-
tions, glass, from storage or packaging, 
and hard plastics introduced by fatigued 
tools and equipment. But despite recent 
legislation focusing on prevention rather 
than control, identifying physical con-
taminants isn’t always as straightforward 
as it may seem.

Hazards
Each sector comes with its own set of 
risks. In dairy, physical hazards may 

 The common contamination culprits in dairy
products and how to improve identification, 

according to Sparc Systems

Hard plastics, along with 
metal and glass, are the 
common culprits of foreign 
food contaminants,
representing one-quarter
of all FDA food complaints
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that’s being used, and every possible con-
tamination scenario. Companies should 
revisit this regularly as part of a HACCP-
compliant assessment plan and don’t wait 
for a crisis to hit before developing a 
recall response. 

If the most common contaminant is 
metal, it is advisable to consider a highly 
sensitive metal detector as a first option. 
For dairy processors, product effect is 
an important consideration. It is caused 
by moisture and minerals in conductive 
products, including cheese, yogurt, and 
other dairy desserts.

Previously, manufacturers of ‘wet’ 
products often had little choice but to tune 
the metal detection in a way that reduced 
margins of error and consequently tended 
to trigger excessive numbers of false pos-
itive rejects.

However, newer combination metal 
detection systems can deploy simultane-
ous frequency technology. The ability to 
isolate low-frequency signals to eliminate 
the product effect means that the true 
metal detection signal more readily iden-
tifiable in the higher-frequency range. 

That being said, if a production line 
involves multiple processes and ingredi-
ents, or if using metal foil for packaging, 
an x-ray system provides a ‘catch-all’ 
solution. The key benefit of X-ray is that 
it is non-destructive, non-selective and 
can be used to detect a larger range of 
materials with high resolution.

With optional integrated data collection 
software, the latest models give food 
manufacturers the tools to detect metal, 
glass, mineral stone, rubber compounds 
and calcified bones while disclosing any 
product defects and process and packag-
ing problems with 100 per cent accuracy. 
Together, the benefits translate into cost 
savings.

Look for additional details that can save 
money in the long run. Some inspection 
use electro drives rather than compressed 
air to facilitate faster inspection. These 
electric drives may save food factories 
money, annually per line.

Combination benefits
The benefits of x-ray technology are made 
all the more prevalent when working in 
conjunction with streamlined inspection 
machinery. Beyond finding physical con-
taminants, factory food waste is a large 
and continually growing issue for man-
ufacturers and one where choices about 
production equipment (including x-ray 

and other quality control) can have a sur-
prisingly significant impact on outcomes. 

According to WRAP, the chilled prod-
uct sectors alone generate 12 per cent of 
global food waste, with poor quality pro-
duction including under- or over-packing 
accounting for 3.5 per cent of this share. 
A checkweighing feature provides the 
means to process product at an accurate 
weight, offsetting the potential of both 
product giveaway and incomplete pack-
ages from reaching the market. 

Trimming waste, including scrapped 
cheese trim, milk, buttermilk, whey, lefto-
ver fruit, mechanical production jams and 
good product disposals as a result of false 
rejects or spoiled/out of life products are 
other key issues. 

This is precisely where the compet-
ing demands of food safety and waste 
overlap, and where the latest inspection 
technology can help to cut waste and 
ensure safety and quality. Depending on 
the supply chain and physical hazard 
risks that come with it, a combination 
unit, whether x-ray and checkweighing or 
metal detection and checkweighing, is a 
worthy investment.

The future
Which technology is best suited to a par-
ticular dairy operation will depend largely 
on the results of a food safety audit and 
the types of contaminants a manufacturer 
is expected to encounter. If metal is the 
only concern, a fully integrated, combina-
tion metal detection packaging inspection 
and checkweighing system is a practical 
combination. 

In the interests of increased consum-

Author
www.sparc-systems.com

er safety, production quality and waste 
reduction, some checkweighing solutions 
provide scales and metal detection in one 
space-saving unit. With both technologies 
in place, a combination unit is capable of 
rejecting items containing metal contam-
inants, inspecting the label and reducing 
product giveaway and subsequent food 
waste by up to 55 per cent.

Of course, the decision to invest in 
x-ray or metal detection equipment is 
dependent upon a manufacturer’s require-
ments. Both technologies come with 
their own advantages; neither should be 
a replacement for good manufacturing 
practices, but rather food safety units 
should complement the process based on 
needs and risks. 

For many years, x-ray technology has 
been pitted against metal detection as 
a way to prevent foreign material from 
entering the supply chain. However, 
given that the global inspection machines 
market is projected to reach $774 million 
(€673.2m) by 2024 from $592 million 
(€514.8m) in 2019, Sparc anticipates 
that the market will witness a growth in 
companies adopting combination systems 
to ensure a more fail safe inspection 
solution. 

Ultimately, as food safety legislation 
shifts from control to prevention, the 
speed in which a manufacturer can pub-
licly pinpoint the source of a physical 
contaminant is imperative and can mini-
mise the damage to brand reputation.  Dii

The high resolution of the metal 
ceramic x-ray tubes allows the 
Iris Pipeline to detect foreign 
materials with sensitivity levels 
that outperform any current
technology
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Despite the best efforts of manufac-
turing companies, problems with 
product quality can and do occur 

that can potentially have both reputational 
and financial consequences. Batch mon-
itoring and recording can help to ensure 
that, in the event of a problem, the affect-
ed products can be quickly identified, and 
measures taken to pinpoint and rectify 
the root cause. In every industry there is 
a level of traceability either required by 
legislation or to protect the manufacturer 
should a legal defence be required. Batch 
control is common across many indus-
tries, but it is perhaps surprising that this 
level of detailed analysis was not brought 
into legislation in the food industry until 
relatively recently.

The General Food Law Regulation (EC 
178/2002) was a big contributor to the 
rise in product recalls when it was first 
introduced, because anyone who identi-
fies a potential safety issue with food now 
has a responsibility to act immediately. 

Setting standards
Any failure to demonstrate compliance 
with their industry’s accepted standards 
of best practice will leave companies 
with a lot of explaining to do if something 

goes wrong – whether they’re defending 
themselves in a criminal court or trying 
to persuade their insurance companies 
to cover the costs of defending against 
civil litigation brought by disgruntled 
customers. Effective monitoring and data 
gathering are the best defence. For small 
batch food producers, they may not be 
aware of the low-cost entry price of the 
various recording and control devices that 
can help satisfy these requirements. 

Traceability
The difficulty that many large and small 
batch producers find is that a lot of 
industrial recorders are only set up to 
monitor and record data at a point in the 
production process. But what many com-
panies really need is a batch monitoring 
approach that can collect and process 
data from multiple stages of production 
as a given batch of product makes its way 
through the plant or factory. If the batch 
later comes under suspicion for some rea-
son, this batch-wise monitoring approach 
should make it far easier for manufactur-
ers to extract the evidence they need to 
show that they have followed best prac-
tice procedures from start to finish.

The potential cost implication of recall 
can be enormous. The most well pub-
licised food product recall of 2019 was 
for hummus. The recall was made by 
Zorba Delicacies, based in Wales. It was 
reported that 56 product lines were affect-
ed in total. Zorba Delicacies confirmed 
that a batch of ingredients supplied by a 
third party was the cause of its recall of 
houmous products from various major 
retailers, amid salmonella fears. 

It is possible that more effective batch 
monitoring could have confined the prod-
uct recalls to those products that were 

actually contaminated, rather than forcing 
companies to recall millions of “suspect” 
products, some of which may not have 
been affected.

Small batch producers must adhere 
to the same quality standards as large-
scale manufacturers, but often have less 
resource to deal with the measures, the 
data, and the recording period they need. 
However, they may not be aware of the 
low cost of recording and control devices 
such as the RVG200 available to support 
the recording and control of that data. 

Many recording and control devices 
serve the dual purpose of confirming 
the manufacturing quality but also giv-
ing an early indicator of any process 
performance that requires maintenance. 
For example, in a dairy, the milk must 
typically be heated to 71.7°C for 15 sec-
onds for pasteurisation. If the milk does 
not reach that temperature it will need to 
be re-heated. If the flow of milk remains 
constant and the milk is not coming to 
temperature it may be a fault with the 
heat exchangers, or other part of the plant 
which will need to be rectified. 

Control
Product recalls may be on the rise annu-
ally, but with updated systems in place to 
limit the numbers of products affected by 
batch recalls, wastage can be minimised, 
and future recalls limited. Manufacturers 
both large and small, can in turn return to 
their comfort zone and be product experts 
rather than data experts. Dii

Batch monitoring and recording can 
protect manufacturers and reduce wastage, 

according to Neville Child of ABB

Best of 
the batch

Author: Neville Child is global 
product line specialist, recording 
and control at ABB. For advice on 
how batch monitoring can help 
visit www.abb.com/recorders

Recording and control devices such as the ABB RVG200 
are available to support the recording and control of 
batch monitoring data 

Recording and control devices confirm process 
quality and are also an early indicator of
anything that requires maintenance
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Anew yogurt manufacturing facili-
ty for family-owned UK farming 
and dairy company, Yeo Valley 

has been completed by Sycamore Process 
Engineering. The site in Crewkerne will 
enable Yeo Valley to produce its new 
Super Thick Kerned Yogurt brand and 
deliver greater levels of efficiency and 
consistency, the companies say.

Colin Hingley-Price, head of project 
delivery at Yeo Valley, comments, “The 
new capability that this project has deliv-
ered was an important step for our busi-
ness. We needed to ensure we partnered 
with progressive, likeminded businesses, 
that had the foresight and ability to deliv-
er our desire for an efficient and effective 
plant; and meet the high product quality 
standards that all of our customers expect 
and enjoy. 

“Having Sycamore as one of our part-
ners has been key to delivering this pro-
ject to a high standard within a tight 
timescale. They have worked with us 
collaboratively to deliver an exceptional 
processing facility that will produce high 
quality products for years to come.”

The project, which started a year ago, 
has many complexities and systems 
which needed to flow seamlessly with 
one another and work together to produce 
the final yogurt to the right quality and 
viscosity. The plant needed to have the 
ability to process a significant volume of 
product per hour, to enable the Somerset-

The thick 
taste of it

35

based dairy company to keep up with 
increased demand. 

The facility includes the installation of 
insulated cream holding tanks; new pas-
teuriser; a new cleaning-in-place (CIP) 
system built to the latest customer codes 
of practice; large conical bottom yogurt 
storage tanks complete with gate agita-
tion, designed to gently handle and not 
damage the product; various mix-proof 
valve manifolds; tubular heat exchanger 
skids for controlling the CIP temperature 
and an access platform linking access to 
the all the main components of the plant. 
All of the equipment was designed, manu-
factured, and commissioned by Sycamore 
Process Engineering. 

Hingley-Price adds, “Sycamore has 
been instrumental in not only the design, 
manufacture and installation of the new 
process plant, but also in providing advice 
and experience within its field.”

Sustainability 
A core component of the project was to 
increase energy efficiency when it comes 
to yogurt production. The pasteuriser and 
ultra-filtration plant both include a regen-
eration system, which recovers heat used 
during the process and saves energy by 
not requiring as much steam and chilled 
water, making this design effective and 
efficient. 

Further to that all aspects of the oper-
ation are optimised to minimise product, 
water, chemicals, heat, and service losses 
through improving yields by trimming 
interface volumes back of both product 
and CIP streams. 

John Cooper, Sycamore project engi-
neer for the Yeo Valley project, com-
ments: “Sycamore and Yeo Valley’s pro-
ject teams worked  well together, taking it 
from concept idea to a completed process. 
Challenging as it was, the project was 
made even tougher at the commissioning 
stage due to the Covid-19 pandemic. 
However, with huge effort, dedication 
from the whole team, we delivered it. 

“It’s great now to be able to reflect and 
look back on the success.”  Dii

Yeo Valley has added a new manufacturing 
site specialising in its kerned yogurt

Filtration

Contact: www.sycamoreprocess 
engineering.co.uk

Yeo Valley facts
• Headquartered in Bristol, UK
• Started in 1961, with 30 Friesian 
cows at Holt Farm. It now has over 
250 farmer co-operative members 
supplying it with milk
• The Mead family runs it and have 
about 1700 employees
• In 1994, it started making the Yeo 
Valley Organic brand
• Starts export to the Middle East in 
2016
• Launched kefir yogurts in 2018
• Launched kerned yogurt in 
• Currently has eight sites across the 
southwest UK, including: Blagdon, 
Cannington, Axbridge, Highbridge, 
Crewkerne (174 employees) and 
Newton Abbot. Total of 10 sites, 
including a London café
• Producing more than 2,000 tonnes 
of yogurt, butter, milk, kefir, cheese 
and ice cream every week 
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UK-based Hart Door 
Systems has in-
creased its contact-
less door activator 
range, enabling door 
system operation 
without the push of a 
button, helping busi-
nesses to reduce in-
fection risk in the workplace.

Included in the range is the 
Magic Switch, which uses 
radar technology to detect 
the wave of a hand over the 
unit and automatically open 
the door at a range of 10-
50cm. The door closes on 
timer but has an option to 
keep the door open when re-
quired. 

Beam technology can also 

Hands-free activators for doors

Endoline Machinery has 
launched a virtual machine 
demonstration service to en-
sure end-of-line machinery 
specifications are met exact-
ly, without the need for face-
to-face interaction. Through 
live demonstrations, manu-
facturers can speak to En-
doline personnel, including 

sales, technical engineers, 
and end-of-line machinery 
designers to create a sys-
tem that meets their specific 
needs. Endoline’s position of 
building machinery in-house 
also enables customers to 
ask technical questions, and 
view multiple functionalities of 
the machine during the build 

process. The fact that Endo-
line’s automated systems can 
also be controlled and moni-
tored remotely further reduc-
es the risk to personnel as it 
negates the need for human 
presence, and allows for the 
factory to operate remotely.

Endoline’s virtual machine 
demonstration can be carried 

Endoline launches virtual machine service

be used via the pho-
tocells sender and 
receiver and light 
curtain sensory de-
vice. The photocells 
sender and receiver 
can be mounted on 
bollards or hand-
rails, up to three me-

tres away from the door, and 
uses multiple beams to sense 
all traffic types.

The light curtains work in 
pairs, with variable lengths 
but a maximum width of six 
metres. They offer a means 
of detecting a presence in the 
door path without any actual 
contact. 
For information, visit www.
hartdoors.com 

Cama’s solutions cater 
for a mixture of high 
speed/mass production 
and small volume/
artisanal, often 
within same 
plant. In addition 
to address-
ing regulatory 
c o m p l i a n c e , 
including wash-
down, contamination, voids 
and trap points, Cama’s tech-
nology also delivers connec-
tivity to enterprise systems 
for batch data capture, ERP 
and remote maintenance.

The combination of Cama 
vision driven robots and 
cartoning machine ensures 
flexibility for packing config-
urations, speed and gentle 

A complete line for baby food cartoning 
product handling. 
The Cama line 
gets the prod-
ucts from two 
upstream vertical 
baggers: pillow 
bags are com-
ing on two inde-
pendent lanes 

at 70ppm each and 
merged into a single flow of 
for a total of 140 bags/min.

The use of a robot for load-
ing the spoons, instead of tra-
ditional mechanical feeders, 
allows the customer to have 
a wider range of gadgets to 
place into the cartons, with-
out the need of any change-
over. 
For further information visit 
www.camagroup.com

Autocoding’s 4Sight applica-
tion, developed in conjunction 
with SICK, offers customers 
an alternative to OCR/OCV 
products. It uses a different 
approach to inline print qual-
ity inspection that does not 
follow the usual OCR/OCV 
route of teaching fonts.

By using understanding 
of coding equipment and the 
characteristics of what they 
print, AutoCoding Systems 
has been able to develop 
a product that is adaptable 
to differing requirements. 
One feature of 4Sight is In-
spection Depth, which gives 
users the choice to define 
the level of quality required 
for inspection. The objective 

Print quality inspection

is to determine that the print 
is of adequate quality for the 
specific application. The user 
can decide on the print quality 
tolerance thresholds to define 
what is considered a good 
read, bad read and poor read 
on a per product basis. 

Users have the ability to 
configure up to four different 
inspections, including print, 
barcodes or artwork, across a 
range of up to four cameras. It 
also has three different set-up 
options.
For information, visit www. 
autocodingsystems.com

The KHS Group has added 
the modular Innoket Neo Flex 
machine to its Innoket Neo 
series. With its quick-change 
modules, the system masters 
all standard labelling tech-
niques. Furthermore, due to 
the low maintenance effort 
and long service life, users 
benefit from low operating 
costs. This supersedes the 
previous Innoket SE genera-
tion of machines. 

The machine labels both 
plastic and glass containers 
and cans in all of the stand-
ard sizes. Output is up to 
74,000 containers per hour, 
and can be used as either a 
single machine or as part of a 
production line. Another ad-
vantage of the new modular 

KHS modular labelling machine 

machine is ease of operation. 
With its patented folding door 
technology, the machine car-
ousel and individual stations 
are readily accessible at all 
times. Moreover, no addition-
al cladding is required for the 
area beneath the machine 
table. New HMI provides ease 
of operation, which can be 
moved by the operator to the 
required position simply.
For more information visit 
www.khs.com

across virtual conferencing 
platforms on Zoom, Skype or 
Microsoft Teams.
For more information: www.
endoline-automation.com
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Virtual Diary

OCTOBER

Dairy Innovation Summit
Date: 13-14 October
Location: Copenhagen, Denmark
Contact: Arena International
Web: www.arena-international.com/dairy

DECEMBER

Hi Europe & Fi Europe
Date: 1-3 December
Location: Frankfurt, Germany
Contact: UBM
Web: figlobal.com/hieurope

FEBRUARY 2021

Interpack
Date: 25 February-3 March
Location: Düsseldorf, Germany
Contact: Interpack Alliance
Web: interpack.com

JULY 2021

International Cheese & Dairy Awards
Date: 1-3 July 
Location: Staffordshire, UK
Contact: #ICDA2021, Ian Luxton
Web: internationalcheeseawards.co.uk

SEPTEMBER 2021

UK Dairy Day
Date: 15 September
Location: Telford, UK
Contact: UK Dairy Day
Web: ukdairyday.co.uk

NOVEMBER 2021

IDF World Dairy Summit
Date: 8-11 November
Location: Puerta Vara, Chile 
Contact: FIL-IDF
Web: fil-idf.org/event/idf-world-dairy-summit-2021

Live Events Diary

Have a diary item you’d like to share? You can upload your event and logo to our website 
www.dairyindustries.com/events-diary or send to suzanne@bellpublishing.com

A selection of Yörükoğlu Süt products

AUGUST

Meeting Consumer Demands for Better-
for-You Ice Cream & Frozen Novelties
Date: 4 August
Contact: IDFA
Web: www.idfa.org/events

SEPTEMBER

Vitafoods Virtual Expo
Date: 7-11  September
Contact: Informa Markets
Web: vitafoods.eu.com

Vitafoods Virtual Summit
Date: 15-17  September
Contact: Informa Markets
Web: vitafoods.eu.com

Westminster Food & Nutrition Policy 
Conference
Date: 17 September
Contact: WFNF
Web: westminsterfoodandnutritionforum.co.uk

Global Dairy Platform Annual Meeting  
Date: 24 September
Contact: info@GlobalDairyPlatform.com
Web: GlobalDairyPlatform.com

OCTOBER

World Congress on Nutrition 
& Food Safety Webinar
Date: 5-6 October
Contact: Conference Series
Web: foodsafety.insightconferences.com

NOVEMBER

European Dairy Association  
Annual Convention

Date: 20 November
Contact: European Dairy Association
Web: eda.euromilk.org
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Cheese Making  
Equipment

Bag Closing Machines

Cheese Cutting
& Packing

Your adhesive 
application specialist:

robatechGT.com
+44 1268 490 035

Adhesive Applicators

Leaders in powder bagging,
bag closing and
palletising lines.

Tel: +44 (0)8443722877
E: sales@fischbein-saxon.co.uk

Bagging Machines

Leaders in powder bagging,
bag closing and
palletising lines.

Tel: +44 (0)8443722877
E: sales@fischbein-saxon.co.uk

Projects
Design, Supply, Installation, 
and Commissioning of
Liquid Processing and 
Food Conveyor Systems.

CIP Systems
Pasteurisers
Process Plants
Mixing/Blending Systems

Tel: +44 (0) 1777 701141
info@moodydirect.com
moodydirect.com/projects

MOODY Direct

Clean in place  
Systems

INTERNATIONAL

Lower your total supply chain costs 
with innovative FIBC designs that 
improve operational performance 
and exceed food safety standards. 

1-800-879-2247
bulklift.com/foodsafety

Bulk Packaging Solutions

To Advertise in the
Dairy Directory
Please contact: 
Samantha Bull

+44 (0) 1474 558975 
sam@bellpublishing.com

Inspection 
& WeighingSUPPLIER 

PROFILES

Ingredient 
Trends

DAIRYDAIRY
INDUSTRIES
In the next issue...
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Packaging 
& Labelling

HACCP    FOOD SAFETY    AUDITING

Book online at www.vwa.co.uk 
or call Claire on 01756 700802

 Specialists in supervisory and 
management level courses

Modern training facility in 
Skipton, North Yorkshire, close 
to road and rail networks

 Consistently high 
examination pass rates

 Excellent trainers with 
practical understanding of 
food safety best practice 
within dairy processing

 In-house training also 
available for a flexible, 
cost-effective option

Award winning dairy 
industry training courses
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+44 (0) 1474 558975 sam@bellpublishing.com

Dairy Directory

To Advertise in the
Dairy Directory
Please contact: 

Samantha Bull Call:
+44 (0) 1474 558975 

Email: sam@
bellpublishing.com

Website:
dairyindustries.com

Dairy Directory

‘Flavours created by experts’

Natural Colours, Extracts 
& Blends for Food & Drink

Tel: ++44 (0) 1438 742242
Fax: ++44 (0) 1438 742311
Web: www.kanegrade.com

HYGIENIC 
FLOORING 
SYSTEMS

Unit C3, Taylor Business Park, Risley,
Warrington, Cheshire WA3 6BL. UK.

Tel: 01925 763045  Fax: 01925 763381  
Email: all@kemtile.co.uk  

www.kemtile.co.uk

Sole UK Applicator

Kemtile_F&DTec_90x40_Layout 1  06/1      Flooring

Plate Heat 
Exchangers
We have the UK’s most modern 
PHE reconditioning centre.

PHE Servicing
PHE Integrity Testing
Genuine OEM Plates 
and Gaskets

Tel: +44 (0) 1777 701141
info@moody
heatexchangers.com
www.moodyheatexchangers.com

MOODY Direct

Heat Exchangers

NNaattuurraall  aanndd  nnaattuurree--iiddeennttiiccaall  flflaavvoouurrss
for confectionery, bakery, dairy, 

coee and tea.

Curt Georgi GmbH & Co. KG
Otto-Lilienthal-Str. 35-37   71034 Boeblingen

Tel +49 (0) 7031 640101  Fax +49 (0) 7031 640120
www.curtgeorgi.de   curtgeorgi@curtgeorgi.de

Best taste since 1875

Flavours

To Advertise in the
Dairy Directory
Please contact: 
Samantha Bull

+44 (0) 1474 558975  
sam@bellpublishing.com

Homogeniser Service

39

Dairy Equipment Dairy Powders

www.ingredia.com
ingredia@ingredia.com

Flavours

FrieslandCampina DMV

Global leader in 
dairy-based solutions, 
providing great 
nutrition and taste.

DMVVEG2042 Dairy Directory 40x60.indd   1 25-04-18   08:27A wide range of high quality 

dairy ingredients for food and nutrition

Dairy Ingredients

To Advertise in the
Dairy Directory
Please contact: 
Samantha Bull

+44 (0) 1474 558975  
sam@bellpublishing.com

MOODY Direct
Spares & 
Service
Spares and service of 
GEA Niro Soavi, APV & 
Tetra Pak Homogenisers.

Next Day Delivery
24/7 Emergency 
Breakdown Service

Tel: 0800 666397
info@moodydirect.com
www.moodydirect.com

To Advertise in the
Dairy Directory
Please contact: 
Samantha Bull

+44 (0) 1474 558975  
sam@bellpublishing.com

Hygienic Pumps
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Dairy Directory To advertise, please contact Samantha Bull
+44 (0) 1474 558975  sam@bellpublishing.com

Natural Colours

Packaging Machinery

Packaging Projects

Projects
We offer packaging
projects for:

Filling
Debaggers
Conveyors
Packaging

Tel: +44 (0) 1777 701141
info@moodydirect.com
moodydirect.com/projects

MOODY Direct

Plain & Decorated 
Dairy Pots

Leading supplier of rigid plastic 
packaging to the dairy industry

• Comprehensive manufacturing service

• High level of customer support

Killyman Road, Dungannon,
Co Tyrone, N Ireland  BT71 6LN

Telephone: (028) 8772 3131
Fax: (028) 8772 7318

E-mail: office.gb@greiner-gpi.com
Website: www.greiner-gpi.com

‘Flavours created by experts’

Natural Colours, Extracts 
& Blends for Food & Drink

Tel: ++44 (0) 1438 742242
Fax: ++44 (0) 1438 742311
Web: www.kanegrade.com

Mixing

To Advertise in the
Dairy Directory
Please contact: 

Samantha Bull Call:
+44 (0) 1474 558975 

Email: sam@
bellpublishing.com

Process Plant

TIGER 
Faster, lighter, more accurate.
It revolutionizes the milk intake 
at the farm using air sensor 
technology!

BARTEC BENKE GmbH
Tel: +49 9929 301 210
food@bartec-benke.de 
www.bartec.de/food

Milk Measurement,
Sampling & Systems

  Labelling

REVERSE OSMOSIS, 
ULTRA-OSMOSIS, 

ULTRAFILTRATION & 
MICROFILTRATION 

SYSTEMS AND
MEMBRANES

Tel: 01981 570611  Fax: 01981 570599
Email: sales@davidkellett.co.uk
Web: www.davidkellett.co.uk

Maple Court  Wormbridge House
Wormbridge  Hereford  HR2 9DH

Membrane Filtrations

LYNX
Rugged design meets latest techno-
logy in most challenging surroun-
dings. Low acquisition cost for an 
outstanding value proposition!

BARTEC BENKE GmbH
Tel: +49 9929 301 210
food@bartec-benke.de 
www.bartec.de/food

Milk Measurement,
Sampling & Logistics

40

Online Moisture
Measurement

Moisture Control
from Lab to Line.

941.727.1800      www.MoistTech.com

Knives & Blades

To Advertise in the
Dairy Directory

Please call: 
Samantha Bull

+44 (0) 1474 558975  
sam@bellpublishing.com
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To advertise, please contact Samantha Bull
+44 (0) 1474 558975 sam@bellpublishing.com

Dairy Directory

Used Equipment

41

Texture Analysis

MOODY Direct
Equipment
New & Used Tanks
Homogenisers
Heat Exchangers
Pumps
Valves
Separators

Tel: +44 (0) 1777 701141
info@moodydirect.com
www.moodydirect.com

Trials

To Advertise in the 
Dairy Directory

Please call: 
Samantha Bull

+44 (0) 1474 558975  
sam@bellpublishing.com

Temperature Sensors
& Gauges

To Advertise in the 
Dairy Directory

Please call: 
Samantha Bull

+44 (0) 1474 558975  
sam@bellpublishing.com

Shrink Wrapping

Stainless Steel Hygenic
Valves, Fittings & Tubes

Pumps

MOODY Direct
Spares & 
Service
We can provide countrywide 
service cover.
Qualified Engineers
Contact or On - Call Service
Breakdown Service - 24/7
Extensive Range of Spare Parts
New Separator Division
All Process Equipment 
Serviced
Tel: +44 (0) 1777 701141
info@moodydirect.com
www.moodydirect.com

Design, manufacture and 
supply of hygienic pumps 
for applications in the food 
and beverage industry

NETZSCH 
Pumps & Systems Ltd
Tel.:+44 1935 483900
sales.npu@netzsch.com
 www.netzsch.com

Pipeline Products Ltd
Tel: 01275-873103

info@pipeline-products.co.uk 
www.pipeline-products.co.uk

Official distributors of Inoxpa

PIPE
LINE
PRODUCTS LTD

•
wmftg.com/masosine
info@wmftg.com

The cleanest
pump you will ever need

To Advertise in the
Dairy Directory

Please call: 
Samantha Bull

+44 (0) 1474 558975  
sam@bellpublishing.com

Service & Maintenance

To Advertise in the 
Dairy Directory

Please call: 
Samantha Bull

+44 (0) 1474 558975  
sam@bellpublishing.com

Stainless steel tanks
& Vessels 

Process Plant Spares

MOODY Direct
Spares & 
Service
We have an extensive range of 
process spare parts including; 
APV/SPX, Alfa Laval, 
Tetra Pak and GEA. OEM 
and non-oem parts for Pumps, 
Valves, Homogenisers,Tanks 
and Filters, Separators 
and Heat Exchangers.

Tel: +44 (0) 1777 701141
info@moodydirect.com
www.moodydirect.com
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Q. What in your background prepared you for your 
current role?
I originally came from Ireland from a farming background. 
I studied food science and animal husbandry and became 
interested in the food chain and food processing. My father 
was a chicken farmer and I saw first-hand the challenge of 
primary production, so I moved towards value added produc-
tion, after university. 

In 2010, I realised that across Asia, the melamine scandal 
had caused a demand for infant formula. I started to trade it, 
and thought we needed to get our own brand made. Heinz in 
the UK was selling its Farley’s Health Products facility in the 
Lake District as it was merging with Kraft. So we bought the 
site in June 2015 and had a big overhaul, and it took about 
three to four years to get it going and to break even.

We registered in China with the CNCA in November 2015. 
In 2016, we began supplying the NHS, and then we launched 
in Shanghai that same year. The launch of Kendamil 900g 
in EH Booths occured in August 2016, and then in London, 
Manchester and Liverpool. The next month we headed to the 
Middle East and North Africa. 

A lot of staff stayed on, and we currently employ about 120 
people. Now we produce the only infant formula manufac-
tured in the UK. We still make cereal and we call ourselves 
the home of family nutrition, with products ranging from infant 
formula to cereals. We also make products for the NHS to 
provide energy boosts and vitamins and minerals in a fortified 
drink. We are producing around 4,000 tonnes right now, but 
we have the potential to increase it up to 12,000 tonnes. 

Q. How has the infant nutrition industry changed?
Kendamil standard and organic recipes use local whole milk 
from grass-fed cows on Red Tractor accredited farms to 
create the formula. The avoidance of palm and fish oils in 
our recipe makes it both delicious and highly digestible. Our 
addition of plant-based omega-3 not only creates a more 
natural but also a more sustainably sourced formula, as well 
as making it suitable for vegetarians. 

This makes a change from infant formula of the past, which 
replaced milk fat with vegetable oils. I think this has been to 
children’s detriment, and the development of products such 
as hungry child formulas are a sign of this. They have been 
selling the idea that the formula is closer to breast milk, but in 
fact they’ve been moving away from it. The industry has lost 
its way with its formulations. 

Q. What are your products’ key selling points?
When we started, we asked scientists who gave us direction, 
and we believe that if you use a good raw material, you’ll 
have a good finished product. Full cream milk is mammal fat 
and there’s no point in using palm oil instead of that. Lactose 
is a natural sugar and carbohydrate and very safe. It doesn’t 
spike the sugar levels in people. 

Our recipe aims to be as natural as possible and contains 
no GMOs, no soya, no glucose syrups, no corn starch and 
no maltodextrin. The addition of vitamins and minerals includ-

A working day...

ing prebiotics GOS and FOS, helps to provide a nutritionally 
balanced alternative to breastfeeding.

In fact, I put it in my tea. It has a nice taste, like a crushed 
biscuit. And we have many positive product testimonials.

Q. How has Covid-19 affected business in China?
We have had good sales to China, and around 30 per cent 
of our export business is there. It has slowed down since 
March, when the mother and baby stores there closed, which 
amounts to 45 per cent of our market in China. We could go 
on the e-commerce channels there, but we want to be faithful 
to the smaller shops.

We have very good brand awareness. Overseas, flying the 
British flag means high standards are enforced and countries 
such as China appreciate that. 

Q. What do you consider your greatest achievement?
We have been recognised this year with the Queen’s Award 
for Enterprise for export sales. Also, in March 2020 Kendamil 
ranked in the Financial Times' Top 1000 2020 – Europe’s 
Fastest Growing Companies. 

I have tried to educate and get the consumer message out 
in laypeople’s terms about our products, and we are proud of 
our product’s traceability. We have also made a lot of parents 
and babies very happy over the last five years. 

Q. Challenge?
The biggest issue we have is distribution in UK supermarkets. 
While we are in Sainsbury's, Waitrose (all stores), Morrisons 
and Asda, the big companies fill up the other supermarket 
shelves with their products, which are not even made in the 
UK. We have also seen raw material prices increase over 
the last five years and have not passed on those costs. But 
we are now launching a new packaging style and are getting 
coverage in the US. We also have a new factory manager, 
and my two sons are getting more involved in the business. 
One is now the sales manager. 

Q. Outside of work, what are your hobbies/interests? 
I enjoy mountain biking, hiking and walking around the Lake 
District right now.   Dii

Ross McMahon, CEO of Kendal Nutricare
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As the leading monthly dairy magazine, Dairy Industries
International - now in its 81st year of publication offers
a new and unique presentation option for reaching its
influential readers.

‘SUPPLIER PROFILES’ offer high exposure and 
extremely good value with each advertisement booked 
receiving matching editorial space 
FREE OF CHARGE!

So, if you book a page advertisement in this special 
section you will receive an editorial page opposite 
at no extra cost. 

Book a half page advertisement and receive a half 
page of editorial on the same page at no extra cost!   
Its that simple.

 So, book your space NOW 
 or call for further details

Samantha Bull
Advertising Sales Manager

Tel: +44 1474 532 202
Fax: +44 1474 532 203

E-mail: sam@bellpublishing.com
www.dairyindustries.com

www.reiser.com

Reiser UK
Maidstone Road, Kingston, Milton Keynes MK10 0BD
Telephone (01908) 585300 • Fax (01908) 585400
salesuk@reiser.com
2015

What do bad seals really cost? Rework. Returns. Food
safety problems. Lost customers. Supervac automatic belt
vacuum chamber packaging machines feature a Double
Biactive high-pressure sealing system that provides two
superior seals to every bag, virtually eliminating leakers and
the problems they cause. 

Superior seals are just the start. Supervac machines
reduce
labour costs while increasing
productivity. Their ergonomic design allows a single operator to load,

style and run the packages. Supervac’s exclusive Expansion
Cushion reduces evacuation times by up to 30%,
pushing the operator to keep up with the machine and
resulting in more packages at the end of the day. Their
small footprint allows the Supervac to fit into tight
areas where other machines cannot. Its low cost of

ownership and stainless steel construction make
Supervac the smart choice.

I F Y O U R F I R S T S E A L
D O E S N ’ T D O T H E J O B ,
t h e n t r y a m a c h i n e

W I T H T W O .

Supervac GK662B, 
AT15 Shrink Tank and BL15 Drier

Heat and 
pressure 
from above
and below 
create two 
superior 
seals.

SupervacTwoSeals_Large_Cheese_2015January_UK_Layout 1  1/7/15  6:20 PM  Page 1
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For 60 years, Reiser has been a leading 
supplier of processing and packaging 
equipment to the cheese and dairy industry. 
During that time, the company has gained 
recognition for its high-quality equipment, 
innovative technology and outstanding ser-
vice and support. 

Vemag Cheese Block Former
The versatile Vemag Cheese Block For-
mer from Reiser is a superior solution for 
producing a wide variety of cheese block 
shapes and sizes. This solution eliminates 
waste and increases yields and profits by 
repurposing cheese trim, ends, scraps 
and other off-cuts to produce exact-weight 
cheese blocks. The Vemag features a 
powerful, positive displacement dou-
ble-screw pump that provides the highest 
levels of portioning accuracy. The dou-
ble-screw transports product extremely 
gently and without smearing. The Vemag 
extrudes shaped products with a consistent 
thickness and width. It is equipped with 
a cutoff device to control the length of the 
product and ensure exact-weight portions 
with clean, even edges. The Vemag is 
designed for easy changeover from one 
shape to another. 

Vemag Cheese Shredder Topper
The Vemag Cheese Shredder and Depos-
itor brings a new level of portioning accu-
racy and waste control to your cheese 
topping line. The Vemag integrates pre-
cise cheese portioning, shredding and 
depositing into a single process, eliminat-
ing the need for a separate shredder, trans-
fers or excess handling.
The system greatly reduces cheese waste 
and virtually eliminates recirculated shreds 
and the resulting cheese dust. The Vemag 
system also eliminates the need for starch 
or cellulose fillers. This solution is ideal for 
ready meal toppings and pizza produc-
tion, improving product appearance and 
uniformity. The Vemag’s stainless steel 
washdown construction makes sanitation 
a breeze.

Holac Dicers
Versatile Holac Cheese Dicers produce 
all types of uniform cheese shreds, cubes, 
flakes and other shapes. Holac Dicers are 
a superior solution for producing shred-
ded cheese in the pizza manufacturing 
industry. Featuring a simple-to-change 
cutting grid, a single Holac can cube, strip, 
shred or flake all types of cheese products 
and improve yields with consistent size 
pieces ranging from 3 mm to 57 mm. Holac 

offers a wide range of equipment to satisfy 
any production requirement. 

Supervac Vacuum Chamber Cheese 
Packaging
Supervac is a leading manufacturer of vac-
uum chamber packaging machines, shrink 
tanks and dryers. Supervac packaging ma-
chines produce the best package seals in 
the industry. Featuring a double biactive 
high-pressure sealing system, heat and 
pressure are applied from above and below 
the packaging material to produce not just 
one seal, but two superior seals. A Super-
vac can easily handle all types of bags and 
packaging materials, including foil packag-
ing. The sealing system virtually eliminates 
leakers, rework and returns.  

VARIOVAC Horizontal Form/Fill/Seal 
Cheese Packaging
VARIOVAC horizontal form/fill/seal pack-
aging machines are the most rugged and 
efficient in the industry. High pro-
duction rates, superior sanitary 
design and maximum reliability 
make them the best solu-
tion. VARIOVAC machines 
produce all types of vac-
uum, MAP and skin pack-
ages with consistent and 
reliable seals. Separate 
lifting systems for the form-
ing and sealing dies are 
controlled independently to ensure the 
highest performance. The machines 
are constructed of heavy-duty stainless 
steel and are engineered to meet the high-
est standards of hygiene. 

Reiser UK

Reiser UK
Maidstone Road
Kingston, Milton Keynes
MK10 0BD, United Kingdom

Tel: +44 1908 585 300
Fax: +44 1908 585 400
Email: salesUK@reiser.com
Web: www.reiser.com

Contact:
Lisa Smith

Vemag Cheese Shredder and Depositor 

Variovac Optimus A

September 2020

Your whole page 
advert

Your logo
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BARTEC BENKE is a subsidiary of 
the BARTEC Company, and is the 
technological leader in milk measurement 
and sampling systems, both on-truck and 
within the dairy worldwide.

BARTEC BENKE’s TIGER milk collec-
tion and sampling system has essentially 
revolutionized the milk collection logistic 
chain, offering the fastest, lightest and most 
exact sampling and milk collection system 
available. 

The milk measurement system LYNX 
is the price/value counterweight to the 
successfully TIGER measurement 
system. The system is controlled via a 
touch-screen-display, making it not only 
innovative, but also easily understandable. 
Finally, acquisition costs are comparatively 
low that make the LYNX such an outstand-
ing value proposition.

Benefits for the users are:

• Self priming impeller pump with hydraulic
 drive

• Central control unit with backlit LC-touch
 display

• Compact design

• Representative sampling

• Remote online diagnostics und remote
 updates

• Reliable and low maintenance

Rugged design meets the latest 
technology!

BARTEC BENKE GmbH

BARTEC BENKE GmbH
Schulstraße 30 
D-94239 Gotteszell
Germany

Tel: +49 9929 301 335 

Contact:
Gerhard Kappl – Head of 
Product Line Food & BMS

Email: Gerhard.kappl@ 
bartec-benke.de
Web: www.bartec.de/food

       

BARTEC BENKE GmbH
Schulstraße 30
94239 Gotteszell, Germany 
info.gotteszell@bartec-benke.de
www.bartec.de/food

Start into a new dimension 
of milk collection!
TIGER – the new standard of milk collection of BARTEC 
BENKE is a plus for everyone. Trucking companies and 
dairies benefi t from the signifi cant improvements and 
sustainable advantages. 

 Weight under 250 kg for more payload and less  
 transportation costs 

 High precision measurement data for constant  
 density values in milk collection

 High intake speed reduces the time of milk intake

 High suction performance up to 2.000 l/m

 Active air bubble sensors deliver exact data on  
 density and volume 

One source for milk measurement and sampling 
system. For questions, please call the BARTEC BENKE 
team: +49 9929 301 210.

BARTEC BENKE – innovative and future-proof.

Your half page advert

Your half page 
company profile

Your logo

Your
contact
details
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Gemak designs and manufactures world class equip-
ment and engineered solutions for dairy, processed 
food, beverage and chemical sectors. 

Our expertise in cost effective design and bespoke pro-
cessing solutions has allowed us to be the turnkey solution 
partner for hundreds of food processing plants around the 
world.

Gemak began in 1986 in a small workshop. Today, 
it operates from a 12,000m² state-of-the-art
factory, purpose built in 2011 with a 25m high tank 
production area and over 160 employees in six
business units: R&D, design, manufacturing, assembly
and site works, sales and customer service, technical
service and maintenance for processed food, dairy and 
beverage sectors.

Gemak specialises in dairy processing with design and 
manufacturing of equipment and systems for the produc-
tion of pasteurised and UHT milk, cream, butter, cheese, 
yogurt, yogurt drinks, ice cream, desserts, milk and whey 
powder. We combine design and manufacturing exper-
tise in flow control, thermal processing, mixing and blend-
ing, standardisation, evaporation, filtration, drying and
metering to create tailored solutions.

Gemak has a unique offering with in-house design,
engineering, manufacturing, automation, software, instal-
lation and service under one roof, making us the “one-stop 
solution partner of choice” within dairy, processed food, 
beverage and chemical sectors. Having full control over 
crucial stages of creating a turnkey plant, allows us to offer 
the shortest lead times, competitive prices, maximum flex-
ibility and reliability with complete accountability.

Gemak has teamed up with multinational industry leaders 
such as Alfa Laval, ABB, Andritz, Samson, Siemens, Festo 
and KSB as solution partners.

The UK team is led by Kursat Uysal, who has years 
of experience in food processing and packaging,
specialising in the dairy sector.

Gemak design and manufacture stainless steel
equipment, engineered solutions and turnkey systems
for dairy, beverage and chemical sectors since 1986.

Gemak has a unique offering with in-house design,
engineering, manufacturing, automation, software,
installation and service under one roof, making us the
“Solution partner of choice” for hundreds of food
processing plants around the world.

DAIRY PROCESSING SIMPLIFIED!!!

“Experts in Process Engineering”

w
w

w
.g

em
ak

.c
o.

uk

• Intake and Storage  tanks
• Mixing, Blending and Dosing units
• Pasteurisation and Standardisation
• Silos, Vats and Processing Vessels
• Software and Automation
• Cleaning In Place
• Separation and Homogenisation
• Evaporation, Filtration and Drying
• Filling and Packaging lines

Our manufacturing and solutions:

sales@gemak.co.uk  - Tel : +44 (0) 161 6270007

Gemak UK
Sadler Street
Middleton
M24 5UJ, UK

Gemak UK 
Tel: +44 161 627 0007
Email: sales@gemak.co.uk
Web: www.gemak.co.uk 
Contact: Kursat Uysal
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Sustainability  
actually tastes  
great 
We wish to play a part in the global shift towards a low carbon circular economy. Our Pure-Pak® 
carton solution is a premium line packaging choice. It is the environmentally friendly alternative  
for the widest range of liquids, making Elopak the complete industry partner for the future.
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