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Abstract

The study has analysed the value chains of milk and milk products in the co-operative and private dairy
plants in the Salem district of Tamil Nadu based on the data collected from one co-operative plant, one
private plant, five milk transportation routes, ten co-operative societies, ten private milk collection centres
and six chilling centresfor theyear 2007-08. The overall average procurement cost per litre of milk hasbeen
found higher for the co-operative dairy plant than the private plant due to increased cost on milk
transportation, chilling and reception. The co-operative plant has been revealed more efficient in the
manufacture of toned milk, standardized milk, full cream milk and ghee whereas the private plant has an
edge over co-operative dairy plant in the manufacture of butter and SMP (skimmed milk powder). The
marketing cost of toned milk, standardized milk, full cream milk and SM P has been found lower for private
dairy plant and of butter and ghee for the co-operative dairy plant. The products which could earn ahigher
value after passing through the value chain are milk peda, khoaand SMPin the co-operative plant; and ice
cream, Mysorepaand gheein the private plant. The marketing margins and marketing efficiency have been
found higher in toned milk, standardized milk and butter for the private plant and in full cream milk, ghee

and SMP for the co-operative plant.

Introduction

Dairy development has assumed significant
importance in the rural economy of India due to its
immense potential for supplementing income and
employment generation for therural people. According
to the 17" Livestock Census, 2003, India possessed
thelargest livestock populationintheworld, after Brazil.
It accountsfor 56 per cent of world’sbuffalo popul ation
(9.8 crore buffaloes) and 14 per cent of total cattle
population (18.5 crorecattle) (Gol, 2006; Gupta, 2007).

Today, India ranks first in the world in milk
production, which hasrisen from 17 million tonnes (Mt)
in 1950-51 to about 108.5 million tonnes by 2008-09
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(Gol, 2009). Whereas world’s milk production is
increasing at the rate of 1-1.5 per cent per annum, in
India, it isincreasing at the rate of 4 per cent (Gupta,
2007). Consequently, the per capitaavailability of milk
has also increased from 124 grams/day in 1950-51 to
258 grams/day in 2008-09 (Gol, 2009-10).

In India, about 46 per cent of the produced milk is
retained for home consumption, while 54 per cent is
disposed off to various agencies (Gupta, 2007). About
80 per cent of milk produced in the country ishandled
by the unorganised sector and the remaining 20 per
cent is shared equally by co-operative and private
sectorsfor processing with varying degree of product-
mix (Gol, 2009). About 35 per cent of milk producedin
Indiais processed. The organised sector (large-scale
dairy plants) processesabout 13 Mt milk annualy, while
the unorganized sector (halwaisand vendors) processes
about 22 Mt per annum. Milk processing capacity has
grown at a compound annual growth rate (CAGR) of
4 per cent over the past six yearsin India(Gupta, 2007).
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Tamil Nadu is endowed with a large livestock
population of 91.41 |akh cattle and 16.58 |akh buffal oes.
The state has a well-developed dairy infrastructure
constituting 8,949 milk co-operative societies, 17 co-
operative milk producers unions having 22.60 lakh
producer members. The average procurement of milk
by co-operative dairy plantsisaround 26.10 lakh litres/
day. The handling capacity of co-operative union dairy
plantsis around 19.42 lakh litres/day (GoTN, 2007).
But, the co-operative dairy plantsin Tamil Nadu are
handling milk much below their installed capacity and
face severe competition from the private milk vendors
and privatedairy plantsfor marketing of milk and milk
products. Dueto low handling capacity of co-operative
dairy plants, the cost of procurement, processing and
distribution hasincreased enormoudy. Inthisendeavour,
a comparative analysis of cost of milk procurement,
processing, manufacturing and marketing of dairy
productsin co-operative and private sector dairy plants
in Tamil Nadu was considered useful to reduce the
total costs and improve the marketing efficiency and
valuechain of the co-operative dairy plant. Accordingly,
a study was carried out with the following specific
objectives:

e To estimate the cost of milk procurement of co-
operative and private dairy plants,

e To study the processing and manufacturing costs
of dairy products by the co-operative and private
sector plants, and

e To work out the marketing costs and marketing
efficiency of organised marketing channels.

M ethodology

Tamil Nadu state was purposively selected for the
present study as it had the largest number of co-
operative dairy plants (17) in southern India (Gupta,
2007). Tamil Nadu also had the largest number of
crossbred milch cows (2.35million) in Indiainthe year
2003 (Gupta, 2007). The district of Salem was
purposively selected as a large dairy plant in the co-
operative set-up co-existsherewith alarge-sized dairy
plant in the private sector. One plant from co-operative
sector and another plant from the private sector in Salem
district were selected purposively based on largest
average milk procurement in the state to compare the
procurement, processing and marketing aspects of both
the co-operative and private dairy plants. Five milk
transportation routes of each plant, two societiesfrom
each routein both the set-upswere sel ected purposively.
Thus, there was a sample of 10 co-operative societies
and 10 private collection centres. All thethree chilling

centres attached to each plant were also included in
the study.

For the study, both primary and secondary data
were collected for the financial year 2007-2008. To
study seasonal variations in the procurement cost of
milk, the data were collected for all the four seasons,
viz. flush season (April-Jduly), transitory season 1
(August-October), lean season (November-January)
and transitory season 2 (February-March) from the
records of the plants.

Analytical Framework
Milk Procurement Cost

Cost of Milk Procurement = Cost of Collection + Cost
of Transportation + Cost of Chilling +
Cost of Milk Reception

..(1)
For analytical purpose, the cost parameters were
estimated as:

Cost of operations per litre of milk
Total cost involved in respective operations

Total quantity of milk handled for that operation
..(2

The procurement cost of milk in co-operative and
private sector milk plantswasworked out using tabul ar
analysis.

Processing and Manufacturing Cost of Milk
Products

Total processing and manufacturing cost of dairy
products comprised the following cost components:
Raw material, electricity, water, steam, refrigeration,
repairsand maintenance, storesand stationery, packing
material, house keeping, depreciation on buildings,
depreciation on equi pment and machinery, expenditure
on manpower, quality control, interest on plant
equipment and machinery, milk and milk solidslosses
and miscellaneous costs.

Electricity Consumption

HoursxWatts
1000

= Kilowatt hours

e

Electric load =
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Electricity Power Estimated under Single-Phase
System
V | xl xCosp

= Kilowatt x Running hours
1000

(%)

Electricity Power Estimated under Three-Phase
System

V3 XV <l xCosgp = Kilowatt x Running hours

1000
...(5)
where,
V., =Linevoltage
I = Line current

Cos ¢ = Power factor assumed (0.8) (Theraja, 1992)

Steam Requirement

Seam requirement(kg) :MX—LSXT ...(6)

where

M = Quantity of the product to be heated (kg),

S = Specific heat of product,

T = Temperature difference (T,—T,, initial and
final temperature of the product (°C), and

L = Latent heat of steam (Ahmed, 1997)

Refrigeration Load

Refrigeration load in kilocalories= M x Sx T
..(7)

where,

M

S
T

Quantity of product to be cooled (kg),
Specific heat of the product, and
Temperature difference (T,—T,) (°C)

Thiscost group included thoseitems of expenditure,
which were not identifiable and allocable to the above-
mentioned cost components (e.g., insurance, bank
charges, etc.). Thetotal milk solidsin different products
were used to apportion this cost group.

Cost on Distribution and Promotional Activities

Distribution cost consisted of activitiesinvolvedin
moving the product from producer to consumer and

cost on promotional activities included cost on
advertisement, personal selling, sales promotion and

publicity.
Marketing Cost

Thetotal cost incurred on marketing by producer-
seller and by thevariousintermediariesinvolved in the
saleand purchase of the commaodity till the commodity
reaches the ultimate consumer was taken under this
head (Acharya and Agarwal, 2006).

C=Cf +Cm+Cm,+Cm+...oiiie +Cm,

Total cost of marketing of the commodity,
Cost incurred by the producer from the time
the product leaves the dairy plant, and

Cost incurred by the i" middieman in the
process of buying and selling the product.

Cm

Marketing Margin of a Middleman

Marketing margin was the difference between the
receipts (sale price) of the middleman (i" agency) and
total payment (costs + purchase price) (Acharya and
Agarwal, 2006)

Absolute margin of thei*" middleman wasworked
out as per Equation (8) (Acharyaand Agarwal, 2006):

A i=Pr—(Pu+Cr) -(8)

where

A, = Absolute margin of thei" middleman,

P = Total value of receipts per unit (sale price),

P. = Purchase value of goods per unit (purchase
price), and

C.i = Costincurred onmarketing per unit.

Marketing Efficiency

Marketing efficiency indicated theratio of thevalue
added for the goods to the marketing cost (Shepherd,
1965) and was cal culated using Equation (9):

ME = - 1 9
where,
Vv Value added for the milk products.

Total marketing cost incurred.
Index of marketing efficiency.

<
m
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Value Addition

It reflected the difference between price for which
afirm sold its products and the cost incurred on the
purchased inputsby it. Thisdifference represented the
value addition by the productive activities of the firm
(Kohlsand Uhl, 1967).

Valueaddition= Selling price of the product — Cost of
thetotal inputs

Results and Discussion

Cost of Milk Procurement

The procurement cost comprises cost of milk
collection, transportation, chilling and reception. Table 1
shows that the overall average procurement cost per
litrewas Rs 1.23 for the co-operative dairy plant. The
procurement cost showed minor variations across
seasons. During flush season, the cost of milk
procurement was estimated to be Rs 1.24 per litre. It
was maximum during transitory period 2 (Rs 1.26/L)
and lowest during transitory period 1 (Rs1.19/L). The
component-wise cost of milk collection, transportation,
chilling and reception was 35 paise, 40 paise, 28 paise
and 20 paise per litre respectively in the procurement
cost.

As against co-operative plant, the overall average
procurement cost was Rs.1.09 per litre for the private
dairy plant (Table 1). The overal procurement cost

Table 1. Total milk procurement cost in Tamil Nadu: 2007-08

remained almost same throughout the year, except a
minor declinein transitory season 2 (Rs 1.07/L).

The component-wise cost of milk collection,
transportation, chilling and reception was 38 paise, 34
paise, 24 paise and 12 paise per litre respectively for
the private plant in the procurement cost. It can be
concluded that the procurement cost was higher for
co-operativedairy plant than privatedairy plant. It could
be attributed to the efficiency of private dairy plant in
transportation, chilling and reception of milk. The co-
operativedairy plant wasefficient only inmilk collection,
and it has resulted in the increased milk procurement
cost of the co-operative dairy plant.

Comparative Analysis of Value Chains of Various
Dairy Products for Co-operative and Private
Dairy Plants

In this section, various parameters, namely
processing and manufacturing cost, marketing cost,
marketing margin and marketing efficiency of dairy
products for both the dairy plants have been analysed
and results are presented in Table 2 for co-operative
dairy plant and in Table 3 for private dairy plant. The
product-wise analysisis given below.

Toned Milk

Tables 2 and 3 show the raw material cost,
procurement cost, processing cost, production cost,

(Rs/litre)

Season Cost of Cost of Cost of Cost of Total procurement
collection transportation chilling reception cost
Co-operativemilk societies
Flush 035 041 028 020 124
Transitory 1 035 0.37 0.27 020 119
Lean 0.35 042 027 019 123
Transitory 2 035 042 030 0.19 126
Average 035 040 028 020 123
Privatemilk collection centres
Flush 0.38 0.4 024 013 109
Transitory 1 0.38 0.35 024 012 109
Lean 0.38 0.35 024 012 109
Transitory 2 0.39 033 024 o1 107
Average 038 034 024 012 109
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Table2. A compar ativeanalysisof valuechainsof variousdairy productsfor co-operativedairy plant (per litreor kg)

S| Particulars Dairy products
No. Toned Standar- Fullcream Butter Ghee SMP  Khoa Milk
milk dised milk milk peda
1 Raw material cost (Rs) 11.24 1401 15.08 11203 12522 9863 HA50 3093
2 Procurement cost of raw 133 152 164 204 212 186 164 192
materia/unit (Rs)
3 Processing cost/unit (Rs) 123 195 123 1231 1151 2314 4982 4176
4 Production cost/unit (1+2+3) (Rs) 1385 1748 1795 12638 13885 12363 14596 8361
5. Distribution cost/unit (Rs) 136 180 148 1821 3706 27176 2345 2498
6.  Total cost/unit (4+5) (Rs) 1521 19.28 1943 14459 17591 15139 16941 10859
7. Selling price/unit (Rs) 1650 21.00 200 16500 21000 17000 18000 11500
8 Marketing margin (7-6) (Rs) 129 172 257 2041 3409 1861 1059 641
9. Total marketing cost (2+3+5) (RS) 397 527 435 3256 5069 5276 7491 6866
10. Marketing cost and margin (8+9)(Rs) 526 6.99 6.92 5297 8478 7137 850 7507
11.  Marketingefficiency [(10/9)-1] 032 033 059 063 067 035 014 00

distribution cogt, total cogt, selling price, marketing cost,
marketing margin, val ue added and marketing efficiency
for co-operative and private dairy plantsfor toned milk.
A perusal of these tables revealed that marketing cost
of toned milk for co-operative plant was Rs 3.97/L,
which comprised of procurement cost of Rs 1.38,
processing cost of Rs 1.23 and distribution cost of Rs
1.36. As a percentage of total cost, marketing cost
worked out to be 26.10 per cent, procurement cost as
9.07 per cent, processing cost as 8.09 per cent and
distribution cost as 8.94 per cent. The marketing cost
for private plant was Rs 3.56/L comprising of
procurement cost of Rs 1.51, processing cost of Rs
1.12 and distribution cost of Rs.0.93. As percentage of
total cost, marketing cost worked out to be 22.94 per
cent, procurement cost as 9.73 per cent, processing
cost as 7.22 per cent and distribution cost as 5.99 per
cent.

The analysisindicated that the marketing margin
realised in toned milk was lower by cooperative
plant (Rs1.29/L) than by the private plant (Rs 1.98/L).
The marketing efficiency for co-operative dairy
plant (0.32) was also less than of private dairy plant
(0.56). This may be due to the fact that the private
dairy plant was earning a higher margin for a unit
quantity of toned milk than co-operative dairy plant.
Thus, it can be inferred that toned milk production is
more profitable for private dairy plant than in the co-
operative sector.

Sandardized Milk

Tables2 and 3 depict adetailed picture of marketing
costs for standardized milk in co-operative plant and
private plant, respectively; these were Rs 5.27/L and
Rs 4.09/L. The marketing cost of co-operative plant
included procurement cost of Rs 1.52 (7.88%),
processing cost of Rs.1.95 (10.11%) and distribution
cost of Rs.1.80 (9.34%). The marketing cost of private
plant comprised of procurement cost of Rs.1.82
(9.35%), processing cost of Rs.1.23 (6.32%) and
distribution cost of Rs 1.04 (5.34%).

The analysis revealed that in marketing of
standardized milk, private plant retained ahigher market
margin (Rs 2.54/L) than co-operative plant (Rs 1.72/
L). The marketing efficiency was more for the private
dairy plant (0.62) than the co-operative dairy plant
(0.33). It was due to lower marketing cost and higher
marketing margin for the private dairy plant than co-
operative dairy plant. It was quite apparent that
standardized milk production was more profitable for
private dairy plant.

Full Cream Milk

It is evident from Tables 2 and 3 that marketing
cost for co-operative plant was Rs 4.35/L (22.39%)
for full cream milk, which consisted of procurement
cost of Rs 1.64 (8.44%), processing cost of Rs 1.23/L
(6.33%) and distribution cost of Rs1.48 (7.62%). The
marketing cost for private dairy plant was Rs 4.20/L
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Table 3. A compar ativeanalysisof valuechainsof variousdairy productsfor privatedairy plant (per litreor kg)

S| Particulars Dairy products
No. Toned  Standard- Full Butter  Ghee SMP Ilce  Myso-
milk issdmilk cream cream  repa
milk

1 Raw material cost (Rs) 11.96 15.37 1704 10894 12337 10372 4862  9H56

2 Procurement cost of raw 151 182 166 378 263 549 283 451
material/unit (Rs)

3 Processing cost/unit (Rs) 112 123 117 836 1319 254 3130 4431

4 Production cost/unit 1459 1842 19.87 121.08 13019 12175 8275 14438
(1+2+3) (Ry)

5. Distribution cost/unit (Rs) 093 104 137 273 36.93 2749 1357 1186

6. Total cost/unit (4+5) (Rs) 1552 19.46 2124 14381 17612 14924 9632 15624

7. Selling price/unit (Rs) 1750 2200 2350 17000 20500 16300 11000 17200

8 Marketing margin(7-6) (Rs) 198 254 226 26.19 2888 1376 1368 1576

9. Total marketing cost 356 409 420 3487 5275 4552 4770 6068
(2+3+5) (R

10. Marketing cost and margin 554 6.63 6.46 61.06 8163 5028 6138 7644
(8+9) (Ry)

1 Marketing efficiency [(10/9)-1] 056 0.62 04 0.75 055 0.0 029 0.26

(19.77%) for full cream milk which consisted of
procurement cost of Rs 1.66 (7.82%), processing cost
of Rs 1.17 (5.51%) and distribution cost of Rs 1.37
(6.45%).

The marketing margin was higher of co-operative
plant (Rs 2.57/L) than private dairy plant (Rs2.26/L).
The marketing efficiency for co-operative dairy plant
was also higher (0.59) than of the private dairy plant
(0.54). Theincrease in marketing efficiency of the co-
operative plant was attributed to its higher marketing
margin. Thus, it could be concluded that full cream
milk production was more profitableto the co-operative
dairy plant than private dairy plant.

Butter

A perusal of Tables 2 and 3 revealed that total
marketing cost for butter in the case of co-operative
dairy plant was Rs 32.56/kg which included
procurement cost of Rs 2.04 (1.41%), processing cost
of Rs12.31 (8.51%) and distribution cost of Rs 18.21
(12.59%). The marketing cost of butter for privatedairy
plant was Rs 34.87/kg which included procurement cost
of Rs3.78 (2.63%), processing cost of Rs8.36 (5.81%)
and distribution cost of Rs22.73 (15.81%).

The marketing margin of Rs 20.41/kg for co-
operative dairy plant was higher than for the private

dairy plant (Rs26.19/kg). The marketing efficiency of
0.63 for co-operative dairy plant was lower than of
private plant (0.75). Thus, it can beinferred that butter
production was more profitable to private plant as
compared to co-operative plant.

Ghee

It was revealed from Tables 2 and 3 that the
marketing cost for ghee was Rs 50.69/kg (28.82%)
for co-operative dairy plant which included procurement
cost of Rs 2.12 (1.21%), processing cost of Rs 11.51
(6.54%) and distribution cost of Rs37.06 (21.07%). In
the case of private dairy plant, marketing cost was Rs
52.75/kg (29.95%) comprising of procurement cost of
Rs2.63 (1.49%), processing cost of Rs13.19 (7.49%)
and distribution cost of Rs 36.93 (20.97%).

The marketing margin and marketing efficiency
for co-operative dairy plant were Rs 34.09 and 0.67,
respectively and of the private dairy plant were
Rs28.88 and 0.55, respectively. It could be concluded
that ghee production was more profitable for co-
operative dairy plant than private dairy plant.

SMP

It was observed from Tables 2 and 3 that total
marketing cost for SMP (skimmed milk powder) inthe
case of co-operative dairy plant was Rs 52.76/kg
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(34.85%) which included procurement cost of Rs1.86
(1.23%), processing cost of Rs 23.14 (15.29%) and
distribution cost of Rs27.76 (18.34%).

The marketing cost of the SMP for private dairy
plant was Rs 45.52/kg (30.50%) which included
procurement cost of Rs 5.49 (3.68%), processing cost
of Rs 12.54 (8.40%) and distribution cost of Rs 27.49
(18.42%).

The marketing margin was Rs 18.61/kg for co-
operative dairy plant and Rs 13.76 for private dairy
plant. The marketing efficiency was 0.35 for co-
operative dairy plant and 0.30 for private dairy plant.
Thus, from this analysis, it was observed that SMP
production was highly profitablefor co-operativedairy
plant than private dairy plant.

Khoa

It was observed from Table 2 that the marketing
cost, marketing margin and marketing efficiency for
co-operative dairy plant were Rs 74.91/kg, Rs 10.59/
kg and 0.14/kg, respectively. The components of
marketing cost included procurement cost of Rs 1.64
(0.97%), processing cost of Rs 49.82 (29.41%) and
distribution cost of Rs 23.45 (13.84%).

Milk Peda

A perusal of Table 2 revealed that for the co-
operative dairy plant, the marketing cost, marketing
margin and marketing efficiency for milk peda were
Rs 68.66/kg, Rs 6.41/kg and 0.09, respectively. The
marketing cost included procurement cost of Rs 1.92

(1.77%), processing cost of Rs 41.76 (38.46%) and
distribution cost of Rs 24.98 (23.00%).

lce cream

It was observed from Table 3 that the marketing
cost, marketing margin and marketing efficiency of ice
cream for the private dairy plant were Rs 47.70,
Rs 13.68 and 0.29, respectively. The components of
marketing cost were procurement cost of Rs 2.83
(2.94%), processing cost of Rs 31.30 (32.50%) and
distribution cost of Rs13.57 (14.09%).

M ysorepa

A perusal of Table 3 revealed that for the private
dairy plant, the marketing cost, marketing margin and
marketing efficiency were Rs 60.68/kg, Rs 15.76/kg
and 0.26, respectively for the product, Mysorepa. The
marketing cost included procurement cost of Rs 4.51
(2.89%), processing cost of Rs 44.31 (28.36%) and
distribution cost of Rs 11.86 (7.59%).

Value Addition

Thevalueadditionto dairy productsgivenin Table
4, depicts that in the co-operative dairy plant the top
three earnersintermsof value addition were: milk peda
(65.28%), khoa (47.50%) and skimmed milk powder
(41.98%). All the dairy products had added more than
30 per cent of value after passing through the value
chain. In money terms, it varied from Rs 5.26 in toned
milk to Rs85.50 in khoa. Full cream milk’s contribution
to the value addition was|east among the co-operative
dairy products.

Table4. Valueaddition todairy productsof co-oper ativeand privatedairy plants

Dairy products Co-operativedairy plant Privatedairy plant
Value added Sdling Per cent Value added Sdling Per cent
(Rs) Price/unit (Rs) Price/unit
(R (Rs)

Toned milk 5.26 1650 3188 554 1750 3166
Standardized milk 6.9 21.00 329 6.63 2200 30.14
Full creemmilk 6.92 22.00 3145 6.46 2350 2749
Butter 5297 165.00 3210 61.06 170.00 3592
Ghee 84.78 210.00 4037 81.63 205.00 39.82
SMP 7137 170.00 41.98 59.28 163.00 36.37
Khoa 8550 180.00 4750 — — —
Milk peda 75.07 11500 65.28 — — —
Icecream — — — 61.38 110.00 55.80
Mysore pa — — 76.44 172.00 2444
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In the private dairy plant, ice cream (55.80%),
Mysorepa (44.44%) and ghee (39.82%) secured the
top three ranksin terms of value addition. Except full
cream milk (27.49%), al other dairy productshad added
more than 30 per cent of the value to the product. In
terms of money, the value addition ranged from
Rs5.54 intoned milk to Rs.81.63 in ghee.

Conclusions

Thestudy hasreveaed that dairy industry in India
has gonethrough aseachange, transforming itself from
import-dependent industry to aself-reliant industry. The
success of dairy industry revolves around a triangle,
viz. procurement, processing and marketing of dairy
products. Production is the base on which the edifice
of dairy industry stands. Procurement, processing and
marketing are the other aspects that need to be
strengthened for the healthier growth of the dairy
industry to serve the consumers so that economic
multiplier effectsof dairying arerealized.

The study has observed that the procurement cost
of co-operative dairy societies was higher than of the
private milk collection centres due to increased costs
of milk transportation, chilling and reception. The cost
of production and manufacturing of dairy products has
indicated that the co-operative plant is more efficient
in the manufacturing of toned milk, standardized milk,
full cream milk and ghee, whereas the private plant
has an edge over co-operative dairy plant in the
manufacturing of butter and SMP. The distribution cost
has been found lower for the co-operative dairy plant
for butter only, whereasfor the private diary plantitis
lower for toned milk, standardized milk, full creammilk,
ghee and skim milk powder.

The study has inferred that the marketing cost is
lower for toned milk, standardized milk, full creammilk
and SMPfor privatedairy plant and only of butter and
ghee for the co-operative dairy plant. The marketing
margins have been found higher for the private plantin
toned milk, standardized milk and butter and in full
cream milk, ghee and SMP for the co-operative plant,
indicating their respective profitabilities. The products
which could earn higher value after passing through
thevalue chain aremilk peda, khoaand SMPinthe co-
operative plant and ice cream, Mysorepa and gheein

the private plant. The marketing efficiency has been
found higher for the private plant in toned milk,
standardized milk and butter and for the co-operative
plantinfull cream milk, gheeand SMP.
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