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GOOD TO KNOW

Did you
[vron? I

The networker

“Milk processing facilities” are a key employer
for rural regions throughout Europe.

Some 90 % of the 300,000 people working
directly in the field live in very small
communities. The local dairies work with
around 650,000 dairy farms altogether.

I came, I saw, I ate

The word cheese comes from the

Latin “caseus.” The term was adopted by
German, English, Dutch, Italian, Spanish,
Irish and Welsh-speaking peoples from

the Romans in the eighth century at the
latest — along with the cherished knowledge
of how to make cheese.

Saving the day

Almost all of Germany’s farmers do some
form of voluntary work. They are active
in voluntary fire brigades, rural women'’s
organizations, politics and the church,
according to a poll by the dlv market
research panel agri EXPERTS. They spend
an average of almost 15 hours a month,
providing a valued service to their
communities.

Sources: eda, SRF, Agrarheute
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Our Chance.

Dear readers,

anyone who reads Milchwelt regularly knows that this magazine is not a five-minute read.
It is not a medium that reports on the latest developments in daily working life - nor can it
be, nor should it be. Our aim is to shed light on topics relating to DMK. We seek to explore
the many facets of nutrition and the world around it, and how these are shaped by and
reflected in social trends.

Milchwelt is our voice to the outside world because it shows how DMK captures and embod-
ies the Zeitgeist, or spirit of the times. But internally, it also clarifies how and why we act the
way we do throughout the company. Going forward, we want to provide information in a
form that is compact yet comprehensive, twice a year. Feedback? We always welcome it!

If you look at the current issue, you will see that we are dealing directly with what seem

to be questions of survival. From politics to society and the economy, we are experiencing
turbulent times, with mass demonstrations for climate protection, against international
tensions and wars, plus opposing a shift to the right. And then came some ill-conceived
knee-jerk political moves on top, all within the past few months. Naturally, all this affects
how people think about the dairy and food industry, too.

We are aware of the hurdles that this creates for farmers and companies. Instead of bring-
ing us to the table as an important driving force on issues such as climate protection, the
energy transition, future-proof nutrition or the preservation of rural areas, our industry is
often treated as if the people in it don’t even understand their own trade. It’s no wonder that
many people are losing their cool.

Agriculture has attracted the nation’s attention. For us as a
dairy cooperative, it is important to handle this attention
responsibly. Particularly in view of this year’s EU elec-
tions, we now have the opportunity to renegotiate issues
such as the Green Deal, the farm-to-fork strategy and
agricultural subsidies, with all the more expertise, while
leaving populism behind.

We should seize this opportunity.
Yours

Oliver Bartelt ol ’5_
Global Head of Corporate Communications Sl T
N

VR

EDITORIAL

April 2024 MILCHWELT 3



INSIDE INSIDE

Ever more efficient FAREWELLTO
~thanks 0 TIGER ¢, 5 THINKING

Employees find ways
to improve performance

In This Issue

at DMK.
A QUESTION OF TASTE
People who focus on a healthy diet have been criticizing
milk lately — but on the other hand, it appeals to almost
everyone. We took a look at the different views.
FOR THE KIDS
DMK provides
:3‘["::1"“"1‘1" plant-based Alete
E bewusst meals for
youngsters.
SERVICE
ON THE MOVE Masthead
There are opportunities Contact
for further development
WHEN GIVING UP for every DMK employee. DMK IN VIETNAM
IS NOT AN OPTION Oldeburger’s growing
Afarmeron fan community in
fighting a flood. Southeast Asia.
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A CRUCIAL INGREDIENT
Some winning
recipes with milk.

WHAT BROUGHT ME BACK

Employees who left DMK for
jobs at other companies describe

L Huw
APPLE CAKE

I3 miLk: A survEY

We asked passers-by what what brought them back again.
milk means to them. BORN TO BE WILD

MILRAM’s newest product is a
spring quark with tasty wild herbs.

ILOVE
chEEsE

gt A DIFFERENT
KIND OF PORTRAIT
A colleague shows
us her handbag and
talks us through the
contents.

>

“MILK MEANS
HOME FOR ME"“
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SURVEY

SURVEY: T ; ; J ’
The many

facets of *
m i ll( Theo Janssen. f

Cheese, yoghurt or plant-based
alternatives? We wanted to find
out more about the role milk
plays in people’s daily lives. Is it
purely about flavor? Does it con-

| LOVE
CHEESE

jure up childhood memories? Are
concerns about animal welfare
and sustainability affecting your
enjoyment? How does milk meas-
ure up compared to plant-based
alternatives? We headed out onto

the streets to ask passers-by for
their views. Their responses re-
veal diversity - as well as what we
share when it comes to food.

6 MILCHWELT April 2024

~ “MILK MEANS
HOME FOR ME”,

“I come from the small community of Hid-
denhausen in North Rhine Westphalia and
grew up in a rural area. The country idyll:
Fresh air, cows grazing on the pasture in sum-
mer and sometimes escaping from the barn,
farmers churning out fresh milk. That really
shaped who I am today. Dairy products are

an integral part of!)'!et, like yoghurt or

soft cheese. That suits.amny professional life,
as I also work at night so try to avoid heavy
meals. It means eating lessimeat, though I
do enjoy it. But [ try to eat vegetarian food
instead, and combined with dairy products,
they give me the strength I need.”

“In my mind, the word milk means some-
thing nourishing, something positive. I

buy fresh cow’s milk for my four-year-old
son, who likes it with crunchy muesli. That
brings back some of my childhood memories
as that’s how I used to like eating cornflakes
when I was growing up. My diet has changed
since then for various reasons. I don’t drink
cow’s milk anymore but switched to plant-
based alternatives. But I can’t do without
dairy products on a day-to-day basis, like
butter and especially cheese. The thing is,

I love France and the great variety of deli-
cious cheeses there are.”

April ZOZ?AHWELT 7
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Frank Drefiler, 60.

| LIKE DRINKI
WHOLE |

£ A : -
“My whole fantily and I eat” :
chee%z;‘y(')ghuft and-drink .
milk often. For-me, that’s . -
i what is sospecial = how var- 7
. . ied daify products ave. They *
w5 give meayealfeeling of saf-
i;fact_jeﬂ afd;é_hpugh enfc‘gy Py,
for the el e

“That’s the best thing for me, when I've been out party-
ing then wake up the next day feeling thirsty. I open the
fridge and drink a whole liter of cold milk all in one go.
It’s tasty, satisfying and makes me feel happy.“

g 8 - - |
"Whenl think about milk, T cows are treated well.And 1 de...
have faith, I trust that produ

ers are being tra ent wi '
me as a consumer. I love cow

think they ,,. tiful anin ' et @
and inallitsv ;

really only think about the co
Idon’t think about drinking i
as a child or anything like thc
What counts for me is animal

welfare and sustainability w ove mi
milk is produced. 1 just feel be Plant-based ai ! 5
ter if I buy products knowing the ny thing >
<
HWELT April 2024 - April2024 MILCHWELT 9
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SURVEY

“My diet has changed a lot, I mainly eat
vegetarian and vegan food these days.
I loved milk when Iwas a child. Watch-
ing my grandma turn milk into delicious
yoghurt by hand was something I really
_«enjoyed. I don’t drink cow’s milk any-
more, though, I only drink plant-based
alternatives made with oats, soy and
almonds. They are tastier and sweeter;
I prefer them to cow’s milk. But I haven’t
given up dairy products completely. I
eat cheese, cream cheese and porridge.
P'm not that radical when it comes to my
diet, I make decisions based on what
tastes good and also how products look.
P'm more drawn to colorful and trendy
designs when it comes to packaging,
it’s more appealing. Maybe I would buy
cow’s milk if the advertising was better.
I also really value brand-name products.”

10 MILCHWELT April 2024

Maria Hain, 34.

| ASSOCIATE

MILK WITH

INDULGENCE

“I associate milk with indul-
gence. Lused to have a little
morning ritual at the week-
end: hot chocolate in a mug
with a picture of a cow on it.
loved that. And I always had
milk when I was a student,

in muesli or porridge. Good
nutrition is a lot about feel-

ing good, for me, and over
the past few years Lstarted

focusing more on what I eat.

I cook for myself at home
more and choose my ingre-
dients more carefully. I use
milk or cream when I make
carrot soup myself. It tastes
best when it’s made fresh.”
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Jelle van der Werff, 47.

“I start my day with a glass of cold milk
because it provides me with the protein, vita-
mins and minerals I need. I also make sure my
family eats dairy products, as they’re an inte-
gral part of a healthy diet along with fruit and
vegetables. You need variety in your meals. We
make vegetarian meals regularly, though we
haven’t cut out meat and fish completely.”



Janette Derkse, 57.

) S — -
" “My husband an_d]I don’t drink milk-- .
“daily basis. Our breakfast is a bowl of
-yoghurt with apricots, walnuts and
berries. I use milk-when P'm mak
1g mashed potatoes, for example. We
— always have Gouda in the house and
~ ~when]| )ple come round, we like to
~_servethat with gherkins - very Dutch!”

P -
K
.

F

\;. e

i e
&% Fenna Boogaarts, 19. y

’ &

‘T dm really choosy when'it comes to

dairj} products. [ onlly get yoghurt,

creme fraiche or cream for cooking.

The range of products in my kitchen

is pretty small but I go for quality.. %%

For me, a healthy diet means not

much Sugar, and getting plenty of
vegetables, fruit, healthy fats, fish

and vegan food. Also, being focused e
when I shop helps reducéfood waste.”
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TOP-TOPIC
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TOP-TOPIC

The crucial
question

Nutrition is changing. What role will milk have in the future?

Taking stock of where we are —and where we are heading.

social media and researching nutrition on our phones,
we are more interested than ever before in food and

consumption. Beyond finding new flavors and the food trends
that are reshaping our kitchens, people also want to know
more about how food is produced. Consumers
are paying more attention to animal welfare
and sustainable approaches to resources,
and they also want to know more about
health, which is closely linked to what
we eat. And amid all this change, differ-
ing facts and opinions are floating around
about what constitutes good nutrition.

This applies not least to milk, which is a
staple food. But milk is coming in for its share of
criticism as it is sometimes seen as an environmental problem
or a health risk. But although there are plenty of prejudices out
there, these are not reflected in people’s shopping behavior.
Despite dismal prophecies and doom and gloom about
younger generations embracing plant-based alternatives,
people are still buying milk and dairy products.

F rom television cookery shows to food influencers on

There are plenty of reasons for that, starting with the fact
that milk and dairy products are not just foods but also play
a psychological role in our lives. In our culture, they build
a sense of belonging and identity. For many, milk conjures
up fond memories of childhood, of moments, situations and

rituals from the past. Many people have positive associa-
tions with the taste of milk, each recalling their own
individual stories of when they were growing up.
Milk is also good for people’s health, providing
high-quality protein, calcium, potassium, vitamins
and trace elements. It is much healthier than its repu-
tation suggests when it comes to health issues such as
cardiovascular disease. Milk does not trigger these kinds
of diseases, according to an ongoing study by the Univer-
sity Medical Center in Freiburg. What is needed are facts
to make all these discussions more objective. But the dairy
industry must also face up to the criticism, introduce climate-
neutral production methods and respond to consumer wishes
and changing food trends. Over the following pages, we take
a closer look at the role milk plays in our diet, and why it will
remain a constant in what we eat.

April 2024 MILCHWELT 15
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Power

What shapes our eating habits?

Doctor and nutritional psychologist

Thomas Ellrott describes our formative

experiences and the all-important

role played by milk.

Dr. Ellrott, do our childhood experi-
ences shape our eating habits through-
out our whole lives - how powerful are
food preferences formed in infancy?
Babies like sweet, milky, vanilla flavors,
innate preferences which are a good thing
as they ensure newborn babies like breast
milk. The nutrients given by a mother to
her child while she is pregnant and later
when breastfeeding also shapes a child’s
preferences. Youngsters grow to prefer
what they tasted earlier, through the amni-
otic fluid and breast milk. This influence,
along with later experiences eating as a
child at home, form a lifelong foundation.
But later, if a person’s social and cultural
environment changes, their new habits
reshape that earlier basis.

Is there such a thing as a culinary
sense of belonging and what role
does milk play in this?

There are indeed foods that convey a cul-
tural sense of belonging. That applies first
and foremost to foods and drinks con-
sumed by almost everyone in a particu-
lar culture, across the generations. Here
in Germany, that includes milk and dairy
products. Traditional foods like these cre-
ate a sense of belonging and identity.

The history of mankind is tied to
milk - but how far do people value
milk these days?

There are likely considerable regional and
cultural differences here, but the fact is
that milk is particularly rich in nutrients
and is a good source of high-quality pro-
tein, calcium and potassium, vitamins and
trace elements, no matter what culture you
are from. The scarcer the regional supply
of these vital nutrients, the more impor-
tant is the contribution of milk. But if many
alternatives to milk are available and are
in plentiful supply, then the value of milk
may decrease.

What do you think about

younger consumers’ preference

for plant-based alternatives?

Climate change, animal welfare and

issues like these are particularly impor-
tant to Generation Z. From that point of
view, there are good arguments in favor

of plant-based substitutes to milk, such

as drinks made from oats, peas and soya.
When young people choose these prod-
ucts, they feel able to consume them with

a clear conscience, unlike cow’s milk. On
top of that comes the fact that these days, it
is fashionable to pick milk substitutes like
these. Selecting them shows you are part of
a politically correct group, especially for
people who live in large cities. However, if
people are going to enjoy drinking substi-
tute products, they must be as close as pos-
sible to the flavor profile of cow’s milk, as
this preference lives on inside us.

People are drinking less milk
nowadays but dairy products such as
cheese, butter and yoghurt are still
popular. How does that make sense?
Milk as a drink is strongly associated with
childhood, precisely because children con-
sume considerably more milk on its own
than adults. On the other hand, cheese,
butter, yoghurt and so on are milk prod-
ucts that adults tend to consume more,

TOP-TOPIC

and people enjoy them throughout their
lives. Unrelated to the climate debate, there
are also good health arguments for fer-
mented milk products such as yoghurt and
cheese. Plus, there are also compromises
from a climate protection perspective, like
special climate milk farms that release
fewer greenhouse gases per liter of milk.

But people criticize milk production,
while milk and dairy products are
still popular - why is that?

People often don’t see this as a contradic-
tion as they can tolerate several viewpoints
at the same time. One of these would be a
critical view of modern animal husbandry
and agriculture. Another entirely separate
view is that of the traditional consumer
who values and appreciates the food and
drink they grew up to know and love.

Dr Thomas Ellrott is Head of the Institute for

Nutritional Psychology at the Georg
August University of Gottingen. He
is also scientific director of the
German Nutrition Society e. V.,
Lower Saxony section, and a

board member of the Nutrition
and Exercise Platform. Last

year, he was appointed to the
Scientific Advisory Board of

the Citizens’ Council “Nutri-

tion in Transition”.
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Milk under the
microscope

ths from the facts:
Scientists working on the “Update Milk”
roject are figuring out how milk and

dairy products affect our health.

does it affect our blood pressure? Let’s get one thing

straight right away: It is not bad for our hearts, ac-
cording to interim results from the Institute for Evidence in
Medicine at the Freiburg University Medical Center, which car-
ried out a network meta-analysis. With more than 1,400 people
tested, scientists found milk and dairy products like cheese
and yoghurt do not negatively influence

D oes milk make us healthier? Does it make us fat? How

TOP-TOPIC

Neutral to positive effects

Good news came out of the meta-network analysis presented
last year. The researchers proved that low-fat and high-fat
dairy products slightly improve systolic blood pressure,
which measures the pressure of the heartbeat when the heart
muscle contracts and pumps oxygen-rich blood into the blood

vessels. Fermented products like yoghurt had

P
blood pressure, cholesterol levels, or other Mllk IS comp letely even more positive effects. Moderate consump-

risk factors for cardiovascular disease. It Safefor most tion of the products did not lead to an increase
made no difference whether participants peop l ean d l sa in body weight and barely affected blood lipid
picked low-fat or full-fat products, nor s levels. These factors are markers for diseases
whether they consumed more than the rec- valuab lef OOd' such as circulatory disorders, heart attacks,
ommended two portions. Nutrition experts strokes and diabetes. Cardiovascular diseases
recommend 250 milliliters of milk or a dairy Prof. Dr. Hans Hauner, are the leading cause of death in Germany,
product, such as yoghurt, and two slices of Director of the Else accounting for around 40 % of all deaths.
cheese per day for adults. Kroner-Fresenius-Center “We can see that milk and dairy products

. . for Nutritional Medicine. offer relatively good protection against colon
Spllt on milk cancer,” says Hauner. It is possible that the

The study is part of the “Update: Milk - News from Sci-
ence” study, which is looking into people’s prejudices about
milk. Launched a year ago, it also involves the Competence
Centre for Nutrition in Freising and the Institute for Nutri-
tional Medicine at the Technical University of Munich. “The
topic of milk and milk consumption is becoming increas-
ingly controversial, and objectivity is being lost,” says Hans
Hauner, nutritional physician and head of the Munich research
group. The scientists are pooling knowledge to create an
overview of the latest findings. After all, there are plenty
of observational studies about connections between milk
consumption and disease risks out there, but scientists need
more data. Update: Milk takes an empirical approach, finding
evidence to supplement what other studies have observed.

The study seeks to provide scientifically sound results in
order to counteract some of the emotionally charged dis-
cussions found in social media, for example. “People listen
more to those who shout the loudest rather than those
who stay calm and objective,” says Hauner, who frequently
sees statements that are not backed up by evidence.

protective function is related to the calcium
they contain, he adds. The scientists plan to study this area
next. They are also investigating the effects of milk con-
sumption on carcinomas and diabetes. “Milk is completely
safe for most people and is a valuable food,” he says, noting
it is also a good source of protein, vitamins and iodine.

Prof Dr Hans Hauner
is Director of the Else
Kroner-Fresenius-Center for
Nutritional Medicine, at the
TUM Rechts der Isar Hospital
and the Weihenstephan
Science Center. His research
focuses on chronic nutrition-
related diseases such as obesity
and type 2 diabetes.
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Tastes,
Trends and

Transformations

How will food culture change in the future?

In “Foodreport 2024”, nutritionist Hanni Riitzler sheds

light on the latest developments in the industry.

ifferent kinds of meals, new
D technology to make food and ever

more plant-based alternatives:
These three topics are in focus for food
trend researcher Hanni Riitzler, author of
an annual report on how our eating pat-
terns are changing. Climate change and
the moralization of food are putting plants
front and center in food culture, she says
in “Plants for Future,” in her latest publica-
tion. “Climate discourse is changing the
way we look at our world, at nature and
our role within it,” says Riitzler. People are
eating differently, consuming fewer animal
products and opting for plant-based diets
instead. Plants are the raw materials for ve-
gan food that people are picking to conserve
the planet’s resources, she says. Culinary
trendsetters like professional chefs are also
moving with the times, putting vegetables,
pulses and fruit at the heart of the dishes
they make, instead of a piece of meat or fish.

The rise of the snack

The next area that Hanni Riitzler looks
at in her food report is “The New Job
Normal”. Changing employment environ-
ments are also altering our eating patterns,
says Riitzler of her next area of focus. Meal
structures are adapting to the new world of
work. “Anyone who spends the day doing
knowledge work, whether at home or in
the office, sitting alone in front of the com-
puter, who shares their remote working
space with their partner and children, or
who travels a lot for work will appreciate
company restaurants that meet the new
requirements of work-life blending,” she
says. The pandemic accelerated change in
the world of work and also transformed
our eating behavior to some extent.

More and more consumers tended to eat
smaller, sporadic meals in-between meals
before the coronavirus broke out, instead
of three meals a day, in a trend known as
“snackification.”

But people started cooking at home again
during lockdowns. They also started or-
dering food, leading to a boom for delivery
services. The combination of those trends
created a hybrid form of eating that poses
a bigger challenge to company catering.
Main dishes are being replaced by smaller
dishes. Food culture is becoming more
varied and of higher quality. That gives
company canteens an important role in
the new culture of work, as places where
employees working in the office or at home
can gather in smaller groups, for team
meetings or informal get-togethers. Can-
teens are also creating take-away options
for employees who come into work then
head home to continue working there.
Workplace cafeterias are increasingly
becoming all-day service companies.

Technology as
opportunity

“The Green Taste of the Future” is
Riitzler’s third area of focus, as sci-
ence creates whole new worlds of
flavor. She sees a paradigm shift
in production towards novel
food, meaning products that
were virtually unknown in
the European Union before
1997. Unlike traditional
foods, these need to be
authorized first.

“Climate discourse is
changing the way we
look at our world, at
nature and our role
within it.”

Hanni Riitzler,
food trend researcher.

“Many farmers see our food traditions as

being jeopardized by novel foods,” she
says. “But new technologies can help to
preserve them in the long term.”

Her observations come as the agricultural

and food industry struggle with climate
change and the need to find ways to cut

their emissions and conserve resources.
In the world of food production, innova-

tive technologies may offer a
solution.

TOP-TOPIC

Hanni Riitzler is a nutritionist, health psycholo-
gist and food trend researcher from Austria. She
tracks changes in food culture in her annual

“Foodreport”.

Tyl Source:
zukunftsinstitut.de
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Innovation
on the Men

We are milk specialists, but we are

rocking plant-based alternatives, too.

Two product developers share insights

into their work.

Ms. Schomacker, Ms. Bode, how do
you come up with new products,
what does the process look like?
Marina Schomacker: “A long corporate pro-

cess is involved. That starts off with developing

ideas and concepts then evaluating them and
prioritizing them, to bring new or improved
products to market maturity. A lot of areas
within the company need to come together to
move the process forward, including market-
ing, production, purchasing, logistics, food
law, product and packaging developers.
During the project, we are continually ask-
ing ourselves, are we on the right track, can
we achieve our goal, are we within the time
schedule and the set budget? All employees
can learn more about the process by look-
ing at the DMK process portal. Everyone

can see who is responsible for what and
which checks and approvals are needed.”
Katja Bode: “To develop new food prod-

ucts successfully, it is essential that opera-
tional development and the overarching Cen-
tre of Expertise Research & Technology (CoE
R&T) cooperate together. So for example dur-
ing the development of new spreads (plant-
based spreads for bread), we as the Science &
IP team from the CoE R&T developed the ana-
Iytical tools for characterizing and predict-
ing the storage stability of the products.

22 MILCHWELT April 2024

That meant analyzing new plant-based
raw materials like beans or peas and
assessing how well they would work in the
final product. That accelerated the devel-
opment process and saved on develop-
ment costs. CoE input is also important
for considering raw materials and try-
ing out alternatives during the develop-
ment process. One key thing to consider
is ensuring the ingredients are available,
for example, so we needed an alternative
raw material for a stabilizer in butter-
milk and found one by working together
with the development department. By
carrying out targeted tests during the
development process, we could avoid
using some resources unnecessarily.”

How much does teamwork matter?
Marina Schomacker: “Each and every

one of us is a source of ideas! It is not only
employees in research and development.
We are very well connected with our sup-
pliers and the supply industry. They tell
us all about their projects and products,
which we might be able to incorporate into
our recipes. We also talk regularly with our
marketing colleagues and discuss trends
are they seeing and what consumers

“We are particularly
keen to work things
out early on so we can
maintain a high level

of quality.”

Dr. Katja Bode.

want. We learn a lot from customer and
visitor feedback at trade fairs in Germany
and abroad and use that to optimize our
products and create new ones.”

What is product development
focusing on in terms of dairy

and vegan product trends?

Marina Schomacker: “Consumers are
paying more attention to nutrition and
health is more important to them. Regard-
less of whether our products are dairy or
plant-based, we are paying attention to
the ingredients and additives we use, and
make sure we only add what is really nec-
essary. There’s a big sign in our Brand
unit encouraging that approach, it says,
MILRAM without any frills! What’s more,
when we develop new products, we try and
reduce the amount of carbohydrates as far
as possible. Even though many people like
the taste of sweet products, as a society

we need to rethink, and reduce our sugar
consumption to a minimum for health rea-
sons. That also applies to salt, which is not
healthy from a nutritional point of view.”

What are you working on right now?
Katja Bode: “We are developing testing
systems to help us predict product stabil-
ity and raw material functionality in both
plant-based and dairy-based products as
soon as possible in the process. We want
and need to understand better the inter-
play between raw materials, enzymes, the
production process and storage param-
eters. We are particularly keen to work all
this out early on so we can maintain prod-
uct stability and a high level of quality.”

Dr Katja Bode,
Team Leader Science &
IP Center of Expertise —
Research & Technology.

TOP-TOPIC

“Consumers are
paying more
attention to
nutrition and
health is more
important

to them.”

Marina Schomacker.

Marina Schomacker: “We are just about
to launch our wild herb quark onto the
market. It involves a whole new flavor
experience thanks to ingredients like
dandelion leaves, marigold petals and
lovage. My message to the DMK team

is you can already look forward to it,

it’s going to be really tasty! We are also
working on a vegan sour cream alter-
native that will be used for tarte flam-
bée - a sort of flatbread pizza from west-
ern Germany and the Alsace region.
That’s a special challenge, as the prod-
uct gets hot and needs to brown slightly
in the oven during the baking process.”

What has given you a particular
sense of achievement?

Marina Schomacker: “Last year we intro-
duced mandarin flavor MILRAM fruit
buttermilk. Thanks to our research, we
thought it would be popular. But the fact
that it went down so well was a real sur-
prise for us. And we also won a bronze
award from Lebensmittelpraxis magazine
for this great new launch.”

Marina Schomacker,
Head of Research and
Development
BU BRAND.
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EUROS OF SALES OF FMCG INCREASE
in extra sales of dairy products and SALES IN SALES
thanks to private cheese came from came from for brands and private labels
label goods private labels discounters (dairy products and cheese)

START

TO THE YEAR 2024”

he milk market is much calmer
T now after being high volatile for

some time. Supply and demand
are returning to normal thanks to the
lessening impact of the war in Ukraine
and inflation. As we start the year, the
market is looking more balanced than it
has in recent years. Prices on the com-
modity and product markets are also sta-
ble, particularly as the supply of finished
goods is lower, preventing prices from
falling as they did in previous years. All
that means we are getting off to a good
start for 2024. But what’s next?

“The markets
are more
balanced again.”

Andreas Gorn, Head of Insights &
Dairy Markets DMK.

Robust market

Higher costs and more regulation are
still reducing the production of milk,
alongside the further decline in dairy
cow numbers. We are also likely to see a
fall in feed quantities and quality after a
lot of land in Germany was flooded dur-
ing the winter, particularly in the north.
On the global market, major exporters
of raw materials are also supplying less
than last year. These trends seem set to
continue or increase slightly in 2024.
With demand expected to be robust,
much of our raw materials will keep
flowing into making cheese this year.

As milk volumes are falling, this is likely
to lead to lower production of butter
and powder products, meaning less of

these will be available, including abroad.

We are already seeing the effects of the
increased allocation of milk to cheese
production, which is leading to shortag-
es of other products. That suggests a ro-
bust market in 2024. However, demand
has not yet recovered fully, with lower
demand for milk and dairy products in
China, the world’s largest importer.

Less milk, stable markets —

Andreas Gorn, Head of

Insights & Dairy Markets

DMK, is optimistic about

the year ahead.

Uncertainties remain

Allin all, prices in 2024 are likely to
be more stable compared to past years,
also thanks to the very stable outlook
for oil prices, which impact agricultural
commodities like skimmed milk powder.
Products for the retail trade should con-
tinue to perform better than standard
goods. But some uncertainties remain,
such as economic and political instabil-
ity or adverse weather patterns so we
cannot rule out stronger price fluctua-
tions. Stronger demand and reduced
supply may also have an impact.

T -
-~

-
-

ast year’s high inflation was a
L shock for consumers. Despite

the German government’s
countermeasures to cushion
the financial impact of the war
in Ukraine with the electricity
and gas price brakes, consumer
sentiment weakened. We saw the
psychological effects reflected in
consumer price sensitivity. When
people went shopping, their top
priority was saving money, which
led to a boost to private label
products. Shoppers also opted
more for retailers’ own brands for
dairy products and cheese, which
are important categories for DMK.
That shift didn’t only apply to
lower price segments, but also to
premium and organic products.
While prices for private label
goods rose significantly in percent-
age terms compared to branded
products, private label goods saw
minimal growth in sales and sig-
nificant increases in turnover. In
contrast, manufacturers’ brands,
or products positioned by the com-
pany towards shoppers, are losing
volume, despite significantly more
sales promotions.

Andreas Gorn, CSSI (Corporate Strategy Sustainability & Innovation) at the DMK Group. An agricultural econo-
mist and agricultural engineer, this market researcher shares an overview of where the industry is going.
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Brand strength

Perception of private label goods
has changed, and they are now
seen as an acceptable alternative,
while brands are basically seen as
more replaceable. But private label
goods are not necessarily going to
rescue the situation as shoppers
still find manufacturer brands
appealing, seeing them as objects
of desire. Consumers, hungry for
ways to escape everyday stress and
the anxieties of daily life, are still
buying branded goods. But more
than ever, brands need to prove
themselves and show they offer
additional value. They also need
to have a clear and reliable profile.
Brands that lack these features
quickly come under pressure.

Communication
isking

One successful example is
MILRAM’s sliced cheese segment.
Its brand identity was standardized
in 2022 following a design relaunch
of cheese varieties only available
from MILRAM. These factors, plus
ongoing investment in commu-
nication about the brand, helped

More than just a logo

Brands must do more to show they deliver quality —

MILRAM maintain its position as
the clear market leader for sliced
cheese in 2023. When it comes to
sustainability, market researchers
see a slight decline for brands. In
contrast to other trends such as
health, consumers are basically
not really ready to pay more for
sustainable products. Nonetheless,
private labels are growing. Sales
in the overall dairy and cheese
market increased by over 10 %

last year, but private label goods
grew by 14 %. That growth comes
although the prices of private label
goods increased significantly more
in percentage terms. Overall, con-
sumers are likely to keep focusing
on price, say market observers.
Shoppers are unsettled by crises
and wars as well as persistent-

ly high inflation, and all this is
hampering an improvement in
consumer sentiment. That means
people are likely to continue to
pay increased attention to special
offers in 2024. All in all, further
boosting the consumption of
branded products will likely to be
among this year’s key challenges.

*FMCG means fast-moving consumer goods, which
are products that are sold quickly and cost less.

DMK’s view of market developments in 2023.

Susanne Rusch,
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Red Froit Fdding
WITH VANILLA SAUCE

Everybody loves this classic northern German dessert.

COOL
CLASSICS
BECOME
HOT TRENDS

A healthy diet is important but so is

having fun. Why not try out some of

these new takes on classic dishes?

It’s a fruit-packed dish topped with creamy goodnes

INGREDIENTS

+ 125graspberries

+ 125g blueberries

- 250g strawberries

+ 250g redcurrants

- sooml sour cherries
« 2tbsp sugar

+ 1tbsp cornflour

« gstalks of lemon balm

+ 500 mlvanilla sauce

’ 0 MILCHWELT‘2024

INSTRUCTIONS

Wash and dry the berries. Hull the strawber-
ries and cut them into halves or quarters
depending on their size. Remove the stems
from the redcurrants.

Place 100 ml of sour cherry juice in a cup and mix
in the sugar and cornflour, then pour the remain-
ing sour cherry juice into a pan and bring slowly to
the boil. Add the cornflour mixture and whisk together.
Keep stirring and simmer for two minutes until the juice
thickens.

Add the berries and simmer for another two minutes. Add the lemon
balm and remove the pan from the heat. Leave your red fruit mix to
cool for around an hour, to reach room temperature or put it in the
fridge if you prefer. Take out the lemon balm and serve your red fruit
pudding with the vanilla sauce.

y .

Heaveinky
APPLE CAKE

A perfect dish, this German apple cake

combines a yummy crumb topping with

creamy vanilla custard.

INGREDIENTS

- 450g flour

* 1458 sugar

« 2 sachets of
vanilla sugar

« 1 pinch of salt

+ 250g margarine

- 1untreated
lemon

- 2apples

- 330gvanilla
custard

INSTRUCTIONS

Put the flour, sugar, vanilla sugar, salt
and margarine in a bowl and knead
it together until you have a smooth
short crust pastry. Remove a third of
the dough for your crumble topping
later on. Finely grate the lemon zest
and knead it into your dough. Wrap
the pieces of dough in clingfilm and
place it in the fridge for 30 minutes
to chill.

Preheat the oven to 180 °C. Wash,

dry and core the apples, then slice
into small pieces. Sprinkle with a

little lemon juice. Line a baking tray
(30 x 30 cm) with baking paper. Take
the larger piece of dough and press it
evenly into the base of the tray, with a
small crust up the sides.

Spread the vanilla pudding and pieces
of apple across your pastry base.Then
take the other piece of pastry and
crumble it over the top. Bake your ap-
ple cake in the center of the oven for
around 40 minutes.

TOP-TOPIC

Chilled Cotee

look no further. As the days

warm up, this cool,
creamy drink will
revive you in no time.

INGREDIENTS

- 150 ml fresh whipping
cream 30 % fat

+ 20ml caramel syrup
+ 8 scoops of ice cream, e.g. vanilla
« 500 ml chilled coffee

- Caramel sauce

INSTRUCTIONS

Place the whipped cream
and caramel syrup in a
bowl and whisk until
frothy.

Put two scoops of ice

cream each in four cups or

glasses then pour over the
chilled coffee.

Add a generous
dollop of the
whisked caramel
cream, then pour
over the caramel
sauce before
serving.
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| F rwizf
/ BUTTERMILK ICE LOLLIES 0"%‘/\/\/7 grml/b

| PASTA BAKE

These raspberry peach buttermilk ice creams easy Dive into this epic vegetarian
peasy to make and will go down a treat bake with an irresistible
with your family and friends. cheese topping.
INGREDIENTS
INGREDIENTS INSTRUCTIONS r 4008 broceol 1 dash of ol
- 750ml peach buttermilk Wash and slice the peaches, - 1pinch of salt - 40g flour
f removing the stone. Puree the o1 p]nch of pepper 375 mi Vegeta ble stock
- 100g frozen pieces together with the peach- ) o
raspberries, defrosted flavor buttermilk drink. « 1 pinch of freshly grated nutmeg + 125 ml fresh whipping
(or fresh raspberries) but th berries inthe - 10nion cream 30% fat
ut the raspberries in the ice po :
+ 2 peaches molds thenpﬂll in the peach mpix‘fure + 2508 cherry tomatoes * 400§ macaron
on top. - 150 g grated cheese * 1tsp butter

Place the sticks in the ice pop molds
then close. Chill your ice pops in the INSTRUCTIONS
freezer for at least six hours

) Wash the broccoli, cut into florets and Cook the pasta in salted water for eight
(or overnight). cook in salted water for 12 minutes. minutes, then drain.
Wash and halve the tomatoes, peel Grease your casserole dish then put in the
and chop the onion. broccoli, pasta and tomatoes. Pour over
your cream sauce, sprinkle with cheese
Fry the onion in oil until it’s translucent. then bake for 20 minutes in a preheated
Add the flour, sauté, then add the stock oven at 175 °C until it's cooked through.

and cream, stirring constantly to create a
. .. . . creamy sauce. Bring to the boil and season
PG'WW % Transforming the original with porridge and with ng pepperar%d nutmeg.
WITH BIRCHER crunchy apple chips for a turbo boost of energy.
MUESLI INGREDIENTS For the topping

For the bowl « 2tbsp blueberries
- 200g natural porridge « 4 crispy apple chips
- 100g unsweetened + 1tbsp hazelnuts,

apple-pear sauce roughly chopped
- 1tsp cinnamon powder - 1tbsp salted caramel brittle

or gingerbread spice

INSTRUCTIONS

Place the porridge, apple-pear sauce,
cinnamon, or gingerbread spice in

a bowl and mix in the maple syrup.
Then top with blueberries, crumble
over the apple chips, hazelnuts and
salted caramel brittle. You can always
top your Bircher muesli with a little
cinnamon or drizzle over some maple
syrup for maximum wow effect.

+ Maple syrup to taste

EN
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uch of Maria and Carsten

Schnakenberg’s farm was

inundated back in January.

There was water every-
where, with only trees sticking out like
skeletons. Their stables were completely
flooded, leaving their horses huddling
round a hay rack on a patch of land that
was dry. “Some 60% to 70% of our farm
was under water,” says Schnakenberg.
His hometown was only accessible by
one road at times. But he was lucky. His
farmhouse and stables stayed dry as they
are built on slightly higher ground.

Waiting for flood to ebb

Three months on, he looks back and
takes stock. He had sown a catch crop on
his arable land which meant there was
less impact on his crops, but even now, he
is watching how the grassland is growing.
So far, it looks pretty bleak. “But let’s see
how it turns out,” he says. The machine
shed was worse hit, with water leaking
in. The bottom layer of the hay barn was
soaked through, so the hay could no
longer be used as fodder. He is grateful he
could move his calves to the farm in time.
“All we could do was wait until the water
receded.” The calves and cows huddled
together during the worst part of the cri-
sis. “Even when you go to bed, you can’t
really wind down,” he says.

Necessity, mother of invention
People in many parts of Germany
battled the floods, including numerous
DMK farmers. They fought tirelessly
to save their farms, their animals and
themselves from the seemingly unend-
ing masses of water. They
struggled hard with their
farms flooded, fields
submerged, and ani-
mals needing to
be evacu-
ated.

“You_i‘e*full ()f
Adrenalin”

Manygparts of Germany were flooded after heavy rain-
fall aithe start of the year. That didn't stop dairy farmer
Schnakenberg, who kept his businessigaIfig — and even
managed tohelp others as a fire,depafiiiiént volunteer.

“The milk was collected but it was an
immense challenge. It only worked

out thanks to the massive efforts of the
farms which were affected and the DMK
vehicle fleet,” he says.

Farmers had to be creative. Some
towed mobile tanks with tractors to
bring their milk to bigger roads that
were not affected by the floods. There
was only one farm where milk could not
be collected for a week due to the high
waters. Schnakenberg says he came so
well through the flooding thanks to all

the help and support from other farmers

and the community.

fodder was no longer usable

When crisis hits, people always help
each other out, he says, pointing to
another dairy farm nearby. They needed
to evacuate the premises and found
people to help by using WhatsApp.
They managed to organize eight trail-
ers to transport all their animals and
also found places that were willing to
take them in. It was done in a flash,
too. “We evacuated 200 cows in about
four hours,” says Schnakenberg.

Farmer Schnakenberg says 60 % to 70 % of

the farm was under water. Some of the

Volunteering, a lifeline

Many farmers do voluntary work in
their communities and at times of crisis,
that pays off. Schnakenberg volunteers
with the local fire department, and
the job is close to his heart. “During
the flooding, we managed to move a
neighbor’s cows to another farm which
was still dry and had sufficient capacity,
he says. Otherwise, they spent the time
dragging and packing sandbags to pro-
tect farms and dikes nearby. Schnaken-
berg is also honorary vice president of
the Bremen Agricultural Association.
“I want to make a difference and be
involved in key decisions, not bury my
head in the sand,” he says.

»

|
gy . _—
T

The floods meant many long &

days and sleepless nights ’
for Bremen’s Carsten

Schnakenberg but he

wasn’t going to give up.

Giving up: Not an option

He got off lightly during the floods, he
says. “We were still able to drive to the
farm any time we needed to, and our
milk could be collected.” There was just
one time when he had to guide the milk
tanker through the village as the regular
route was flooded. That worked out too,
though, he says. The main thing was that
no one was hurt.

“We can’t change the situation. No
matter what happens, we have to try and
keep operations running as normally as
possible.” Sometimes he is surprised by
his own optimism, he says. If the same
thing happened again with another flood
like that, all the same things would ap-
ply, he says dryly. Get stuck in, tackle the
job, carry on. Never give up.

AGRICULTURE

There was only a halfway
dry patch of land left for
", the horses for a while, & -

Right at the start of the floods, the calves
had to be brought into the cowshed as it
was not damaged.

Were it not for the destruction, it would
look like a wintry lagoon landscape.
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“Here, peo-

1 Madlen Knospe, 41, Lab Technician, DMK
ple fOCllS on ! “I'm a trained food technician and have been
empl()yee I ; : working in Altentreptow for almost two years. I check

health.” s incoming goods and carry out microbial analyses of
: cheese samples. As soon as I joined the company, I
noticed that people here really focus on the health of
employees. That wasn’t something I'd experienced
anywhere else. Where I used to work, it felt like they
wanted 180% from me. I never really had a break. It’s
different here as everything is so structured.

Madlen Knospe,
Lab Technician, DMK.

Robert Steltner, 33,
trainee electronics technician, DMK

“I'm doing my second apprenticeship, as an electri-
cian. It’s really exciting. I am actually a car mechanic
and I was hired as an assistant electrician at DMK
10 years ago. It meant I could only carry out certain
tasks such as replacing lamps or fuses. But I wanted
more, as things were changing for me at home, I got
married, had two children, and built a house. It was
time for me to develop and move forward profession-
ally, so I applied for a job as an electrician. Basically,

the job means making sure that the plant’s electrical “‘'m very happy
infrastructure keeps on working. knowing I can

Now I'm in my early 30s and I'm doing an appren- .
ticeship again. But I don’t see it as a step backwards. Stay Worklng
I can stay in a great working environment and my heI'e.
position will be waiting for me when I complete my

training. I'm very happy knowing I can stay working Robert Steltner,
here. My employer is doing something really special apprentice electronics
for me, it’s not a matter of course.” technician, DMK.

Sandro Wichmann, 37, Team Coordinator
Packaging / ripening warehouse, DMK

“As Team Coordinator, I am in charge of produc-
tion planning and time management in the pack-
aging area. That can be pretty challenging when
there’s an outbreak of flu or the coronavirus. I
originally come from dairy farming, but I didn’t want
to keep working on a farm. But I wound up here
20 years ago working in milk production.
Not only is the working atmosphere
good, but also the pay, which is above
average in the region. We also do
weekend shifts but I'm in an indus-

er i i . try that offers me security. After all, “PeOple always
[l€htreptow site, 380 employees in three plants churn out . Doople alwaye need foods need food”

cream and whey derivatives every day. Some have been .
‘hg so ecades. But who are they and what makes them tick? i , dro Wichmann, - g
;h It e . y ! ordinator, Packaging/ -
e ed their stories. o " )k T ‘ g Warehouse, DMK
| 171 8 ""fﬂ e T
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“That’s led
to some
really close
friendships.”

Norman Hensel,
Team Leader Production,
wheyco.

“The whole team reached
out to help me right
from day one.”

Andrea Finner,
Lab Technician, wheyco.
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Norman Hensel, 36,
Team Leader Production, wheyco

“I'm team leader of 14 colleagues and oversee
production in what’s called the liquid area. We
work with whey that is produced during cheese
production and extract whey proteins and
lactose, which are used in baby food. The job
comes with some responsibility. What I bring is a
good overview of production as I worked on the
production lines myself for a long time and I'm
familiar with the challenges my team faces every
day. After more than 20 years at the company,
dealing with my colleagues and their well-being
is really important to me. I can talk openly with
everyone, and we sometimes spend time to-
gether after work. That’s led to some really close
friendships.”

Andrea Finner, 59, Lab Technician, wheyco

“I started as a lab technician almost five years
ago and basically learned the profession while
on the job. 'm actually a dairy technician, but
my employer had faith in me that I could do the
job. When I got the job, I literally cried for joy.
The whole team reached out to help me right
from day one until I understood all the pro-
cesses. Now, I check the whey concentrate that
is delivered and check the quality of the lactose
powder. The great thing is that I feel how much
my work is appreciated every single day, in one-
to-one meetings with my supervisors. That really
boosts my confidence.”

Jirka Rosellen, 51, Operator Plant Warehouse,
Euro Cheese Vertriebs-GmbH

“Originally I trained as a bricklayer and ended
up at DMK 22 years ago after retraining, through
a temporary employment agency. As a forklift
driver, I make sure that the goods are shunted
correctly every day, and as a team coordinator
I jump in to help if someone is off sick. None of
that is difficult for me as I my team fully supports
me. The positive working atmosphere has also
persuaded other members of my family to work
here: My wife and oldest son are also part of the
DMK family now.”

Christa Hildebrandt-Schiitze, 62, Special-
ist Production Planning, Euro Cheese
Vertriebs-GmbH

“I’'m a real veteran here. I worked at
the dairy here when it used to be East
Germany, I was in cheese packaging.
After that closed down and I changed
career, I came back when the plant
reopened in 1996 and former colleagues
asked if I would like to re-join the team.
That speaks volumes for how close
we are even after all that time. I also
appreciate the fact that I can continue
developing. I was chair of the works
council for 16 years so I really got to
know all the processes in the plant. I
also had plenty of support during the
transition to digitalization - that wasn’t
always easy for me, but I never felt
under pressure. Now, as operations
assistant, [ handle data entry, attend
recruitment interviews and oversee
personnel planning. That also gives me
a chance to meet a lot of people from
abroad who want to work for us. It’s fun
and it challenges me. There is never a
dull moment.”

Stefan Lutzke, 35,
Operator Production, DMK

“DMK employees often came into my
mum’s snack bar. They told me there
were openings for apprentices. I liked

“Iam proud
of what I have
achieved.”

FROM THE PLANTS

Jirka Rosellen,
Operator Plant
Warehouse, Euro Cheese
Vertriebs-GmbH.

“I've been
working here
since 1996.”

Christa Hildebrandt-Schiitze,
Specialist Production Planning,
Euro Cheese Vertriebs-GmbH.

all they said about their work so that’s
how I came to train to be a dairy tech-
nologist 22 years ago. In my team, I su-
pervise the separation of raw milk into
curds and whey. It’s a complex process
that needs a lot of focus. I have to pay at-
tention to things like temperature, flow

&L
The Altentreptow plant, where DMK,
wheyco and Euro Cheese Vertriebs-GmbH

churn out dairy products.

rate and quality. I can’t imagine working
anywhere else because I get on really
well with the whole team, including

the managers. That’s really important

to me as I spend eight hours a day with
them. We should always work together
rather than against each other.”
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Sascha Marks, 34, Operator Packing,
Euro Cheese Vertriebs-GmbH
“Coming here was the ultimate
honor for me. I’'ve been here for over
two years now and recently got a
contract. I'm so happy about that.
I work in the packaging depart-
ment in the cheese area and make
sure that the labels and coding on
the films match. I also take regular
samples for quality checks. And I
also try to make sure that all my col-
leagues are feeling good, so every-
thing runs smoothly. Now I have a
full contract, I can plan my working
hours up to year in advance. That’s
worth its weight in gold as I'm a fa-
ther, with very young twins. You can
have a good worl-life balance here,
you can reconcile the job with your
family life really well.”

Max Heyne, 37,
Dairy technologist, wheyco

“I like the fact that employee pro-
grams are on offer so you can advance
in your career. I’ve been working here
for more than 20 years and am thinking
about becoming a team coordinator. I
know that my managers will support

“Coming here was the
ultimate honor for me.”

Sascha Marks, Operator Packing,
Euro Cheese Vertriebs-GmbH.

me if I do. The position appeals to me,
because I would like to stay here, I feel
at ease in this environment. I have made
many friends and some of us have even
rented a houseboat together for the
weekend. Where else can you do that?
The team spirit also helps during the
early shifts at six o’clock in the morning,
when you’re not in the best of moods.
We always support and motivate each
other.”

Mario Gatz, 49,
Operator Plant Warehouse, DMK

“I prepare the whey derivatives we
make for dispatch by me. I pack it in big
packs or sacks that can weigh anywhere
between 20 and 1,000 kilograms.
Fortunately, the machines lift them, the
heavy sacks are moved by forklift truck.
Allin all, I like the job a lot, the pay
is good, and the working atmosphere
is great. I can also plan my free-time

“We always
_ motivate each
T other”

Max Heyne,
Dairy technologist, wheyco.

“I can’t
even imagine
working
anywhere
else.”

Stefan Lutzke,
Operator Production,
DMK.

activities, unlike at my old job as a
bricklayer when my working hours
really varied. My wife works here too,
she’s a laboratory technician.”

Mike Bischof, 51, Plant Warehouse
Operator, Euro-Cheese Vertriebs-GmbH
“I remember very well how I came to
work at DMK. My sister also works here
and one day back in 2001, she asked
me if [ would like to come by. I was
totally sure, based on what she’d told
me about the production conditions. I
knew right away I wanted to work here.
As a forklift driver, I not only
value the fixed working hours and
benefits, I also really like how much
fun I have with my colleagues.
Everyone is really good humored.
Sometimes, we even give each other
appreciation certificates if we’re
feeling particularly upbeat.”

FROM THE PLANTS

“I'm able
to plan my
free time
activities.”

Mario Gatz,
Operator Plant
Warehouse, DMK.

“I like the fixed
working hours.”,

Mike Bischof, Operator Plants ;
Warehouse, Euro Cheese™
Vertriebs-GmbH
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Good team. Doing good:

A promise to
employees

DMK’s corporate culture has
long centered on caring for each
individual person. Now, that’s
part of the employer brand

hat makes a meaningful
employer? All compa-
nies ask themselves this
question as it has a major
effect on employees’ sense of belong-
ing, their pride in the workplace, their
achievements and how they shape the
business going forward, day by day.

For Irina Appelhoff, Head of Recruiting &
Employer Branding, the core of how far
people identify with the company lies in the
development opportunities offered by DMK
as well as in the employees themselves.
“We have always placed great value on our
culture at DMK, because only when our
employees give their best with passion and
team spirit can we create the best prod-
ucts,” she says. “Colleagues who do their
best for DMK every day and put their hearts
and minds into their work help make this
promise a reality.”

That means participation and a sense of
belonging are not just empty words at DMK.
To show this, the company set up a compre-
hensive survey, the DMK Strengths Com-

4 coopera- pass. It asked targeted questions to find out
ensure that ’ | | what motivates colleagues and what they
passion for  expect from DMK as an employer, seeking
to better understand how DMK differs from
other companies. The results show how em-
ployees work and cooperate with passion
every day at DMK. “That is a big difference
to our competitors,” she says.

“The promise to our current and future
employees: ‘Good team. Doing good. Pas-
sionate about DMK.’ reflects our values
exactly and emphasises our commitment

Good team.
Doing good.

A passion for DMK.

emphasise respectful an:
We make every effort to
ining us — to developa

hared vision.

\n our training, we

" tive collaboration. \
our trainees enjoy jo

| their work and ours

’
A promise to employees

DMK’s production pledge:

HUMAN RESOURCES

to our employees and customers.” DMK
set up a photo shoot with employees from
several departments to show examples

of good cooperation
and the visibly positive

fhe ol e “There is a lot
mood. The images clearly .
illustrate who makes all Of truth ?Tl the
the difference at DMK: “  phrase, it’s the
true team working with employees who e T

passion to give customers count””” Y T 'k
the best possible service unt. (Warehouse Operator) picks
the goods and prepares them

and quality.” fina A
ppelhoff, Head of ;
What has long been Recruiting & Employer Eidisuatel
DMK’s daily practice Branding.

is now reflected in the
company’s new employer brand.
DMK wants to find commit-

ted employees for team DMK
through the new branding that
explicitly reflects this powerful
sense of belonging. “We
believe that through our
campaign, we will have
a positive influence
on our company.”

(Employer Value
Proposition) -
this sums up
what current
and potential
employees can
expect when
they work for the
organization.

same qualit—we look

closely at our work, of course.
il
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—= Stefan Rathjen (UHT Products Teamwork on the daily agenda:
— A E——— pre— L | —E—
Department) with the audit JITE T

arvaport participants Stefan Weber and
committee from Stade. &

Holger Gerken in the cream cheese dairy.

i

Training: Smart and
Strategic

DMK’s development programs are
taking on a whole new dimension
with arvaport. Lena Herkenhoff,
Apprentice Instructor in Zeven,
shares some key facts about the
new program.

What is arvaport?

arvaport is a training provider for employ-

ees who have fewer skills to gain further

knowledge in a specialized area. Fifteen

people took part in the first round of the

program which was made up of class-
room teaching and practical elements,

with arvaport providing support.

What qualifications
can you get?
Employees who don’t have a
vocational qualification yet or
have a different professional

4 .
i A : “ — —-._F background can take part in the

program. After they pass their
exam, they are recognized as
a plant and machine operator

“I can Say personally ‘ specializing in the food industry.
that you're never !

too old to learn

something new.

What are the prerequisites

for taking part?

You need to be employed on a perma-

nent contract and be eligible for fund-
Stefan Weber, ing. Once you pass the exam, you stay on

Cream Cheese Department. and keep working as a DMK employee.

o
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- passed their exarr]s‘.

"#teamdmk

rticipants successfull-y
THE | C—
VLT :

Who is eligible for sponsorship?
Unskilled workers, or employees who have
not completed vocational training or who
qualified at least four years ago and no
longer work in that occupation and are
considered unskilled in their current role.

Why should people

join arvaport?

We want to counteract the shortage of skilled
labor by training and developing people our-
selves. By having skilled personnel, we want
to ensure the company can sustain its eco-
nomic success. We also want to raise employ-
ee satisfaction and loyalty so we can keep
performing well as a company in the future.

How has the interest level been
among employees so far?

Employees from the UHT Products Depart-
ment and the cream Cheese/Dessert Depart-
ment in Zeven were able to apply and we were
overwhelmed by employees’ level of interest!

What do participants have to do?
They need to complete a final written exam
that focuses on production technology,
production planning, and economics and

~ HUMAN RESOURCES

-: |\-|:‘=_

~rill
Stefan Rathjen (UHT Products
Department) with his certificate

“Initially, you have

after passing his exam. (o to I’e-leal’n hOW to
= “= learn - later it was
lots of fun with
the group and
teachers.”
social studies. They are well prepared after Stefan Rathjen,

UHT Products

all the teaching and training from the com- Department, Ze X8

pany and arvaport instructors. And there’s
a course in dairy basics that’s carried out in
their area of work. They also need to pass
a practical exam. That takes place at their
plant or machine where they work. The
examinations are supervised by the Cham-
ber of Industry and Commerce in Stade.

Did all the candidates pass?

They all passed their exams, with an average
grade of 1.6. We are very proud of that!

What did that give them?

They obtained a recognized vocational
qualification as a plant and machine operator
in the food industry. For the company, the
aim was to ensure the material they studied
went beyond a workplace qualification. Once
they finish their training, employees can keep
on developing themselves professionally —
ideally at DMK! Some of the participants

now want to become master craftsmen or
women, which wouldn’t have been possible
for them before. Overall, these measures
mean people can further develop themselves
not only educationally but also personally.
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“I wanted
to discover
this other
world and
have new
experiences.”

Engineer in Corporate IT
at DMK in Seckenhausen.
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They left DMK and then
they came back. Two
employees reflect on

what they learned
by working at other
companies.

’m one of the people who left the company, only to

turn around and come back again, and wholeheart-

edly embrace the company. As IT DevOps Engineer in

Corporate IT, I helped automate technical processes
and select suitable platforms. DevOps is an approach in IT
that aims to improve collaboration between software devel-
opers and IT operations staff, to implement and use software
faster and more reliably.

When I worked on myMilk, the digital platform for farm-
ers, [ learned about new systems, platforms and people.
All that sparked my interest in cloud systems. I spent
another three years developing and running myMilk, and
after that I wanted to build on what I had learned. I got
the chance to join an IT consultancy where I could get
to know what it’s like to be a consultant and the kind of
challenges they face. I wanted more experience and to
explore that whole new world, so I left DMK. As a Sen-
ior DevOps Expert at the consultancy, I was involved in
customer projects where cloud architectures were needed,
and new DevOps concepts introduced. My work included
developing concepts for new, cloud-based applications and
also testing and adapting current systems. A significant
part of my work also involved working with customers as
a DevOps engineer. The experience I gained working on
myMilk really helped a lot.

And yet at some point I was drawn
back to my former employer.
Although constantly facing
new customers and environ-
ments was always exciting,
the frequent changes
meant that I was unable

to continuously improve or develop systems. In my previ-
ous post, I had always had a close relationship with the
systems I was responsible for, which always motivated me
to further improve and develop them. As a consultant for
external systems, I didn’t have that motivation as I was
often only deployed for specific tasks.

I had kept in touch with DMK the whole time, too,
regularly meeting up with my former colleagues and shar-
ing our experiences. I learned new things about myself.
That, and the chance to fully use my
abilities in a redefined post at DMK, “I returned
made me decide to C‘Ofl’le bac1'< to DMK. to DMK aft er
The prospect of realizing my ideas A
and visions in a familiar environment about Six
with greater scope for creativity was a months.”
decisive factor in what made me leave
consulting. I returned to DMK after about six months.

In my original position, I was able to build on my previ-
ous experience with modern systems such as myMilk,
but now I can also design and test new concepts, just like
when I was at the consultancy. At DMK, I appreciate being
closely connected to the systems I work with and feeling
responsible for them. Thanks to the corporate culture, the
teamwork is really good and it’s a supportive environment
where I can keep developing my skills and strengths.

My time in consulting was very valuable. It had a pro-
found impact on me, changing my view of the world of
work. It helped me to better understand my priorities and
what motivates me. Although the consulting work pro-
vided an excellent opportunity to expand my knowledge,
ultimately the long-term commitment and deeper connec-
tion to the projects I feel at DMK mattered more to me.

e it

,vu!!

“I missed the
sense of togetherness
we have at DMK.”

work at the Edewecht site as a milk
tanker driver in the milk collec-
tion department, and I appreci-
ate my job now more than ever. I
started in Edewecht in April 2018. There
are two shifts there, a day and night shift.
The day shift starts at 6 in the morning,
the night shift starts at 6 pm, and there’s
a pre-departure check before you leave.
We collect the milk from the farmers and
clean the tanks. Once you complete your
route, you take the milk to the dairy. The
milk is checked for inhibitors and the
pH value before being put into tanks.

I always enjoyed the job, but at some
point, I felt I needed a more regular
rhythm. In August 2020,
I moved to a bakery

“I felt I needed
wholesaler as a self- l
employed driver. My amore reg uiar

working hours were more rhythm.”
regular, I was off on most

public holidays and that was really good.
The downside was the order situation as it
fluctuated a lot. Financially, that’s difficult
and also makes it hard when it comes to
timing and planning when you’re self-
employed. I wanted to go back to DMK after
only five months. I missed working as a
full-time milk tanker driver. I missed the
team and sense of togetherness we have

at DMK. You never feel like you’re alone in
the company, you’re constantly in contact
with others. And the schedule means I

can at least organize my free time better.
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Same old same old? That’s not

an option at DMK! The company
enables every employee to further
develop through individual
measures. The approaches
possible are many and varied.

Leading better
PASSION

SFEELD UF YOUK WAy

Career at DMK:

“We are constantly
evolving”

joined DMK as team leader in the

cheese dairy nearly three years

ago. I was managing production

and getting to know the processes
and above all, the people and functions
in the plant. That was a real boost. Then
I moved to another role within the plant
around a year ago. Now I am optimizing
production as a process engineer and
am implementing projects for the

cheese dairy, butter-making plant and
whey processing.

Thanks to the Passion program, 'm
able to continue my personal develop-
ment and figure out my individual
strengths. Passion is a development
program for junior staff of all ages
and career levels, who are excited
about DMK and hope to take on
more responsibility later in their
career as a specialist or manager.
We learn about the different motives
people have so we can better respond
to them as individuals. That’s particu-
larly important when there’s a conflict,

«“r

—

11.‘ Annika Pankow, Expert Process

; Engineering, Edewecht plant.
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or in negotiations, in team and group
work, whether you’re managing people
or dealing with decision-makers.

After 17 months, we are in the second
Passion year. We had two seminar mod-
ules that ran for several days that we
attended in person, plus several online
workshops, regular group meetings and
I also have sessions with my personal
mentor. Our exchanges help me sift
through and process all that I am learn-
ing and get to know and understand
other perspectives within DMK.

I want to be able to better navigate
the world of DMK through the program,
explore new professional avenues,
understand myself better and feel more
trust in myself. At the end of the day,
the aim is to have a good match be-
tween my expectations, my drive and
what a particular post requires.

Coming up, there’s another program
module for me ahead plus some practi-
cal assignments in different parts of
DMK. I am really looking forward to it!

“’I:h.e
pos ition
SpurS me on need to develop standardized
every day.”

Be brave

rowing up on a farm in
Edewecht in northern

HUMAN RESOURCES

are all big parts of my role. I also

processes to optimize our poten-
tial and our use of resources.

Germany, I learned
early on what it means

to lend a hand. I’ve always been very
pragmatic ever since I was a child and I
enjoy making things happen. Those abilities
have really helped me a lot in my professional career.

I started out with an apprenticeship at DMK, as a
dairy specialist in Edewecht, then I became a mas-
ter craftswoman. As I gained more and more expe-
rience, I was given more responsibility and rose to
become production manager in Edewecht. I took
part in further training, including as a systemic
business coach, then expanded my skills as a “Qual-
ity & Business” Partner for International & Brand.

When the company was looking for a plant
manager at the Neuborger site, I applied for the job
as it looked like it would be a challenge. The post
is the highlight of my career so far and each day
it spurs me on. Being flexible, thinking strategi-
cally and being able to make effective decisions

Katrin Liicking,
plant manager in
Neubdrger.

I also want to develop a strong
team and communicate and co-
operate better with other depart-
ments and plants. The day-to-day
operational tasks are not the hard part of
the job. For young managers, the main thing is
to gain the trust of your colleagues and persuade
them to do new things and break new ground.
That involves everyone learning from each
other and needs everyone to pull together.

My goal is to successfully manage the Neu-
borger site, to maximize our productivity, qual-
ity and efficiency. And I'm always coming
up with new ideas. I would like to create
a space for more open communication
where people can share their concerns or
suggestions for improving occupational
safety, for example. As you can
see, it’s all very exciting in my role
which has so many different facets.

of her career so far.

started at DMK as a recep-
tion assistant in the Baby
BU in 2019.  moved up
rapidly after that. I joined
the Service Management Team
in the Global Business Service
in 2021 and I work in project
and process management.
One of the areas that’s ex-
citing right now is robotic
process automation,
where I look after our
key users and am part of
the decision-making com-
mittee. [ model processes
and join lean workshops and
TIGER projects. It’s all really

Anna Steinbach, Junior Manager
Service Management Global Business Services.

Seize opportunities STEP

fun because I have a lot of responsibility
and am developing new skills every day.
I joined the Step up training program
some time ago through my line manager
Carsten Klapproth. We analyzed my
potential and decided I could develop in
the projects and processes area by doing
a degree. Step up, formerly the Indi-
vidual training program, provides
employees with professional support
if the measures they work on benefit
the employee personally as well as
DMK. Step up pays my tuition fees,
which is crucial for me, as studying
part-time is expensive. 'm looking
forward to using the knowledge I have
gained for DMK in the future.
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"Oh a mission
“f | to cut emissions

Several farmers are trying out ways-te-slash the carbon
footprint-en their farms as part of the Net Zero Farming
project. Jorg Stottmeister shares some insights and
revelations from his farm in Bosdorf, Saxony-Anhalt
ear Lewer Saxony. :

s

[ SV R - R §
Jorg Stottmeister had already introduced several climate measures - 5
on his farm even bqforeljoipin_g_tbe Net Zero Farming project.
They not only h_el_p his animals — h_é feels good about them too.
L Y TR, S
- l-'f_:'!: :*‘" "‘I i "‘!"':\'[r.' - :

The Net Zero Project g L ER%
Lo [ 4

Several farms in Germany have been testing a series of ways to reduce greenhouse
gases in milk production for around a year. The farmers tried different methods
depending on the characteristics of their farm. Their progress was continuously
monitored, and the farmers were supported by others in the supply chain, plus
specialists and DMK. The first positive and promising results are emerging, show-
ing which measures are most effective. The project is ongoing and now includes a
Dutch pilot farm too.

Eco-

friendly

work at
DMK:

“As a farm, we want to
make sure we’re fit for
the future!”

Jorg Stottmeister, farmer.

Five questions to JOrg Stottmeister

Why did you decide to take part in
the Net Zero Farming project?
Sustainability in agriculture is about focus-
ing on what is to come and as a farm, we
want to be fit for the future and stay that
way. We were delighted when we were
approached about the Net Zero Farm-

ing project. We are taking part as climate
protection is really close to our hearts

and it brings the farm benefits as well.

How far have your expectations
for the farm been fulfilled?

The arable farming measures in particu-
lar brought some valuable insights and
side effects. With low-N maize, we are
seeing better nitrogen efficiency. N effi-
ciency means the proportion of nitro-
gen in the harvested product. We can
also use the data from the farm balance
sheet in other situations, for example to
evaluate the figures in calf rearing.

What surprised you most

during the project?

T'was surprised that some measures are
more cost-effective in terms of efficiency than
I had previously thought. Also, analyzing

a lot of data made it clear what we weren’t
using yet or what we tended to throw away

in the past, for example when it comes to the
proportion of concentrated feed that ends up
in the cow in relation to the amount of feed
we actually buy. I also think it’s great that
we encounter whole new topics, like biochar,
for example, which I wouldn’t have known
could be so beneficial throughout the farm.

Which measures seem

most promising to you?

There is no single measure that will change
everything. It is important to map all your
processes and look from the field to the cow
when it comes to finding ways to reduce
greenhouse gases. In the end, you need a
bundle of different measures. You have to
bear in mind that we are dealing with ani-
mals, though, so naturally they do not
always behave according to your plan or
expectations. It’s good to stay flexible.

What comes next for your farm

in terms of Net Zero Farming?

We want to continue what we started, imple-
menting the measures that work and try-
ing out new ones. Sharing our experiences
with the other pilot farms and hearing
about what they have learned is very impor-
tant, so we want to organize more frequent
meetings with the other farms involved.

COMPANY
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protect the climate
before he join ed Net measures in the past which
Zero Farmin g Now proved beneficial but felt there
he is finding measures
to become even farms in Germany. Targeted
more efficient, Mmeasures and technical in-

Eco-

Support at exactly the right spots

friendly
work at
DMK:
armer Jorg Stott-
meister is firmly
Farmer Stottmeister behind making
was already working to changes to his

farm in the name of climate
protection. He tried out several

was room for improvement,
as is the case on many other

novation can help many to
further slash their greenhouse gases and become
more efficient. Stottmeister managed to improve
his farm’s carbon footprint by around 6 % in
his first year, by applying a range of methods.

Low-N maize

Growing low-N maize keeps yields stable while
reducing nitrogen fertilization by 30 %. Cutting
nitrogen in cultivation saves greenhouse gas
emissions. In a further benefit, this variety of
maize is particularly resistant to drought stress.
With runner beans as well, this is additional pro-

e

Apri[ 2007

N Prc?gfess in Bosdorf: All of the Net Zero Farm

. isimproving every day.
e -

tein and boosts biodiversity in the fields. Also,
legumes like beans fix nitrogen from the air. In
terms of greenhouse gas emissions, planting
the two proved 10 % better compared to conven-
tional maize.

Feed to cut methane

Bovaer is a feed additive that reduces enteric
methane emissions, meaning it directly im-
proves the environmental performance of meat,
milk and dairy products. In the rumen of a cow,
microbes help break down food, and release
hydrogen and carbon dioxide. An enzyme
combines these gases to form methane. Bovaer
is a feed additive which suppresses the enzyme
so that less methane is produced. This improved
the carbon footprint at Bosdorf by around 10 %.

Catch crops

Some farms in Germany regularly cultivate
catch crops, to cut down on nutrient leaching
after the main crop, but there is room for im-
provement here, too. Alongside maintaining and
improving soil structure and life, the build-up of
humus binds carbon in the form of soil carbon.

measures have proven effective so far. The goa
has not yet been reached but energy efficiency

L
Corn and beans — using
alternative varieties can
reduce the carbon footprint

and improve bio_diversit- . "-{

| I -~
| I Stottmeister and his  #
o &
- Lvmtors discuss the use of

=y

- = petter feed additives.

T ik

Bremen

Hannover ‘I'.

Diisseldorf

Stuttgart Munich 4 .
:.

Farmer Jorg Stottmeister
is satisfied with the initial
results of Net Zero Farming.

After the Net Zero project ran

on three farms in Germany in a

first successful year, the project

is now expanding abroad with a

further pilot farm from the Dutch
Netherland DMK subsidiary DOC Kaas U.A..
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DMK aims
to cut CO,
emissions by
20 % by 2030
compared to
base year
2020.
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Eco-
friendly

work at
DMK:

Sustainability

in sight

Protecting the climate is a top priority at DMK.
The Product Carbon Footprint provides a transparent
view of the company’s progress so far.

limate protec-
tion has been
a headline is-
sue for years
and many DMK custom-
ers have set themselves
ambitious targets. They

report on their emissions 'ﬁ_

every year and in order to do

Data for visibility
For every single one of
our products, we know the
recipe and how much en-
ergy is consumed to create
it. We use special databases
) to calculate the emissions
involved in making each par-

ticular product. One important

that, they need data from their ~ pp;ximilian Blum,  Part of that is the data that

suppliers such as DMK. For
some customers, up to two
thirds of all their emissions
come from milk and meat sup-
pliers, making it all the more important
for them to receive emissions data from
DMK every year.

Versatile IT needed

To give customers this information,
we needed to establish and provide the
Product Carbon Footprint for goods as
simply as possible - along with finding
ways to reduce emissions internally. Our
production program is so varied that it is
difficult to calculate the data manually,
as greenhouse gas emissions naturally
depend on the product in question. But
software solutions proved the way to find
the data needed.

Senior Manager,  comes from the farms we work
Strategy & Climate.  wijth, transmitting the carbon

footprint through the agri

climate check. That data allows
us to figure out the carbon footprint of
our raw milk.

Emissions at a glance

Customized software solutions enable
us to calculate and communicate the
emissions generated for individual items
as well as the total emissions involved
in what customers buy from DMK. That
helps us internally too as we can look
closer at the ways we can cut greenhouse
gas emissions.

“We are doing
everything we can
to reduce the CO,
footprint at DMK.”

Climate Strategy.

Lucian Paxino, Senior Manager

Eco-

friendly

work at
DMK:

Tudrik
Together? -

W

Tuurlijk!

Supermarket chain Jumbo and Uniekaas
Holland are teaming up with cooperative

+ COMPANY
EUROS

KILOS OF MILK :

ANIMAL HEALTH &

LAND USE &

DOC Kaas to promote the all-important

issue of sustainability.

niekaas Holland and coopera-

tive DOC Kaas have entered a

long-term alliance with Jumbo

supermarket chain which is
set to benefit the environment. Farmers in
the Tuurlijk! program are taking additional
measures to ensure they produce milk in a
particularly sustainable way.

They are focusing on animal health and
welfare, land use and the environment, cli-
mate, biodiversity and general issues. Dairy
farmers who gain high scores in these areas
are rewarded with five euros per 100 kilos
of milk, without a grazing supplement.

Team effort
“Dairy farmers interested in this program
are currently being assessed and certi-
fied,” says Guus Mensink, chairman of the
board of the cooperative. DOC
Kaas will make a wide range
of cheese varieties from

ENVIRONMENT
the fresh stream of ultra-sustainable milk,
and these will be sold under the Jumbo

private label in Dutch stores. Production &

is starting in April 2024. Uniekaas Hol- CLIMATE

land, which is leading the collaboration, is

handling the ripening, slicing and pack-
aging as well as the sale of the cheese.
The sustainability program is not a solo
effort but was developed by a team. The
Jumbo supermarket chain and a work-
ing group that included dairy farmers
together determined how to make milk
production even more sustainable.

BIODIVERSITY

Greener, faster

“A wonderful step, with the three part-
ners working together to make the cheese
chain even more sustainable, from the

the sustainable milk
at Dutch supermar-
ket chain Jumbo. GENERAL

dairy farmer to the consumer,” says Ron
_ Krekels, Managing Director of Uniekaas
i) Holland.
o,
., ﬁ ¥
B - Shoppers will find
] Ll cheese made from

.
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Ever more efficient

...thanks to TIGER

Employees at DMK are increasing their productivity as more and more people
help optimize processes in the workplace.

he TIGER program was rolled out at plants
four years ago to optimize work processes,
empower employees and encourage them to
get involved in shaping the company more.
Everyone can and should be involved in finding solutions
to improve teamwork and the working environment,
under the program. All may play a role in optimizing pro-
cesses and improving workflows to make them more cost

effective. The program is divided into six «
The Shop

central topic areas, known as buckets:
Safety at Work, Quality, Cost Manage- F lOOI" Board
helps.”

son reports from their area of expertise and on their key
figures. By pulling together everyone’s knowledge and
information, the team can identify any problems and
deviations more quickly and work out how to respond.
“Good shop floor management improves collabora-
tion, creates transparency and helps managers to lead
and coach,” says Imke von Aschwege, team leader at the
Edewecht plant. The laboratory team there has already
started working with shop floor manage-
ment. Colleagues take it in turns to direct
the process, each taking responsibility
for the shop floor board. When they spot
deviations, they define measures and agree
on a time to look for the causes and figure
out possible solutions. They document any

ment, Environment and Energy, Value
Chain and Motivation.

Imke von Aschwege,

Shop floor management ... Team Leader Laboratory.

... is a lean management method to improve efficiency
and productivity in the workplace. It is based on the sim-
ple principle that each team meets regularly to discuss
issues in their department, talk through any deviations
from their targets and agree on countermeasures they
can take. The team meets either on site in front of a

recurring disruptive factors, discuss them as a team

and work to counteract them. Their positive results are

made visible to everyone on a separate success board,

under the heading, “What we have already achieved.”
“There are very good results in the optimization

of work processes, in working together and in solv-

“Actively involving employees adds value for each
individual as well as for the company.” They aimed to
think outside the box, discover new aspects and try out
different things so visited DOC colleagues in the Neth-
erlands in order to improve the exchange between the
different plants.

Continuous improvement makes many things visible,
above all waste. The team works together to minimize
this to improve performance. “It’s important for DMK
to introduce this method across the board,” says von
Aschwege. “From Group management right through to
every team in each area.” Good cooperation and being
open to new ways of thinking is the key to success, she
says.

DMK Logistics in Zeven was one of the first offices to
start using TIGER, Continuous Improvement. They em-
phasized getting all the employees involved in learning
what the program involves. It is a large department so 11
multipliers were trained up to help employees and man-
agers introduce the measures and drive them forward.
The team set up a digital shop floor board so it could be

Working together
at the shop floor
meeting: Imke
von Aschwege
and her team seek
solutions and are
always glad to im-
prove processes.
The team reported
3,333 accident-free
days in February.

amount of manual effort. When new problems arise, the
team immediately considers what a key performance
indicator could be, to identify the issue more quickly in
future and introduce countermeasures. “Many projects
from our area are currently being implemented,” says
Ron Geerds, Head of Transport Logistics at DMK. “You
can see the success in the significant reduction in over-
time, for example.”

At the plant in Dargun the team focused on improving
people’s sense of involvement and responsibility, not
necessarily a given, but the only way to continuously
improve. “By introducing the shop floor boards to the
teams, we were able to facilitate cross-departmental
communication, which people wanted but had not been
implemented in the past,” says plant manager Sebastian
Strehlow.

Transparent communication and good leadership of
the daily meetings helped overcome people’s skepticism
and doubts across departments, Strehlow adds. After
a year of daily meetings, managers and CI engineers
overhauled the board structure and meeting efficiency.

COMPANY

accessed from any location.
For the team, one of the challenges was to establish
suitable key figures as their work involves a significant

“We expanded leadership skills and put a greater em-
phasis on daily loss-based process control so everyone is
focused on that,” says CI Engineer Nicole Kriiger.

whiteboard, or through a digital format. They gather
around a shop floor board that shows the most impor-
tant information, including targets, key figures, cur-
rent problems, priorities and measures, in a
format that is visible to all. Each per-

ing problems independently,” says von Aschwege.
She points out that it is important for all
colleagues to take responsibility for the meas-
ures. “This noticeably improves the speed of
implementation and motivates the team.”

Shop floor =

itself then works with it every day. The 3 5 solution

sheet

meeting in R
Neubérger: s VU - S
Clengineer T ———_ ] £ rp .
Victoria Keil is a
supporting the Safety at Work Q Motivation i m I Improvement mgmt I
team with =
Shop floor genda LT ] e - Qﬁs/sitjireess/
management. I
: il i
A shop floor board is schematic Board rules e
|
structured so that it systematically :
1 guides a project team through the whole Cost Management .- Value Chain _‘_: Environment & Energy O -
L - Qualif. needs Top-Topic
| process. The team develops the structure Defect ticker Projectmanagement b A3 problem

Weekly issues * - &

(general
information) [ ]

process always leads to an improvement
compared to the original state.

=
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“When we talk
| pin-up calendars, an unsolicited hand about ‘we’ and It is important to actively address dis-
on someone’s shoulder - whether describe our values, respectful behavior within the company
As a global company em ploylng people from such acts are intended aggressively it goes deeper than  and have zero tolerance for misconduct,
more than 50 nations, DMK is taking a clear or as a joke, they have no place in just pOSl’ui"il’lg.” she says. A company that is a global
. . teams that are serious about diversity. player thrives on exchange, interaction,
stand agal nst exclusion and hate. “It doesn’t matter what the sender meant, but how and above all through the learning that comes from
the person concerned perceives it,” says Bartelt. diversity. This is a great inspiration for a company that
Tolerance has always been a top priority for DMK must cater to the tastes of millions of people every
Some 100,000 people in Germany have been taking to the and the company aims to systematically prevent or day. Bartelt says cultural diversity is an important
streets in recent months, carrying banners and posters to eliminate exclusion through its clear code of con- opportunity for DMK and for the whole country. Last
show their support for freedom and democracy, after a report duct. “Of course, the best laws and rules depend but not least, the company
about far-right plans to organize mass deportations of Ger- on compliance. And where people come together, needs to ensure it remainsan  “We encounter many
~_mans w,@th foreign roots. Rarely have so many people in the there is always misconduct,” says HR Manager attractive place to work given diﬂ'erent perspectives
nation’s. w\yns and cities taken as clear a stand against rac- Ines Krummacker. “Like almost every company, the competition for talented every day, which
isrr_l and gate as they have since the turn of the year. we are some way off 100% diversity, but if we im- young workers, no matter is invaluable. On ly
prove bit by bit, then we are on the right track.” where they come from. to geth er are WE
Quality thanks to diversity stron g!,,

DMK is also taking a very clear stand on the issue and
has been doing so for a long time, not just since the recent
revelations. “We are made up of thousands of colleagues, we
operate everything from the most massive machines to the
finest of sensors, we are young, middle-aged and mature. We
are female, male, diverse and come from more than 50 na-
tions,” says Oliver Bartelt, Head of DMK Corporate Commu- . — , A e

nications. “Even our cows are spotted.” That is not to sound
as though the company is taking the matter lightly. On the
contrary, the breadth of its diversity is precisely what makes

lways reflect on what you do and if in doubt, refrain from doing it.
DMK addresses violations of the code of conduct which can have disciplinary or other conse-
quences. If you are affected by a violation, please report it to the appropriate offices.

DMK so strong.

Discrimination and exclusion are not tolerated in any form
at DMK. “We do not allow discrimination or insulting behav-
ior based on people’s origin, age, gender, religion, disability
or sexual identity,” says Bartelt. Discrimination is a broad
field and does not only apply to obviously exclusionary
behavior towards others. Offensive jokes, obscene gestures,

We respect human rights worldwide and take into account
generally accepted social norms and ethical standards.
DMK Group offers the same opportunities for all and does not tolerate any form
of discrimination - whether based on age, gender, origin, religion, ideology,
disability or political opinion.

We treat each other and our cultural differences with respect and courtesy.
We do not accept actions and conduct that are humiliating, intimidating or
hostile in nature. This applies not only within the company, but also to the
conduct of and towards business partners.

We live
diversity

“The world of milk,
powder, quark, ice cream
or cheese is what counts
for us. Absolutely! But one
thing matters to us even
more - that we are
#TeamDMK.”
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The strength of

ne thing that not many peo-

ple know is that members of

the cooperative are the ones

who make all the important
decisions in the company. Self-help, self-
administration and self-responsibility:
these basic cooperative principles apply
to one of the largest food producers in
Germany and Europe, and are a crucial
foundation for DMK. Organizations that
are cooperatives offer greater under-
standing, more stability and more mutual
support. And all that makes for more
equal opportunities.

With around 4,700 active
farmers and cooperative
owners, 6,600 employees
and a turnover of 5.5 billion
euros, the DMK Group is the
largest dairy cooperative in
Germany.

Same rights all round

On the ground, what that means is
large and small dairy farms alike can
find a home at DMK, where members
stand up for each other. That is the only
way it is possible to provide a significant
level of support to smaller farms in
particular. It makes no difference if they
are located far away from major roads,
they will still be served by milk tankers,
just as reliably as any other farm. Such
support makes all the difference when
it comes to protecting jobs, purchas-
ing power and diversity in remote and
rural areas. That’s the advantage of
the cooperative model, which applies
equally to all members, compared to

individual contracts as called for in con-
nection with plans to implement Article
148 of the Common Market Organization
(CMO). Smaller farms are often family-
run, handed down from one generation
to the next - and would likely struggle to
find dairies to buy their milk under such
contracts, making it hard for them to
remain viable.

Volunteering is vital

The members of a cooperative deter-
mine the rules of cooperation them-
selves through democratic processes.
Such structures need many committed
people who hold voluntary positions on
DMK’s committees alongside their farm-
ing work. They form an important bridge
between the company and the farmers.
Of the approximately 4,700 members,
more than 300 elected representatives
are active in a wide range of committees,
from the Representatives’ Meeting to the
Advisory Board, the Executive Board
and the Supervisory Board. Their goal
is always to make sure people are fairly
treated, increase economic stability, and
ensure agricultural businesses have a
solid future ahead.

Digital booster
Increasing digitalization is a key
driver for the cooperative model.
Together with its members,
@ DMK is continuously develop-
ing programs and services
that guarantee sustainable
value creation through-

out the supply chain.
The tools also ensure

information is shared transparently and
enable people to participate in all com-
pany developments and broader market
activity, no matter where they are. Not
least, they ensure the cooperative will be
viable in the future, too.

DMK farmers use the myMilk.de digi-
tal communication platform to access all
the services they need to work together
with the dairy. DMK has implemented
a slew of measures in this area together
with the cooperative to give farmers the
best possible assessment of the mar-
ket. That way, dairy farmers have the
entrepreneurial freedom to adjust their
own supply behavior after weighing up
the available forecasts as to how the milk
price is likely to develop.

The price farmers receive for
their raw material, milk, is
and remains critical.

To minimize the impact of sometimes
extreme market fluctuations and the li-
quidity risk that means for farmers, DMK
introduced the Fixed Price model with
its cooperative bodies. It is an important
way of further developing the relation-
ship with members and here, too, the
focus is on the cooperative idea of mu-
tual support. The DMK Group calculates
a guaranteed fixed price for the coming
12 months based on the market value of
milk. The farmer decides whether and
how much he or she wants to hedge. The
next step is that DMK hedges the fixed
price offer in the context of commod-
ity future sales. The farmer supplies
their milk and receives the fixed price
for the volume confirmed with the milk

COMPANY

bill. Fixed prices are an important way
to secure the liquidity of dairy farms,
particularly when prices are low.

To help with planning, monthly milk
price statements are supplemented
by market forecasts from the IGMilch
barometer and market data and payment
forecasts in the Fixed Price model. All
that means DMK provides an estimate
about milk prices in the medium term,
helping farmers assess how the market
may develop.

Defined by diversity

Flexibility is another core feature
of cooperatives like DMK, and this is
especially important when it comes to
supply relationships. In 2017, members
of Deutsches Milchkontor eG passed a
resolution agreeing to make supply rela-
tionships more flexible, expanding mem-
bers’ scope for action after an internal
cooperative decision-making process.
When terminating their membership,
they can apply to shorten the delivery
obligation from two years to one.

All these measures show cooperatives
like DMK are important drivers amid
the largest transformation of agriculture
since the industrial revolution, while
also protecting their members. What
defines them is their focus on fairness
not destructive competition, compe-
tence not ideology, experience rather
than knowing better, participation not
monopoly, and ultimately, us instead of
me. The formula is proving crucial for
everyone’s success and while it may be
150 years old, it is now more relevant
than ever.
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Packed
with
promise

Vietnam is a growing market
for DMK. The local sales team
now has more manpower

for a closer and more
targeted focus.

Sweetened UHT milk

is popular in Vietnam,
where people buy DMK’s
Oldenburger brand.

 datra

The DDV team athered with sales partners and customers
at DMK’s Oldenburger stand at Food&Hotel in Hanoi

\
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ropics, temples, a turbulent past and a rich culture:
Vietnam, known for misty mountains, forests and tropi-
cal beaches, matters ever more to DMK as a key strategic
market. Located centrally in Southeast Asia, it is the ide-
al place to do business throughout the region. Vietnam is shaped
a little like a bamboo pole holding two rice bowls: To the north
and south are two fertile river deltas packed with rice fields, while
central Vietnam is narrower, drier and full of forest and mountains.
Bordering Thailand, Cambodia, Laos and the South China Sea, Vi-
etnam is not only strategically well placed for DMK, but its growing
population of 100 million also offers significant potential.

Profitable growth

“Vietnam has the third-largest population in the region after
Indonesia and the Philippines,” says Tom Groot, GM DMK Asia
Pacific & America. “Its GDP is growing, it is relatively stable and it
has a free trade agreement with the EU. All good reasons to enter
the market.” Seven DMK employees are based in an office in Ho
Chi Min City, formerly known as Saigon, where they market and
distribute the Oldenburger and Oldenburger Professional brands.
They are activating the products for customers and consumers
and preparing the launch of DMK Baby products in 2024.

Local power
“The team works day and night to get our products on the
shelves of stores nationwide, ensure they reach food service
channels and raise awareness of our Oldenburger brand,” Groot
says. Impeccable local distribution is the key to success, he adds.
It also proved crucial to adapt to local tastes. “That’s why we sell
dairy products from Germany along with products that are made
locally by a third-party partner.” They sell the products at PoS
and also online. The team works with regional distributors, DMK
in Germany and local producers in Vietnam.

Hoa Dang, Country
Manager (Vietnam/
Myanmar/ Cambodia/
Laos) and General
Director DMK Dairy
Vietnam.

DMK shares news about products
on social media and promotes
them directly, too.

Specialist support

For Tom Groot, the advantages of a strong
DMK presence in Vietnam are obvious espe-
cially given the local and cultural differences

needs its branch so it is closer to the mar-

Chét ludng Biic
tuyét hdo

Cho con bEp chuyén nghiép

A by et Tk

Preferences in focus

Adapting the products to local tastes
proved important and Groot and his team
focus on that in their work, which brings

ese people prefer sweetened UHT milk,”

compared to Germany. DMK wants and m advantages and disadvantages. “Vietnam-

ket because “it’s not easy toreally finda =‘h m‘ says Groot. “So we decided to produce

connection in Vietnam as a European,”

this product under our Oldenburger

he says. Groot, a market expert, says brand with a local partner.”
it is better to learn about cultural There is a distribution partner
differences and customs through l for retail or food service in

direct contact with local people.

every region of the country,

That is why DMK employs local “The team ensuring close coordination
staff who know the market, the WOT"ICS day with the office in HCMC to
region and all that is unique in and night to place exploit sales potential.
the area. “That removes most our pr oducts

of the hurdles,” and gives DMK on shelves.” Empathy and respect

a clear picture, he says. The At work and beyond,

company has learned that its
products are mainly consumed by
working mothers aged between 25
and 40, who have children aged between

3 and 10. Meanwhile the main target group
among professionals are chefs who specialize

in European dishes and those who love home-

cooked food. Generally, people prefer UHT
milk that is sweetened. So far, DMK is already
the market leader in the mozzarella segment.
German products enjoy a very good repu-
tation in Vietnam, a fact underlined by

the slogan “German Dairy Excellence” for
Oldenburger and Oldenburger Professional
products.

The Vietnam team vpromotes
Oldenburger Professional products
through many out-of-home channels.
Their marketing includes recipes that
use Oldenburger Professional products
to make meals that are popular in
Vietnam.

Tom Groot, GM DMK
Asia Pacific &
Americas.

Tom Groot appreciates the
country, saying Vietnam is very
safe and friendly. “You always get
a warm welcome with a smile, and I

love the fantastic, diverse cuisine.” Coming
to a different society and culture is exciting,
but not always easy. “It’s difficult to really
get close to the Vietnamese, as they are very
friendly but also somewhat distant and con-
servative,” he says.
However, no matter where he finds himself
in the world, one thing has always helped,
he says. “Treating people with respect. That
always opens the most doors.”

What'’s new?

- DMK Dairy Vietnam (DDV) was

founded in February 2023.

+ The company established a pro-

duction cooperation with local
dairy Evergrowth, which makes
UHT dairy products for DMK
Dairy Vietnam.

- Evergrowth makes sweetened

and less sweetened milk under
the Oldenburger brand, products
already being sold in Vietnam.

+ The sales team signed contracts

with new distribution partners
for the retail and food service
channels in five Vietnamese
regions.

+ New products such as Olden-

burger Professional Performance
Whipped Cream and Créme
Brulée are currently being
introduced to the Vietnamese
food-service market.

- AVietnamese website and a

country-specific Facebook page
were set up for Oldenburger to
boost brand awareness.

+ The DDV team is preparing to

launch Humana this year.

+ BU International plans to

export the locally-made
products to countries
neighboring Vietnam too.
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Around the world with DMK

DMK found fans and
friends at eight national
and international trade
fairs in the first four
months of the year alone.
It was a chance to wow
people worldwide with
new products, services
and a whole new stand.

Horecava // Amsterdam

PLMA // Amsterdam
28.-29.05.2024

Horecava - trade fair for the
hospitality industry in Amsterdam
DMK’s odyssey began in January at

the HORECAVA in Amsterdam. Drawing
some 61,000 visitors, it is the largest tra-
de fair for the hospitality industry in the
Netherlands. DMK positioned itself on
the Dutch market by launching MILRAM
Food Service with resounding success.

Intergastra — the leading trade fair

for the hotel and gastronomy industry
in Stuttgart

Next up was the INTERGASTRA in

Stuttgart, the leading trade fair for
the hotel and gastronomy industry, in
February. The event covers 115,000 m?
of exhibition space and with more
than 1,200 exhibitors, it is the largest
gathering of the industry in Germany.
The focus was on three new products:
MILRAM Hot Slices as a cheese alterna-
tive, VeJog alternative to yoghurt and the
alternative sour cream.

Gulfood - the world’s largest
food fair in Dubai
DMK also headed to Gulfood to show

new Oldenburger Professional products
for food service specialists and chefs from
all over the world: Red & White Cheddar,
which are ideal for combining with bur-
gers and have a perfect melting texture.

Internorga // Hamburg
8.-12.3.2024

8:=111:2024

The company also presented its highly
functional whipped and cooking creams.
Plus, people saw the Oldenburger Professi-
onal Performance Sour Cream, a versa-
tile product for use in sweet and savory
dishes and can be served hot or cold.

Expo Sweet - Confectionery and
ice cream trade fair in Warsaw
At the EXPO SWEET in Warsaw in

February, DMK and Polish distributor
Mlekoma Dairy promoted MILRAM
Food Service as a partner, appealing to
local professionals in the gastronomy
industry. On offer: versatile, tried-and-
tested brand products for day-to-day
cooking and baking, tailor-made
services and impressive recipes.

Internorga — Leading international

trade fair for the restaurant and
hospitality industry in Hamburg

In March, DMK hit the INTERNOR-

GA in Hamburg, the only international
catering trade fair in Germany, provi-
ding a full overview of the restaurant
and hospitality industry. From the fever
for plant-based products to the latest
in packaging & delivery, new designs
and tabletop trends, innovative digi-
tal tools or artificial intelligence, the
INTERNORGA is the place to see the
dynamic developments in the business.

SIAL // Paris

w;_;\23.1o.2024

3.-7.2:2024.

N 19.-2111.2024

\ FIE // Frankfurt

0 Expo Sweet 2024 // Warsaw
oe o 25.02.-28.02.2024

Intergastra // Stuttgart

; Gulfood // Dubai

19.-23.3.2024

Food & Hotel // Vietnam

Winning fans around the world: The newly
designed stand and diverse DMK products.

Food Ingredients China (FIC) - the top trade

fair for food ingredients and additives in
Shanghai

The FIC was a further highlight in March, an

internationally renowned trade fair for food
ingredients and additives in China, drawing
domestic and international companies alike to
find out more about food science and tech-
nology. It is an important platform for DMK
Industry’s B2B ingredients business.

Food & Hotel Vietnam - trade fair for the ho-
tel and catering industry in Ho Chi Minh City
FOOD & HOTEL Vietnam, also in March,

is one of the leading trade fairs for food and
beverages, hotels, bakeries, restaurants and the
catering industry. The event attracted nume-
rous retailers, investors and buyers, all on the
lookout for innovation, business ideas, trends
and technologies.

8 Food & Hotel

Asia (FHA)

The FHA Food & Beverage is an annual trade
fair held in Singapore in April that focuses
on the dynamic food and beverage sector
and brings together global suppliers and key
buyers from throughout Asia and beyond. The
event is a hub for exploring the latest fashions,
innovations and top-quality products in the
food and beverage industry.

FIC // Shanghai  Bakery // Shanghai
20.-22.3.2024 21.-24.05.2024

0

19.-21.3.2024 () ';

FHA // Singapore
23.-26.4.2024

The new trade fair stand is a lively
spot for a world of encounters plus
culinary delights.

INTERNATIONAL | & ¢

A new stand for
all seasons

Interview with Sascha Bischoff, Senior
Fairs & Events Manager, on how DMK
reinvented its new trade fair stand.

How long did you work on
the new design approach?
We began the development pro-
cess a good one and a half years
ago in late summer 2022.

You created a basic set-up that is
then tailored to the individual
needs of each trade fair?

Exactly! Around six months before
the trade fair starts, we choose the
individual details that best reflect
the personality of the business

unit or brand being presented.

Does that create synergies
across DMK?

Definitely. We can work faster and
more effectively, thanks to the fact
that it’s centrally implemented by
Corporate Communications.

What is the biggest
challenge for you?
The first day of the trade fair. That is when
everything must be ready. It needs per-
fect timing and project manage-
ment from everyone involved.

4 MILCHWELT 6




WELCOMING MILRAM'S SPRING
"QUARK WITH WILD HERBS!

MILRAM’s new spring quark is hitting
the shelves in May. It will bring a whole
new world of spring vibes to tables
nationwide.

MILRAM'’s newest quark creation combines six new wild
herbs with a few that will be familiar to fans of its original
spring quark: chives, horseradish, onions and parsley. Now,
they are combined with aromatic wild garlic, spicy rocket,
tangy dandelion, mild nettle, sweet and spicy lovage and
yellow marigold blossoms. The colorful mix of herbs lends

es it from other spring quark varieties.

{ Whether as a topping, side dish
or to imtprove-y:cﬁﬁain di§h:-1..§"
MILRAM spring quarkwith wild_ |
herbsiéguarante-;j?:rnaké'e\z} ik
mealar{experienr;e. i
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the product a delicately spicy taste that clearly distinguish-

Spring was never this spicy

The new recipe is perfect for a spontaneous picnic with
friends, a refreshing and relaxing lunch or a barbecue with
family and neighbors. Whether as a side dish with grilled
melon straight off the grill or topped with feta and fresh
mint: the creamy curd cheese quark perfectly accompanies
whatever you’re cooking up as a delicately spicy dip. Or
why not try it on a bagel with sun-dried tomatoes, roasted
chickpeas and crisp, fresh salad. If you'd like an extra burst
of freshness in a quick lunch with family or colleagues, just
add a dollop of spring quark with wild herbs into wild
garlic soup, for an easy and enjoyable meal. There
are even more delicious spring recipes to be
found along with a world of quark flavors
at the MILRAM beach hut at milram.de.

LINK

Explore tasty spring
quark recipes on
milram.de

oy B

Putting money into a
high-performance system
will give market leader
MILRAM a further boost.
The technology will keep
the company at the cut-
ting edge in the spring and
spicy quark category.

MILRAM'’s revamp also includes a pack-
aging upgrade. As of May, all spring
and spice quarks in the 185g pack are
being sold in new tubs, in a move that
modernizes the product and makes it
more sustainable.

Good recyclability

By using only PP mono-material for the
cup and lid of the product, consum-

ers will only need to dispose of the
aluminum layer separately, making it
easier to recycle.

Less material
The packaging upgrade enables a
material saving of 3 grams of packaging

weight compared to the previous 185g
cup. That will save a massive 175 tons of
packaging material every year.

Shapely new shape
The new packaging shape is more
elegant, dynamic and modern. A little
“ear” shape shows where you open the
lid —and the elongated tab and point
elevation make it easier for people to
hold the lid, too. A further new feature
is the wave shape along the bottom
edge of the cup, which lightens up the
overall design of the packaging and
serves to show the creaminess of its
contents. The new system and new pot
all lay the foundations for future pack-
aging innovation and better recyclabil-
ity of the materials used.

“‘““mh ‘ f modern and sustainable.

NEW POT

The new pot for
quark is mainly made
of mono materials,
reduces the packag-
ing weight, and has a
whole new form, mak-
ing it easier to handle
while maximizing its
sustainability.

- The new MILRAM Spring

R i)

~ Quark packaging is more
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rom breakfast
to dinner:
Now Dutch
chefs can
also create healthy and
delicious meals using
MILRAM Food Service
products, thanks to
the launch of the new
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MILRAM Food Sei*vice serves up
in the Netherlands

An impressive showing at the largest Dutch trade fair
for the hospitality industry HORECAVA in Amsterdam.

NL Food Service. The
products are develo-
ped for and by chefs,
making them ideal for
when dairy products are
needed in the hospitality
industry, catering and
cafeteria kitchens and
system catering.

Forty items available
MILRAM brings
40 branded articles
onto the Dutch mar-
ket launch, making it
an interesting (dairy)
partner for food service
companies. Customers
are the top priority for

| HORECAVA

& MILRAM Food Service in
I the Netherlands kicked o
I\./vith a new stand at the
'HORECAVA.

= "y

i

Food-Service

MILRAM, as a professional
supplier and service provi-
der. Alongside the products,
DMK is focusing above all on
service offerings, investing

in capabilities and data to
ensure it can provide the new
market with the right value-
added offers. The good price-
performance ratio is a further
appealing factor.

“We are very happy to intro-
duce MILRAM to the Dutch
market. The new range really
suits the needs and challenges
of the clientele we have in
focus,” says Jan Peters, Sales
Director Out of Home Bene-
lux. The goal is to further ex-
pand the range together with
customers, partly through
discussing possibilities with
them directly, and also
through targeted communi-
cation through press releases,
social media and a dedicated
website. In the start-up phase,
a small but strong team based
in Bussum will initially focus
on major customers, creating
personnel synergies thanks
to DMK Marketing, R&D and
Uniekaas. The move star-

ted strong, with MILRAM
Whipped Cream Lactose-Free
nominated for an Innovation

Award in the Food & Beverage
category at HORECAVA, the
largest Dutch trade fair for the

Drop by for a taste:
The MILRAM show chefs at work.

hospitality industry in Ams-
terdam, for the professional
approach by a proven label.

BRANDWORLD

Relax and treat yourself
MILRAM’s products, from

whipped cream to cooking
cream and quark, yogurt and
desserts, provide the perfect
basis for culinary activity in
any kitchen thanks to their
consistent quality. Alongside
the basic products, MILRAM’s
portfolio also includes a
range of innovative offe-
rings, including sour cream,
lactose-free whipped cream
and a range of convenience
products.

“With our broad experience
from our leadership of the
German market, we belie-

ve we can offer the perfect
service to our Dutch catering
business customers,” says
Maarten Ploos van Amstel,
Marketing Manager Out of
Home Benelux.

ey N

LINK

Check out the
Dutch MILRAM Food
Service page.
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pLAMT-BASED

PLANT-BASED FOODS ARE ae"r W Bz

READY TO ROLL

Plant-based nutrition is flourishing —and is packed with
growth potential. MILRAM Food Service and Retail is set to _—
launch a slew of new MILRAM 100 % plant-based products ‘
in 2024.

.‘-r, A crop of plant-based products for
e

restaurateurs is popping up this spring.

A profusion of new
Food-Service products CtesfiTecous

4 Alternative Vegan Grated
MILRAM Food Service will be offering the cheese alternative MILRAM Hot Slices. melts in your mouth.

.

The 100% Plant-based meets DMK project was launched
four years ago, and back then it was a major challenge for
all the developers involved. After all, milk had been their
sole focus up until that point. The project required new

products that had virtually the same texture, process- yoghurt alternative Velog and the vegan That means restaurants, canteens and caf-

ing quality and flavor intensity as their milk-based role chocolate dessert in handy 5 kg buckets for eterias can keep serving up appealing dishes

models. The team accepted the challenge, and they the catering trade starting in April. Based with tasty toppings swiftly and easily. MILRAM
mastered it. on vegetable oil and broad bean protein, The alternative products are made using Gouda_

MILRAM’s Velog is ideal for dips, dressings the same recipe as the popular MILRAM .

They are still churning out impressive plant-based and muesli. A sour cream alternative is also Gouda Alternative Vegan Grated. Spe- Alternatlve
alternatives with the latest of these the MILRAM set to win fans, for use in dips, sauces and cially developed for cooking, it melts WillS tWO
Food Service alternative sour cream. There’s also tarte flambée, which is something between a perfectly, promising 100 % satisfaction *

the alternative yoghurt Velog and hot slices for
burgers, sandwiches and more, all coming up
for professionals this spring. Plus, the popular
plant-based chocolate dessert will be available
in a 5kg bucket.

flatbread and a pizza. The range of plant- when it comes to taste and quality. prizes
based products also includes the vegan

/
Vegan Grated grabs
Cl'eamy all-rounder the Best Product Award

for consumers plus the Show

Star prize.

Innovation is also proceeding apace in retail.
MILRAM 100 % plant-based spreads and grated
cheese hit supermarket shelves last year. That
portfolio is expanding with the MILRAM sour
cream alternative for consumers as of March.

Good news for lovers of tarte flambée,  The pots are packed with coconut
a Franco-German pizza-like dish that’s ~ and rapeseed oil combined with
topped with sour cream. MILRAM’s broad bean proteins and are made
range of 100% plant-based productsis  without any preservatives or

A specialist jury of
seasoned profes-
sionals from the

growing andhthat is prorr;lsmg news artificial fIavo.rf. Dip .|nto our catering and gastron-
no matter what your preferences. sour .cream —it’s available omy sectors presents the
The new vegan sour cream alterna- now in supermarkets na-

Eating together is more Best Product Awards for trade magazine KUCHE

fun with MILRAMs ve- tive gives each di?h an extra dollop of - tionwide. every year. In the vegetarian/vegan category, the
gg{’ t‘;rg?rrrrs’zfrl;/:;rg?i;ceks irresistible creaminess. MILRAM Gouda Alternative Vegan Grated seized
at milram.de » first place.The same product won the Show Star title

in the cheese alternatives category, courtesy of trade

The MILRAM sour cream alternative magazine CONVENIENCE SHOP.
for consumers.
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Uniekaas extends alliance
with brand ambassador
Miljuschka

Ingredients for four people:
Preparation time: 35 minutes

4 chicken fillets
500g potatoes

1 large onion NeW tie-up
S Sl amatoes i for DMK and
T e Coop Trading

2EL  honey

2EL  balsamicvinegar : H

The company is taking its successful collaboration
with one of the most popular Dutch influencers
to a new level in 2024. Uniekaas wants to keep
building the brand and expand its reach, together
with Miljuschka.

150 g Uniekaas Big Flakes
Baking paper

Uniekaas Big
Uniekaas plans to build on and deepen its partnership with Flakes are
the brand ambassador. The focus will be on younger target ideal for topping
. ) e h . has b ht by th . ith oven-baked
Winning gold: Aldi ERLA groups whose interest has been caught by the campaign, wit dishes.

Golden Mill by the company aiming to grow and develop these custom-
U ers.The whole Uniekaas product portfolio, including
the cooking line, will be front and center, with
Miljuschka herself and her exciting recipes playing

Aldi Golden Mill by the starring role. The Uniekaas ambassador went
Uniekaas is private down a treat with customers last year, when

Back in December 2023, Coop Trading
visited the DMK plants in Edewecht
and Zeven to learn more about their
high-quality standards and sustainabil-

Miljuschkas “Chicken gratin iy nthes.
on a bed of potatoes” Coop Trading, a purchasing organiza-

label product of the the Dutch DMK sn?bsidiar%l celeb.rated the mar- ( tion for four supermarket groups in
year 2024 ket launch of the innovative Uniekaas cooking Here’s how: Scandinavia, has chosen DMK Private
line, together with Miljuschka. Her tastiest i i
Aldi Golden Mill from q 8 t oricinal ) hared with 1. Preheat your oven to 200°C top/ 12. Place on a baking tray and slide it Label from 750 suppliers to be one of its
e e AL e and most original recipes were shared wi bottom heating. into the preheated oven. | 75 partner suppliers. The customer sells
I | i i
rivate Ia’bel o named Retail consumers through a TikTok and social 2. Thinly slice the potatoes and onion.  13. Bake for 20 minutes. its own brands to 27 million consumers
b b . media campaign. Meanwhile on the ; ;
Brand Product of the Year 2024 les fl P g th 3. Slice the chicken fillets crosswise to 14.Remove the parcels from the oven in Denmark, Finland, Norway and Swe-
fter an independent >a e.s oor, tasting events wit create a diamond pattern. and open carefully — watching out den. Sustainability is greatly important
?‘neitab |10 ZZZ coens a:lzerzs- the mfluenc.er strengthened 4. Combine the olive oil, balsamic for hot steam. to Coop Trading, which has developed a
yio. HMErs. the brand’s image. vinegar, honey, dried oregano and 15. You can eat them directly from the 3-year growth plan together with DMK.
Thanks to the award, Aldi paprika in a bowl to make the sauce. paper parcels or transfer into plates. The main areas in focus are reducing
Holl ill give th il . .
R e ; 5. Form the baking paper into four par- carbon emissions, decor harmonization,
an extra boost to attract shop- Particularly popular with ,’ -

cels and tie the ends together with
cooking twine to stop the contents
from leaking.

6. Place a layer of potato slices in the

g

Enjoy your meal! optimizing costs throughout the supply
chain and even closer cooperation.

pers’ attention. The company the young target group:
may place the “Private Label of I\/\il‘uscha wi alo e

the Year” | th K : “Our suppliers are of fundamental im-
€ Year logo on the packag:- Uniekaas brand ambassador

portance for innovation and successful

ing f s e : bottom of each parcel and then
:gnise (thr:x)tlfaa\r/igbilﬁtysAle: one . sprinkle the onion rings on top. categories with the ideal ratio of price
of the largest discounters’in b - oy TR 1H % o 7. Next, place the chicken fillets on top With Uniekaas. : to quality. DMK was chosen as a partner

of the potato and onion layer.
8. Pour over the sauce.

lierb they sh |
the Netherlands, and Uniekaas supplier because they share our goals,

are working closely together - : % 3 e, ' !
to further their private label . - [ i ' 9. Sprinkle Uniekaas Big Flakes on top. r i \ > — and make us better every day,” says

best in the bag. | . e .
partnership. This is good news 10.Lastly, divide the halved tomatoes Martin Philip Michaelsen, Coop Trading
for all consumers who appreci- evenly between your four parcels. v : Nordic Buyer.

ate great tasting food and a

ou’re guaranteed

T ol the our way of working, our way of thinking

11. Shut the parcels tightly to prevent
steam from escaping.

high level of quality.

ks,
i
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Three all-new
Plant-Based Stews

Alete bewusst is
launching meals
for toddlers, with
three new plant-
based meals. “Potato
chickpea stew with
coconut milk”,
“spaghetti with
lentil Bolognese” and
“colorful vegetable
rice with chickpeas”
are on the menu
« this spring.

Vegan products for toddlers
from the age of 1 are very much
in demand right now, but for
producers they are also a par-
ticular challenge. Youngsters
below the age of three are de-
veloping fast and need a lot of
nutrients, far more than adults
in relation to their body weight.
That’s why food for infants and
toddlers is subject to strict legal
requirements. The tricky thing
with plant-based recipes is that
they are made without the
familiar protein sources such as
dairy products, meat and fish,
but still need to have the legally
required amount of protein.
“Alete bewusst” has created
three meals, “Potato chickpea
stew with coconut milk”, “Spa-
ghetti with lentil Bolognese”
and “Colorful vegetable rice
with chickpeas”, which

are all packed with pulses. Com-
bined with potatoes, whole-
meal pasta or whole-meal rice,
they provide young kids with
all-important protein. The label
on the jars also suggests pro-
viding youngsters with some
vitamin C-rich juice or fruit as a
dessert after the meal to help
them absorb the iron better.
The meals come as people
increasingly opt for plant-
based diets. Some 12 % of
people in Germany no longer
eat meat, according to a
representative Forsa survey*

in 2023.Some 3% are vegan.
More and more Germans these
days describe themselves as
flexitarians, deciding to eat
less animal-based food. People
are changing their eating
habits mainly out of concern
for the environment, sustain-

*Source: www.bzfe.de

Alete bewusst’s new
plant-based meals can

contribute to a balanced diet.

ability, and animal welfare,
they say. No wonder demand
for vegan products is grow-
ing steadily in all age groups.
“Alete bewusst” is focusing
on this nutritional trend with
its new range of vegan meals,

I
The three new meals
by Alete bewusst

« Potato chickpea stew with
coconut milk, Spaghetti with
lentil Bolognese and Colorful
vegetable rice with chickpeas

» 100% plant-based proteins

+ Protein from pulses, whole
grains and potatoes

+ No added salt or sugar*
+ No added flavorings
 With chunks

* Contains naturally occurring sugars

ensuring that
the product range
has a balanced mix
of plant-based and
animal-based ingre-
dients. After all, people
who prefer plant-based diets
are not categorically exclud-
ing animal-based foods. They
are just trying to make sure
that their diet focuses primar-
ily on food from plants, in line
with recommendations by the
German Society for Nutrition.
When the new meals are
launched onto the market, they
will be accompanied
by a broad-based
advertising cam-

98 % of

the new meals and shoppers can
find a video there too, show-

ing how to prepare the meals
and providing further engag-
ing background information.
The website also features
advice from the “Alete bewusst”
family service nutritionists, who
share helpful information about
plant-based nutrition for young
children (see right). In further
awareness-raising measures,
shoppers can read about the
products in an advertorial in the
Hallo Parents digital magazine.
All that comes in addition to a
major digital campaign
that has been
running on all

paign.There “Alete bewusst”
is a special all testers social media
website for recommend channels
the new vegan
meals by Alete
bewusst.
bewvsst™
98 %
RECOM HFHDEI}‘

wird v H% oo
whellheday yym

metcg

bewuss

since last year, with a nutrition
quiz, a survey, competitions,
information about plant-
based nutrition and influencer
tasting boxes. It’s well worth
taking time for a taster.

I
Successful test run

The new vegan “Alete be-
wusst” meals were tested by
500 selected target persons
on the “ohofttheday.com”
online product testing plat-
form, with significant success.
Some 98 % of the testers said
they would recommend the
products to others. They gave
top ratings for the plant-based
recipes, the flavor and the
packaging. The testers’ favorite
variety was Spaghetti with
lentil Bolognese. And 91% of
those polled said they would
replace their favorite plant-
based product with Alete
bewusst plant-based meals.

BRANDWORLD

—@—

LINK

You can find interviews
and the preparation
video here:

Find much more
information about
plant-based nutrition
on the website here:

Check out the
advertorial:
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DO IT YOURSELF __________________________________________________|

DO IT YOURSELF

DMK employees and farmers do a great
deal in their daily lives and when they
aren't working, they are often getting stuck
into even more projects. Christoph Hebeler,
CO-WORKERS HR Development Manager, loves animals
OPEN UP and shares how to build a birdhouse.

Meet the

Slowly but surely,
our house is
taking shape. We

add a small pole in the

facade, on the left, so we
can hang up a seed ball
for the birds afterwards. ?

-

Christoph Hebeler,
HR Development Manager. - %
"

Attach bamboo
sticks to the house
using waterproof

glue or staple nails. Paint
the roof using weatherproof
paint. Congratulations!

Take some thin
1 spruce boards or
plywood as they are
easy to work with. We
had a couple that were
large enough to make
a birdhouse measuring
15 ¢cm x 26 cm and approx.
22 cm high.

‘)

Cut the basic parts
to size. Make sure
that the dimensions

of the opposing walls are o FeEdlng blrds
|dent.|cal. Cut out further . <ide walls Glue the roof parts 1In summer:
R 5" = neced 3 together and to 5 together then nail Yes, please! Feeding birds sen-
the base using wa- them together. sibly all through the year helps
terproof wood glue. Take Adding some small strips bird conservation, bird protection
thin nails and hammer along the base prevents and to maintain biodiversity, ac-
them in from below to bird feed from spilling off cording to the latest scientific
make your bird- down onto the ground. research, says ornithologist
house more stable. % Peter Berthold, a profes-
sor at the University
. M of Constance'.
. /‘ ‘
WWWW&{“& . . ~“Source:
MW”” MMW Join in!!! Frelgegyﬁat;llrdzozlrﬁg? ¢
M“&M’WWW Do you want to share an p“bi'ég'gagg?s’“se’

be m‘muww?« the " uncomplicated and inexpensive
W?M inls the cent | DIY project for readers of all ages to
W‘&'W ( . make? Then please send your sugges-
tion to us at the following address:
milchwelt@dmk.de. We will get in
\ touch with you as soon as possible.
Thank you very much!
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REVELATIONS

PUZZLE

Your contact to the editors

Just how popular is milk?

You can find out in the current issue of this magazine. A rep-

GLASSES resentative poll on page 24 tells us that milk is extremely “IN” / Your contact for all
e ég;‘ ¥ k among consumers. Our question to you is: How many con- e MILCHWELT-related topics
CO-WORKERS Fote pai'r o without sumers include milk and dairy products as part of their diet? OLIVER BARTELT
OPEN UP case | lose one m;g]gzt Is it Global Head
I’'m wearing. i of Corporate
[ Eﬂrri?gts ?re A 73 Percent? Communications
2e:’?iaul Fo)r/risé! B 85 Percent? oliverbartelt@dmk.de
C 94 Percent?
EARPHONES: BITS
Always with me AND:OBS‘ » P °
though often | Anything an
forget to charge everything, rlzes
them... crgmmed into
a bag, justin KATRIN POPPE
CHARGING CABLE: case. Easy Fry Internal
EILIJ; ada ’cer.t and Grill Communications
elf-explanatory — o
though often itisn’t The healthy 2-in-1 Manager

hot air fryer and

; X \ katrin.poppe@dmk.de
grill creates crispy,

actually mine.

olden-brown
KEYS: riesk‘?nd
. much more
4 " W;:ch so_und J besides, with COO]
ﬁcti neg\\;\grse |hi b/;ag:e little to no oil required. trendsetter
find them. e g?ggszfggf\/’f&"r‘]’ggnﬁ Our retro enamel mug DMK DEUTSCHES MILCHKONTOR GMBH
Ms. Schr fmesrcad e (] Mmlgbenzak | ughafraie
to 70% less energy. ; g : 28199 Bremen, German
. L ey Bake your favorite 70% 8y sistant, scratch-resistant, 99 y

heat-resistant and easy to
clean. Take this classic cup
along to transform out-

door trips into adventures

pizzas like an Italian
pizzaiolo in just three
to five minutes. This
household oven con-

§ :a bobs and essentials: tains a hotplate made in style. FIRST LEVEL SUPPORT
HAND CREAM: ! What do employees of fireproof stone and :
An absolute & have in their%aés? can reach temperatu- — Montag bis Donnerstag 8—16 Uhr

Keys, thingummy- Service for Employees

res of up to 400°C. You
can also use it to make
frozen pizza, tarte
flambée, rolls and

Freitag 8—14 Uhr
+ 49428172 -57100
mitarbeiterservice@dmk.de

From the crucial to
the surprising, what

10X @T}P

they carry provides sandwiches. ]
some insights into Buon appetito! 3X . .
their lives. MILCHWELT international

. Congratulations to i i i
Send the solution (letter) the‘%inners v Along5|de E.ngllsh, MIITCHWELT Magazine
GLASSES is available in the original German lan-
last contest: ) .
CLEANER: | guage and in Dutch. All the editions are
By email to: . .
It’s not 4 1 x Landmann gill available for download as PDFs at
usuall milchwelt@dmk.de, Marc Wimmershoff Edewecht ———————————
very c?lean with “Puzzle” in the subject line 10X MILRAM loudspeaker
though as | Eligible: Employees + cooperative Heinz Kréncke Stinstedt Masthead
just chuck members of the DMK Group Maik Blohm Stade
Il}alg iy et T gunt?(tiﬂien FEUbOFger Publisher: DMK Deutsches Milchkontor
. & omini unhn ingen .
yp Katharina Pélchen  Wallenhorst GmbH, Industriestrafe 27,27404
PURSE DMK Deutsches Ingo Begunk Stuhr Zeven Responsible for this magazine:
USUfI!y Milchkontor GmbH Jennifer RuBwinkel ~Georgsmarienhiitte Oliver Bartelt Project Management:
contains a 7 Stefanie Frerichs Edewecht i irection: i
lot of plastic Katrin Poppe Klaus Schréder Selsingen ég.iiln.T(iglfr;ArtPDlrectIXnaReao?lna Bense
and not much F|ughafena||ee 17 Lieke Fokkert Holthone ftorial: Katrin Foppe, An m' egen,
cash. Alexander von Tomberg, Henning Marten
28199 Bremen b N°tEb°:.'.‘f Mo Assistant: Maria Schulze Editing: Dr. Agnes
Mzrﬁa?a\;%linz 4 Ja\:jeegonne Przewozny (Griines Lektorat) Graphics: Regi-
CHOCOLATE: Important: e ot na Bense, Annette Kociemski, Irene Wilhelm
Sure! | ALWAYS CELL PHONE: SEt Clias Please give your first and last name, Maren Schulz Langwedel IIIus’qatlon: RegAlna Bense Photos::Jacob
haV? SPmethmg to et Ao X b T d DISINFECTANT dd d | -] Christoph Drésemeyer Sittensen Schréter, Matthias Hornung, Sebastian
eatinin my bag... ac ?atyk a;’he V‘_’Ot u Iukse WIPES Because you never address and DMK location! Lilly Mathild Ipsen ~ St. Peter-Ording Vollmert, Adobe Stock, Facebook, Instagram,
S W AL e S know what might hap- Closing date for entries: 30/8/2024 Meike Nunnenkamp Pr. Oldendorf Linkedin, Twitter, unsplash.com
;ny OISO al .fsepara & For my day-to-day pen and two is better g 2 Ivonne de Ruijter ~ Waalwijk
oMY ELaO e phOb'aS' than one. Rainer Dohrmann  Zeven
Jorg Brinker Salzbergen
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Hungry for more

Now on

TikTok ’NQ @ ﬁ @ u

www.MILRAM.de



