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Is your bakery shortening
Trans free?

Now Introducing

K - CA R E Trans Free Vegetable Fat

Ideal for cookies, biscuits, cakes, confectionery & sweet items

The preferred supplier of Oils & Fats to the food industry in India.

Our prime focus on Product Quality & Customer Service, has made us a leading manufacturer & supplier of vegetable oils and fats.
Moreover, our advanced R&D facilities and state-of-the-art plant are also used to tailor-make products to meet individual
specifications. So when you buy from us you can be rest assured; you are buying the best!

We can supply a wide range of products to meet diverse food applications.

For Culinary Purposes
Komal - Refined Sunflower Oil, Klassic - Refined Groundnut Oil, Right - Refined Soyabean Oil, KornStar - Refined Corn Ol
Frywell - Refined Palmolein Oil

For Confectionery

Chokita - CBS for moulded applications, Koatina - CBS for coating applications,
K-2000 - CBS for filling/toffees, Konfex - High stability fat for Confectionery,
Golden Yellow - Confectionery Oil for Chocopaste

For Icecream/ Frozen Dessert Industry
Cocosilver, Krisp - Qils suitable for coating, Koolex - Dairy Fat Alternative

For Speciality Frying

Frywell - Refined Vegetable Oil, Cocosilver - Refined Coconut Oil, Karuna - Vanaspati
For Bakery

Premimum Range

PuffLite - Shortening for Khari / Puff, KreamLite - Aerated Shortening for Icing /
Creaming, Cakelite - Bakery Shortening for cakes

Mass Range
K-Puff - Shortening for Khari / Puff, Komplete plus - Shortening for Biscuits / Cookies,
K-Meetha plus - Shortening for Biscuits / Cookies,

Margarine
Kamy - Margarine for Cakes,

Nutrition & Health Care
Cold Pressed Flaxseed Qil, Refined Flaxseed Qil, Nutritional Fat Mixes

Natural Oils
Kamani - Natural Coconut Oil, Svity - Filtered Groundnut Qll,
Jai Kisan - Kachi Ghani Mustard Oil

Other Refined Oils
Coconut Qil, Corn Oil, Palm Kernel Oil, Palmolein Qil, Sesame Qil, Palm Oil

Dairy Fat Analogue (DFA)
V-30, DFR

For Pharma / Nutraceutical
IP/BP/USP Grade Oils / Fats

KAMANI OIL INDUSTRIES PVT. LTD.
Chandivali Estate, Saki Vihar Rd., Mumbai - 72. Tel. : 022-28478811/12, Fax : 022-28478805
E-mail : sales@kamani.com, Website : www.kamani.com
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Food Safety
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The news items and information published herein have been
collected from various sources, which are considered to be reliable.
Readers are however requested to verify the facts before making
business decisions using the same.
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Dear Reader,

Welcome to the new edition. This is our seventh issue of Ingredient
Business. This issue apart from covering the regular items focuses on
the dairy products which is the basic necessity of life. We thank all our
readers and advisors for the massive support and appreciation
provided by them through their feedback. This has given us the extra
push to work harder to effectively bridge the gap between the bakery

practioners and the Ingredient manufacturers to help the bakery

business do better.

Today we see Amul has made a rapid growth in the dairy industry be it
cheese, milk or other dairy products, secondly we also find the
Goodness of Ghee for young and healthy India. Most interestingly
you will know about China and India are emerging as major forces in
dairy industry by 2020.

Apart from this there are also some interesting Hindi articles which our

Hindi readers will enjoy. Which are about cheese, paneer, buttermilk

etc which are the most important dairy products which will catch the

attention of our readers.

| am sure you will enjoy reading this issue as much as the previous

issues

Good Wishes and Happy Reading

=

Manjeet Bhawsar
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B® 3T &
o ol T 3T

B FallyH Wl e THAH U7 T § | 78 o
T & T ST SUI § | 7 Fafated ¢ g4 i’
TP UGS T AR B § | g F B e A
Suferdt ¥ BT F W@Ie TR A | TG o
fedt & a0 W T o S g, @@ & SRR F
e Sfeher 3 BT 1 St eedT |

T Tod1 & Fedf 7 =1 iR < WY ®9 F U Tegait
T 9T BT UF 9T T A 0 8 | TH L 00 A Jad
% YR W BT FH <8 3 Jof 1 7 3o B4 21 €,
3 oft 37fere 997 31T 3.3 F WA P E W 3.0 S FA:
2, B 0.8 W IR 3.3 A JaN R F 395
PrATErRSS ST G & ST ST o g By i o
S BT YOG § UG v TH F AR H T, S 3
% o ST HeeTm & AT S S 2 § o aue
S ¢ 32, e % faw 22 & e © uF 59 €,
W F WY G AT FEEEIE TE B F

IR § T 2

IE T U & a9 & H Jerde SiaT] & &Y 7 g
STt %, Streptococcus Lactis 3ﬁ'{ Leuconostoc
Citrovorum ST T% TE H  Sketones 3R
Aldehydese € SHT BT & G99 IR @ & fau
fSrRTER 5adhi | oifeed Ufis 9ed odi € | 819 & g
oo fepva sfaefan & S ciffes ufts a9 & 5 &
JAE |

T T o1 YR F AR @10 € S SHany g % HaeT
e I TafT 8, 27 U I ¢ ST Sifaq dafe &
FE fafawarest ¥ g G 3R & fou amvad ¢,
=i fehvarT § o4 1 YT cifaes UGS § qee S §
79 AT g ifdesd UfHS 9 & S A W
37T T H e 5T < & BT & e &

- By Dr. Tulsi Narayanan ]
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Modified Starches for

Pastry fillings & Aids / Bread Making /
Biscuits, Cakes & cake mixes / Snacks, Crackers
& cereals / Batters &cdear coatings.

Pregelatinised Starch with DMH

Dietary Supplements
Amino Acids, Ascorbyl Palmitate, Betaine Anhydrous, MCT Oil.

Fibres
Cellulose Fibre, Corn Bran, Oat Fibre, Polydextrose, Soya Fibre, Wheat Bran.

Proteins
Casein Protein Hydrolysate, Whey Protein Concentrate, Whey Protein Hydrolysate.

Polyols
Erthritol, Lactitol, Mannitol, Xylitol.

Food Additives
Calcium Caseinate, Sodium Caseinate.

Sweeteners
Intense: Acesulfame - K, Sucralose.

Natural : Fructose, stevia

220, Udyog Bhavan,Sonawala Rd.,
Goregaon (East), Mumbai -400063
Tel: 9122 268]9?99 * Fax: 9122 26862742

S AteA Email: sac@sapharmachem.com

S. A. Pharmachem Pvt. Ltd. www.sapharmachem.com

J
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70 § A s Terlf % uF fafawary w9 &
I =157 (Cheese) & | faa & o g i &
fuer-furer {180 Ud e 1 =i e S E

S qor: IR ¢ | 35H 3T O
I g Hewrad & 3faar wewy, fSe

faaTd ©, Tearwifad g faarT 43 59

e ac off T AT E | TG AT P & 3

EEE N | M A et )
gAY a9 e |

ST ¥ @A &l o

T F 37TaT Tt BT 3T HA § | FATT § AT T g
<7 S S ST =S oh TR dedl W I TS ¢ |
S ST T 3MER § a97 & IS FT Tl =1,
ST oI 7 1 7 1ot o ST ¢ |

IR, fEw, =g, 9, §F T IE A9 3 7 A
T F U 92 WA= € | 379 <l H S o
WA B Bl € | AR 0 YaTe IS o 8, fored

ST eIeeh & aedl € |

IS 7 U T S T I &/l 5 i
TAHET 37T P IR 9% <1 8 | S5 <At b A
1 ot T e ¢ | gt A off & A €, o @
ST IS A1 T G F G2 e il @ B Telrg <0
Tl

T 7 foam S 7 s § ag T R S @ g
T T 7 3 ST Tere & Heeqt Ja §, o
N T F HSNE 7 9 ST AT B ORR A
TEI IR el € |

ST 1 e A TR & 9 e
P HIET ST WA § | 35T WA B T & g
TR 3Te H off <ot bt o<t 7T ofeT & e §
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| 29 3TER § 91 &
2¥, T, FA 997 Ja9 =915 9 Fal

F G IFR A 2t 8, fSY ged I,
T < UF FIoRgcl @ BTG & Gl 721 € | §d
foea =it &1 3= Tifoehdar 9 @ § 394 aveds
feRT, 35 T SRRl Ueh 37 S & |

it fmtor wfehan o =ie & Y

s ST 3 Fore uier Werrt & g &t ST BT § |
QTR

2. TFY

3.98

¥ 4q

u. a5y

ST I 3G T, WS T ITAN (6T T TH H 0T H
TR ST Fehell & | AT =1 <@t 31 e & §, o
T T 91 T T ¢ | GATT ot 37 el g
A © & SR & el ST T ¢ | T S
T ATeT B €, S T < o # S § e
ST R & | 9 T =it 7 T A S B J
T ] T AT BT |

T 1 Gt 3G TER R R F 7 | T T g
J T B T 7 o TR ¢ | 3 G T T T F
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AN WY TR TS H I J o T Tha ¢ |
TUF G2 F THEY § Sql TaT T ST § i 9t
o T P A M F T F AT GO § YR S
2l

TS I YATIH T
? . TR

3. TSt

3. %2 Al

% & (R i)

Y. FHE =i

& . ISRl =T

. e I

¢ . T % 9T
&Y & i

o . T
2. Fa
3. T9TR
¥ . 3Had
U . ZTAT
£ . TR
9. T

¢ . TR AN

AT o gt faan gan =i
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9. Y = (32 &)
2. gUEm (g i)
3. TEE ghed (3F A
R EEIREEME )

= A9

(S ENESEIE]
3. TR S
3. S = At

AT HT ST

o IR AT F A TR H & A S 9 % ga9 38
o= % T | 30 a1 I TGR T 9 = W FH2] TE
T T |

3. TRHE g =g S T Aol bl fpoR ¥ of T 5 ©
| ST TS T 38 Tl of | S5 T 2 52 Teed, fopet
g fraret o | AT geTe T 9 e T g T 9
Tl € |

3. T8 B o e Hiet Wiie 9 & T F il
T AT T ST S L&l 8 |

. T T Tt off Trawr F 4 7 T AT 98 AR
G B © | G WIS U Afed q@ W S 99 ¢
ARt T 1T The o WIoH & ¢-2 TaTe % Fal &
TEIATC FHAT MG | =it i & a¢ feaal 5 3 |

Y. FERG IS R T o § ST 3§59 A fot &
TEATA LA |

TS o R TI TehTT

§ . FS AT (FR) : T2 MF & g F 1 § WK
Y 34 9 % 77 2S T F ff 7 Tl © | TR HE AT
HR S, Feded FSHI/FdE g 95 & T
SEIHI 1T € | 39 gHeR @ e e i o 7 e et
2l

2. TS IR T AN o TR S o AT & W
F A [0 < T ST € | T8 e G T Todhl T
AT B T | Y A F, defaT BT T B Fa
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fFge T ¢ |

3. TRHGA A © 39 3 Tt i 1 @ i 3R
Tl ST B © | 78 91 Tt e gem & o g
T fosT § ofd I 9 R off 9 W foga o1
THEATE | U YU T A F A A FHA G | T FH Y
T A T 9 THER T § O 6o F A o W
TR T |

¥, TG A : TE T AHT 7 W A B | A7
Ttk T 1 Towhl T F A1 W1 3T =11 ¢ | 8 ST
T ST g B H e § | 30 5 T I & 9T
T ST o W F FT GBI BT B o feTT T4 &
THRIE |

. FereT i« TR s A i T H e HAg
T 8 | S F ST WS T I gafer WS FHorT-
1T $heBt 3T 5 AT AT § | A8 G 7 fiest %
P o AR |

& TSl =S I T a9 I A godh (AT @re
Tl B © | T8 UssT, @i g fies dfad a1 &
FH AL |

T4 UF STYRCYT TS 59 ¢ ST ISR & g A g
T ST & | T 979 79 9% g9 W ik @ § 5
T 37 Ter T ot w0 H SR B € | QR
THH ¢4 IT9TT A B € 3T VT 9 F 3 T AR
B 9 397 2§ | MA-IG F ST SR F At
Y T T 7 off ST BT ¢ | 2 M, Hewrm
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3R A (et d-2) g 2 8, T ST
3 faaf T T R € Hfed wrma, A,
IS § &2 @ AT 4 941 3o o 8T § | 39
YA STH FE UTSH 3TN Feo ST T YT 4 &
Tl € |

T 1 g

T % 2o & 99 AW 3 2% el I P A e |
IS F SATAR A F ST <4 F & 39 HH @€ |
T FETet Ud Afedhal (G FX  SMgde & faummemy
. T fifg T ST9UR M & g 49 & o H 0T b
foTT SRR B 2 |

UG F T F 9T AT 0 &Y el I Fergd A E |
UG F T WM F T FGAT T Q3 IV HovT,
300 I 1 3R 22 ¢ JFq9Ta e HEpRg 2 g |
3fea T o FR & Aisahal ST 3. TI.UF.
DIAST & ATAR T F o4 § Jeel 49 & o ST © |
3N FH AL BT ¢ 3 (et 3ferdh 2r &

s 3

T E 7Y WL I, A, W TG FAT Fres
T ¢ | 3O A U, 9 SR Hevrem e o
e STl & 1 5 oft %€ %8 % S et fohA, 3, 59
37E 3R FoiaS e T & | e fm H o Wag 2 2,
3 T T AT 2T § | 3 W S T ST €,
R (g 1 T STIR T % (o {57 77 Te’ ©
781 & oy 9 F2 AT g |

A FATE ?

T T (ST i o, Wi g9 3R WA g & H
ot STFT ST ®) T g WA g F S S ©, TR
TS 3 T F S 2 7 TR ¥ BY M F g H
e it SEII T ST el € T 2 TRUIRS &9
Tegdt ST H ST A 2o TSl o, 3% 3k AT
T A9 SR A 1 awe ¥ g § 37 @ R
39 3= H 9 AT T % o 1 T o Fehd © |
R T, T, ST, T T e O, wed
3R ¢ T ¥ 2H T % 2 T SEIHTT B Fehd ¢
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AT g & U TR ?

T8 WEYIE WA UfEE, 3fg 3 faww F fau
IEYIS F U 95 331 S &, G o =41 37
T o feTe e SR & |

TR G off B & SR S &
atherosclerosis a%wﬁﬁagﬁéru%agﬂfww

FA ¢, I Al isoflavone genistein ©IE

TFHH T T |

SRZAIRIGT & TI@ & IS | off 950 o1Fd, T
T T FBL 3T UfGS § W 2, Hewrm F 17
IS 309F g decalcification JET@T. HAT < R
ST o ST 39 WA 61 TaT ¢ 311 He o fag
IR ¥ FHCUTET Heg AT €, 3 3T disoflavones
T e 1 S 1 o I S |

tﬁ?ﬁﬂ‘!’@ﬂﬁ%’ %l TS T € Linoleic, Linolenic
3ﬁ? arachidonic TfHE 3MEva® ﬁ?ﬁ % 3ﬁ'{ e
3M-3  fae i Heg Aee FAT 8, @A I 3R A
2l

TR isoflavone S @2 TSI & S aredfas IR
TS 3 o | U TSI agd Sl 91 § e

T, TAE, T T T 9 e sraes B, O
TSI &1 FH B 4 TR &1 371 Wadnt ¢, I8
T ST € {6 39 9 | Afecnst § W S5 % (g
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I & E Wqﬂﬁ@ﬁ%ﬁ% Genistein S
@'ﬂTisoﬂavone, W@HW@WW@%
| BRI ST & S&Ld €, a3l & J ¢
o T 2 1 U e 2, I 3 T B BN F
TR FH F GG |

T I, TR FARA T o § SR das
STIfEW] ST 3 o e et faden € | wyfe ATl
T, ST SeTeeh & Sf 3rssT / Hiowram WepRg ©
T 7y e emad W ¥ foU ek afg o
e & T % fow us smeef Ao € S aF
e qadl & T H U Ryl g f & Re
remodeling, Wmﬁww%aﬁmaﬁi
T, STl U HeTrH § W MR ARGy &
P 2 el AP o1 U Ao qol UMY © | 6ra g
T Fform, HEeEm ¥ W 3R B ¥ 995 § 3N
T I, 3= WA, T e § 3w € | 9 ey
fardi o, faerd d-¢ 3 Wi ufge &1 31 Tia
zl

T T4 & A

e I ff WIgaR T T T S ¢ AT g M g F
e TR T T AT § 7eg R § 37N 3w
T 3oy WETR 9 B T 78 T § ol FReAT § |

T T H ST 99 BT § SN A% PO A §
ST 3 © ST T % 2 # STE T R BT A 3R
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T I T I H e FAA ¢ |

TP T SIS G © | TeAles SRS & oy e
TS SFEWT § 3R A% fa9 ®Y T MHRA IR
UfYPTE Tt & 39 AT & T § | S0 Ao 78 § F
T T TF TS ST F T 3T A F o
S U % forw oft U o faded § |

e SR T F T4 Y TS @ Al WA g8 T e
e & WehdT & | T 3 3.4 IO & o T & g
T TSI &1, T § | STalfeh a1 7 .0 9T & G ey
T TN & |

T T F I TgE U 7 ¢ R oI 7w
isoflavonesW%,WWﬁ@me,@
T & FO 31 AT 3 I Tfeq Tem &
1T ST BT AT S § | 5 < H dren g e & ey
% T SER | AT & ST I 1 STt B F9 ¢ |
isoflavones antioxidants i Y& radicles R
SR F @ 2R FIFeTHST &1 & & # 7ee
W%Iisoflavoneswa%@ﬁﬁﬁi:@%l

T oo Sff fgfdo @ e S €, T & ik
feraTfoe € T == & 91T W § 9eEE ¢

Te 31 33t & Sae

W qUE @ M § e, faetm AN @S &
Teeot T § 3R a9 w9 Howrm S @ 2y
31 27T % foru v ¢ |

FNEE T gF A F & 2
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Tg TR, <@ 3w fromage frais -- AHGT BRNEIRE)
Te e g 3R 24 ST 7 off oA € |

fafrrrer &gy

T T T AT AAT o 72 ¥ M 1 o 3 off
g 3R TR T WY & AT ST faFeT F U
TR W A & - AT, G, & AR e 7 g7 qed
IS TG o F1Y 3 A fer 2

TG AT O M H 2.4 I SR E |
37 e T AN i ¢ o Ffavrd aqr e e |
fere g 0 £ WG T AT 0 .3 FME |

T T o T 24 ST o Bl W AT € 37 e
Y Y 373 (e o 3 &7 991 & U § oad [T S
THAT T | T G0N & fa0da, 2o | 397 9 H 0
HeTTIH F AET S IHGT TE BT SHAU U T
HICTTET 3T AT 3T off FF 39T S SeeT F 9T fepar
T Gl € | TeTEI FH 91 A1 o H &9 3o A
AT H BT R | P GWARE ¥ I of ¢ fRaer o
TTE & S GO S ST, LR g 9w A Tl ¢
AT T 3R 31 TATEER T AR T & 19
ST YTE R AT ©, 78 S A 6 S o A S
SYUIT 7 2T e © ol (kv 2o &1 Te Tae Tal
T & 3T (A T 11 fadeT ¢ |

T SIS

TR g9 F BT H & ANEH TR 9 €, Ty A
T I © S & 35T W H e 8, eI 78 aeet
2, el 701 39T R SR e el SIS i H e e g
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T A SR A2 & 3 § qug § « e w9 F gy
T U & IS T & S P (R e Al afi ¢
3T 3T T 7 (TAATETT) F ot T2 2 € el [
T FH G AT T A S S GehAl ©, WA FIae
& ¢ IR SR ol S ¢ (R T 5 A ¢
0 TG T T § A Ferdd T € | e ST S
TS 3 T € 3T’ % STANT % fo7w 747 7 T o T
2, T8 TS T 9 g 28 F T g we
ST 37T G H a1 T aTe faeor o fae Heeaqol
ST T el

Hfegra & TEe

T T B  fF Aod 2fgar oK ot %
¥ foTU Hee AT &, WIGUTeTe § e (et o a5 off

S &) 1 0 2 € 3R Taa=g o Q= T
.24 3R S 3l o Hw 7 UF e gt Ed
WY T ST feBaT T € BT & H S Hwram g
F I T TS R 3N AF STHH T F

I T 1 Hovr % St faaifo < wewe §
FffF T7 W@ FAT € YRR P @I R g
T T T T, 3¢ Fold S | 347 T T
A 3R T TET T 3R F 1 G T H AR
3R Aol e & &0 § off ST S e

FFT 0% 2 I P I A A FfgA H AT
FAM ¢ | 39 fig & e, o EfgAr # @ A
3T T FH F A ¢ AR 37 T F IHAT F TH
e 5 & ® § HASR & T 74 39 37 F
T IR ¥ FevEm # Fa 4R wg I el
AT F TR 3 9l F &7 § Hoyad U
o % &7 7 2gdl ¥ TR R IFA 2 |

Tl Tl eI HI fehat STayIRAT 8 ?
T

92 T ¢ ¢ I AT : IfafeT ¢ oo 7.7, Hewrm
92 T 9 ¢ g4 ASH : Ufdfed 2 0 0o 777, Hiewrm

TR

7T e ol foead SR o T |

T (Indian Cottage Cheese) T g 3AE T | TR
e 3 s @l § i § IS 1 T TR & ST WA STHRIfEY # e S &
S T E | T4 e B A T (9T TBR AT € TR
Sr— Aot § SR Weat a9 # F9 21T € | 9
N T TR BT ST Fie 7T & S § | B e SRy
S 3 YT 7 STV A4 T @ S |
e . ST
TR et 3R g9
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WIE
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Davars

Addi ng Value....

Our Product Range

Stabiliser - Emulsifier Systems For Instant Mixes For

« Hard «Soft Ice Creams «Kulfies «Yogurt  ¢Egg Free Cakes «Sponge Cakes
«Flavoured Milk «Frozen Desserts « Water  (Vanilla & Chocolate) «Muffin Mix

Lollies «Sorbets « Ketchups « Sauces (Vanilla & Chocolate) «Softy Ice Creams
«Whipped Cream «Mayonnaise

«Hard Ice Cream «Jams & Jellies « Souffles
«Cheese Spread «Ripple & Topping Sauces

Quality Improvers For

«Biscuits «Breads «Rusks «Waffle Cone/
Wafer Biscuits «Bread «Puffs « Noodles
«Spaghetti « Macaroni RTS Products

Bodying & Suspending Agents For «Jelly Cubes «Jelly Shreads «All Kinds

«Syrups sJuices «Thandai «Non-fruit of Ice Cream & Bakery Toppings
Beverages « Pharmaceutical Syrups «Fat Replacers

Our other specialities

o Tropolite - A Premium Quality non Dairy Whipped Topping for desserts &fillings

e Aromas - Exciting Flavour, Colour Emulsions e Cake Decors - Innovative Powder Spray
Colours e Ico Glaze - Premium Quality Cold Glazing Gel e Ecotrop - Non dairy Whip topping
o Cooklite - Hot Kitchen Garnishing e Chocowhip - Chocolate Non dairy whip topping

Tropilite Foods Pvt. Ltd.

Industrial Area Tansen Road, Gwalior - 474002(M.P) India @%@
Ph: 91-751-4056333 Email: info@davars.com/ davars@davars.com \_ e s ess
Website: http://davars.com AHACCP Certifed Company
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Actualising 'Second white
revolution' Actions for
India's milk security

Fifteen years ago, India scripted history by
achieving the numero uno position in global milk
production. This was made possible by one of the
world's most successful rural development
programmes “Operation Flood”- which ushered
in the white revolution - transforming the nation
from a milk deprived country to a milk self-
sufficient one. The annual production, which
stagnated between 17 million and 22 million
tonnes during 1960s, increased six times to 112 mt
significantly altering the socio-economic fabric of
the country, providing sustainable livelihood
options to millions of farmers. With the changing
socio-economic profile of the country, demand for
milk is increasing phenomenally. Empirical
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Rana Kapoor

evidence indicated that the demand for milk would
grow to 180 mt/annum by 2021, warranting an
incremental increase in production of six mtpa,
henceforth. The National Dairy Development
Board's (NDDB) efforts to address this gap
through the ambitious National Dairy Plan (NDP)
is commendable, however, the need of the hour is
to chalk out innovative supply side strategies that
are sustainable in the long-term, inclusive, scalable
and profitable, thus maximising the output that is
critical for milk security of the nation.

Need for another white revolution

The impact of Operation Flood was visible when
dairy production started to grow significantly
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faster in the last couple of decades. The organised
dairy sector was put on to a new fast growth
trajectory through the evolution of the Amul
model of cooperative pattern of dairying involving
9.3 million farmer-members in 1996. The
emphasis was on strengthening the processing and
marketing infrastructures in rural and urban areas.
Various programmes in the areas of veterinary
services and improved animal nutrition were being
introduced as measures to improve the milk
production. The result was evident when the milk
production increased at the rate of 7.8 per cent a
yearin 90s.

However, the momentum has slowed over the last
decade with growth stagnating at about five per
cent a year. Some of the key bottle-necks hindering
growth in milk production are:

 Rapidly shrinking and degrading grazing areas
resulting in shortage of green fodder.

* Increasing feed prices resulting into use of low-
quality feed.

» Low technology-based system of production in
rural areas.

* Rise in heat stress among cattle on account of
global warming resulting in loss of close to two per
cent of total milk production.

The widening demand supply gap of milk has
placed us at a critical juncture where the need for
the second White Revolution is greatly
necessitated. Actualising the “Second white
revolution” Action steps and Challenges to realise
the dream of the Second white revolution, it is
crucial that a framework needs to be designed to
change the paradigm of dairying from
“subsidiary” occupation to “mainstream” activity.

Greater emphasis needs to be on achieving
economies of scale and continuous yield
improvements. This would need
conceptualisation and implementation of new
production models that would inculcate the
following requirements of high-tech dairying:

* Mechanisation and automation of dairy farms

« Sustainable measures to provide better quality
feed and fodder through developing technologies
that increase productivity of crops in rain-fed areas

Ingredients Business
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* Provision of improved seed varieties for fodder
cultivation

* Maximisation of environmental benefits through
adoption of green energy measures such as re-
utilisation and effective disposal of manure

* Encourage establishment of community-based
high herd size farms which would ensure
investment in scale-up thus improving dairy
management systems.

However, there are certain challenges which are
impeding the foregoing approach:

» Low corporate participation in the production
sector which could otherwise bring in the
innovation and boost milk production

» Higher costs for provision of specialised input
services such as vaccinations and medicines which
overshoot the advantages offered by low-labour
costs

Key Enablers of Change

With an ambitious outlay of around Rs 17,000
crore, which is ten times more than the outlay fixed
for Operation Flood, the National Dairy Plan
(NDP) could mark the beginning of the Second
‘White Revolution. Though the focus would be on
improving the bovine productivity and improving
access to farmers to organised milk production
units, some of the key action steps that can act as
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enablers to bring in this revolution include:

¢ Promotion of collective dairy farming :

Collective Dairy Farming is based on the concept
of building ‘“hostels” for cows. It has been
successfully implemented in countries such as
China and has increased the productivity of cattle,
and improved the quality of raw milk.
Development of such models would help farmers
achieve economies of scale in a collective manner.
This would also result in better dairy management
systems.

e Implementation of PPP model :

In India, the public sector has been instrumental
for livestock development by creating a necessary
and comprehensive infrastructure. The sector
provides ample opportunities for enhancing
production potential, employment, income and
growth through public-private partnership model.
Areas such milk procurement, logistics and
infrastructure development, R&D, extension
services, fodder banks and animal feeding units
need to be explored by the private sector in
conjunction with the Government. Integrated
dairy farms (IDF) can be implemented on
partnership models as a crucial component of
dairy production and processing. IDFs aim at
significant reduction of production -costs,
maximising environmental benefits, a dramatic
improvement in product quality and productivity.
The Government should devise incentive schemes
to promote such models so as to promote build-up
of backward linkages by the private sector.

Facilitation of knowledge and technology
transfer:
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The achievements of countries such as Israel and
Europe in the field of modern and best dairy
farming practices need to be emulated in India
through facilitation of technology transfer and
extension services. Advanced and computerised
milking and feeding systems, cow-cooling systems
as well as milk processing equipments are some of
the areas where joint ventures and strategic
alliances with the international technology
providers can bring in the desired level of
improvements.

Curtailing of climatic risk to reduce milk loss :

Research indicates that India loses close to Rs
2,660 crore on account of reduced milk production
due to heat stress in bovines. There is thus, an
urgent need to curtail the effects of global warming
through development of focused policy on
environment.

Effective utilisation of fodder resources :

With rapidly shrinking land and natural resources,
sourcing of feed and fodder resources is
challenging the very aim of doubling milk
production in India. To counteract this,
application of newer tools of technology to
produce large scale feed blocks, feed enzymes,
bypass nutrients and other innovative feed
resources need to be enhanced. This coupled with
the efficient cultivation and harvesting techniques
including irrigation management can greatly
improve the fodder production in the country.

CONCLUSION

A second white revolution is achievable through
strengthening the supply-driven technologies
which are sustainable, scalable and profitable. This
would also require development of innovative and
implementable production models that are
futuristic, and have a long term vision of
producing more milk per cow so as to ensure a milk
secure India.

(The writer is the Founder/ Managing Director & CEO
of YES Bank)
Courtesy : The Hindu, Business Line ]
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China and India to be major
forces in dairy by 2020

China and India will emerge as forces in dairy over
the next decade, accounting for more than one-
third of world growth in output, and witnessing
large growth in consumption too.

India will by 2020 challenge the European Union
for top rank among world dairy producers, with
growth of nearly 3% a year over this decade taking

import demand, fuelled by scepticism over
domestic milk fostered by 2008's melamine
contamination scandal, is expected to “ease only
slowly”.

India, meanwhile, will fuel strong global demand
for butter, which the FAO and OECD saw
witnessing the strongest price rise of all dairy

its output to some 150m tonnes,
the United Nations food agency
and the OECD said in a joint
report.

Expansion in China will be even
faster, at 3.3%, leaving it -

with India - responsible for nearly
60m tonnes of the 153m tonne
increase in world output between
2010and 2020.

China's expansion will secure its
grip on top rank among producers
of whole milk powder,
responsible for more than one-

[ o]

onterra, the world's biggest
dairy exporter, forecast that
China's dairy market will more
than triple in value, to $70bn, by
2020.

Fonterra had signed a
Memorandum of
Understanding with the Indian
Farmers Fertilizer Co- operative
(IFFCO) and dairy farms
promoter Global Dairy Health
Pvt to jointly conduct a
feasibility study into a pilot dairy

products by 2020, of 11%,
compared with 2008-10 average.

Fonterra, the world's biggest
dairy exporter, forecast that
China's dairy market will more
than triple in value, to $70bn, by
2020 as the New Zealand-based
group unveiled plans to raise cash
through a yuan-denominated
bond.

Fonterra will become the first
Australasian company to raise
money through a yuan-
denominated bond, a so-called
dim sum bond, which has also

ter of world output. g i
quarter of world outpu |£1rm in India.

Nonetheless, China's surge in
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_| been used by companies
including McDonald's and
Unilever.

In November last year, Fonterra had signed
a Memorandum of Understanding with
the Indian Farmers Fertilizer Co- operative
(IFFCO) and dairy farms promoter Global
Dairy Health Pvt to jointly conduct a
feasibility study into a pilot dairy farm in
India.

If it were to proceed, in phase one the pilot
farm could have a herd size of around
3,000-5,000 cows, Fonterra said at that
time.

India and New Zealand are also currently
negotiating a Free Trade Agreement (FTA)
under which trade norms in various sectors
including the dairy trade are under
discussion. [ ]
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Amul crosses 2 billion $ mark

According to the results of the apex body of the
dairy cooperatives in Gujarat, declared on June
21,2011, GCMMF which markets the popular
Amul brand of milk and dairy products crossesd
the 2 billion dollar mark.

During the financial year 2010-11, GCMMF
registered impressive topline growth of 22.1%,
achieving turnover of 9774 crores. While
commenting on the results, Parthibhai G. Bhatol,
Chairman, GCMMF informed that this
performance is even more remarkable, that the
organization was able to achieve 1 billion dollar

turnover in the 33rd year of its
formation while it took only just
four more years to add another 1
billion dollar to its turnover.

This consistently high growth is
also reflected in the performance
of its various mega-brands as the
organization further enhanced its
market-share in different product
categories. Sales of Amul Butter
has also shown an impressive
growth of 26% in 2010-11. Sales
of Amul Milk in pouches have

s,

_

ales of Amul Butter has also

shown an impressive growth of
26% in 2010-11. Sales of Amul
Milk in pouches have grown by
34%. Sales of Amul Processed
Cheese have shown consistent
and very impressive growth of
29%. Amul beverage range
including Flavoured milk,
Buttermilk and Lassi has shown
an impressive growth of 28%
over the last year.

Masti Dahi also grew by 39%.
‘With enhanced focus on fresh and
fermented products, GCMMF
launched Amul Probiotic Lasee
in ready to drink cups, Amul
Probiotic Buttermilk in PET
bottles and flavoured yoghurt
under the brand name Amul
Flaavyo.

In the Infant Milk Food category,
their brand Amulspray registered
growth of 20% and achieved the
unique distinction of becoming a

grown by 34%. Sales of Amul L
Processed Cheese have shown

consistent and very impressive growth of 29%.
Amul beverage range including Flavoured milk,
Buttermilk and Lassi has shown an impressive
growth of 28% over the last year. Sales of Amul

Tom & Jerry, now the brand
ambassadors of Go Cheezoos

Popular cartoon stars Tom & Jerry will now
feature on cheese products in India, with leading
private dairy operator Parag Milk Foods Pvt Ltd
signing a licencing agreement with Warner Bros
Consumer Products.

As part of the deal, Pune-based Parag Milk Foods
is introducing a range of cheese items featuring the
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__] .1000 crore mega-brand.

GCMMF recently initiated its
largest distribution expansion exercise to extend its
reach to smaller towns and semi-urban areas.
During the past year, 1000 new Amul Parlours
have been added, taking the total strength to 6000.

Warner Bros
cartoon characters
on packages under
the 'Go Cheezoos'
label for its flagship
brand, 'Go',
targeting school
going kids.
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'Goodness of ghee’, for
young and healthy India

According to the results of the apex body of the
dairy cooperatives in Gujarat, declared on June
21,2011, GCMMF which markets the popular
Amul brand of milk and dairy products crossesd
the 2 billion dollar mark.

During the financial year 2010-11, GCMMF
registered impressive topline growth of 22.1%,
achieving turnover of 9774 crores. While
commenting on the results, Parthibhai G. Bhatol,
Chairman, GCMMF informed
that this performance is even

various mega-brands as the organization further
enhanced its market-share in different product
categories. Sales of Amul Butter has also shown an
impressive growth of 26% in 2010-11. Sales of
Amul Milk in pouches have grown by 34%. Sales
of Amul Processed Cheese have shown consistent
and very impressive growth of 29%. Amul
beverage range including Flavoured milk,
Buttermilk and Lassi has shown an impressive

growth of 28% over the last year.
" Sales of Amul Masti Dahi also

more remarkable, that the
organization was able to achieve
1 billion dollar turnover in the
33rd year of its formation while it
took only just four more years to

ITAmul at present enjoys a 20 per
cent market share in the
packaged ghee market, which is
estimated to be around 100,000
tonnes per annum. Banking on
the new 'avatar' of ghee, the
company is eyeing a growth of
20-22 per cent in the segment this

grew by 39%. With enhanced
focus on fresh and fermented
products, GCMMF launched
Amul Probiotic Lasee in ready to
drink cups, Amul Probiotic
Buttermilk in PET bottles and
flavoured yoghurt under the
brand name Amul Flaavyo.

Escal.

add another 1
billion dollar to its
turnover.

This consistently
high growth is also
reflected in the
performance of its

“We started work on identifying characters that
would work best with the 'Go' brand. Of all the
characters, Tom & Jerry were the best fit,” Parag
Milk Food Vice-President (Marketing) Rahul

_ In the Infant Milk Food category,

their brand Amulspray registered

growth of 20% and achieved the unique distinction
of becominga .1000 crore mega-brand.

GCMMF recently initiated its largest distribution
expansion exercise to extend its reach to smaller
towns and semi-urban areas. During the past year,
1000 new Amul Parlours have been added, taking
the total strength to 6000. [

Parag Milk Foods' product portfolio includes skim
milk powder, whole milk powder, ghee, processed
cheese, butter, dahi, proprietary foods like Dairy
Whitener and Gulab Jamun Mix powder under the

Akkara said.

Go Cheezoos will be available in
the market for Rs 52 for a 100-
gram squeeze tube in various
flavours, including chocolate,
peanut and tomato salsa. It will be
sold at Nature's Basket and other
modern retail outlets in India.

l_Pune-based Parag Milk Foods ;]
introducing a range of cheese
items featuring the Warner Bros
cartoon characters on packages
under the 'Go Cheezoos' label
for its flagship brand, 'Go',
grgeting school going kids. ]
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brand names 'Gowardhan' and
'Go'. []
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Import of milk products,
foodgrains up 9.3% in FY11

India's import of sensitive items, including
foodgrains and milk products, has gone up by 9.3%
to . 65,596 crore during April- February 2010-11,
from . 60,011 crore in the year-ago period.

by the government to see if there is any adverse
impact on the domestic industry.

Milk and dairy products' import increased to

Foodgrains' import soared to .
250.17 crore during the 11
months of last fiscal from . 91.80
crore in the year-ago period,
according to the latest official
data. Items such as foodgrains,
automobiles, milk and beverages

|K/Iﬂk and dairy products' impoz|
increased to 753.42 crore and
that of automobiles rose to .
2,314.75 crore during the period
under review from 286.24 crore
and 1,035.04 crore, respectively

753.42 crore and that of automobiles rose to .

2,314.75 crore during the period
under review from . 286.24 crore
and 1,035.04 crore, respectively in
the year-ago period. During
April-February 2010-11, import
of items such as alcoholic
beverages and rubber also

fall in the sensitive category and
the import of these are monitored

increased by 47.1%and 95.9%. m

in the year-ago period.
L _

Food inflation at 6-month high

Wholesale price-based food inflation shot up to
9.13 per cent for the week ended June 11 — the
highest level this financial year — prompting
economists to call for an alternative mechanism to
RBI’s tight monetary stance for taming price rise.
A week ago, food inflation stood at 8.96 per cent.

Food inflation rose despite most food items
witnessing a fall in the rates against the previous
week’s prices. The rise was due to increasing prices
of dairy products and non- vegetarian items.
‘While most food items saw a fall in inflation rate,
milk prices have surged by 15.30 per cent during
the period against 10.59 a week ago. Similarly, egg,
meat and fish inflation rate rose to 10.56 per cent
from 7.31 per cent.

The inflation rose despite a high
base of 22.93 per cent a year
ago. This translates into a rise
of over 30 per cent in two years.
“... We are in a region of high
inflationary regime, which is
not acceptable. It will have to be
brought down,” said Finance
Minister Pranab Mukherjee.
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Although the data released today pertains to the
week ended June 11, it has come at a time when the
Meteorological Department has predicted a below
normal level monsoon this year.

“If monsoon rains are not normal, food grain
production could plummet. However, even in the
case of a good monsoon it is necessary to have
adequate infrastructure and supply chain in place
to ensure that provisions reach the markets on
time,” said Deloitte, Haskin & Sells director Anis
Chakravarty.

Ashok Gulati, chairman of the Commission for
Agricultural Costs and Prices (CACP) attributed
the rise in inflation to increase in cost of labour in
agriculture by around 20 per cent this year.

The issue of food inflation may
cast doubts over RBI’s
monetary policy — raising
policy rates for the tenth time in
the last 15 months in its
monetary review earlier this
month. ]
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US to continue exporting

cheese to Korea

The U.S. Dairy Export Council (USDEC),
National Milk Producers Federation (NMPF) and
the International Dairy Foods Association (IDFA)
welcome the release by the U.S. Trade
Representative’s Office (USTR) today of letters
between USTR and the South Korean
government, which contain important
clarifications regarding the ability of U.S. cheese
manufacturers to continuing shipping to Korea a
wide variety of cheeses of importance to the U.S.
Dairy industry. Korea is currently the No. 2 export
market for U.S. cheese.

The text of the Free Trade Agreement (FTA) that
Korea negotiated with the EU in 2009 included
unprecedented language on geographical
indications (GIs) for several cheeses, as well as
other food products. This language called into

question whether or not the U.S. would be able to
continue to sell many important varieties of cheese
to Korea such as brie, camembert, emmental,
grana, mozzarella, parmesan, romano and
provolone.

For the past year and a half, USDEC, NMPF and
IDFA have worked with the U.S. government to
seek assurances that these cheeses would still be
permitted for sale by all suppliers, including those
from the United States, in the fast-growing Korean
market. In addition, the Congressional Dairy
Farmer Caucus also expressed concerns about this
issue. USDEC, NMPF and IDFA view the letters
released today by USTR as providing these
important assurances for the cheese names listed
above. |
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Approaching Street

Food Safety

By: Prabodh Halde & Ms.Chetana Bhandari:

Regulatory, Marico Ltd.

Introduction

FAOQO defines street vended foods as ready to eat
foods or beverages prepared and/or sold in the
street or other public places. Street foods may be
sold in places such as a market or fair, by a hawker
or vendor, often from a portable stall. This sector
has experienced tremendous growth during the
past few decades owing to the socioeconomic
changes in many countries. This growth is
expected to increase significantly with the
increasing urbanization and population growth,
especially in developing countries.

Street foods reflect the traditional local culture and
is one of the best ways to experience the real
cuisine of any community. While some street
foods are regional, many others spread beyond
their region of origin. Street vended foods can be
found in clusters around public places, places of
work, schools and colleges, railway stations,
hospitals and bus terminals and may be vended
from roadside makeshift stalls, carts or small
establishments.

In India, street food today can be purchased for a
few rupees from the makeshift stalls found in
towns and cities. Indian street foods vary from
region to region. The 'Chaat' fare in North India
consists of many tangy and spicy delicacies. In the
Eastern parts, a typical street food is Chop which is
like potato patties dipped in flour batter and deep
fried. Jhalmuri, a delicacy made from puffed rice is
a famous Kolkata street food. Vada-pav and pav-
bhaji from Maharashtra are the concoctions
famous from the West. In the Southern region,
there are thattu dosas, omelettes, spicy pork fry etc.
Ices such as the gola sherbet, all kinds of ice cream
and the indigenous kulfi in multiple colors and
flavors are there to relish. A plethora of beverages
like lassi, all variants of tea like masala tea, milk
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tea and normal tea
can also be
enjoyed. In India,
street food eating
habit is increasing
day by day. Considering food safety issues, it is
important that street food be under strict control
for food safety.

Benefits of street vended foods

Street foods play an important socio-economic
role in terms of employment potential and in
serving the food and nutritional requirements of
consumers at affordable prices. Street vended
foods serve as a source of inexpensive, convenient
and often nutritious food for millions of low and
middle income consumers, in urban areas, on a
daily basis. Street foods are an attractive
experience of varied food for tourists. In
developing countries, making and vending street
food provides a regular source of income for vast
number of men and particularly women, who lack
education or skills. It requires a low capital
investment, offers a chance for self employment
and provides business opportunities for
developing entrepreneurs. It also contributes to
local and national economic growth by supporting
local agricultural producers and food processors.
Thus the socio economic significance of street
foods isimmense.

Street foods are inexpensive compared to a
restaurant meal and less costly as compared to
home cooked food. For many low income groups,
street food acts as the most accessible means of
obtaining a nutritionally balanced meal outside the
home, provided the consumer is informed and able
to choose proper combination of foods. Thus
street foods also are nutritionally significant.
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Need for safety of street foods

Street food vending forms a very important
segment of the unorganized sector of the food
industry. The street foods have a significant
contribution in the daily food consumption in the
urban areas of both developing and urbanized
countries. With the increasing pace of
globalization and tourism, the safety of street food
has become one of the major concerns of public
health. Food borne pathogens are recognized as a
major health hazard associated with street foods.
There are other concerns like poor hygiene,
inadequate access to potable water supply and
waste disposal means. Further, unsanitary
environmental conditions like proximity of the
establishment to sewers or garbage dumps,
pollution from traffic add to the public health risks
associated with street foods. Additional hazards
may also be in the form of use of improper food
additives (often unauthorized colouring agents),
mycotoxins, heavy metals and other contaminants
(such as pesticide residues) in street foods. Street
food vendors are often poor and uneducated and

lack appreciation for safe food handling.

Improving the safety of street vended
foods

The cheap cost and instant availability of street
foods has made them very popular. However, the
cleanliness and the hygiene content of these foods
is questionable. The standards of street food safety
can be upgraded by the vendors through
implementation of some basic good practices with
respect to hygiene and food handling. Appropriate
location and condition of vending stalls,
observation of personal hygiene by vendors,
employing washed and clean utensils, using
potable water and proper drainage and waste
disposal are some steps to be taken which can lead
to hygienic and safe food.

Regulatory requirements

Under FSSAI rules, schedule 4 has described
various provisions required for street food vendors.
Once the FSSAI act get enacted (August 2011)
these requirements will come in force.

Ingredients Business
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The requirements are as follows.

* Location & environment of vending stall: The
vending stall should be located in a sanitary place
away from unhygienic conditions and should be
far from any source of contamination (rubbish,
waste waster, open drains, toilet facilities and
animals).

* Vending cart: The vending carts shall be built of
solid, rust/ corrosion resistant materials and kept
in clean and good condition. Vending cart shall be
protected from sun, wind and dust and when not in
use, food vending vans shall be kept in clean place
and properly protected. The working surfaces of
vending carts shall be hygienic, impermeable, easy
to clean, 60 to 70cm from ground. Sale points,
tables, awnings, benches, boxes, cupboards, glass
cases etc. shall be clean and tidy.

* Water supply: Transported drinking water
(treated water like bottled water, boiled/filtered
water through water purifier etc.) shall be in
protected containers of atleast 20 litres.

» Handling of street foods: Fresh/raw foods like
vegetables, fruits must be thoroughly washed with
potable water before preparation or selling.

» Cooking and serving utensils: cooking utensils
and crockery should be clean and in good
condition. It should not be broken or chipped. All
containers shall be kept clean, washed & dried at
the close of day's business to ensure freedom from
mold/fungi growth and infestation. Cooking,
serving and storage shall not be done in utensils of
copper, cadmium, lead, non food grade plastic &
other toxic materials. Utensils shall be cleaned of
debris, rinsed, scrubbed with detergent and
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washed under running tap water after every
operation. Wiping utensils shall be done with
clean cloth. Removing dust or crumb shall not be
by blowing on plates/utensils.

» Storage of cooked food: Adequate number of
racks shall be provided for storage of articles of
food, with clear identity of each commodity.
Proper compartment for each class shall also be
provided wherever possible. All articles that are
stored or intended for sale shall have a proper cover
to avoid contamination.

* Personal hygiene of vendors: person suffering
from infectious diseases shall not be permitted to
work. Unhygienic habits like eating, chewing,
smoking, sniffing, spitting and nose blowing
should be avoided. Washing hands with soap and
detergent every time after using the toilet and
before handling food, keeping finger nails trimmed
and such other personal hygiene practices should
be followed. All food handlers should avoid
wearing jewellery, false nails or other items that
might fall into food and also avoid touching their
face or hairs

* Drainage and waste disposal: Adequate
drainage and waste disposal systems and facilities
should be provided to prevent contamination of
foods and potable water. Rubbish bin with cover
shallbe provided.

Conclusion

Implementing these basic good practices can help
street food vending to shed its disorganized image
and become an important segment of the food
industry. Since large population in India is
consuming food through street food sources, food
safety is a big concern to consumer safety. The
improved food quality and assured safety topped
by variety will attract consumers from even the
high income groups thus broadening the consumer
base and increasing business potential and this will
also increase consumer safety.

(Author can reach on prabodh@maricoindia.net
/9820278746) [
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Superior Quality
of Naik Ovens

Naik Oven Manufacturing Co. is a partnership firm formed on
7th July 1999, by Prakash V. Naik & Ashish R. Sirsat on equal
sharing basis. Both the partners have more than a decade long
experience in the field of Rotary Rack Ovens. The Company is
based out of Suchita Industrial Estate, Talwar Compound in an
area of over 1600 sq. fi. Till date the Company has installed
more than 100 ovens and has many satisfied clients, out of
which most of them have given repeat orders. The company also
has an ISO-9001-2008 Certification.

After a great deal of R&D, the Company came up with a well
designed & hassle free operational Rotary Rack Oven. Demand
for this oven is huge in this growing market. The Rotary Rack
Ovens, being very fast in production, are sought after by many
big and growing Bakeries & Hotels for quality productions. We
can now state that we manufacture one of the best Ovens in
India. The Ovens are also exported to Nigeria.

Some of our Clients are :

Nafees Bakery Indore; Vijaya Bakery Malvan; Kwality Bakers
Chiplun; Kalory Ahmedabad & Surat; Alankar Bakery

Miraj; Rajlaxmi Bakers '
' ’ , | I |
| ) - F 1

.

Jamnagar; J.K.Bakers Thane, Thane &
Yerewada Central Jail; Bemisal Bakery
Ujjain; Jahagirdar Bakers - Nashik;
Milkmaid Bread Pune; Chetak Biscuits
Ulhasnagar; Hydary Bakery- Ujjain;
Meghraj Bakery Nashik & many more.
Most of these bakeries have more than
one oven. ™



Dairy Products

One can write volumes & volumes on dairy
productsitis avastline.

With basic ingredient milk you can prepare
different end products. The end product prepared
from milk are known as Dairy Product.

IT issaid

RAMRAJMEIN DOODHMILA THA
KRISHNA RAJMA DAHI

PYARE AAJKE ISRAAJME CHAIMILI HAI
PHOOK PHOOK Ke Pi

This means from ages there was abundant milk in
our country the people at that time would

Consume Milk, Butter, Curd, Butter - Milk. Sweets
prepared from Milk they utilized milk products

In their receipes.

The product prepared from milk as main
ingredient are known as DAIRY Products.

They are Milk in different form, Butter, Cheese,
Curd, Butter-Milk, Lassi, Pure ghee(clarified
butter), last but not the least Ice Cream & Frozen
Dessert

Some 8 to 9 years back Mr. Curieen ex Chairmen
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of NDDB formed a co-
operative movement
forming a type of
small scale industries
procuring milk from
small villages at better
price. His movement
was so success full that
he declared
(OPERATION
FLOOD) with
abundant Milk in hand
he came up with other dairy products viz. Cheese
Butter, Flavoured Milk, he entered in the market of
Ice Cream. Allunder Umbrella brand AMUL.

Looking at its success other States followed the
steps of NDDB & formed co-operative societies in
milk segment... such was the situation that Milk
was cheaper than Mineral water bottle better
known as Bislery... The Milk was available at Rs.
13.00 a litre. where as Mineral Water bottle was
available for Rs. 15.00 a litre. At this moment we

felt we are really in Ram Rajya.( Abundance of
Milk.)

~ S s = &=
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During Operation Flood a new COLD WAR
started .

A war between two giants.
A warbetween Ice cream & Frozen Desserts

Kwality Walls entered into Indian Market with
Frozen desserts concept& were economically
priced. Hence to compete with Kwality walls
Amul Ice cream slashed the prices or offered
incentive to dealers & consumers. This made
difficult situation for small scale ice cream
manufacturers as they could not reduce the prices
as they had to procure milk from open market .
Small scale manufacturers were in lurch. They had
either to divert their business or come up with new
concepts to maintain the market share.

We spoke about Frozen Dessert. Now let us
understand what is(FROZEN DESSERT.)

As per Govt. Norms the ice cream should contain
aminimum of 12% fat. (Fresh Cream)

‘We are aware that Buffalo's milk contain 7% to 8%
fat & Cow's milk has around 5 to 6% fat.

So to prepare Ice cream with buffalos milk one has
to add approx5% fresh cream & around 7%,in
Cow's milk. If one prepares Ice cream from
skimmed milk powder he has to use 12% of fresh
cream.

Frozen dessert is similar to ice cream in
appearance, taste, etc but minus additional fresh
cream.

Here vegetable fat is used in lieu of fresh cream..

So now you can differentiate between Ice cream &
Frozen desserts..

Going Back again to year 1999 when the cold war
begin the small scale industries were looking for
substitute for fresh cream to compete with big
giants...

During that time our company received bulk order
of Refined palm kernel oil from one of Frozen
Dessert industry...we were thinking on that terms
that what will be the use of palm kernel oil in
frozen dessert industry. Our R & D were looking at
one angle that Pko could be substitute for refined
cocoanut oil for making choco bar. As Pko was
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economically priced. Though I am from marketing
department. I was looking from other angel that
the quantity purchased was too high for choco bar
production . taking keen interest on this project I

started experimenting at home. I added Pko in
milk

Imadeice cream at home with trial & errors Iwas
successful in the experiment. I spoke with my Boss
about the thing then we conducted trials in market
we visited few small scale industries we were
successful in the area.. though the result was good
but I thought the other way . again in discussion at
office 1 suggested that if Palm kernel Oil is
Hydrogeneted with low melting point. it will
appear like fresh cream. every body agreed to it &
made a small batch size. Conducted trials again
thus we got the success in year 2000. we use to
promote this product as Dairy fat replacer.

Looking at success in our product today many
companies have joined the band wagon with
different names & brands. The market is growing
swiftly for Dairy Fat replacer.

For other queries you can contact me.
vojhal953@gmail.com ]
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Workshop on
Regulations for
Importers of Food
Products, Ingredient

\

& Additives under FSSAI

Organized by AFST (l)

The first “One Day Workshop on Regulations for
Importers of Food Products, Ingredients &
Additives under FSSAI” organized by AFST(I)
Mumbai Chapter attracted large participation
apart from achieving the intent of the event. It took
place on Monday, 2nd May 2011 at Tip Top Plaza,
Thane. The intent of the programme was to
provide a platform for interaction to all the
stakeholders involved with respect to new import
regulations which included FSSAI, the importers,
NISG, port authorities and the laboratories.

Many dignitaries attended the event namely Mr. V.
N. Gaur, CEO FSSAI Dr. Dhir Singh, ADG (PFA)
FSSAI, Mr. Adhesh Mohan, FSSAI, Mr. A. 1. S.
Kumar, AO JNPT FSSAI, Dr. S. K. Halder, AO
BPT FSSAI, Shri Raghu Guda, NISG. Dr. K. D.
Yadav, President, AFST (I) Mumbai Chapter
welcomed the guests. Dr. Dhir Singh, FSSAI
presided over the function and spoke on updates
for the import regulations and laboratory up
gradation in his address. Mr. V. N. Gaur, CEO
FSSALI, in his opening remarks spoke on various
issues like implementation challenges that may
arise due to food diversity, preparation of state
governments for implementation, status of
operationalized import regulations and more.
Q&A session with Mr. Gaur was coordinated by
Mr. Prabodh Halde, Secretary AFSTI Mumbai
chapter.

There were two technical sessions by FDA
Maharashtra in the first half of the programme.
Mr. Mohan Patankar, Ex- Jt. Commissioner, FDA
presented on “Regulations for food imports”.
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Dr. K. U. Methekar, FDA HQ, spoke elaborately
on “Packaging and Labelling of Imported Foods”.
Post the networking lunch, Mr. Raghu Guda,
NISG conducted the session on
“Conceptualization, Design & Implementation of
Integrated Imported Food Safety System for
FSSAI” where he discussed at length about the
food import clearance process from an
international perspective and the way forward for
Indian food import clearance procedures. He laid
out the roadmap of the process consisting of
revisiting of standards by FSSAI, MIS for web
based appointments and status tracking system,
specific regulations for food import, FSSAI
helpline and lab accreditations. The panel
discussion after the session was coordinated by
Mr. M.M.Chitale and was a fruitful one with
excellent participation from the audience and
queries being answered satisfactorily.

The seminar concluded with Vote of thanks given
by Mr. Prabodh Halde congratulating FSSAI on
their commendable efforts in stabilizing the initial
phase of import clearance process in India in short
time span. The event was a huge success not only
having achieved good participation in form of
importers, laboratories, Government officials,
Customs but also creating one of a kind platform
for enabling dialogue between all the stakeholders.
The program was attended by more than 70
importers.

Mr.M.M.Chitale and Dr.Nilesh Amrutkar’s
Enviro care team coordinated the over all program
and ensured the success. [
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Probiotics may
not be useful

in children with

Constipation

A study was recently published that
evaluated the use of a fermented milk
product in children with constipation
from Netherlands and Poland.

Chronic constipation affects nearly 3% children in
the Western world. Studies also indicate that a
number of these children continue to have this
problem beyond puberty.

Probiotics are live microorganisms that provide
health benefits in a number of conditions like
diarrhea and irritable bowel

=

conducted in 159 children between February and
November 2008. Children in the age-group
between 3 and 16 from Netherlands and Poland
were included in the study. Some children received
the probiotic formulation whereas others were
administered an inert substance or placebo for
comparison of the effects. The placebo was similar
in appearance to the probiotic formulation; thus
the patients were unaware whether they were
receiving the probiotic or placebo. The probiotic or
placebo was administered twice a day for three
weeks.

syndrome. They are often
consumed in fermented foods like
yogurt and include bacteria like
lactic acid bacteria and
bifidobacteria.

Earlier studies conducted in
adults have demonstrated that a
fermented dairy products
containing the bacterium
Bifidobacterium lactis DN-173

I?he researchers found thzgl
though the stool frequency
improved in the probiotic treated
group, it also improved in the
placebo group. The difference in
stool frequency was not
statistically different between the
two groups at the end of 3 weeks.
There was only a significant
decrease in flatulence in the

The researchers found that
though the stool frequency
improved in the probiotic treated
group, it also improved in the
placebo group. The difference in
stool frequency was not
statistically different between the
two groups at the end of 3 weeks.
There was only a significant
decrease in flatulence in the

010 improved constipation
without any side effects.
Probiotics could possibly act in
constipation by two mechanisms one, by
correcting the altered gut microflora and two, by
altering the pH in the intestines.

A study was recently published that evaluated the
use of a fermented milk product containing the
same bacterium Bifidobacterium lactis DN-173
010 as well as two other bacteria Streptococcus
thermophilus and Lactobacillus bulgaricus in
children with constipation. The study was
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probiotic-treated group. No
] serious adverse effects were noted
in any of the groups.

The researchers thus conclude that based on this
study, probiotics cannot be currently
recommended to treat constipation in children.
They do admit however, that the study had some
limitations based on its design. Further studies
may be required to establish the role of probiotics
in constipation in children. [

May - June 2011



‘Flavour' A critical ingredient
in food industry

A term flavour is being used in various foods
industries which indicates taste inhacement of the
finished products.

We cannot imagine any food product without the
use of flavour. As we know in bakeries, biscuits,
confectioneries, ice-creams & various fast foods,
flavours are used to increase the taste, acceptance
& palatability of the products.

In most of the food processing units flavours are
used in minute quantity (0.2 to 0.8%) This critical
minute quantity decides the value addition of the
product. Thereby creates importance of the brand
and image.

Flavours & Essence are two terms, when there is
no use of essential oil or extract and blend is made
from aromatic chemicals it is called Flavours.

When essential oils & extract are used in the blend
itis called Essence.

In both the cases synthetic, aromatic chemicals are
used.

Flavours are of four types;

A) Liquid Flavours

B) Powder Flavours
C) Flavour Emulsion
D) Flavour Seasoning

A)Liquid Flavours :- Generally Liquid Flavours
are used in various food products:

a) Biscuits:- Maximum quantity of flavours are
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used in biscuit industry suggested dosages: 0.5 to
1.5%

In biscuits maximum quantity of vanilla flavour is
used. Alongwith vanilla flavour, Butter flavour,
Butterscotch flavour, Milk Flavour, Orange
flavour, Rose flavour, Pineapple flavour etc are
used in biscuits industry.

b) Bakeries:- In bakeries generally vanilla powder,
vanilla liquid flavour, Butter, Butterscotch,
Orange, Rose, Pineapple etc are used suggested
dosages:0.5t0 1.5%

¢) Confectioneries & Chocolates :- Most of the
cases Orange oil, Lemon oil, Strawberry, Lichi,
Tuity Fruity, Peppermint, Melon, Chocolates etc
are used suggested dosages:0.5t01%.

In above cases heat is involved in the process
thereby flavour should heat stable.

B) Powder Flavours:- Powder flavours are
generally used in pharmaceuticals &
nutraceuticals. There are various types of powder
flavours fore.g.

1) Vanilla Dry Powder

2) Chocolate Dry Powder

3) Orange Dry Powder

4) Lemon Dry Powder

5) Strawberry Dry Powder etc.

Suggested dosages : 0.2 to 1% depending upon the
final end product.

C) Flavour Emulsion:- These are emulsified
flavouring substances used in soft drink industry.
1.e. Soft Drink Carbonates & Soft Drink Non-
carbonates. e.g. of flavour Emulsion

1) Orange Emulsion
2) Lemon Emulsion
3) Mango Emulsion
4) Pineapple Emulsion

Suggested Dosages 1to 1.5 gm per litre.\

D) Flavour Seasoning:- These are the flavours
used in savory products like Potato Wafers, Bhujia,
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Cheese balls etc.

Flavour is blended with spices, salt and Sugar in
such a manner that it should give final taste to the
product.

As fast food industry is growing the demand for
seasoning is also growing.

Thus flavour industry is growing in India as food
industry is growing by the rate 40 to 70%.

Thereby flavours have become important critical

ingredient in the food industry. [

H. K. ENZYMES & BIOCHEMICALS PVT. LTD.

FOOD / BAKERY ADDITIVES & CHEMICALS

APPLICATION AREA

¢ Bakery / Food Industries + Baking Powder Mfg. Industries
¢ Biscuits Industries (Creamy / Flavoured / Crispy / Khari / Salty Type Biscuit)
¢ Bread ( Pav/ Slice Bread / Bun) + Cakes / Butters / Pastries

¢ Chapati / Parathas As Preservatives (Mainly Enzymes)
¢ Flour Mills (Maida / Wheat / Chakki Atta / Bakery Atta)
¢ Fruit Syrups / Juice / Concentrates / Jams / Pickles / Sauces / Ketchups
¢ Ice Creams / Confectionery  Instant Food Mix / Food Products / Processed Products
+ Improver Mfg. / Bakery Yeast / Malt Extract / Flavour Ind & Food Colour Ind.

PRODUCT LIST

* Acetic Acid Glacial * Ammonium Chloride * Ammonium Sulphate — Pure
* Benzoyl Peroxide * Calcium Carbonate — Precipitated * Calcium Propionate
* Citric Acid * CMC Sodium- Indian * Cream Of Tartrate - Powder
* DL-Tartaric Acid * Ethyl Vinnilline  * Ferrous Fumerate * Fumeric Acid * Glycerine
* L — Cysteine HCL — Imported * Maleic Acid * Malic Acid * Maltos
* Mono Sodium Glutamate / Ajinomoto * Potassium Bromate * Potassium Citrate
* Potassium Meta Bi Sulphite * Potassium Sorbate * SSL (Sodium Stearoyl Lactylate)
Sorbic Acid * Sodium Alginate * Soya Sauce * Sodium Citrate
* Sodium Aluminium Sulphate * Sodium Acid Pyro Phosphate
* Sodium Meta Bi Sulphite  * Wheat Gluten

ENZYMES- ADVANCED ENZYMES / MILLBO -ITALY

o Bakery o Biscuits e Bread o Cakes o Chapati /Parathas
o Confectioneries Flour Mill (Wheat / Maida / Chakki Atta) e Food Ind. e Ice-Cream

S10NAO0¥d NOILIYLNN ® XINIdd NINVLIA 04 STVIINIHD

*

E-MAIL : hkcp@mtnl.net.in FAX : +91 -22- 2877 3079  TEL: +91-22-28774445 / 5829 / 2878 1758

The above products offered are of chemical grade and to be used as per the various govermennt (PFA Act) rules and regulation only. No responsibility on us.
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VE YOUR BUSINESS AN EDGE
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1 Year (6 Issues) - Rs 450/- 2 Years (12 Issues) - Rs 800/-
3 Years ( 18 Issues) - Rs 1125/-

Name:

Designation & Dept.:
Company:
Nature of Business:

Address:

City: Pin :

Phone : Mobile:

Email:

Payment details: Cheque/DD No. dated

drawn on Bank for
(amount)
in favour of NEW MEDIA COMMUNICATION PVT. LTD payable at Mumbai. (Kindly add Rs.100/-
for cheques payable outside Mumbai) For Adds and more information contact

Madhavi Singh / Arvinder +91 22 2920 1999
Email: madhvi@newmediacomm.com

New Media Communication Pvt. Ltd
New Media House, 1 Akbar Villa, Near Old State Bank Bus Stop,
“ E w Marol Maroshi Road, Marol, Andheri (East), Mumbai - 400059
A M E n I n India. Tel:- +91 22 2920 8888 / 2920 2999.
. Telefax: +91 22 2925 5279

connecting global wealth creators Email: satya@newmediacomm.biz
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_ &. We have received an overwhelming response at
miJNm[G)R iZlAlENTS Fi India and generated good leads. The quality
of visitors was also highly appreciable. We look
= forward to participating next year.
Country Head, Jungbunzlauer India Pvt. Ltd.
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INDIA’S FOOD

INDUSTRY

Percentage of visitors were involved in
the purchasing process in 2010:

BOOK
YOUR STAND

NOW!

Fi India 2011

8 - 4 OCtOber 201 1 Bombay Exhibition Centre, Mumbai, India
www.ingredientsnetwork.com/india

Food ingredients India 2011 is a driving force to India’s processed food sector and has a
fundamental role as facilitating the industry’s only meeting place. With a strong economy
and rapidly expanding middle class, this is your opportunity to achieve future growth.

.. Personal contact - The relationship-driven Indian business culture
requires face-to-face business conduct.

BP® Be the First- Strong loyalty tendency of the Indian business culture wil IUFoST
benefit companies that build brand awareness the earliest. s )
8 58 4

.. Qualified audience - around 80% of Fi India 2010 visitors were senior Rau8 Uf |
managers with the power to purchase your ingredients. UuBM Member

CONTACT FOR MORE EMAIL:

INFORMATION fiindia@ubmindia.com +91 22 66 12 2600
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Introducing Saffola Arise Basmati Gold. Known for its impeccable
taste, every slender grain has a natural, subtle aroma and
delicious flavor that makes for an irresistible meal. It is aged
with rice bran & husk, and provides better nutritional goodness®,
so your family’s meal is healthy and just as tempting.
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