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SimPure® 

Label-friendly 
functional  
native starches

Simple ingredients.
Pure functionality.™

As consumer preferences have shifted toward simpler labels and 
more familiar sources, food and beverage manufacturers have faced 
the challenge of replacing modified food starch. The expanding  
SimPure® portfolio addresses this need. SimPure® functional  
label-friendly starches mimic the functionality of modified starches 
while delivering the label-friendly ingredient that consumers desire.

SimPure® benefits: 

• Label-friendly ingredient   • Superior viscosity

• Neutral flavor profile   • Good mouthfeel & texture

Learn more at cargill.com/simpure.

© 2020 Cargill, Incorporated. All rights reserved. 

SimPure
Simple ingredients. Pure functionality.™

®
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While some of you may be stuck at home, working 
remotely while trying to homeschool your children, 
a lot of dairy processors are continuing to provide 

great tasting products for the world. In this issue, we explore 
how companies can make their workplaces safe environments 
for their employees, while still maintaining social distancing. It 
is a strange paradox that by and large, dairy is a pretty clean 
industry that way. Think of all the hand scrubbing and welly 
changing people have to do in a soft cheese plant. However, if 
something goes wrong, that’s when augmented reality systems 
may provide a way to link the technology with the plant floor, 
without people actually coming to the site. See our story on 
page 24 about a German company that has gone from working 
with the automotive industry to the food and beverage indus-
tries, just in the nick of time.

Meanwhile, testing continues apace. This is another area 
where dairy already does a lot of microbiology testing in milk, 
and on page 26 and 27, we offer some insights into various 
options for testing dairy in its various formats.

As the world moves online, some things have to be in real 
life no matter what. In response to the first British Cheese 
Weekender event, I duly bought a fair amount of cheese online. 
I was going to look at all the exciting webinars and live tastings, 
and then it was sunny and we spent a happy afternoon outside, 
enjoying the cheese and some drinks, instead of inside looking 
at our phones or the computer. We still enjoyed ourselves and 
some splendid cheeses. 
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World News - Europe

Bayernland donates 
to Verona on 50th
Bayernland Sterzing used 
the 50th anniversary of its 
Italian subsidiary to present 
Francesco Bosa, president 
of the Red Cross in Verona, 
with a check for €50,000 for 
the purchase of Covid-19 
aids for Verona and the sur-
rounding communities. The 
connection to Verona has 
existed for over 20 years, 
as Bayernland has its Italian 
operational headquarters 
there.

Meggle vouchers
In Germany every Meg-
gle employee was given a 
‘Wasserburg voucher’ worth 
€20 recently as manage-
ment thanks for the great 
commitment of all employ-
ees at the company head-
quarters during this time. 
Over 1,000 vouchers were 
given to the workforce, 
which could be used at 
shops or with service pro-
viders in the region. 

More Swiss cheese
Cheese consumption in 
Switzerland rose by 1.2% in 
2019. Per capita consump-
tion of cheese last year was 
22kg, or 1.2% more than 
in 2018. A total of 189,310 
tons of Swiss and foreign 
cheese were sold, which 
is 3,510 tons or 1.9% over 
2018. Meanwhile, there is 
significantly less butter in 
stock in Switzerland than in 
previous years. According to 
the butter industry organisa-
tion, this year’s production 
will not be enough to meet 
domestic demand.

Virtual showroom 
debuts from Keenan
Irish machinery company 
Keenan has launched a vir-
tual showroom. Created due 
to restrictions imposed by 
Covid-19, the online portal 
contains video overviews 
of machines in the Keenan 
range. The UK and Ireland 
Keenan sales team highlight  
key features of each ma-
chine model. For informa-
tion, visit www.alltech.com/
keenan/virtual-showroom

IN BRIEF

The British government has 
relaxed elements of UK com-
petition law to support the 
dairy industry through the 
coronavirus outbreak. The 
intention is that the industry 
will work together to address 
current market challenges, 
avoiding waste and main-
taining productive capacity 
to meet future demand. 

 With the UK’s dairy farm-
ers producing over 40 million 
litres of milk every day, the 
legislation allows the indus-
try to adapt to changes in 
the supply chain, including 
decreased demand from 
the hospitality sector and re-
duced collection by retailers 
that had to close.  

The government has al-
ready relaxed competition 
rules to allow retailers, sup-
pliers and logistic services to 
work together. While this has 
already allowed the dairy 
industry to redirect some of 
their supplies to retailers, the 
announcement enabled fur-
ther collaboration between 
dairy farmers and producers 
to avoid surplus milk going to 
waste and harming the envi-
ronment. 

This includes sharing 
labour and facilities, co- 
operating to temporarily re-
duce production, or identi-
fying where there is hidden 
capacity in the supply chain 
for processing milk into 
other dairy products such as 
cheese and butter. 

 Dairy UK and the Agricul-
ture and Horticulture Devel-
opment Board (AHDB) have 
worked to bring the industry 
together to identify spare 
processing capacity, how to 
stimulate demand and how 
production could be tempo-
rarily reduced. 

 Environment secretary 
George Eustice says, “Our 
dairy industry plays a crucial 
role in feeding the nation and 
it is essential that they are 
able to work together at this 
time.

“We’ve heard loud and 
clear our dairy farmers’ con-
cerns which is why we are 
further suspending compe-
tition rules law to allow dairy 
farmers to work together on 
some of the most pressing 
challenges they are facing. 
I am also urging farm busi-
nesses to access the loans 

that are available from their 
bank to support them in this 
period.

“We welcome our 
farmers’ heroic efforts in 
ensuring food supplies re-
main resilient and will contin-
ue to support them through 
this difficult time.”  

 The dairy sector is the 
UK’s largest farming sec-
tor, with milk accounting for 
16.85% of total agricultur-
al output in the UK in 2018. 
Of this, approximately 50% 
of UK dairy sector output 
is fresh milk and as such 
accounts for a significant 
amount of UK processing 
capacity. 

The government encour-
ages any farm business 
facing difficulties to access 
the range of support, which 
has been put in place to 
help businesses manage 
this challenging period. This 
includes the Coronavirus 
Business Interruption Loan 
Scheme farming businesses 
can access. The government 
has been speaking to the 
banks and they are ready to 
support farm businesses as 
best they can. 

In Germany, Ammerland dairy 
has expanded its storage ca-
pacity by 24,500 rack spaces. 
The warehouse was built in 
2014. The throughput of the 
pallets in the conveyor tunnel 
will be increased in the ex-
pansion, which is being sup-
plied by Westfalia. In order to 
improve the transfer speed, 
the roller conveyor drives are 
equipped with frequency con-
verters. The pallets pass as 
a couple over the bridge, are 
separated and can then be 
stored in all aisles via a new 
branch. 

A total of nine storage and 
retrieval machines supply 
over 46,000 storage spaces 
for euro, industrial, plastic 
and one-way pallets.

As mozzarella and butter 
are only stored in one of the 
storage aisles, an additional, 
single-deep storage aisle with 
a temperature of 4°C is set 
up. Cheese is stored at 8°C. 

In the event of a malfunc-
tion, mozzarella and butter 
can be stored in the other al-
leys and then automatically 
returned. It is controlled by 
warehouse management via 

Ammerland expands storage for cheese 

UK dairy industry joins together 
to manage milk supply 

flow control software.
The Ammerland dairy 

stores cheese in boxes that 
are transported on industri-
al pallets with frames. The 
transport weights are up to 
1.5 tons per pallet. A side 
extension with a vertical con-
veyor controls the transport 
of these heavy pallets to the 
shipping lanes.
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“Anyone, who demands an 
EU-wide reduction in milk 
deliveries in order to face the 
consequences of the corona-
virus crisis, misunderstands 
the current legal framework. 
Instead a realistic view of the 
political options for action is 
necessary,” warns Franz-Jo-
sef Holzenkamp, president 
of the German Raiffeisen 
Federation (DGRV), the co- 
operative federation for 
German co-operatives. 

A voluntary reduction in 
quantity by milk producers 

against payment of com-
pensation can only be con-
sidered, if other measures 
available under European 
market law prove to be in-
adequate. The market or-
ganisation simply does not 
provide for a mandatory vol-
ume reduction, he finds.

Both routes would also 
take a very long time, which 
precludes short-term market 
support.

Instead, according to the 
DRV, the private storage in-
strument for dairy products 

should now 
be used im-
mediately. In 
this way, the 
problems, with 
which parts of 
the market are 
struggling, can 
be dealt with 
more quickly 
and easily. 

The DRV also rejects ex-
ternal political guidelines for 
quantity control between milk 
producers and their dairies. 
"Here, the individual dairy 

co-operatives are responsi-
ble for their own responsibil-
ity and in consultation with 
their members to manage 
the delivery quantities,” he 
states.

Voluntary production reduction preferred, 
says German co-op group

UK yogurt brand, Lancashire 
Farm Dairies, has announced 
a £1 million (€1.1m) business 
investment, which will incor-
porate robotics into its man-
ufacturing plant. The yogurt 
manufacturer is now the third 
largest natural yogurt brand 
in the UK.

Once installed, the robot-
ics system will be automated 
from end to end, enabling 
Lancashire Farm Dairies to 
manufacture 25% more 1kg 
yogurts, the company says. 

Paradise Farm in Lanca-
shire, which is one of the 
farms that suppliers the 
brand, is responsible for pro-
ducing 10,000 litres of milk 
per day, which is enough to 
produce half a million pots of 
Lancashire Farm yogurts per 
year.

With such large volumes 
available, the business plans 
to invest into more efficient 
systems to create yogurts. 
As part of a continuing strong 
investment plan, it follows a 
£3.5m investment into the 
business back in 2018.

That overhaul touched 
every aspect of the business 
including new tanks, new 
fermentation and a new CIP 

Lancashire Farm invests in robotics

system for cleaning and filling 
lines.

Managing director Azhar 
Zouq at Lancashire Farm 
Dairies, says, “We are always 
looking for ways to improve 
the business and with some 
of the latest improvements, 
along with the introduction 
of new technology, we have 
invested in the future of the 
business so we can continue 
to grow and fulfill our ambi-
tions. Lancashire Farm start-
ed as a small business and 
we are so pleased with the 
growth so far, but in order to 
take on major competitors, 
big investments in manufac-
turing and taking advantage 
of such fantastic advance-
ments in technology will play 
a key part.”

Colleagues at the Roch-
dale based plant can also 
benefit from the new invest-
ments, with the new robotics 
system requiring operator 
roles to oversee the plant. 

There is no shutdown for the 
dairy industry in North Rhine 
Westphalia, Germany. The 
supply of high quality and 
sufficient food is a top priority 
for both farmers and dairies 
in the area and raw material 
production and processing 
must continue just like other 
systemically relevant areas. 

The state association LV-
NRW is in contact with milk 
producers, dairies and milk 
processing companies and 
has been reporting on the 
current situation to the Ger-
man Ministry of Agriculture

Dairy companies in the 
area have taken measures 
to protect employees and to 
keep the facilities operation-
al. Main measures include 
partitioning off the company 
premises, minimising per-
sonal contacts, using and 
expanding home offices and 
tightening general hygiene 
rules. In the foreseeable 
future, there may be bottle-
necks in protective clothing, 
masks and disinfectants.

The changed situation on 
the market is causing con-
cern. While there has been a 
massive increase in demand 
for durable products, there 

have been significant slumps 
in the export and catering 
sectors. 

According to the Agrar-
markt Informations-Ge-
sellschaft (AMI), there are 
hardly any price changes for 
milk and milk products. With 
small and medium-sized 
companies and the direct 
marketing of milk and cheese 
on farms, a survey of around 
50 companies by Milch NRW 
showed a similar situation. 

However, operators of 
milk filling stations and direct 
marketers are experiencing 
increases in customers and 
in the quantity of goods sold. 
Wherever customer traffic 
prevails, most have creat-
ed opportunities to wash or 
disinfect hands. Customer 
loyalty campaigns are in-
creasingly being carried out 
in this area. There are more 
new customers than usual. 

Milch NRW has compiled 
information and video clips 
for all relevant topics (nutri-
tion, cooking, hygiene etc) 
for consumers, milk produc-
ers, dairies and the press on 
the association’s homepage 
under ‘# STAY @ HOME’ and 
updates them regularly.

No shutdown in northern Germany
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Bord Bia, the Irish Food 
Board, has launched a Grass 
Fed Standard, the world’s 
first on a national scale, which 
allows it to track and verify 
the percentage of grass con-
sumed by Irish dairy herds.

Irish dairy processors will 
now be able to provide verifia-
ble proof that the milk used in 
products and ingredients has 
come from grass fed cows.

The Bord Bia Grass Fed 
Standard is a processor 
scheme that sets out the 
Grass Fed rules that must be 
adhered to for milk from in-
dividual farms, and for milk 
pooled for primary process-
ing, to be classified as grass 
fed. The minimum acceptable 
grass fed figure for an individ-

ual herd to qualify as “Grass 
Fed” is 90% on a fresh weight 
basis. This figure is achieved 
through the use of a scientific 
Grass Fed Dairy Model (which 
quantifies the volume of grass 
consumed by dairy cows) and 
Bord Bia web-based software 
to assess the grass fed sta-
tus of the milk from individual 
farms for processing against 
the grass fed rules.

The model has been de-
veloped by Teagasc, the Irish 
Agriculture and Food Devel-
opment Authority, at its Animal 
and Grassland Research and 
Innovation Centre, the lead-
ing research centre on milk 
production in Ireland. It will 
use data collected during the 
government-approved Sus-

tainable Dairy Assurance 
Scheme (SDAS) on-farm au-
dits to determine it meets the 
Grass Fed rules.

To meet the standard, Irish 
dairy milk that is pooled from 
various dairy processors for 
processing must achieve a 
grass fed average of 95% on a 

fresh weight basis. In Ireland, 
dairy cows spend on average 
of 240 full days a year out on 
pasture.

It is expected that 99% of 
Irish dairy farms will meet the 
Grass Fed threshold due to 
the nature of the Irish produc-
tion system.

Bord Bia launches first national grass fed standard

Frishpack sees improved sales in 2019
Germany’s Frischpack 
Group reported successful 
results and growth above 
the industry average for the 
2019 financial year. Sales 
increased by 2.3% to 65,000 
tons compared to 2018. The 
medium-sized group record-
ed sales of €30 million, a 7% 
over increase 2018. 

“Our strategic repositioning 
and consolidation course of 
the past two years are work-
ing. We used synergies, re-
structured work areas and set 
up a cross-group manage-
ment team.

“As expected, this had a 
positive impact on efficien-
cy, especially in the sec-
ond half of 2019,” explains 
Marian Heinz, CEO of the 
Frischpack Group, which in-
cludes Frischpack in Mailling 
and Baackes & Heimes in 
Viersen.

As an example, the Ferdi 
Fuchs license brand, with 
which the cheese experts 
from Baackes & Heimes were 
able to expand their market 
position in the food retail sec-

tor in 2019, also contributed 
to success.

At the same time, 
Frischpack entered into an  
agreement with Exquisa for 
the cutting and packaging 
of fresh cheese slices in the 
food service sector. Imple-
mentation has been taking 
place since January 2020. 

Frischpack also pushed 
ahead with the digitalisation 
of processes. The focus in 
2019 was on the introduction 
of a new enterprise resource 
planning system. Due to good 
preparation, the software 
solution for controlling all 
business processes was in-
tegrated without major friction 
losses. 

The Frischpack Group got 
off to a very good start in the 
current year, but due to the 
coronavirus crisis, the com-
pany is experiencing sharp 
declines in the food service 
sector. The reason is the re-
quirement to close the cater-
ing business. 

"Fortunately, we have a 
broad base with our locations 

in Mailling and Viersen,” says 
Heinz.

"Due to the currently strong 
demand from our retail and 
co-packing partners, we can 
partially compensate for the 
decline in the food service 
sector." 

Frischpack is looking con-
fidently towards the year but 
is concentrating in order to 
quickly and situationally look 
at market developments and 
then react. 

At the same time, the com-
pany continues to work hand 
in hand with customers and 
suppliers on sustainable 
packaging solutions, it says. 

The aim is to test sensible 
and safe alternatives to the 
previous composite materials 
and to evaluate them for their 
suitability for production. 

The company is also set-
ting a sustainable milestone 
this year in Mailling. If the car-
bon emissions at this location 
have been reduced by more 
than 50% in recent years, the 
goal for this year is to produce 
in a climate-neutral manner. 

“Sustainability is the focus 
of our entrepreneurial activ-
ities. So, it is only a logical 
step that we are taking this 
year, despite everything,” 
Heinz adds.
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The Uelzena dairy group in 
Germany sees itself as well 
prepared for the challenges 
posed by Covid-19, although 
it will have an impact for the 
second quarter. However, the 
long-term investment strat-
egy for securing the future 
should be maintained, the 
company states. 

The lockdown affects not 
only Germany, but also the 
rest of Europe and the whole 
world, meaning enormous 
shifts at all levels and, above 
all, the economy. Sales and 
revenues are under pressure, 
so the milk payment price will 
fall in response to the markets 
in the coming months, the 
dairy predicts.

The effects of the standstill 
also have an impact on the 
Uelzena Group and its four 
locations in northern Germa-

ny, where the milk of more 
than 800 milk producers is 
made into milk powder, but-
ter, cheese and sweetened 
condensed milk. 

Together with the employ-
ees, the hygiene rules were 
tightened within a very short 
time and the contact options 
both internally and with third 
parties has been limited to the 
necessary minimum. Home 
offices, video conferences, 
working in small groups with-
out shift transfers, wearing 
protective masks in areas at 
risk and increased disinfec-
tion measures have become 
part of the everyday routine. 

"To-date, no employee in 
the group has tested positive 
for Covid-19. We are grateful 
for that,” says HR manager 
Ina Hinrichs.

While home consumption 

has risen sharply, 
the out-of-home 
food business has 
almost stopped

For the Uelze-
na Group, this 
means a decline 
in sales in the 
business areas 
that are geared 
towards the bak-
ing trade and the out-of-home 
business, while the industrial 
business with milk ingredi-
ents continues to have good 
orders. 

As a result, production 
of instant beverages at the 
Schleswig-Holstein plant had 
to be curtailed. In addition, 
the prices for milk powder and 
butter have come under pres-
sure, so that overall a decline 
in sales is expected for the 
second quarter of the year, 

Uelzena prepares for post Covid-19 future

TLT-Turbo GmbH | Gleiwitzstr. 7, 66482 Zweibruecken 

Phone: +49 6332 808-0 | Email: vapor@tlt-turbo.com 
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managing director Bernd 
Gewecke says.

The managing directors of 
the Uelzena Group, supple-
mented by representatives 
from production, the human 
resources department and 
quality management, regu-
larly analyse the situation so 
that they can be adjusted if 
necessary. "This way, we will 
continue to master the crisis 
with prudence,” says CEO 
Jörn Dwehus.
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New Hope buys 
Ninhxia Huanmei
Chinese dairy products 
maker New Hope Dairy 
has purchased northwest 
Chinese Ningxia Huanmei 
Dairy Development for 1.7 
billion yuan (€220.4m). The 
company says it would use 
the acquisition to expand its 
business to China’s north-
west, where Huanmei is a 
major player.

Environmental 
award for Twin Birch
Twin Birch Dairy of 
Skaneateles, US was named 
a US Dairy Sustainability 
Award winner by the Innova-
tion Center for US Dairy for 
environmental stewardship, 
the American Agriculturalist 
website says (farmprogress.
com). “We’re pleased that 
one of our local dairy farms 
is being recognised for the 
good work they do to pro-
tect the environment while 
producing high quality milk,” 
says Rick Naczi, CEO of 
American Dairy Association 
North East. 

Yili plant in Mongolia
Chinese dairy Inner Mon-
golia Yili Industrial Group 
began building an organic 
dairy in Hinggan League 
China's Inner Mongolia Au-
tonomous Region, according 
to  China.org.cn. Yili is build-
ing 20 demonstration ranch-
es and an intelligent dairy 
factory with a daily process-
ing capacity of 4,000 tonnes. 
The project is expected to 
cost RNB30 billion (€3.8bn).

Iran’s exports year
Iran’s head of agriculture 
jihad organisation for Zanjan 
province says the region ex-
ported $4.9 million (€4.5m) 
of dairy products last year, 
according to Fars News 
Agency. Products weighing 
3,356 tons were export-
ed to Iraq, Azerbaijan, Af-
ghanistan, Pakistan, Qatar, 
Bahrain and Kuwait. Iran is 
also opening a dairy plant in 
Tehran to cut butter imports.

IN BRIEF

Consumption of dairy prod-
ucts across the globe has 
been witnessing a significant 
increase over the last few 
years, fuelled by their im-
mense nutritional content.

As per data revealed by the 
UN’s Food and Agricultural 
Organization (FAO), approx-
imately 150 million house-
holds across the globe are 
engaged in the production of 
milk. Butter is a dairy prod-
uct composed of 80%  milk 
fat, while texturised butter 
is a technology butter pro-
duced through a mechanical 
process such as scraped 
surface exchanger and oth-
ers, in order to obtain perfect 
crystallisation and the texture 
required for multiple applica-
tions. 

The use of texturised but-
ter has been expanding at a 
considerable rate owing to its 
authenticated and tradition-
al taste, according to a new 
report from Transparency 
Market Research. The glob-
al texturised butter market is 
expected to experience con-
siderable growth owing to its 
expanding application in the 
bakery industry. 

Bakery product manufac-
turers are looking for ingredi-
ents that meet their custom 
requirements of desired 
smoothness, consistency, 
texture, flavour and other 
characteristics, thus leading 
to an increasing number of 

manufacturers to look for 
alternative options to tradi-
tional butter.

Texturised butter meets 
all the needs of industry 
by offering perfect crystalli-
sation. Furthermore, grow-
ing consumer’s perception 
towards naturalness and 
organic has resulted in in-
creasing consumption of 
texturised butter for specific 
needs.

Texturised butter is special-
ly manufactured for sheeted, 
laminated and puff pastry 
dough due to its smooth and 
homogenous texture, thus 
offering good dough consist-
ency and does not stick while 
laminating.

The demand for texturised 
butter from countries such 
as the US, Germany, Spain, 
France, UK and Russia is ex-
pected to boost the revenue 
generation in the global mar-
ket in the near future.

Growing demand for pre-
mium butter products, cou-
pled with rising disposable 
income, has pushed consum-
ers across the globe to spend 
more on food products thus 
contributing towards the mar-
ket for texturised butter glob-
ally. Furthermore, the global 
market is also benefited due 
to its excellent plasticity, ho-
mogeneous distribution and 
impermeability between lay-
ers while sheeting/laminating.

Markets such as the Middle 

East, North America, and 
other Asian countries are 
experiencing significant de-
mand for milk and milk-based 
products, which is driving the 
consumption of butter and the 
consumption of texturised 
butter. Furthermore, demand 
for specific flavours, consist-
ency, texture and firmness for 
certain industrial applications 
is expected to create the mar-
ket opportunity for manufac-
turers to bring such products 
in the market and contribute 
towards the market growth 
of texturised butter over the 
forecast period.

Some of the key players 
operating in the global tex-
turised butter market include: 
Flechard, Uelzena Group, 
LacPatrick Dairies (ROI), 
Gourmand, Royal VIV Buis-
man, Ballyrashane Cream-
ery, Lactalis Ingredients, 
Middledale Foods, Piermen, 
Michigan Milk Producers As-
sociation and Kriemhild Dairy 
Farms. Growing manufac-
turer’s effort to launch new 
products in the marketplace 
as per customers' needs is 
expected to drive the market 
in the near future.

For further information on 
the report, visit:
bit.ly/3cnXgpX

Unilever announced its re-
sults for the first quarter of 
2020, showing flat underlying 
sales with developed markets 
growing 2.8%, while emerg-
ing markets declined by 1.8%.

Turnover increased by 
0.2% including a positive 
impact of 0.6% from acquisi-
tions, net of disposals and a 

negative impact of 0.4% from 
currency. The Anglo-Dutch 
giant manufactures a range of 
products, including Magnum 
ice creams.

The €7 billion ice cream 
business amounts to 17% 
of revenues for the firm, but 
Unilever fears that travel re-
strictions and the downturn in 

Unilever warns of decrease in results

Texturised butter sees bakery 
boost globally

tourism will affect the brands 
globally going forward.

Unilever has provided €500 
million in cash flow relief for 
its small and medium sized 
suppliers and retail custom-
ers. Also, Unilever is also 
maintaining its quarterly divi-
dend, which will be €0.41 per 
share, it says.
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World News

US dairy exporters topped 
year-earlier levels for the sev-
enth straight month in March, 
despite disruptions resulting 
from the coronavirus out-
break.

That month, US suppliers 
shipped 190,456 tons of milk 
powders, cheese, whey prod-
ucts, lactose and butterfat, 
2% more than the year be-
fore. This is the highest figure 
since May 2018. On a solids 
basis, exports were up 3%. 
Meanwhile, the value of all 
exports was the most since 
August 2014 – $592 million 
(€537.8m), 10% more than a 
year ago.

Southeast Asia contin-
ues to be the main source of 
growth for US suppliers. Ship-
ments of skimmed milk pow-
der (SMP), whole milk powder 
(WMP), whey, lactose and 
cheese were a record-high 

49,729 tons in March, up 
10%. Export value was just 
shy of $120 million (€109m), 
up 33% and the best month 
in more than five years. In the 
first quarter, the value of US 
exports to the region were up 
54% from a year ago, led by 
a 40% increase in SMP sales 
and a 27% gain in cheese 
volume.

The value of exports to 
South America and the Mid-
dle East/North Africa (MENA) 
region also was higher in 
March, and sales to the Car-
ibbean (led by the Dominican 
Republic) reached a record 
high. In all, NDM/SMP ex-
ports were 62,346 tons, up by 
a total of 4%.

In addition to stronger sales 
to Indonesia and Malaysia, 
shipments to the MENA re-
gion were the most since 
July 2014 and suppliers grew 

sales to Colombia. These 
gains were partially offset 
by a 19% drop in volume to 
Mexico, which saw the light-
est volume (daily-average 
basis) since January 2018.

US NDM/SMP shipments 
in the first quarter were 
186,360 tons, the most ever 
for a first quarter.

Whey volumes continued 
to improve, posting a 7% 
gain. Volume of 44,380 tons 
was the highest in 19 months. 
The recovery in sales to 
China was noteworthy, with 
shipments reaching 12,793 
tons, up 17%. In the first quar-
ter, US whey exports to China 
were up 21%. In March, ship-
ments to Canada, Japan and 
New Zealand also were high-
er, while sales to Mexico were 
lower.

Higher-protein whey prod-
ucts fared well in the first 

quarter, with WPC up 24% 
and whey protein isolate 
(WPI) up 30%.

Meanwhile, total cheese 
exports were 33,356 tons 
in March, the most in 10 
months, but down 10% from 
last March’s record volume. 
Sales to Mexico and Australia 
were higher than last year, but 
shipments to South Korea, 
Japan and the MENA region 
continued to lag.

Lactose exports were 
32,634 tons, down 8% from 
last year but in line with vol-
ume from the previous five 
months. Sales to China, Mex-
ico and Southeast Asia trailed 
year-ago levels.

On a total milk solids basis, 
US exports were equivalent to 
15.1% of US milk solids pro-
duction in March. In the first 
quarter of the year, exports 
were 14.9% of production.

11
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Royal DSM has launched 
new microbial Dhasco-B and 
Arasco powders for infant 
nutrition. These contain a 
minimum of 11g DHA (doco-
sahexaenoic acid) or ARA 
(arachidonic acid) respec-
tively and are produced with 
life’sDHA and life’sARA oils, 
which are sources of sustain-
able DHA omega-3 and ARA 
omega-6.

The powders offer a clean 
label, are naturally free from 
contaminants, do not contain 
engineered nanomaterials. 
They are made with  non-GM 
ingredients, and are designed 
for addition to dry-blending 
manufacturing processes. 
The powders support optimal 
developmental outcomes in 
infants, the company says.

“Research suggests that 
the intake of both DHA and 
ARA during infancy has pos-
itive effects on brain growth, 
cognitive and visual develop-

Arla Foods’
ambient concept

DSM expands with infant nutrition powders 
ment, and immune functions,” 
says Ethan Leonard, vice 
president for speciality early 
life nutrition at DSM Nutrition-
al Products. “We formulated 
the powders to ensure com-
pliance with evolving regula-
tions worldwide and support 
manufacturers in creating 
high-quality infant formula 
products with DHA and ARA.” 

DHA and ARA are long-
chain polyunsaturated fatty 
acids (LC-PUFAs) that play 
a crucial role in infant health 
and development.

Breast milk is the gold 
standard for infant nutrition 
and naturally contains both 
DHA and ARA, typically with 
ARA levels higher than those 
of DHA. Breast milk is used 
as a reference for the formu-
lation of substitutes, which 
are designed to mimic the 
composition and functionality 
of breast milk as closely as 
possible.

Arla Foods Ingredients has 
launched a clean-label con-
cept to help meet demand for 
ambient yogurt in China.

The new solution uses 
Nutrilac YO-4575, a 100% 
natural whey protein, to 
give unrefrigerated yogurts 
a premium positioning with 
all-natural ingredients, the 
company says. The protein is 
unique due to its heat stabil-
ity and texturising properties. 
It keeps ambient products 
smooth and stable through-
out shelf life without the need 
for additives or preservatives.

Yogurt sales are growing 
faster in China than any-
where else in the world, with 
ambient yogurt the fastest 
growing segment in the coun-
try’s liquid dairy market. The 
category, which accounted 
for almost 30% of China’s 
entire yogurt market in 2019, 
according to Innova.

Recent publications by in-
fant nutrition experts have 
recommended the addition 
of DHA and ARA to infant and 
follow-on formula during the 
first year of life, a critical win-
dow of development. DHA 
supports brain and cognitive 
development, mental adapt-
ability and problem solving, 
and information processing, 
while ARA may play a role in 
supporting the development 
of a healthy immune system, 
bone formation, blood flow 
and blood vessel function, 
DSM notes. 
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News Focus

Consumers are becoming more 
conscious about their health as 
a result of coronavirus and are 

looking to change their diets to minimise 
the risk of disease and boost the immune 
system. This is something that creates 
an opportunity for the dairy industry as 
consumers turn to everyday products that 
they deem nutritious and affordable.

Covid-19 is having a significant impact 
on the way that consumers think and 
behave. In April 2020, FMCG Gurus 
surveyed consumers across 18 different 
countries about coronavirus. The research 
found that 76% of global consumers say 
that they are concerned about Covid-19. 
This concern is something that can be 
related to the uncertainty that surrounds 
the disease.

For instance, only 35% of consumers 
say that they feel informed about coro-
navirus, while 48% believe that it will 
continue to impact day-to-day lives for 
at least 12 months. These concerns are 
something that are influencing attitudes 
to health and diet. 

A total of 59% of consumers say that 
they are now more conscious about their 
overall health and wellbeing and 73% say 
that they are making attempts to eat and 
drink healthier.

Dairy on the up
This is something that will result in con-
sumers looking to increase their intake 

of dairy because of the beneficial ingre-
dients it is associated with. The research 
found that 11% of consumers say that 
they will eat and drink more dairy as a 
result of coronavirus. While this figure 
appears low, it must be remembered that 
dairy is a staple part of diets in many 
countries, so consumers will be increas-
ing their intake of food and drink that they 
already turn to regularly.

In addition, a total of 34% of con-
sumers say that they have purchased 
more milk in the last month as a result 
of Covid-19, while 35% say this when it 
comes to yogurt. While this can be attrib-
uted in part to stockpiling, it can also be 
associated with consumers recognising 
that dairy contains ingredients that help 
boost health.

Indeed, of the three quarters who plan 
to eat and drink more healthily, 32% say 
that they plan to increase their intake 
of calcium and 37% their intake of pro-
tein. These are two ingredients common-
ly associated with the dairy industry. 
Moreover, 70% of all consumers say that 
they associate protein with helping boost 
immunity.

This means that such claims across 
the food and drink market will appeal to 
the 57% of consumers who now say that 

they are now more concerned about their 
immune health as a result of Covid-19.

This shows that there is an opportunity 
to target health conscious consumers by 
positioning dairy products around being 
high in functional ingredients such as 
protein and calcium. This will appeal to 
consumers who want to improve their 
diets in order to reduce the risk of disease 
and illness but at the same time are look-
ing to shop on a budget.

A total of 63% of consumers across the 
globe say that they believe a recession is 
inevitable as a result of coronavirus. As 
such, these consumers will want to obtain 
their nutrients from everyday food and 
drink products, such as milk and yogurt 
as opposed to sectors such as the sports 
nutrition market, which can often be asso-
ciated with a premium price.

While these attitudes are a positive 
for the dairy industry, challenges will 
continue to exist from the plant-based 
alternatives market. A total of 18% of 
consumers say that they now plan to 
include more plant-based food and drink 
in their diets as a result of Covid-19.

A main reason for doing this as 
expressed by consumers is that such prod-
ucts can be associated with being health-
ier and containing fewer ingredients that 
are deemed detrimental to health, a chal-
lenge that the dairy industry can some-
times face.

However, at the same time, plant-based 
food and drink can sometimes be associ-
ated with being bland in taste. This means 
that dairy products must be positioned 
around being natural, affordable, high in 
good ingredients and tastier. Dii

Concerns about health in the wake of COVID-19 create 
opportunities for the dairy market, according to FMCG

Estimating the pandemic impact

These findings are based on an FMCG 
Gurus Covid-19 survey across 18 countries. 

For more information contact
     info@fmcggurus.com 
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Interventions have been underway in 
both the US and the EU, with varying 
levels. So far, the EU has set aside 

€30 million towards its private storage 
programme, which is intervention if there 
is a price the products drop below and 
may wind up spending more than €300 
million on the efforts. By contrast, the US 
has allotted $360 million to support dairy 
through product buying.

There is also an additional $2.9 billion 
allocated to a Food Box programme that 
would purchase $100 million each of 
dairy, meat and fresh fruit/vegetables per 
month via private buyers, and then around 
another $900 million will be for purchas-
ing of commodities for food banks and 
other outlets. With the Food Box pro-
gramme, the USDA will not be directly 
buying commodities. It wants private 
companies to procure the commodities, 
put them into a box, and then deliver 
those boxes directly to people who are 
in need or to non-profits that will distrib-
ute to those in need. The dairy products 
included in the box could be anything; 
speciality cheeses, Greek yogurt, UHT 
milk or ice cream novelties. So, the 
aid allocated is about ten times higher 
than the EU has allocated it seems. The 
commodity purchases in the US are not 
depending on price levels of the products 
either.

In the US right now, there is enough 
capacity to process all the milk, but it’s an 
issue of demand and how it’s processed. 
For example, some sites are only set up 
for supply to foodservice and restaurants, 
and there is a limited appetite from con-
sumers for five-pound bags of shredded 
cheese or ice cream mixes. Dairy demand 
for home cooking is also lower, as in 
foodservice dairy is used in more quantity 
per meal, and this results in negative dairy 
demand. Cheese sales are down 10-15  
per cent versus last year, and that means 
the US industry is currently generating 
a surplus of 100 to 150 million pounds 
of cheese a month while the government 
is only stepping in to purchase 34-45 
million. 

Back on the farm
On the farm side, the headcount in the US 
has been expanding since July 2019, at 

about 9,000 cows per month, and 
once cattle are added, this tends 
to go on for about 16-20 months. 
Making cuts now is like turning 
a battleship, a slow process. The 
headcount was up by about 0.5 
per cent in March, but I think 
what’s happening now is they’re 
adjusting the production per cow, 
as co-operatives and milk buyers 
have asked for farmers to cut pro-
duction. Milking is shifting from 
three to two times per day, and 
they’re drying out cows early, to 
short-term lower the production 
per cow. If demand returns, the 
animals are still there to bring the 
cows back online, so to speak.

This is the worst contrac-
tion in the GDP since the Great 
Depression, and certain industries 
such as tourism are not going to 
come back quickly, so we expect 
a headwind into next year. Every country 
is in lockdown and the global import 
demand is also down for exports, so it 
gets a little bit tricky. When domestic, 
cheese and butter demand is all down, 
to clear the supply, the prices are lower. 
Physical sales may be up but the products 
are sold at dramatically lower prices.

Regional challenges
The US is a big place, so there are dif-
ferent issues in different regions. The 
upper Midwest, for example, has an issue 
with sufficient cold storage, while the 
US west coast has extra capacity, and 
processors there who didn’t want to sell 
$1/lb cheese would be able to put it into 
inventory. One thing that may be an 
issue is a creep up in plant closures due 
to employee health. Two Leprino cheese 
plants in Colorado recently had to close 
for five days and deep clean because of 
an outbreak, but overall dairy processors 
have fewer issues with that than meat 
processors. Whereas a meat plant will 
have 3,500 employees in close proximity, 
the same size dairy plant will only have 
350 operators and be much more spread 
out over the facility.

Foodservice returning
There are positive signs going forward 
for foodservice in the US, as things adjust 
to the new reality. In late March, it was 
down 67 per cent, and now it’s only 
47 per cent lower, which is a big jump 
higher. The prices will go up, it has to, 
with US cheese having hit a 20 year low 
recently.

For packaging, the story early on from 
both the EU and CDC was that food pack-
aging and food itself is safe, and the mes-
sage is getting out. People are getting sick 
of cooking, so it’s good to see that food 
service is already starting to improve. 
April seemed to be the worst of it. 

If we open up slowly, not quickly, the 
economy will start to improve, along 
with demand – but we will suffer for a 
while.  Dii

Nate Donnay of INTL FC Stone eyes recent
market interventions in the US and EU

Keeping up with the US

Nate Donnay is director of Dairy Market 
Insight at INTL FCStone, which offers 

risk-management and margin 
hedging programmes and services globally 

to the dairy industry, coupled with OTC 
hedging tools and advisory services. 
For further information please visit 

www.intlfcstone.com/Commodities/Dairy
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New Product News

Monster milk desserts
Ehrmann’s Monster Backe 
multi-pack milk dessert 
range, has a new variety 
– hazelnut, chocolate and 
less sweetness. While the 
other varieties come in six- 
or nine-packs, the hazel-
nut and chocolate version 
is offered in a four-pack.

Cranberries in Austria
Austrian dairy Vorarlberg 
has added a new variety to 
its low fat 1% Trink Joghurt 
(drinking yogurt) range. 
It is flavoured with cran-
berry and pomegranate, 
contains an average of 
11g sugar per 100g, and is 
sold in 500g bottles.

Rumiano Redwoods
Rumiano Cheese Com-
pany of the US has added 
three new flavours to its 
Redwood Coast cheese 
line. They include: Bor-
derline Blaze (smoked jal-
apeño cheddar), Tuscan 
Temptress (mozzarella 
with basil and sun-dried 
tomato) and Wild Arabi-
an Nights (Monterey Jack 
with za’atar seasoning). 
The 8oz blocks retail for 
$3.99 (€3.63).

No added sugar in Oz
Lion Dairy & Drinks in 
Australia is debuting 
Dairy Farmers No Sugar 
Added flavoured milks. 
The brand’s sweetened 
flavoured milks in classic 
chocolate and strawberry, 
now come without added 
sugars in 500ml bottles.

Danone milk for kids
Danone North Amer-
ica has introduced a 
shelf-stable whole milk 
single-serve portion to its 
Horizon Organic Growing 
Years range. The 8oz car-
tons are sold individually 
or in three-packs, and in-
clude DHA, choline, preb-
iotics and other nutrients, 
the company says. 

IN BRIEF

The Hohenloher 
dairy is to be part of a 
new German region-
al campaign, "We 
care for our coun-
try.” Around 20 food 
companies from 
Baden-Württemberg 
are showing the pub-
lic who is behind the 
production of local 
products. The regional cam-
paign can be mainly seen on 
banners and posters across 
the country.

Arla Foods now offers 
fresh organic pasture 
milk in a new 100% un-
bleached carton. The 
carton has one less 
packaging layer and is 
therefore lighter. Re-
newable raw materials 
are used in the produc-
tion of the plastic for the 
lid and the inner coating 
of the cardboard.

This is based on 
sugar cane, which is 
processed into a plant-
based plastic. In addition, 
the production of the card-
board produces fewer car-
bon emissions compared 
to previous packaging, ac-
cording to the company.

The launch of the new 
milk carton in Germany 

is part of a current, 
Europe-wide project 
with which Arla wants 
to gradually optimise 
its packaging portfo-
lio, it says. 

Last year Arla 
started to convert 
600 million fresh milk 
packaging across 
Europe to renewable 
materials and make 
560 million yogurt 
and cream cups re-

cyclable. The German mar-
ket accounts for 205 million 
cups. All Arla packaging in 
Europe should be recycla-
ble by 2025 – currently, it is 
92%. The long-term goal is 
to make the entire packag-
ing portfolio carbon neutral 
by 2050.

A fine 
Fettle

Caring for our country

Zott’s spicy 
snack
Zott is launching its new moz-
zarella variety, Zottarella with 
red jalapeño chili. 

It is useful for dishes such 
as spicy gratins, pizzas and 
salads or on a baguette as a 
snack, the company says.

The new 125g Zottarel-
la ball is sold in packaging 
that uses 25% fewer fossil 
raw materials than  previous 
packaging.

German dairy Bergad-
er's fresh Alpine milk 
is now available under 
the Almzeit brand. The 
milk is presented in a 
new design to match 
the popular Almzeit 
line. Almzeit milk comes from 
small family farms in the Al-
pine region with around 40 
cows. They are still available 
in two varieties with a fat con-

tent of 1.5% and 3.8%, and 
are GMO-free. 

In addition to fresh milk, the 
Almzeit product portfolio in-
cludes a range of sliced and 
soft cheeses.

New carton for Arla
organic pasture milk

Shepherds Purse, a North 
Yorkshire, UK-based cheese 
maker, has fast-tracked the 
launch of its new format 
feta-style cheese in a bid 
to help support struggling 
sheep milk farmers affected 
by the Covid-19 pandem-
ic. It launched its product, 
called “Fettle”, in 150g 
square blocks on 4 May 2020 
to coincide with the British 
Cheese Weekender on 8-10 
May, the first-of-its-kind col-
laborative project designed 
to showcase some of the 
country’s top cheeses with a 
series of free virtual events. 

Almzeit adds Alpine milk

"We take care 
of our country" 
is also sup-
plemented by 
videos in which 
the farmers and 
co-operatives 
introduce them-
selves and their 
businesses and 
give insights 

into their work. These films 
are gradually being published 
on platforms such as Face-
book and Instagram.
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New Product News

Schuman Cheese 
in the US has intro-
duced Cell Cheese 
Flights, a 10oz 
pack of three curat-
ed cheeses in two 
c o m b i n a t i o n s : 
Asiago, Cabot Clothbound 
Cheddar and Dijon Herb 

Rubbed Fon-
tal and Copper 
Kettle, Pepper 
Jack Goat and 
Creamy Dill 
Rubbed Fontal. 
Each package 

includes recommendations 
for beer and wine pairings.

Cheeses for the Zoom tastings

Cheese flights in US

customers can 
enjoy Yorkshire 
Wens leyda le 
blended with 
three flavours: 
Fig and Honey, 
Rhubarb, Gin-
ger & Mason’s 

Yorkshire Gin, and an Oak 
Smoked Aged Red Leices-
ter. The new flavours will be 
available from the Cream-
ery’s Online Deli, delivered 
to homes for £2.95 (€3.32).

Five creamy fruit yogurts 
have been added to the nöm 
PRO range in Europe. The 

low-calorie protein product 
range offers 20g per 180g 
cup with no added sugar in 

several versions: 
cherry, mango, 
vanilla, strawberry 
and blueberry. 

Real Nöm PROs

The Wensleydale 
Creamery, maker 
of Yorkshire Wen-
sleydale cheese, 
has launched three 
limited edition 
truckles. 

The new truck-
les follow the launch of an 
Online Deli with UK-wide 
(mainland) delivery and 
a Weekly Deli Box with 
cheese and accompani-
ments. For a limited time, 

 +31(0)348-558080
  info@lekkerkerker.nl

www.lekkerkerker.nl

Milk

Yogurt

Butter

Margarine

Processed cheese

Cheese

No.1 specialist  
in reconditioned  
dairy machines

2.000 machines  
in stock

Warranty

Fast delivery times

Low investment

Complete projects

Moisture Control
from Lab to Line.

941.727.1800      www.MoistTech.com

New summer varieties of 
Zott cream yogurt are on the 
market in Germany. The four 
fruity-fresh varieties are pas-
sion fruit, mango, orange and 
pomegranate. 

The redesigned 150g 

cups are available until mid- 
September. The retail price is 
around €0.65.

Summer time for Zott

ChurnBaby churn
Casper’s Ice 
Cream has in-
troduced Churn 
Baby, which 
are cookie cups 
topped with a 
full biscuit and a 
spoon on the in-
side of the lid for 
snacking, in the US market.

A two-cup box retails for 
$5.99 (€5.46), in Choco Chip 

Cookie Dough,   
C h o c o 
Chip Va-
nilla Fudge 
B r o w n i e , 
Cool Mint 

Chocolate Chip and Peanut 
Butta Brownie Luvva.
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Euro Focus

European policy makers and the 
dairy industry are working together 
to prevent a catastrophic collapse 

in dairy markets, as demand tanks during 
the Covid-19 crisis. “The market shock 
hit the ‘lactosphère’ all over Europe and 
beyond,” European Dairy Association 
(EDA) secretary general Alexander Anton 
told Dairy Industries International (DII). 
For example, the European Commission 
has noted that the European Union (EU) 

price per tonne of skimmed milk powder 
(SMP) of US$2,079/tonne on 26 April 
was an 8% drop from 15 days before.

The “unprecedented situation”, nota-
bly the closure of hotels, restaurants and 
caterers (HORECA) has shrunk food 
service demand accounting for 20% 
or more of European dairy consump-
tion, says European dairy trade associ-
ation Eucolait’s secretary general Jukka 
Likitalo, especially reducing European 

exports, which is not being made up by 
increases in retail sales.

EU farm body Copa-Cogeca secretary 
general, Pekka Pesonen, says the situation 
was worsened by the halting of school 
milk services during lockdowns. Intra-
EU trade in milk has suffered disruption 
from the pandemic – for example exports 
to Italy, he says. And France was particu-
larly hard hit by the closing of open-air 
food markets, Anton says. The Royal 
Association of British Dairy Farmers 
(RABDF) reported that more than one 
million litres of milk produced in the UK 
was dumped between 6 to 20 April.

National governments, the European 
Union (EU) and the dairy industry are 
responding to hold the line. The EU 
executive, the European Commission has 
“actively reacted throughout the crisis” to 
help the dairy sector, increasing direct and 
rural development payments and extend-
ing deadlines for payment applications, 
“taking into account input from member 
states, MEPs, farmers and agricultural 
organisations,” says an EU official.

Open for intervention
Indeed on 22 April, the EU Council of 
Ministers adopted emergency measures 
proposed by the Commission under which 
farmers can receive support, including 
low-interest, long-term loans and loan 
guarantees, of up to €200,000 to cover 
operational costs at favourable condi-

Private storage aid is essential to 
combat Covid-19, say experts. 

Liz Newmark in Brussels reports

A long-term 
confidence

EU agriculture Commissioner Janusz Wojciechowski speaks at an EU farm sustainability 
conference in December – Covid-19 has put the sustainability of European dairy markets in 
doubt. Credit: European Commission Jennifer Jacquemart

Covid-19 might hit dairy demand, 
but cows still need milking. 
Credit: United Soybean Board
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tions, with amounts varying according to 
the size of the farms and their needs.

The same day, following increased 
demand from member states, MEPs and 
industry organisations, the Commission 
triggered the EU’s Private Storage Aid 
(PSA) system, which will allow butter, 
cheese and SMP producers across the EU 
and the UK, under its transitional Brexit 
arrangements, to withdraw products from 
sale for two to six months.

This, said a Commission note, will 
“lead to a decrease of available supply 
on the market and rebalance the market 
long-term.” The storage period is 90-180 
days for butter and skimmed milk powder 
(SMP) and 60-180 days for cheese (up 
to 100,000 tonnes, with a €10 million 
allocation), with €30 million of funding 
available for storing all three of these 
products (out of €80 million for all 
food products). From the cheese quota, 
Germany has been granted the right 
to store 21,726 tonnes, France 18,394 
tonnes, Italy 12,654 tonnes, and the UK 
4,499 tonnes.

Anton welcomes the dairy sector’s 
share of this help, saying this “reflects the 
importance of dairy in EU agriculture, 
but this can only be the first step,” he 
told DII. He says the PSA announcement 
would prevent a downward spiral in the 
SMP markets and “give the right signal 
to the SMP, butter and cheese markets.” 
Copa-Cogeca’s Pesonen agreed, stating, 
“It is crucially important to maintain sta-
ble supply to the market.”

That said, Eucolait says that the PSA 
decision, rubberstamped by EU ministers 
on 30 April, published in the Official 
Journal (L140) on 4 May and in force 5 
May, should have happened earlier, ideal-
ly in March. 

Meanwhile, the EU was already operat-
ing its regular public market intervention 
scheme for SMP and butter, Likitalo 
explains. This scheme is open 1 March to 
30 September and allows up to 109,000 
tonnes for SMP and 50,000 tonnes for 
butter to be sold EU-wide.

Under this public intervention system, the 
national agencies buy dairy products from 
private operators meeting certain quality 
requirements if the price falls below a set 
intervention price of €1,698/tonne for 
SMP and €2,463.90/tonne for butter and 
store it in approved warehouses arranged 
with member state authorities.

But industry sees intervention as a 
‘last resort’ solution: “This is a safety 

Euro Focus

have a better price than let to the markets 
collapse.

Will all this be enough? Some European 
Parliament members say no. “My biggest 
concern is that the sums that Commission 
planned to invest are not sufficient,” the 
German chair of the parliament's agricul-
ture committee Norbert Lins, a Christian 
Democrat, told DII, although thus far, 
in the EU (excluding Britain) “the dairy 
supply chain in the EU27 has proved 
shock resilient, with milk being collected 
and processed.”

However, Juozas Olekas, a Lithuanian 
socialist MEP, warned that the EU should 
not rely on all EU member states to 
maintain market stability, as the countries 
themselves have very different financial 
resources.

In that, most concnered are in agree-
ment. The French socialist MEP, Eric 
Andrieu, insists that the reduction of milk 
production should not be tackled inde-
pendently country by country. Instead, 
“the Commission must coordinate this 
strategy at European level,” he says.

Looking ahead, Chinese dairy purchas-
es have partially resumed but cannot 
offset other losses in sales at present, 
Pesonen argues. To stabilise prices, as 
well as PSA, the active EU and national 
government “promotion of dairy products 
and their nutritional value would help,” 
he says.

But Europe’s dairy industry, seeing a 
clear increase of retail demand for dairy 
products, logical in the absence of eating 
out, remains confident it will survive. 
“When all is said and done, people still 
have to eat,” Likitalo notes.  Dii  

net and stops prices falling further, but it 
becomes a problem if products remain in 
warehouses for a couple of years, which 
happened in 2016,” Likitalo says.

Milk production should be reduced “as 
we are clearly in an oversupply situation,” 
he maintains. But this should be a deci-
sion for each dairy company and its sup-
plying farmers, according to their needs.

Dairy experts agree cutting milk output 
at Europe’s usual seasonal peak in pro-
duction (April/May) is not easy. But for 
European Milk Board (EMB) manager 
Silvia Däberitz, it is the only solution: 
“The PSA will not reduce Covid-19 prob-
lems and these stocks will push prices 
down once the main crisis is over.”

She proposes that the Commission 
launch a voluntary production reduction 
scheme spanning a few months, with a 
bonus for farmers that reduce and cap-
ping for other farmers. “Since there is 
a combination of declining demand and 
processing/logistical problems at dairies, 
overproduction should be addressed at the 
producers’ level.” 

“The immediate implementation of 
voluntary, and if necessary, compulsory, 
production cuts are essential,” Bavarian 
dairy farmer Johannes Pfaller, an EMB 
executive committee member, says.

The national side
National and regional governments have 
also been pushing for some production 
cuts to milk supply. In Belgium, for 
example, Wallonia’s agriculture minister 
Willy Borsus has demanded local dairy 
farmers cut production by 3-5%, saying 
it is better to produce a bit less and to 

No dairy items in this Covid-19 
era shopper’s trolley – demand 
concerns are making the EU think 
about milk demand management. 
Credit: Nickolay Romensky 
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Botanical origin
Bouron says the functionality of SimPure 
starches is linked to the botanical origin. 
“Combinations of starches from various 
botanical sources can often lead to spe-
cific textural properties. Depending on 
the source, you can impart sensorial and 
mouthfeel perception from creamy to 
thick coating, and textures from thickened 
to gelled.” Discussing the different textur-
ising functionalities of SimPure 99405, 
Bouron clarifies it can support thickening 
and add body and mouthfeel. In some 
formulations, SimPure can also be used as 
a fat mimetic or a cost optimiser. 

Cargill says it is positioned to take 
a role in the label-friendly ingredient 

moderate-to-high processing conditions, 
including acidic and harsh sterilisation 
processes. It delivers performance, with 
good shelf life stability in ambient, 
chilled and frozen settings, and mirrors 
the sensory and textural behaviour of the 
modified food starches it replaces.”

He also comments on how SimPure 
99405 has proven to serve the needs 
of formulators in several dairy applica-
tions, as well as in other applications. 
“We know SimPure 99405 is suited for 
applications that require higher pro-
cess stability, which  may include 
yogurt-style dairy desserts, fermented 
milk and processed cheese, but also 
bakery fillings, as well as applications 
such as ready meals and sauces.”

The ingredients supplier Cargill has 
developed a new corn-based, cook-
up starch range for use in dairy 

and other applications. As part of the 
wider SimPure series, the SimPure 994 
range was designed to provide stability 
through heat treatment in products. The 
performance of these waxy starches is 
on par with the most commonly used 
modified food starches, yet they have 
the added benefit of a consumer-friendly 
label, according to Cargill. Indeed, like all 
SimPure products they can be declared as 
“starch” or “corn starch”. 

Fabien Bouron, senior dairy techni-
cal service specialist, explains how the 
SimPure range in general, and SimPure 
99405 in particular, is suited to solve 
some of the challenges facing dairy man-
ufacturers. “Whereas SimPure 99400 
offers an alternative to modified starches 
in low-to-moderate processed foods, such 
as custards, puddings and vla, SimPure 
99405 was developed especially for more 
intense processing conditions such as 
retort, homogenisation and ultra-high 
temperature (UHT) processing.” 

Bouron illustrates the flexibil-
ity and reliability of SimPure 99405. 
“This waxy corn starch can be used in 

18  DAIRY INDUSTRIES international June 2020    

A simple 
solution

With consumers scrutinising labels more, 
dairy formulations can be challenging, so a new 

starch range has been developed

Fabien Bouron

Judd Hoffman
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space. “The SimPure 99400 and 99405 
waxy corn based functional starches are 
an extension of our SimPure 99500 and 
99530 native functional starches, which 
is based on potato, and of our SimPure 
99560 native functional starch, which is 
based on potato and tapioca” explains 
Fiona Barnett, business development 
manager food starch. “We are constant-
ly innovating – testing our products in 
new applications and developing new 
solutions. Our goal is to offer a range of  
label-friendly solutions to best meet our 
customers’ desire for simple, functional  
solutions, based on a wide variety of 
botanical sources.”

Judd Hoffman, segment director of tex-
turisers and specialties at the firm, notes 
the larger effort of Cargill to support cus-
tomers in making ingredient labels more 
appealing to consumers. “We’re investing 
in research and development in native and 
functional native starches, as well as in 
other label-friendly ingredients, charging 
our teams to take a creative look at the 
botanical sources available to us.

“We’ve basically gone back to the 
basics, studying and quantifying all the 
attributes of each individual starch as 
well as other products in our portfolio. By 
gaining greater insight into the structure 
and properties of our solutions, we are 
learning how to get more from them.” 

Hoffman explains that Cargill’s capa-
bilities expand beyond its ingredient 
offer. “Whether in starch or other product 
lines, understanding customer needs in 
combination with high-level reformula-
tion expertise ensures that Cargill can 
deliver tailormade solutions. Often, it’s 
a combination of ingredient know-how, 
recipe reformulation and adapting process 
conditions.”

Simple and understandable
Cargill’s work is being driven by the con-
sumer demand for simple, understandable 
ingredients in everyday favourites, says 
Matthias Bourdeau, marketing manager 
texturisers. “We see consumers increas-
ingly scrutinising product labels, leading 
to growing demand for label-friendly 
products. Consumers want to understand 
what is in their food, and so simple 
ingredients are growing in popularity. 
Our propriety research shows that, for 
most consumers, ‘made with only famil-
iar ingredients’ is a top purchase driver.”

Next to the importance of labelling, 
Bourdeau also points out to the impor-

Platform (SAI Platform), the Waxy 
Corn Promise delivers on consumers’ 
expectations for more sustainable food 
ingredients,” he says. 

Even as demand for label-friendly solu-
tions continue to rise, this does not mean 
that Cargill is placing less focus on its 
offer of modified starches, as Barnett 
comments. “We do see sales of more 
traditional modified starches continue to 
grow as consumers look towards more 
ready-made and ‘food on the go’ solu-
tions for snacking and at mealtimes. Our 
consumer research suggests there is a 
clear demand for label friendly starches in 
everyday foods, with less scrutiny being 
placed on indulgence foods. As a result, 
growth will vary by product application 
and consumer pull.” 

Barnett says, besides achieving a 
‘cleaner’ label while keeping the same 
organoleptic experience, manufacturers 
will also be looking at the cost in use. 
“Cost is very important for our customers 
and often it is not only related to the raw 
materials. In label-friendly reformulation 
work, the cost might be slightly higher 
since label-friendly solutions need to be 
dosed starting from a five per cent higher 
usage than modified versions. Consumers 
may be willing to pay a little more for 
a label-friendly product, but especially 
if we’re in a reformulating situation, 
companies want to have the same cost 
structure. We understand that reality, and 
that’s where formulation expertise and the 
ingredient portfolio come into play. We 
have the ability to look at an entire recipe 
and find cost-savings. We also keep cost-
in-use realities in mind as we develop 
new ingredient solutions.” Barnett sum-
marises, “Ultimately, with SimPure, our 
aim is to support formulations that are as 
simple as possible, while delivering the 
functionality our customers desire.”  Dii

tance of texture. “Texture is what drives 
our enjoyment. It’s our physical link 
with the foods that we eat – whether 
smooth and creamy, or brittle and crispy – 
textures tell a story and help us to connect 
with our food. It is also linked to how 
we perceive flavour releases. And with 
the current Covid-19 crisis, consumers 
seek textures and tastes of comfort, all 
of which can be delivered by the right 
texturiser choices.”

To the question of what is more desir-
able to consumers – a friendly label or 
an indulgent texture, Bourdeau responds, 
“Both. We are not always rational when 
it comes to making food choices. We are 
more skeptical about certain foods like 
prepared meals, but perhaps less so when 
it comes to indulging ourselves. The 
important thing is not to lose the texture 
or the enjoyment. That is why our teams 
focus on texture in all our development 
work, to see how it shifts, improves or 
changes.

“With label-friendly starch formula-
tion, we will not compromise on this 
promise and want to give our customers 
and their consumers the best possible 
food products that will keep them coming 
back for more.”

Bourdeau also emphasises the impor-
tance of being able to support manufac-
turers’ sustainability efforts. He explains 
that, to ensure a long-term sustainable 
crop supply for food starch, Cargill is 
committed to source waxy corn 100 per 
cent sustainably from European farmers.

“In support of this initiative, we have 
developed the Waxy Corn Promise 
programme, leveraging partnerships 
between Cargill, farmers and co-op 
suppliers to address key sustainability 
challenges in the waxy corn growing 
regions. Benchmarked at silver level by 
the Sustainable Agriculture Initiative 

Matthias Bourdeau

Fiona Barnett
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Refrigeration 

Ongoing challenges in keeping the 
consumer fed well continues to 
drive the chill chain and refrig-

eration sector, along with environmental 
issues such as replacing older refrigerants 
with newer versions. Aggreko is a provid-
er of mobile modular power, temperature 
control and energy services. It is working 
in a changing energy market and says it is 
looking at solving customers’ challenges 
in order to provide cost-effective, flexible 
and greener solutions across the globe. 
   Matt Watson, temperature control spe-
cialist at Aggreko, answers questions on 
the issues surrounding the chill chain. 

Q. What have customers been 
asking for in refrigeration?
We have continued to provide ongoing 
assistance to dairy industry customers, 
including those struggling to maintain 
refrigeration provision requirements, and 
customers requesting assistance around 
removing and replacing their external 
chillers. To that end, we have been provid-
ing temporary cooling solutions to main-
tain required chill/cold store temperatures 
in these scenarios.

With summer on the horizon, we are 
also seeing increasing demand for addi-
tional cooling systems. This supplemen-
tary kit compensates for the additional 
duty required due to rising temperatures, 
ensuring that the site can operate as nor-
mal during the upcoming warmer months.

21

We have also experienced growing de-
mand for cold storage equipment. This 
includes providing full site cooling capac-
ity for a supermarket distribution centre, 
while intensive maintenance was being 
carried out on its ammonia systems and 
providing emergency cold storage units to 
food storage warehouses.

Companies who rely on cold storage 
warehouses face two risks: not having 
enough capacity during peak production 
and system failure. With this in mind, we 
have developed a new unit, which helps 
to increase production levels and is avail-
able for hire, thus avoiding an expensive 
upgrade of the existing warehouse. It can 
also be delivered and installed at short no-
tice, meaning production isn’t disrupted 
or damaged.

The emergency, temporary, air-cooled 
low temperature, air conditioning  unit 
delivers 100 kilowatts of design cooling 
capacity at -22°C air outlet temperature 
and is a plug and play solution housed in 
a 20-foot container. The temporary solu-
tion can ensure that stored refrigerated 
products are thus safeguarded. Any issues 
can be avoided by calling Aggreko’s 24/7 
emergency response team.

Available as an air- or water-cooled 
machine, the units can cool down exist-

ing cold stores to freezing temperatures as 
low as -40°C, helping the cold storage and 
logistics industry to blast freeze during 
peak production or in case of emergency. 
Importantly, interference with any cold 
store warehouse is minimised because the 
unit is installed outside, increasing safety 
and avoiding costly installation fees.

The units also allow for temporary 
cooling during planned shutdowns, al-
lowing the operation of the cold store to        
continue while a fixed cooling installation 
is being maintained or upgraded.

Aggreko’s access to temporary power 
generators also means that warehouses 
can be supplied with enough energy if no 
electricity is available from the grid.
 
Q. What do you think is the 
biggest issue facing the 
refrigeration industry now?
F-Gas legislation remains a major issue 
for the refrigeration industry – specifical-
ly, the phasing out certain refrigerants and 
the costs associated with adopting the new 
alternatives that offer lower global warm-
ing potential. Adjusting existing plant 
and investing in new, equipment, F-Gas 
ban-compliant units can prove prohibi-
tive and is likely to remain a concern for 
months to come.

What customers are looking for in refrigeration and chill 
chains, according to Matt Watson of Aggreko

A colder climate
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cus on developing more environmentally 
friendly systems that use refrigerants with 
a lower global warming potential.

Q. Where do you think the area 
of greatest growth will be going 
forward?
I believe that top-up or add-in 
solutions, which can provide addition-

 Ensuring enough cold storage space 
also remains a concern, especially in light 
of the Covid-19 pandemic. All the restau-
rant and hotel closures have resulted in less 
demand for dairy products, so these goods 
are remaining in rapidly filling chill/cold 
stores. As such, more temporary chill/cold 
storage capacity may be required at a na-
tional level if we are to ensure the national 
infrastructure is not overwhelmed.

 
Q. How have refrigeration units 
changed over the past few years 
and what is driving this?
F-Gas legislation has been the key driver 
for innovation around refrigeration unit 
technology over the past few years. Spe-
cifically, the F-Gas ban, which was an-
nounced in 2015 and came into force in 
January 2020, has made older, inefficient 
plant obsolete.

The ban is part of a wider European Un-
ion initiative to reduce hydrofluorocarbon 
use by 79 per cent by 2030, and this ambi-
tious target has had a profound impact on 
refrigeration systems.

Specifically, in the five-year spell              
between the ban’s announcement and its 
enforcement, there has been a renewed fo-

al cooling capacity, will be increasing-
ly in demand over the coming months. 
Summer’s higher temperatures, com-
bined with reduced dairy product 
demand stemming from the Covid- 
19 crisis, could result in over-capacity 
cold storage spaces.

This, in turn, could create a situation 
where current systems struggle to meet 
the cooling demand.

Consequently, demand for solutions 
that can work alongside existing installed 
infrastructure in order to reduce temper-
ature back to required store temperatures 
may grow.

The fact such solutions can repurpose 
ambient temperature storerooms into 
additional refrigerated storage, further 
expanding warehouse storage capacity, 
could increase demand further.  Dii
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In line with its corporate 
objective to promote the 
knowledge of refriger-
ation and associated 
technologies and 
applications on a global 
scale, the International 
Institute of Refrigeration (IIR) 
has published a new informatory note, 
The Role of Refrigeration in Worldwide 
Nutrition.

The sixth IIR informatory note draws 
on the latest figures, findings from 
organisations such as the Food and 
Agriculture Organization (FAO), the 
United Nations and the Global Cold 
Chain Alliance, in order to demonstrate 
the essential role that efficient cold 
chains can play in improving global food 
security.

An update of previous versions pub-
lished by the IIR in November 1996 
and June 2009, this latest note aims to 
emphasise the importance of 
refrigeration by proving that a more effi-
cient cold chain can significantly reduce 
food losses and thus improve food safe-
ty and security in a sustainable way.

In this respect, the note provides a 
series of recommendations with the aim 

of supporting efforts at both 
national and international 

levels, so as to imple-
ment the appropriate 
measures in order to 

fulfil global commit-
ments.

Some key figures on the benefits of 
refrigeration: : 
• Over 13 per cent of all food is lost due 
to a lack of refrigeration
• An improved cold chain could feed 
950 million inhabitants per year
• More than 1,600 million tons of food 
are lost and wasted every year
• Around 63 per cent of all food losses 
come from developing countries.

The information contianed in the note 
is designed so as to meet the needs 
of decision makers worldwide, and a 
complementary summary sheet for 
policymakers outlining the key issues 
identified in the full version of this IIR 
informatory note is also availablefrom 
the website.

Both publications are available in 
French and English. They can be 
downloaded at: www.iifiir.org/en

The role of refrigeration in worldwide nutrition

Matt Watson is a temperature control 
specialist at Aggreko.

For more information on Aggreko’s 
temporary chilled storage solutions, 
visit www.aggreko.com
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Remote Working

During the coronavirus pandemic 
crisis, companies are looking for 
ways to adapt their work to new 

situations. Everybody is talking about 
‘working from home’, but by no means 
can every type of work be done from a 
desk at home. Often, it is necessary for 
people to be present on-site, not only 
in production but also during inspec-
tions or for troubleshooting and repairing 
machines and equipment.

Usually, when problems arise, experts 
have to be called in by telephone, email 
or video. For complicated errors, it might 
even be necessary for them to come by 
in person. Support by phone or email 
is time-consuming, tiresome and often 
associated with misunderstandings. Video 

A new 
augmented reality

calls are not interactive enough, and the 
physical presence of an expert is expen-
sive. When travel restrictions are in place, 
the processes for maintenance, checks 
and repairs break down completely. 

Augmented reality
Companies have long had more effec-
tive communication technology at their 
disposal than Skype and its peers. With 
augmented reality integrated into process 
and control apps, companies can collab-

orate visually over long distances in real 
time. This gain in efficiency will remain 
of value even once the crisis has passed.

Re’flekt is a company offering remote 
management using augmented reality, 
based in Germany. Employees can con-
sult the relevant experts via chat or video. 
A diagnosis can be made or the way to 
solve an error can be marked via aug-
mented reality (AR) annotation, either on 
photos or directly within the video call. 

In AR guidance, precise markers are 
used to direct the focus to what is most 
essential. Participants work together in 
real time and seemingly at the same 
location using a smartphone, tablet or AR 
glasses, such as HoloLens 2, Realwear 
HMT-1 or a Vuzix M400. Since all 
participants see the same image, they can 
make precise diagnoses and find solutions 
together.

Service teams can call in specialists 
for repairs who don’t have to travel to 
the site first. Instead, repairs are carried 
out on the spot under direct and visual 
guidance of the expert, which minimises 
machine downtime. Compared to a video 

Remote trouble-shooting for companies
is a matter of using new technologies efficiently, 

according to Harry Hulme of Re’flekt
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Contact: Harry Hulme is marketing
and communications manager at 
Re’Flekt. www.re-flekt.com

chat or even email, this type of exchange 
with remote AR works faster and is 
frustration-free, according to the firm. 

With digital and AR-supported guid-
ance, errors due to inadequate descrip-
tions, outdated images or checklists may 
be a thing of the past, and digital guid-
ance can be updated any time based on 
existing technical documentation. Thus, 
almost every employee is able to carry 
out AR-guided inspections or assemblies. 

Step by step, employees are visually 
guided through the respective process 
and see exactly what they need to do via 
markers and instructions on the display of 
the smartphone, tablet or data glasses. In 
addition to AR markings, animations and 
digital overlays over the real machines 
are also possible.

Remote app
With the remote app from Re’Flekt, 
workers are connected to the expert at the 
touch of a button. The expert can draw 
advice and tips directly onto a photo or 
video of a component. This visual guid-
ance through augmented reality speeds up 
the problem solving. 

This approach is also suitable for edu-
cation and training: AR-guided training, 
for example in the assembly or repair 
of a machine, can be more effective 
and time-saving than traditional training 
where an instructor must be on-site. Via 
remote AR, the trainer can supervise more 
trainees at the same time, and the waiting 
times are shorter for trainees. 

On-site technical support is also avail-
able, despite travel restrictions. By devel-
oping realms, companies can create dif-
ferent areas in which users and incidents 
are separated according to certain criteria, 
such as region or brand.

By using AR, technicians no longer end 
up in the wrong place and can only con-
tact experts who are located in the same 
realm. Experts can be assigned several 
areas so that they can provide cross-brand 
and cross-regional support as needed.

Incident management is also handled, 
and an integrated filter function provides 
an overview of all open, ongoing and 
closed incidents. Previous incidents are 
also stored for future reference. 

Methods and applications proven to 
work in times of crisis can be the foun-
dation for further increases in efficiency 
even after the crisis has passed. Re’flekt 
Remote offers scalability. The more areas 
in a company that collaborate via remote 
AR in real time, the better and more 
efficiently their daily workflows can be 
organised and structured, it says.  

The range of possible applications 
makes remote assistance with augmented 
reality particularly interesting: servicing, 
repairs and maintenance processes are 
common in almost all companies. 

The error rates by operators can be 
significantly reduced for everything 
from assembly of machines to the 
production cycles. AR precisely dis-

plays the structure of devices and 
machiness or the layout of electrical lines.

History in the making
Harry Hulme, the marketing and com-
munications manager at Re’Flekt, says 
the company began in 2012, and was the 
spinoff of a design agency in Munich, 
the home of car manufacturer BMW.   
The company’s largest industries before 
recent events were aviation, automotive, 
energy and architectural, but the firm has 
moved since 2018 from projects to help-
ing with products such as those produced 
by Bosch, he notes.

Currently, the company has its head-
quarters in Munich, with a site in San 
Francisco, and supplies Medtronic, a 
medical company in the US with a large 
facility in Ireland.

By December 2019, the company had 
adapted its remote solutions and was 
working with Nestlé on trials of its prod-
ucts, which was quite helpful in light of 
what occurred shortly after in 2020.

The company’s clients have also 
moved as the pandemic has progressed, 
with firms such as medical and food 
production companies asking for remote 
help, and thus complying with hygiene 
standards. The firm offers a test version 
of its system online. 

“As the number of on-floor personnel 
is heavily restricted now, managers and 
controllers are not allowed, so remote 
working has increased. Our products 
work on tablets, smart phones and laptops 
too – also, smart glasses,” Hulme says. 

When an operator uses the system, they 
can freeze frame it, put the tablet down 
and then work with their hands, and both 
parties can draw over the freeze frame.

“When we first got into food produc-
tion, it opened our eyes as to the need for 
medical-grade specific conditions for the 
industry – it poses the same challenges 
as the medical industry,” Hulme notes. 
“However, the cost of a remote technical 
solution is so much less and now we see 
it is possible for remote working, and to 
better to streamline the ways companies 
work What the crisis has done is forced 
every industry to use something new, and 
to adopt it quickly – it’s not a bad position 
for us to be in,” he concludes.   Dii
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Testing

Testing has never been more in 
the news than currently. Every 
day there are scenes of mobile 

testing units for coronavirus worldwide 
and millions of people have been infect-
ed. However, the testing for hazardous 
microbes continues in the dairy industry 
no matter what. 

Biotecon Diagnostics, for its part, has 
developed and launched its own micro-
proof SARS-CoV-2 screening/identifica-
tion kits. Diagnostic testing has offered 
some respite in the midst of unprecedent-
ed challenges. Germany alone carries 
out hundreds of thousands of PCR tests 
a week in the fight against the Covid-19 
infectious disease. This trend of carrying 
out large-scale testing has proven effec-
tive in stemming the spread of the corona-
virus in many of the hardest-hit countries.

“I am extremely proud of our team of 
scientific researchers and experts, who 
in a short space of time have managed 
to develop, manufacture and market 
such high-quality real-time PCR tests for 
the qualitative detection of coronavirus 
(SARS-CoV-2). It is the latest addition 
to a coronavirus product portfolio we 
have aimed at expanding the availability 
of diagnostic testing and supporting the 
massively impacted healthcare systems,” 
comments Dr. Kornelia Berghof-Jäger, 
CEO of Biotecon Diagnostics.

“Our customers have depended on our 
fast and reliable real-time PCR tech-
nology for over 20 years. During times 
such as these, the kits from our German 
production facilities in collaboration with 
advanced automation solutions for all 
throughputs, such as the RoboPrep 32 
and the KingFisher Flex, provide some of 
the best diagnostic tools available on the 
market to support the analysis of Covid-
19,” Dr. Berghof-Jäger says. 

“We aim to support laboratories in 
the entire process of a molecular assay 
including automated high-throughput 
extraction, amplification, and detection 
of the virus.

“In addition to our kits and analytical 
instruments, we have entered into agree-
ments with several partners worldwide to 
be able to meet the growing demand for 
viral RNA extraction and identification 
of the coronavirus. Enhancing patient 
care by helping to ensure the validity of 
diagnostic and screening test results is 
what underlies all our efforts at present,” 
Berghof-Jäger adds. 

Key features of the microproof kits 

   
The advent of coronavirus has made companies

that provide testing, busy places 

Testing times

include real-time PCR for up to two 
gene targets, less than 1.5 hours for a 
result, user friendliness due to lyophilized 
reagents and differentiation between 
coronavirus and other typical respirato-
ry infections if required. It can also be 
run on commonly used, real-time PCR 
instruments LightCycler 480 II, Applied 
Biosystems 7500 Fast and CFX96.

The company also joined forces with 
a Singapore-based company to distribute 
large quantities of coronavirus SARS-
CoV-2 detection kits in short timeframes  
to almost all global markets.

Oxygen barriers
That being said, the issue of testing 
goes on outside of coronavirus. Ametek 
Mocon, a provider of permeation analys-
ers, package testing instruments, and gas 
controllers/sensors, has launched a new 
wide range oxygen permeation analys-
er series called the Ox-Tran 2/12. The 
new series are designed to provide relia-
ble oxygen transmission rate (OTR) test 
results on a variety of packaging materi-
als, including high transmitter packaging.

With a wide analytical range, the analys-
er series targets barrier film permeation 
testing for food and beverage packag-
ing applications where ASTM-compliant 
tests are needed. The OX-TRAN 2/12 
series is suited to test the OTR of vari-
ous barrier and package types including 
monolayer, multi-layer, and coated films 
along with coated paper board, pouches, 
bottles, closures, and more.

The new series offers several features 
including: fully automated temperature, 
flow and RH controls, removable car-
tridges, TruSeal, a touch screen, and 
automatic test method development with 
recommendations. These features provide 
a simplified operation so that both expe-
rienced technicians and new users can 
easily obtain accurate, repeatable testing 
results. 

“Our new Oc-Tran 2/12 models offer 
great versatility for oxygen permeation 
analysis,” says Jeff Jackson, global per-
meation product manager. “The R model 
can measure over a wide OTR range, 
and the T model has the ability to test 
high transmitting barriers like those 
used in the fresh produce industry.” Dii  

   For further information visit 
www.bc-diagnostics.com
www.ametek.com
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Testing & Analysis

NDC has developed a new food 
gauge, the Series 9 gauge, which 
is said to offer adaptability for 

the changing demands of food environ-
ments. He spoke with Dairy Industries 
International about how the new              
equipment evolved and what the benefits 
of the systems are. 

Q. How long has it taken to 
develop the new food gauge?
NDC has been making process meas-
urement gauges/sensors for just over 50 
years. Each new product takes the experi-
ence learned from its previous generation 
and enhances it to the next level. The 
Series 9 gauge has taken nearly three 
years to develop and involved continuous 
voice of customer to ensure it encap-
sulated the features and functions that 
satisfy their current and future needs. In 
brief, the Series 9 is a flexible, future-
proof platform that harnesses the full 
power of infrared spectroscopy. The for-
mat requires no special operator skills or 
expert knowledge, yet it allows expert 
users to access the enhanced interaction 
capabilities as desired.

Q. What is the difference in the 
gauge and industrial versions?
All gauges are “industrial” and the pro-
cess measurement requirements differ 
between industrial applications. The 
Series 9 gauge is configurable and adapt-
able to meet the challenging demands of 
each factory environment. This not only 
includes measurement capability, such 
as for the dairy industry with simultane-
ous measurements of moisture, fat and 
protein, but also process safety and enter-
prise-level intelligence and connectivity 
compatible with Industry 4.0. The Series 
9 is robust, fit for purpose and designed 
to perform over the 10+ years life span.

Q. What is the difference between 
these and previous products?
The Series 9 delivers greater process-
ing power to perform more advanced, 
required measurements. It is equipped 
with an intuitive graphical user interface 
that delivers process vision with histori-
cal trending and embedded measurement 
calibration adjustment tools. A cast 316L 
stainless-steel enclosure, sealed to IP67 as 
standard, makes the gauge more hygienic 
and robust. A visible “heartbeat” light 
pulse shows at-a-glance that all is well, 
and this indication is mirrored in our 

Dr Andy 
Grady of NDC 
Technologies 

explains how 
its new Series 9 gauge offers 

enhanced infrared spectroscopy

user interface, which we call the “Gauge 
Control Interface”. Innovative advanced 
diagnostic tools (ready for Industry 4.0) 
provide maximum productivity uptime 
and other leading features ensure a lower 
cost of ownership over the lifetime of 
operation.

Q. Where do you expect to see 
the greatest take-up?
NDC’s near-infrared (NIR) gauges are 
used for process monitoring and con-
trol purposes in a broad scope of food 
processes. Any process where energy is 
expended, such as spray-drying, baking 
or frying, coupled with the demand for 
consistent product quality, will benefit 
from the Series 9.

Q. What do you think is the 
biggest challenge right now?
Operational expenditure is under great 
scrutiny today. Having a solution that you 
can rely on to optimise process equip-
ment usage, by avoiding excessive energy 
expenditure and making each batch to 
optimal specification, is important.

Q. Where exactly would you 
install it on a line?
The gauge is no larger in size than a 
typical shoe box. For the dairy industry, 
it is especially suited for measurement 

of moisture, fat and protein at the final 
stages of the drying/cooling of powders 
(including whey protein). This enables 
the operator to control the processing 
operation to tighter specification toler-
ances. It is also used in various cheese 
processing operations.

Q. What other features do you 
have for customers?
In addition to a large group of process 
NIR scientists, we have an applications 
laboratory in Maldon, UK. This loca-
tion is where we also manufacture the 
key optical components. If our customers 
need us to look at novel products that 
might not behave in the way their usual 
products behave, we can do this.

For on-going support, an applica-
tions technical support team and cus-
tomer service engineers are on hand 
to provide support. We also have a 
cloud-based customer portal, myNDC.
com, which  offers a searchable 
knowledge base with FAQs,  remote 
support, and assistance with calibra-
tion and product documentation, as 
well as our on-line chat feature. Dii  

   Author: Dr Andy Grady is market 
manager for food business at NDC 
Technologies

Gauging for 
the future
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The market of cheeses in the 
European Union and in other eco-
nomic regions appears exposed to 

cyclic production periods. With relation 
to cheeses obtained from cow’s milk, 
the current market of milk for cheese 
often allows the production of pre-pack-
aged and refrigerated or frozen cow’s 
milk curds. Consequently, milk has to be 
considered ‘as it is’ or in form of cow’s 
milk curd products for subsequent pro-
ductions, including durable and promptly 
available cheeses. The ongoing pandemic 
crisis shows very well these aspects.   
  Many catering enterprises in Italy 
and in the European Union have 
been forced to stop their activities 
and consequently stored cheeses are 
being preserved for a limited time. 
  The first weeks of the coronavirus 
pandemic have already affected many 
business activities worldwide with real 
risks for the entire economy. Some advice 
is presented here, concerning the produc-
tion of high durability curds and cheese-
like products from normal cheeses. 

Cycles of cheese markets
The market of cheeses in the European 
Union and in other economic regions 
appears exposed to cyclic periods with a 
notable diminution of basic raw materi-
als. In these periods, finished products – 
cheeses, and also butter, caseins, lactose, 
yogurt, and other milk by-products, are 
sold at high prices. However, the frequent 
overproduction of milk, cheeses, and 
dairy foods worldwide has caused the 
notable augment of periods with cow’s 
milk deficiency in several countries.

As a result, the whole milk, dairy, and 
cheese sector may appear to be “under 
siege” and facing a new challenge – the 
unavailability of milk derivatives, such as 
caseins, butter, cheeses and curds.

It has been reported that cheeses in 
particular may be offered in many typolo-

gies: real cheeses, cheese-like (processed) 
products and non-animal (vegan) cheeses.

With relation to cheeses obtained from 
cow’s milk, it has to be recognised that 
the current market of milk for cheese 
often allows the production of cow’s milk 
curds for subsequent working processes, 
and these curds, pre-packaged and refrig-
erated or frozen products, are subsequent-
ly supplied to many cheese producers.

Consequently, milk has to be consid-
ered ‘as it is’ or in the form of cow’s milk 
curd products for subsequent productions. 
In the last situation, it can be affirmed that 
pre-packaged curds are ‘condensed milk’ 
and consequently their use can allow 
cheese making industries to reduce their 
production flowcharts.

As a simple example, the complex 
pasteurisation step of milk is completely 
carried out by the primary producer of 

curds, and the secondary cheese producer 
can carry on its production with a limited 
availability of machines, equipment and 
industrial surfaces.

In this ambit, the use of curds may 
be considered in the same way of other 
milk derivatives such as lactose or milk 
protein (rennet casein, sodium caseinates, 
etc). These goods and also curds can be 
used with the aim of producing cheese-
like (melted, processed) cheeses similar 
to mozzarella and other typical foods 
on the one hand, with remarkable cost 
reductions.

On the other side, the use of cow’s milk 
curd for typical mozzarella cheese can 
be useful enough for a cheese making 
industry if compared with foods obtained 
from local milk. The following factors 
should be considered from the technolog-
ical angle:

Cheese Making

The pandemic and 
curd production

The current situation and its impact on cow’s milk 
curd cheeses, as seen by Caterina Barone

and Carmelo Parisi
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• The use of solid raw matters (curds) 
is a peculiar advantage when speaking 
of logistics, manipulation, and working 
procedures in the cheese making industry, 
also with relation to obtainable yields and 
possible production losses.

• The sanitisation of production lines 
is simpler if compared with a company 
starting from crude and unpasteurised 
milk. The management of good manufac-
turing practices (GMP) and the reduction 
of hygienic and allergenic (cross-contam-
ination) risks is simplified

• The length and the spatial disposition 
of machines, equipment and the organi-
sation of operators (in terms of dedicated 
teams for each production area) are well 
organised and probably compacted into 
a reduced area if compared with larger 
milk and dairy industries. This situation 
is not always a limiting factor, especially 
where the availability of free space into 
industrial areas may be a problem

• Finally, the management of produc-
tion may be rationalised on a temporal 
scale with the aim of simplifying the flow 
of entering raw materials (curds, etc) on 
the basis of predictable orders per week.

In addition, the industrial company 
interested in cheeses for subsequent 
working purposes, such as prepared dish-
es with dried and/or diced mozzarella 
cheeses and frozen pizza preparations, 
is accustomed to search for durable and 
promptly available cheeses.

Monk fruit

when looking at high-durability cheeses. 
Probably, we will face a period with high 
shelf life demands in this field and in 
other food sectors.

At the same time, cow’s milk curd 
should be produced with enhanced shelf 
life. There are already curds with three 
months at refrigerated conditions, but 
the present situation should advise the 
addition of 30-45 days – in other words, 
reduced moisture. Alternatively, cow’s 
milk curd could only be stored and given 
back to initial producers or used for 
cheese-like productions.

In this second situation, the economic 
value ascribed to a pre-cheese made from 
milk is notable, and the use of curds as 
substitutes for real cheeses is surely a 
capital loss. Consequently, the present 
economic conjuncture might suggest the 
production of high-durability and low 
shelf life curds with the aim of reducing 
predictable economic losses.

Alternatively, returned cheeses and 
curds may give a boost to food shar-
ing opportunities for suffering people in 
search of free products. Anyway, it may 
be forecast that the future of industrial 
cheeses and curds will face a certain 
period of uncertainty, where the common 
point will be the necessity of producing 
foods with enhanced durability and trans-
parent traceability procedures.

Evaluation
As a consequence, the current crisis will 
be evaluated in the next few months. It is 
clear the first weeks of the coronavirus 
pandemic have already affected many 
business activities worldwide, with real 
risks for the entire economy. At present, 
global milk production is rising, while 
global dairy prices, including cheeses and 
consequently cow’s milk curds, appear 
stagnant in the first quarter of 2020.

Unfortunately, some financial predic-
tions warned the dairy sector was already 
judged at risk in 2020 before the Covid-
19 pandemic because of a general slow-
down. Consequently, there are risks for 
exceeding dairy production at present, 
and the next challenge is how to face this 
climate. Dii  

The ongoing pandemic
The ongoing Coronavirus crisis shows 
very well these aspects, because many 
catering enterprises in Italy and in the 
European Union were forced (March-
April 2020, at least) to stop their activ-
ities and consequently, stored cheeses 
and other raw materials will have to be 
preserved for a limited time.

After such an emergency, it is predict-
able that catering companies will also be 
forced to give back the unused cheeses to 
the producer. In other terms, the lower the 
shelf life of curds, and consequently of 
produced cheeses such as soft mozzarella 
cheese, the higher the risk of remarkable 
economic damage.

In this situation, what about the destiny 
of milk, curds, and returned cheeses? A 
possible strategy is the ‘recycle’ of semi-
hard or soft cheese as raw materials for 
the production of cheese-like products 
with enhanced durability. Unfortunately, 
‘young’ foods such as mozzarella cheeses 
have high moisture values and a limited 
proteolysis.

For these reasons, similar products 
could be used for melting purposes, if 
rennet casein is added. However, it is 
with some difficulty, and melted cheeses 
may have some textural failures. On the 
other hand, hard cheeses or products with 
moisture of less than 47 per cent should 
be more interesting when speaking of 
potential melted cheeses.

This solution seems good enough 

   Authors: Caterina Barone is with the 
COIF Association and Carmelo Parisi 
is at the Liceo Scientifico Statale 
Stanislao Cannizzaro, both in Palermo, 
Italy. For further information and 
references, please contact 
Caterina Barone at fct1970@libero.it 
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Indonesia

South-east Asia is not known for 
a tradition of eating dairy prod-
ucts, but actually consumers in the 

region’s most populous country, Indonesia 
(population 270 million people) have 
been eating cheese for more than a centu-
ry, partly due to Indonesia’s historic links 
with the Netherlands – and the country 
has a thriving domestic dairy industry.
Moreover, growth in demand continues, 
as the appetite for products made of 
cheese and milk increases as more people 
in the country enter the middle class and 
diversify their diets.

As a result, the variety of cheese and 
milk-based products made by both small 
and medium scale businesses, as well as 
large manufacturers, has been growing in 
recent years, says Pebi Purwo Suseno, a 
spokesman for Indonesia’s agriculture 
ministry. Such products include pasteur-
ised milk, UHT milk, yogurt, kefir (fer-
mented milk), cheese and its preparations, 
ice cream, milk confectionery and milk-
based crackers, while non-food products 
made in Indonesia include milk soap, 
milk-based masks and other milk-based 
cosmetics.

“The presence of many dairy products 
on the market indicates increasing aware-
ness among consumers of their health 
benefits,” Pebi told Dairy Industries 
International. National milk consumption 
in 2019 was 16.2kg per capita per year, 
growing at a rate of 1.2 per cent since 
2017, according to the Central Bureau of 
Statistics (Badan Pusat Statistik – BPS). 
That is far below New Zealand’s 105kg a 
year, but way above the Philippines’ 0.9kg 
and almost double China’s per capital 
annual rate of 9kg, according to market 
researcher Statista. Domestic cow milk 
production has been growing in Indonesia 
as a result.

For 2019, production reached 957,220 
tonnes, with a growth rate of 4.2 per 
cent since 2017, according to the BPS. 
However, this is nowhere near meeting 
demand. Indonesia’s dairy product sales 

31

were worth US$3.8 billion (€3.4bn) in 
2019, up from US$3.2 billion (€2.9bn) 
in 2017 to US$3.5 billion (€3.17bn) in 
2018, according to London-based market 
researcher Euromonitor International.

In late 2017, annual demand for dairy 
products in Indonesia was estimated at 4.1 
million tonnes milk equivalent, according 
to a 2018 study by the Centre for Global 
Food and Resources at the University of 
Adelaide, Australia. It projected annual 
growth in demand for dairy products in 
Indonesia to grow at five per cent, with 
domestic production projected to increase 
at 4.5 per cent per year.

Dutch influence
This may be partly a reflection of how 
some cheese-based dishes are not new 

to Indonesians, thanks to the influence of 
the Dutch who started occupying the ar-
chipelago in 1603, ultimately controlling 
the whole country. It became independent 
in 1949. The Indonesian word for cheese, 
keju, is derived from queijo, the Portu-
guese word for cheese – Portugal had also 
launched colonial ventures in Indonesia 
– although these did not last, except for 
its colony in East Timor, which is now an 
independent island state.

Kaastengels, Dutch for cheese sticks, 
are a popular savoury and salty snack in 
Indonesia, and are often served during Eid 
al Fitr, the Muslim festival marking the 
end of the Ramadan fasting month. Mac-
aroni schotel, in an Indonesian version of 
macaroni casserole, was introduced by the 
Dutch during the colonial era, and is made 

Indonesia’s dairy sector is 
growing, but output can’t 
keep up with demand, 
according to Ahmad 
Pathoni in Jakarta and 
Poorna Rodrigo
 

Indonesia 
demands 

dairy

An Indonesian government-owned dairy farm in Banyumas, Central Java, Indonesia. 
Credit: Hammam Afiq Murtadho

P.31-33 INDONESIA√.indd   31P.31-33 INDONESIA√.indd   31 15/05/2020   14:1415/05/2020   14:14



www.dairyindustries.comDAIRY INDUSTRIES international  June 2020

Indonesia

strong presence in other dairy products 
sold in Indonesia, notably condensed 
milk, which is particularly popular.

Incentives
The Indonesian government, aware of the 
potential to create a strong dairy sector 
in the country, has been providing man-
ufacturers with incentives, including tax 
allowances for the farming and milk pro-
cessing sectors that source domestic fresh 
milk, as well as micro credits for farmers, 
according to an agriculture ministry of-
ficial. The government also pays 80 per 
cent of insurance premiums for livestock, 
protecting farmers when their cows are 
sick, die or go missing, according to the 
ministry.

“Our objective for dairy farmers is to 
increase their economies of scale, so they 
can have a stronger bargaining position 
in determining milk prices,” says Pebi, 
the ministry’s spokesman. “We have also 
campaigned to encourage increased con-
sumption among the public, especially 
among school children, through social 
media and other mediums.”

One company that has been taking ad-
vantage of this environment is Indrakila 
Cheese, a small dairy business in Boy-
olali, in Central Java province, which 
has developed its own version of Cam-
embert called Boyobert – a portman-
teau of Boyolali and Camembert. Romy 
Anjas Arvyanto, the company’s market-
ing manager, stresses how the company 
also makes yogurt, confectionery, crack-
ers, soap, ice cream and various dairy-
based snacks. “Our production process 
is still manual. We created our own tools 
that we designed ourselves, and there’s no 
automatic machinery,” he says.

with cheese and meat, sometimes with po-
tato added. Both dishes are widely sold in 
bakeries and snack stores across the coun-
try, as well as in restaurants.

Growing middle class
Looking ahead, Indonesia’s growing mid-
dle class is just as interested in interna-
tional dairy products, with manufacturers 
launching different cheese products in the 
country, including Greenfield Mozzarella 
Cheese by Greenfields Indonesia and Uni-
bel Indonesia’s Babybel Swiss Taste and 
Babybel Cheddar, according to a 2019 Eu-
romonitor report.

Euromonitor research analyst Aileen 
Supriyadi told Dairy Industries Interna-
tional that product innovations, promo-
tion, gift bundling and wider availability 
through retail expansion have fuelled this 
growth. Having been exposed to more 
western style dishes via social media 
and food services, more Indonesians are 
developing a taste for dishes with dairy 
products, Supriyadi adds.

Processed cheese remains the most 
dominant cheese type in Indonesia, espe-
cially in retail. “Its strength is supported 
by higher product awareness, relatively 
affordable pricing, and wide distribution,” 
according to the Euromonitor report. 
Indeed, processed cheese major Kraft 
Ultrajaya Indonesia holds the leading In-
donesian cheese market share, leveraging 
its strong brand awareness in the country.

In future, Kraft will face increasing 
numbers of competitors. For instance, 
Emina, by Emina Cheese Indonesia, 
entered the Indonesian market in 2018 
selling processed cheese. Meanwhile, 
Frisian Flag Indonesia, a unit of Dutch 
multinational FrieslandCampina, has a 

The company produces 100kg of cheese 
per day from 1,000 litres of milk. “Cam-
embert is our flagship product, but we 
also make mozzarella, mountain [Alpine] 
cheese, mountain chili cheese and feta,” 
he notes.

Indrakila’s products are sold on Java 
(Indonesia’s most populous island), the 
tourist island of Bali and on Borneo is-
land. “It may be hard to find in Jakarta 
because there are many brands that may 
be more dominant there and we want to 
avoid a price war,” he states. “We are not 
ready to expand nationally yet.”

Exports
As for trade, Indonesia’s exports of milk 
and its derivatives in 2019 reached 37,342 
tonnes, an increase of six per cent from 
2018, according to the statistics bureau. 
Imports stood at 495,103 tonnes last year, 
a rise of 8.7 per cent over the previous 
year. The country’s cheese exports were 
valued at $4 million (€3.6m), growing at 
an average of 14.4 per cent a year.

In 2019, Indonesian milk imports 
reached US$667.54 million (€605.9m), 
dominated by milk powder. Milk im-
ports rose by an average of six per cent 
per year during 2015-2019. In 2019, 
cheese imports reached US$133.5 mil-
lion (€121.2m). Over the past five years, 
cheese imports have increased by an aver-
age of 13.2 per cent per year.

The Centre for Global Food and Re-
sources study noted that 3.1 million 
tonnes of milk were imported in 2017 
to supplement domestic milk produc-
tion of one million tonnes. “Given these 
forecasts, the self-sufficiency of the 
Indonesian dairy industry to meet future 
consumer demand will reduce from 21 per 
cent in 2016 to approximately 19 per cent 
in 2022,” the study says. 

Rochadi Tawaf, secretary general of 
the Indonesian Cow and Buffalo Breeders 
Association, says domestic dairy farmers 
have been struggling to compete with im-
ports, and urges the government to protect 
them. “There is an unhealthy competition 
between farmers and importers. We can’t 
compete and imports are left unchecked,” 
he says.

In this way, the Indonesian government 
was missing a chance to really boost the 
local dairy industry, he argues. “Produc-
tion growth will increase every year, but 
compared to the skyrocketing growth of 
consumption, it means nothing,” he adds. 
While accepting there were incentives on 
offer, other government rules “such as 
the milk price policy are not in favour of 
farmers.” Animal feed can also be scarce. 

32

Traditional Kaastengels cheese biscuits are an Indonesian snack influenced by the Netherlands, 
which was the country’s colonial overlord until independence in 1949. Credit: Ign Christian
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Tawaf calls for more industrialisation in 
the livestock sector, so  the industry can 
grow and improve breeding quality.

New consumers
Fadly Rahman, an Indonesian culinary 
historian and author, agrees that insuf-

ficient amounts of cow milk were being 
produced in Indonesia. However, to-
day “more local and home-based entre-
preneurs are making a variety of dairy 
products - this must be encouraged and  
supported by the government,” he says. 

This should involve spreading in-

formation about how best to cook with 
dairy. Many Indonesians, including those 
in the culinary business, are still not fa-
miliar with quality dairy products, he 
says. “They can’t even tell the difference 
between butter and margarine. They think 
they are the same thing.” He adds, “The 
idea that dairy products are a luxury still 
lingers. Even some people in the middle 
class think that only rich people drink 
milk and eat cheese and butter.”

Looking ahead of course, the growth in 
Indonesia’s dairy sector will be knocked 
by Covid-19, at least for this year, says 
Euromonitor’s Supriyadi. 

While “products that have longer shelf 
life [such as UHT milk] will still see 
growth during this period, especially in 
2020 due to consumers’ panic stockpil-
ing of products, the non-essential fresh 
products such as yogurt may see slower 
performance and even a decline in sales,” 
she warns. Moreover, sales growth for 
products like cheese and butter more 
commonly used in food service may slow 
through to 2021 as consumers shift their 
behaviour to cook at home, the analyst 
concludes.  Dii

Cattle in a traditional bull race in Tanah Datar, West Sumatra, Indonesia. Credit: Rodney Ee
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Equipment Trends

An important piece of machinery 
has failed, a crucial element of a 
process or production line. Biting 

the bullet and replacing it can be expen-
sive, however on the other hand, is it 
worth spending money on repairing aging 
equipment?

When assets break down, productivity 
is at risk, and this can adversely affect 
profitability in the short or even long 
term. Time and cost are both key con-
siderations, but there are also a range of 
other factors at play. It is a decision that 
requires careful consideration in order to 
maintain productivity and manage costs.

Businesses have long used the 50 per 
cent rule as a guide: if breakdowns and 
repairs exceed 50 per cent of the total cost 
of replacing a piece of equipment, then 
you should outright replace it. However, 
there’s often more to consider — take that 
guide with a pinch of salt. Here is a look 
at the pros and cons of repair and replace, 
looking at several factors such as cost, 
time, reliability and labour. 

Reducing downtime
The first consideration when deciding 
whether to replace or repair is the nature 
of the machinery and how essential it is. 
For example, backup power generators 
are critical when mains power is lost. 
Following a programme of preventative 
maintenance and making minor generator 
repairs on an as-needed basis significant-
ly reduces risk of total machine failure 
at a critical moment. Maintaining repairs 
through regular inspections is effective, 
and if any issues are identified they can be 
resolved immediately, preventing unan-
ticipated downtime.

Replacing the asset is often the quick-
est route to resuming operations in the 
shortest period of time. In some cases, 
any additional cost to purchase a replace-
ment will be offset by the quick return to 
profitability. However, the decision may 

not be this straightforward. There may 
be long lead times for the procurement of 
new machines or adjustments may need 
to be made to existing infrastructure if 
a direct replacement can’t be obtained, 
all of which can extend the period of 
downtime. For example, in the case of a 
dock pump motor, at over 100 years old, 
a direct replacement would not be possi-
ble. Costly adaptations would need to be 
made to allow for the installation of a new 
motor, so a repair was necessary. In these 
cases, a repair may still prove the most 
efficient solution.

Making decisions
It is often significantly cheaper to repair 
or replace certain components rather than 
buying a whole new asset. According to 
the Association of Electro Mechanical 
Trades, simply replacing bearings resolves 
around 50 per cent of motor failures.

Even complex repairs can still achieve 
an outcome comparable with buying a 
new machine. For example, although 
there is a common perception that elec-
tric motor rewinding reduces efficiency, 
industry bodies EASA and the AEMT 
have demonstrated that it is possible to 
maintain or even increase efficiency when 
rewinding a motor.

If, however, equipment requires a 
significant amount of maintenance and 

repair work, then it may be more cost-ef-
fective to replace. Consider whether a 
new machine is likely to be more energy 
efficient, weighed up against the environ-
mental impact of buying new.

While it’s common practice at larger 
companies, any business can carry out 
a lifecycle cost analysis on each asset, 
taking into account the costs of obtaining, 
maintaining, and disposing of machinery:
• Ownership — purchase price, 
insurance, interest, taxes, storage, depre-
ciation, decommissioning and disposal
• Operating — repairs, maintenance, 
fuel, operator labour, fluids and other 
consumable costs.

Improving reliability
Ultimately, reliability is the primary 
consideration when dealing with aging 
assets. The priority is to increase the 
mean time between failure, minimising 
downtime, and associated costs. Ongoing 
preventative maintenance is the most 
efficient way to protect your equipment, 
but machine failures cannot be avoided 
completely. Having a strategy in place 
for these situations will help minimise 
disruption.

Repair versus replace is a common 
consideration for a wide range of busi-
nesses. Make sure you weigh up the pros 
and cons so that your productivity doesn’t 
feel the effects. Dii

Companies are often faced with the dilemma — 
to repair or replace? Mark Convery at Houghton 

International examines the options

Fixing a machine
versus buying new

Sources:
micromain.com/asset-repair-or-re-
place/
empoweringpumps.com/electric-
motor-repair-how-to-manage-a-mo-
tor-rewind-shop-part2/
wbdg.org/resources/life-cycle-cost-
analysis-lcca

Author: Mark Convey is EMS 
sales representative at Houghton 
International
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Equipment Focus

The Sick W4 Inox is a stain-
less steel photoelectric Inox 
sensor with on-board sensor 
processing power that can 
be used even in the harshest 
hygienic Sterilise-in-Place 
(SIP) and Clean-in-Place 
(CIP) environments.

The miniature photoelectric 
sensor combines stainless 
steel-shielded durability with 
in-built, remote sensor in-
telligence for the wet area of 
processing plants, filling lines 
and packaging machines in  
food and beverage industries.

The IP69K-rated sensor 
brings advances in on-board 

Tiny and tough sensor for CIP
sensor processing power, 
called ‘Smart Tasks’, to hy-
gienic environments.

The Smart Tasks are intel-
ligent logic functions where 
the sensors can autonomous-
ly control process-oriented 
automation tasks such as 
counting products, checking 
sealing caps and pack sizes, 
and switching actuators. 

The Smart Tasks operate 
logic functions that process 
the detection and measure-
ment signals from the sensor, 
linking them with additional 
binary switching signals from 
an external sensor, where 
necessary. The Smart Task 
then uses this data to gener-
ate and output process sig-
nals from the sensor needed 
for the task in hand, without 
having to use the PLC and di-
rectly controlling the process 
remotely. 

For more information visit 
www.sick.co.uk

Special measures are re-
quired in difficult times. With 
an innovative service tool, 
Minebea Intec’s miRemote, 
based on augmented real-
ity technology, enables an 
immediate online connec-
tion between customers and 
Minebea Intec, thus avoiding 
waiting times for technicians 
and unnecessary production 
downtimes. Smaller problems 
can often be solved with a lit-
tle support, as if the service 
technician were live on site. 
Especially in times when trav-
elling, access to production 
facilities and personal contact 
is difficult or even impossible, 
miRemote is a solution.

With the augmented real-
ity app miRemote, the tech-
nician shows the user how it 
works. It establishes a direct 
video connection between 
the user’s smartphone or 
tablet and the expert from 

Minebea’s miRemote tool

Minebea Intec. The service 
accesses the camera of the 
device to get a live video feed 
of the problem. Through var-
ious interaction possibilities, 
the technician can give the 
user precise instructions and 
is at his side during the pro-
cess. Due to the secure app 
connection, the connected 
service employee sees exact-
ly what the user is currently 
seeing. By sending helpful 
documents or direct instruc-
tions via the audio track, the 
user can be told what to do. 
For more information visit 
www.minebea-Intec.com

SEPTEMBER

Vitafoods
Date: 1-3 September
Location: Geneva, Switzerland
Contact: Informa Markets
Web: vitafoods.eu.com

UK Dairy Day
Date: 16 September
Location: Telford, UK
Contact: UK Dairy Day
Web: ukdairyday.co.uk

IDF World Dairy Summit
Date: 28 September-1 October
Location: Cape Town, South Africa
Contact: IDF
Web: fil-idf.org/event/idf-world-dairy- summit-2020

PPMA
Date: 28 September-1 October
Location: Birmingham, UK
Contact: PPMA
Web: ppmashow.co.uk

OCTOBER

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

The Dairy Show
Date: 7 October
Location: Shepton Mallet, UK
Contact: Bath & West Agricultural Society
Web: bathandwest.com/the-dairy-show

DECEMBER

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

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
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UK-based Yew Tree Dairy is 
completing the final stage of a 
factory upgrade that includes 
installation and commission-
ing of a state-of-the-art milk 
powder processing system.

For part of it, DMN- 
Westinghouse supplied an 
AL type rotary valve with re-
movable end covers, which 
facilitates access to the valve 
internals for cleaning purpos-
es by maintenance.

The AL rotary valve also 
features air purged seals to 
prevent the build-up of prod-
uct around the rotary valve 
shaft and seals. This can be 
a problem with dairy powders 
due to their extremely low 
bulk density. The installation 
of the new milk powder pro-
cessing system features a 
further six DMN valves and  

Rotary and diverter valves 
for dairy

Where automation and robot-
ic applications require high 
speed and accuracy the new 
horizontally articulated Yas-
kawa Motoman SG-Series 
Scara Robot can be used.

Features such as a wide 
range of motion, compact 
design and internal cabling 

bring important benefits for 
when high speed and accura-
cy is essential in applications 
such as picking, packing, dis-
pensing and handling of small 
components, especially in 
confined spaces.

Two options are available 
– the SG400 with a payload 

Speedy robots for picking and packing

includes the BL MZC, which 
can be set to meter product 
directly into the pneumatic 
conveying line, which trans-
ports the product onto the 
next part of the process. This 
is for areas where height is a 
limiting factor. All DMN dairy 
valves and diverters can be 
specified to suit a CIP pro-
cess and adhere to ATEX 
standards, both as equipment 
and as an autonomous pro-
tective system.

For more information visit 
www.dmnwestinghouse.com 

SPX-Flow has launched 
a new valve within its D4 
Series double seat mix 
proof portfolio. The 
Waukesha Cherry- 
Burrell D4PMO valve is 
designed specifically for 
the US dairy market in 
line with the 3-A sanitary 
standard 85-02 for Pas-
teurized Milk Ordinance 
(PMO). The valves offer 
reliable separation of dis-
similar products during 
continuous processing, 
with assured separation 
of clean-in-place (CIP) 
fluids.

The D4PMO is based 
on the design of the core 
D4 mix proof range with 

additional features to 
meet PMO standards, 

such as maintaining zero 
pressure within the vent 
cavity and the impinge-
ment of CIP fluid during 
seat lift operation. 

For ease of installation 
and service, the valve is 
light weight and uses a 
common seal kit across 

multiple size ranges. 
For more informa-

tion visit www.spxflow.
com

The Nord MaxxDrive industri-
al gear unit ensures reliable 
operation in industries using 
mixing and agitation process-
es even under extreme con-
ditions.

The FEM-optimised and 
compact design enables op-

Nord’s industrial gear unit
eration under high external 
loads. The modular system 
provides options for tailored 
solutions.

For agitator applications, 
the Maxxdrive industrial gear 
units can be equipped with a 
sealless adaptor for mixers.

This special IEC adapter 
combines the functions of a 
standard IEC adapter and an 
oil expansion tank in a single 
component. It is available 
for parallel gear units, in the 
sizes 7 to 11, and for maxi-
mum output torques rang-
ing from 25 to 75 kNm, the 
company says.

For more information visit 
www.nord.com

Jenton Ariana has developed 
a high speed, in-line, pack 
turning system. Designed 
for orientating trays used in 
top sealing applications, this 
equipment is set to 
increase produc-
tion capacity by 
up to 150%, thus 
allowing more 
trays to fit within 
a single cycle of the top 
sealer.

The system is capable 
of rotating trays 
from narrow 
edge leading to 

High speed pack turner
long edge leading at speeds 
up to 85 per minute.

The turner can be easily 
adjusted for a range of pack 

sizes, is automatic and 
has no change 
parts. It can handle 
trays up to 600mm 
in length and a 
straight through 

option is also 
available. 

For more 
i n f o rma t i on 
visit  www.

jentonariana.
co.uk

capacity of 3kg and a maxi-
mum reach of 400mm, and 
the SG650 offering a pay-
load capacity of 6kg and a 
maximum reach of 650mm. 
They feature small interfer-
ence contours that allow the 
robots to work together while 
the internal cabling ensures a 
reliable workflow and reduces 
maintenance.

The SG Series are driven 

Waukesha Cherry-Burrell 
D4PMO mix proof valve 

by the compact and light-
weight YRC-1000 micro 
controller for small Motoman 
robots, providing high perfor-
mance robot control in a small 
footprint cabinet, optimised 
for smaller pick and place, 
assembly applications.

For more information visit 
www.yaskawa.eu.com
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This is expected to come into force in 
April 2022 and will be set at £200 (€225) 
per tonne. 

Changes like this bring challenges to 
every aspect of the supply chain. For its 
part, Chadwicks has developed a new 
heat seal system specifically aimed at 
providing a comparable seal for lids to 
RPET pots without the need for customers 
to invest in new machinery or even 
change machinery settings to ensure the 
integrity of the product inside, essential 
for food safety and wastage. As a result, 
there are now foil, PET and RPET lidding 
options that seal extremely well to the 
RPET pots. 

Looking forward to 2022, there is 
also growing interest in adding recycled 

content into packaging. In response 
to this, Chadwicks has developed 

recycled content for white (30 
per cent) and clear (50 per cent) 
PET lidding. These lids offer the 
same functionality and optical 
properties as standard lids.

Plastic reduction remains a 
key driver for the dairy industry. 

For example, 50-micron PET is 
the standard industry plastic lidding 
gauge. Downgauging is underway, 

and Chadwicks now has a 36-micron 
product in white, clear and RPET types, 
which is a 28 per cent potential overall 
reduction in plastic consumption on lids.

Innovation is key to meeting the 
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Putting 
a lid 
on it

The dairy sector is facing 
considerable challenges during 
Covid-19. Demand for dairy 

products in the retail sector remains high, 
while in food services it is still greatly 
reduced. In many cases, companies 
across the supply chain are operating 
with reduced staffing levels and have 
quickly adapted to new ways of working. 
Having a supply chain that is fast moving, 
with short lead times and that can react to 
the changing market demands, is now of 
greater benefit than ever. 

Despite these challenges and the 
uncertainty faced by many businesses 
throughout the supply chain, there are 
packaging trends and key priorities that 
remain certain and that may even become 
more important.

Dairy customers across the UK 
and Europe are increasingly looking 
for packaging alternatives that offer 
sustainable value while maintaining 
product integrity and safety. Consumer 
demand for food safety will certainly 
increase – definitely for the short-term 
and potentially in the longer term. 
Balancing food safety with sustainability 
will continue to be both a challenge and a 
priority for the industry.

In recent months, a change in the 
type of material that dairy customers are 
choosing for their containers and pots has 
been seen – many are testing recycled PET 
(RPET) containers. Whereas previously 
there has been less incentive for brands to 
use these materials, this is now changing 
due to initiatives such as the tax on 
plastic packaging containing less than 
30 per cent recycled 
content. 

Packaging

growing demand for both sustainable 
packaging and food safety and new 
technologies are emerging every year. 
Very often this means challenging 
conventional packaging solutions. For 
example, a paper-based lid, suitable for 
dairy products is now available, which 
a few years ago would not have been 
considered a viable option. The high 
mechanical strength and superior stiffness 
afforded by paper-based lids means they 
offer great resilience to puncture and 
tearing, ensuring the integrity of the 
product throughout the supply chain.

More recently, an aluminium lidding 
material that will seal to glass has 
been developed, which is becoming 
more commonplace as glass jars are 
increasingly used due to their recyclability 
and premium appearance. 

Successful supply chain collaboration 
will be key to addressing all of the trends 
and challenges that the dairy sector is 
likely to face over the coming months. 
Wherever companies sit in the supply 
chain, understanding both the upstream 
and downstream business issues, as well 
as the needs of the consumer is crucial, 
particularly given the current crisis and 
disruption to the industry. Dii

Alastair Bearman of Chadwicks talks about future key 
trends and the continued challenges for flexible

packaging within the dairy sector

Chadwicks, part of the Clondalkin 
Group, is a supplier of pre-cut lidding 

packaging in the dairy sector

P.37  PACKAGING√.indd   29P.37  PACKAGING√.indd   29 15/05/2020   14:2215/05/2020   14:22



www.dairyindustries.comDAIRY INDUSTRIES international June 2020

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

38

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

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

Food Safety
& Hygiene

Cheese Focus

Cleaning 
in place

DAIRYDAIRY
INDUSTRIES
In the next issue...
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The International 
Cheese Awards 
at Nantwich: 
a history
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To advertise, please contact Samantha Bull
+44 (0) 1474 558975 sam@bellpublishing.com

Dairy Directory

To Advertise in the
Dairy Directory
Please contact: 

Samantha Bull Call:
+44 (0) 1474 558975 
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‘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
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Homogeniser Service
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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
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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
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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
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+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

Knives & Blades

  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

To Advertise in the
Dairy Directory
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Samantha Bull

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

Training

To Advertise in the 
Dairy Directory
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Samantha Bull

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

Temperature Sensors
& Gauges

To Advertise in the 
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Process Plant Spares

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

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

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
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Service & Maintenance
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Q. What in your background prepared you for your 
current role?
I studied for a degree in chemical engineering and ended up 
pursuing a doctorate in refrigeration related topics. I joined 
Star Refrigeration in 1998 as a technical sales engineer. I 
have been at the Derby, UK office in 2002 and became a 
member of the executive board in 2010. Star is the UK’s 
largest refrigeration engineering company, working in the 
temperature-controlled storage, food and drink processing, 
HVAC and leisure sectors.

I’ve been here for 22 years because I am constantly 
growing in the business – there are always new ideas and 
different aspects to look at. Right now, our US business is 
growing, and five or six years ago, I took over part of the 
marketing role. The US refrigeration regulations are about 
eight to ten years behind the EU regulations, and it is rapidly 
changing. It’s given us the opportunity to go there.

Q. How has the industry changed? 
The coronavirus pandemic has made the food industry 
realise it is extremely short on cold storage, and there is 
nowhere to put milk into storage for longer periods before it 
can be delivered to the processor. Lags in the supply chain 
will occur when existing cold stores are full, and then when 
we come out of lockdown, they’ll be depleted. Then, there 
will be a lag with shortfall until the supply chain catches up. 
There has been a wakening that there needs to be better 
storage capabilities.

However, we are still seeing capital projects. People were 
preparing for Brexit and there has been a development of 
new facilities at ports for exports, and this is continuing.

In early March, Star instigated a strict Covid-19 health and 
safety plan to protect manufacturing personnel and minimise 
risk on installation projects at customer sites nationwide. 
Production has continued throughout the lockdown at our 
two British manufacturing sites, where shifts are currently 
operating around the clock, five days a week.

Q. Where do you think the areas of biggest growth 
will be?
Analysis is getting larg-
er for us. Traditionally, 
a refrigeration site was 
at the back of a facil-
ity, basically consum-
ing energy. In some 
sites it could be as 
high as 70 to 80 per 
cent of total energy 
use. We are getting 
into the offsite analysis 
of seeing whether a 
system is performing 
as it should, done at a 

A working day...
remote computer. This 
is versus a person com-
ing along with a tick list 
of things that should be 
occurring.

The real-time data 
is there, and with this 
remote system, planned 
maintenance can be 
carried out, versus 
emergency repairs. This 
type of system has been 
available since back in 

the 1980s, but it’s now become a lot more sophisticated. A lot 
of that is getting the customers to get the data, so that they 
can save money in energy costs.

Right now, energy costs are very low, but we expect that 
to go in the opposite direction. We’re trying to get customers 
to think not just about heat and refrigeration, but energy, so 
using the waste heat generated from a refrigeration site as 
heat to use in the dairy, for heating up milk and facilities. 

Q. What do you consider your greatest challenge? 
Achievement? 
The biggest challenge is to get the industry to be more appre-
ciative of the environmental aspects. The refrigeration indus-
try is contributing to pollution, and we’ve got to try and mini-
mise impacts. We need to adapt to heat pumps versus using 
gas, and looking at the electrical grid. We need customers 
to thing about their energy needs, not just heat and cooling.

Achievements include the company’s Ethos systems, 
which are energy management systems that have grown, with 
almost 100 systems installed this year. It has really caught 
people’s imagination; it streams data to the customer and lets 
them monitor it. It can save them tens of thousands of dollars, 
and it is quite an achievement.

We also offer plug and play systems, where a customer 
can buy a refrigeration package all set up and ready to run. 
We have sold quite a few units, as people’s businesses can 
change a lot in five years, so they are more flexible systems. 

Q. What does a typical day look like for you?
It is a mix of sales and marketing, and I lead two teams. One 
team looks at the food and processing side, and we’ll have 
discussions via video conferencing. I travel to the US two or 
three times a year, and I am also a trustee on the European 
Institute of Refrigeration. I also work on marketing, which 
covers site visits, PR and social media. It’s a lot of work but 
we have a good group.

Q. Outside of work, what are your hobbies/interests? 
At the moment, we are doing a lot of walking! Otherwise, I 
play guitar very badly, go to the gym, church, and am a swim 
coach. Right now, it’s about keeping everyone’s fitness up.  Dii

Dr Rob Lamb, group sales and marketing director, 
Star Refrigeration 
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A message from Dairy Industries International
 
 

We at Dairy Industries wish all our global readers and partners safety, 
health and strength during this unprecedented global crisis.

 
With the coronavirus pandemic affecting people’s working lives across the world, 

Dairy Industries International is facing up to the challenge to keep our readers informed 
during this extraordinary time. The latest issue is now free to read on the website every 

month at www.dairyindustries.com, and the newsletter continues weekly. 
Despite working from our offices remotely, our staff and writers around the world 

continue to offer their insights, analysis and opinion.
 

We’d also like to thank all the people out there, working on the front lines of this
pandemic, from the first responders and medical staff, to the supermarket personnel who 

keep the shelves stocked. Not to mention the members of the dairy industry who are 
hard at work now, tending the animals, collecting the milk for the consumers, packaging 

it, turning it into value added products and delivering it to the doorsteps and kitchens 
worldwide. Also, the equipment suppliers who are keeping this all up and running. 

You did not sign up for this, but we appreciate your work. Stay safe. 

DAIRY
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INDUSTRIES
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Together we make the world‘s 
best dairy processing equipment
As the world‘s milk production has increased over the 

last few decades, GEA has been at the forefront of dairy 

processing technology. Our expertise in plant design and 

development has grown with the global demand for pure, 

healthy food, and by listening to and supporting  

our customers.

GEA draws its expertise from all corners of the globe to 

bring together the very best in dairy processing technology, 

to deliver everything from individual solutions to entire 

processing plants. By listening to our customers and 

responding to their needs, we can ensure that the solutions 

we develop meet the world’s highest production standards.

Ongoing service and support ensures your plant continues 

to operate with maximum output and minimum downtime, 

waste and energy consumption, and is why partnering with 

GEA makes perfect sense.
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