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Australian Dairy Farms to enter organic Infant formula 

market and convert all dairy farms to 100% organic 

• Going for organic growth: AHF to convert all six dairy farms to organic production 

• Organic infant formula from Australian organic milk 

26 March 2018, Melbourne: The board of Australian Dairy Farms (ASX: AHF) has announced plans to 

convert its six high-quality Victorian dairy farms to organic production and to invest in associated 

operational changes as part of a plan to produce organic infant formula for Australian and overseas 

markets. 

Directors are confident the strategy will reposition the company from being a minor participant in the 

highly competitive conventional milk market, to a supplier of organic infant formula from Australian grown 

and processed organic milk. 

“This is a high value-added market with major barriers to entry and sparse competition,” said CEO Mr 

Peter Skene. 

“The initiatives are a first significant step in making the company a major player in producing and 

distributing organic premium-quality branded food products.” 

“While a vertically integrated and efficient producer currently, the company has a modest market share in 

the conventional milk market. The board believes the company’s best prospects lie with moving up the 

value chain to be a highly profitable manufacturer of these speciality products.”  

The company’s core assets are its six farms in what’s known as Victoria’s golden triangle of dairy 

production in the state’s south-west. The properties consist of 3600 acres populated by 3500 free-range 

milking cattle, producing 17 million litres of milk annually. 

The group also owns an acquired milk processing facility, the Camperdown Dairy Company (CDC). 

CDC is capable of producing specialist milks such as organic, Jersey and free range. It currently 

produces bottled milks, butter, cream and yoghurts under “own brand” labels and is a contract packer for 

other suppliers. 

Investor Teleconference 10.30 this morning 

You are invited to participate. Led by CEO Peter Skene 

At 10.30 AEDT conference ID 885695, please dial:  

Australia Toll Free:  1800 908 299 

Australia Alt. Toll Free:  1800 455 963 

Australia Local:  +61 2 9007 8048 

Australia Alt. Local:  +61 7 3145 4005 
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The initial development of the plan commenced some 18 months ago and was progressed to the point of 

being ready to communicate in July 2017. The company’s five-year plan flagged a comprehensive 

feasibility assessment, which is now well advanced and focussed on being an organic infant formula 

producer and brand owner and includes new specialised production facilities on land owned already by 

the company.  

These include a UHT (long life) milk facility for domestic and export markets, and new best practice wet-

blend milk powder drying plant for organic infant formula from Australian organic milk. 

The company will progress these facilities to enhance its flexible and short-run capacity for specialist 

milks, rather than high-volume commodity milk processing. 

A key focus will be on expanding value adding opportunities for farms already in the process of applying 

for organic certification. 

As well as converting the farms to organic production, the board has started formal preliminary planning 

of a new wet blending spray drying plant and a pharmaceutical-grade tinning and labelling facility for the 

infant formula all on the same site. 

These new facilities will be based on 10 acres of commercial and industrial zoned land in Camperdown 

acquired in November last year. The board plans to progress discussions with prospective joint venture 

partners in parts of the new facilities. 

*Refer to the attached presentation which forms part of this announcement, for 

more details. 

Further dial in details: 

At the time of the conference, please dial in with one of the numbers below and provide the  

conference ID 885695 to an operator. 

Australia Toll Free:  1800 908 299 

Australia Alt. Toll Free:  1800 455 963 

Australia Local:  +61 2 9007 8048 

Australia Alt. Local:  +61 7 3145 4005 

New Zealand Toll Free:  0800 452 795  Auckland Local:  +64 9 929 3905 

Canada/USA Toll Free:  1855 624 0077  China Toll Free:  1080 0140 1776 

France Toll Free:  0800 913 734  Germany Toll Free:  0800 183 0918 

Hong Kong Toll Free:  800 968 273  India Toll Free:  000 800 100 8070 

Indonesia Toll Free:  007 803 321 8057  Ireland Toll Free:  1800 948 607 

Japan Toll Free:  0066 3386 8000  Malaysia Toll Free:  1800 816 441 

Singapore Toll Free:  800 101 2702  South Africa Toll Free:  0800 984 013 

Spain Toll Free:  900 823 322  Switzerland Toll Free:  0800 802 498 

Taiwan Toll Free:  0080 112 7377  UAE Toll Free:  8000 3570 2706 

UK Toll Free:  0800 051 1453 

Ends 

AUSTRALIAN DAIRY FARMS GROUP. 
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Disclaimer

Commercial in Confidence
This Presentation contains general information only and is, or is based upon, information which has been released to ASX.  This document is not an invitation, offer or 
recommendation (express or implied) to apply for or purchase or take any other action in respect of securities and is not a prospectus, product disclosure statement or disclosure 
document for the purposes of the Corporations Act 2001 (Cth) and has not been lodged with ASIC. None of Australian Dairy Farms Group and its Associates1, (collectively the 
“Issuer Network”) is providing or offering investment advice or services by making this Presentation.
Neither the Group nor any of the Issuer Network makes any representation, warranty or guarantee of any kind, express or implied, as to the accuracy, completeness or 
reasonableness of the information contained herein or any other written or oral communication transmitted or made available to any Recipient.  To the maximum extent permitted 
by law, the Group and its affiliates and representatives expressly disclaim any and all liability based on or arising from, in whole or in part, such information, or any errors or 
omissions.

Forward-Looking Statements
This Presentation contains certain statements which may constitute forward-looking statements or information (‘’forward-looking statements”), including statements regarding the 
use of proceeds of any funds available to the Group. These forward-looking statements are based on certain key expectations and assumptions, including assumptions regarding 
the general economic conditions in Australia and globally, industry conditions in Australia and the intended operations of the Group. These factors and assumptions are based 
upon currently available information and the forward-looking statements contained herein speak only as of the date hereof. Although the expectations and assumptions reflected in 
the forward-looking statements are reasonable in the view of the Group’s directors and management, reliance should not be placed on such statements as there is no assurance 
that they will prove correct. This because forward-looking statements are subject to known and unknown risks, uncertainties and other factors that could influence actual results or 
events and cause actual results or events to differ materially from those stated, anticipated or implied in the forward-looking statements. These risks include, but are not limited to: 
uncertainties and other factors that are beyond the control of the Group ; global economic conditions; risks associated with the global dairy industry; commodity prices, exchange 
rate changes; operational and seasonal risks associated with farming; delays or changes in plans; specific risks associated with the ability to execute production contracts, 
ability to meet work commitments and capital expenditures; and risk associated with securities market volatility. The Group assumes no obligation to update any forward-looking 
statements or to update the reasons why actual results could differ from those reflected in the forward-looking statements, except as required by Australian securities laws and 
ASX Listing Rules.

1Associates of Australian Dairy Farms Group include any of its directors, employees, contractors, advisers, brokers, consultants and their respective employees and 
representatives. References to “Australian Dairy Farms”, the “Group” Australian Dairy Farms Limited, Australian Dairy Farms Trust and its trustee are references to Australian 
Dairy Farms Group and / or the following constituent entities. Australian Dairy Farms Limited ACN 057 046 607, Australian Dairy Farms Trust ASRN 600 601 689, Camperdown 
Dairy Company Pty Ltd ACN 140 640 606, SW Dairy Farms Pty Ltd  ACN 600 103 553 and other subsidiary entities. 
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Overview

•  AHF intends to enter the organic infant formula market with new company owned brands, and a vertically integrated 
AUSTRALIAN manufacturing facility using AUSTRALIAN organic milk

•  AHF has completed applications for conversion to organic milk production on all 3,600 acres (which based on today’s market 
will become the largest single owned entity organic dairy farming operation in Australia)

•  AHF will have vertical supply chain and control, with organic farms, processing and infant formula tinning in Western 
Victoria 

•  AHF are growing from bottled milk, yoghurt and butter markets to Australian Origin Organic Infant Formula  
– high value, growth rates and high barriers to entry

(Subject to final feasibility outcomes – refer to Forward-Looking Statements on page 1)
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Australian Dairy Market  Competitive 

* ACCC interim report into the dairy industry November 2017

Wholesale and retail non organic milk prices have been declining in real terms 
since the industry was deregulated in 2000. Since 2001, the retail price of private 

label milk has declined in real terms by a further 12% on earlier reductions*
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AHF plan to produce Organic Infant formula

Growing from bottled conventional milk, yoghurt and butter 
markets to Australian Organic Infant Formula  

– high value, high growth rates and high barriers to entry

Competitive Landscape
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Demand for 
organic products is 
outstripping supply 

in Australia and 
globally

•  The organic milk sector provides more attractive stable 
long term returns for dairy farmers (Dairy Day 2016 
Bellamy’s Australia)

•  Australian organic milk pool is estimated to be only 
40 million Litres per year (Dairy Day 2016 Bellamy’s 
Australia)

•  The current largest pool of organic milk is only 21.9 
million Litres of milk and includes supply from over 20 
farmers to supply the volume (reference Organic Dairy 
Farmers of Australia annual report 2016 - 2017)

•  AHF’s current milk volume is circa 17 million Litres 
per year which, combined with other ingredients, can 
produce a significant volume of organic infant formula  

Australian Dairy Farms have completed applications for conversion 
to organic milk production on all 3,600 acres (which based on today’s 
market will become the largest single entity organic dairy farming 

operation  in Australia)

* Source: Australian Organic Market Report 2017

Organic Dairy Market  Opportunity
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2014 2016

Chemical-free 80% 83%

Additive-free 77% 75%

Environmentally friendly 68% 65%

Free range 57% 59%

Non-GMO (genetically 57% 57%

Hormone and antibiotic-
free meat 60% 58%

More nutritious 45% 48%

Knowing where my 
foodff comes from 48% 47%

Cruelty free 39% 46%

Better tasting foodff 43% 41%

Improved animal welfare 37% 35%

Fair prices/ wages for farmersff 32% 34%

Protects and encourages
wildlife and biodiff versity 38% 33%

composting/recycling 31% 32%

Provides children with the best
building blocks for their futuff re 27% 29%

Pasture fedff 32% 29%

30% 28%

Restores soils for pff roductive
farms in the future 30% 26%

More resilient to factors
caused by climate change 20% 22%

Reduces atmospheric carbon/
mitigates climate change 21% 21%

2016

2014

0% 25% 50% 75% 100%

Australia’s Top 12 Perceived Benefits* of Organic Food

* Source: Australian Organic Market Report 2017

Top Perceived ‘Free From’ Benefits of Organic Food*

83%
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CRUELTY

FREE PERCEIVED 
BENEFITS

Chemical Free - Additive Free - Non GMO - Hormone and Antibiotic Free 
- Cruelty Free

Organic Dairy Market  Opportunity
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 Organic Dairy Products are the most frequently purchased organic 
food, according to a survey of Australian Shoppers

Source: Acosta 2017
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Natural/Organic Shoppers by channel and generation
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Organic Dairy Market  Opportunity

 

2016 2014 2012

61% 57% 60%
Moderating with more 

occasional buyers.

Supermarkets have highest 
share at 56% but down from 

63% in 2014; alternative outlets 
making sound share gains.

Penetration highest of all 
categories & increasing.

DAIRY
E.G. MILK,  YOGHURT, 

AND CREAM

47% 41% 34%
Solid uplift in 1-30 day 

frequency in 2016,
continuing positive trend.

Supermarkets dominant, other 
outlets showing marginal gains.Strong gains continue 

period on period.

USUAL PLACE OF 
PURCHASE

FREQUENCY OF 
PURCHASE

% ALL SHOPPERS WHO 
CLAIMED PURCHASE IN 
PREVIOUS 12 MONTHS

ORGANIC 
SECTOR

FRUIT AND 
VEGETABLES

There has been a significant increase in the % of all shoppers 
purchasing organic dairy products from 34% in 2012 to 47% in 2016

* Natural/Organic Shoppers by channel and generation Source: Acosta 2017



Australian Dairy Farms, the new fresh futureAustralian Dairy Farms
9

Organic Dairy Market Opportunity
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Sales Of Australian Organic Dairy - Retail Value 2011 - 2016

 

Source: Euromonitor

Organic Dairy Market in Australia is achieving scale and  is 
growing at an impressive rate of 16% per year



10

Australian Dairy Farms, the new fresh futureAustralian Dairy Farms

Organic Infant 
Formula Market

Australian Dairy Farms, the new fresh future
Australian Dairy Farms



Organic Infant Formula Market

• Entering the organic infant formula market with 
new company owned brands, and a vertically 
integrated AUSTRALIAN manufacturing facility using 
AUSTRALIAN milk from its own farms

• Vertical supply chain and control, with organic 
farms, processing and infant formula tinning in 
Western Victoria 

Opportunity

Australian Dairy Farms, the new fresh future
Australian Dairy Farms

11
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Organic Infant Formula Market

CEO Peter Skene states...

Opportunity

AHF will become a vertically intergated, producer  
of Organic Infant Baby Formula from  

100% Australian Organic Milk 

from  
Australian  

Milk
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A solid foundation for brand development, reach and consumer trust

• Organic certified by independent body.

• Sustainably - Lower food miles with fresh local milk vs imported 
skim milk powder and whole milk powder (which would be months 
old before making it to a tin).

• Sustainability – A farm ecosystem that is less reliant on 
chemical and non organic inputs.

• New modern world class local manufacturing facility to be 
located on AHF owned industrial land in close proximity to farms.

• Vertical integration - AHF owned Organic Farms and AHF owned 
processing means, supply chain and quality control.

• Extensive, existing AHF dairy industry experience from farmer to 
consumer.

% OF SHOPPERS  
CHECKING FOR 

CERTIFICATION LOGO

44% 2016%%

34% 2014%%
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Organic Infant Formula Market Forecast

•  The Australian and NZ sales of 
Organic Infant formula is expected 
to grow from USD $169 Mil in 2017 
to USD $400 Mil by 2023
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Australian and New Zealand Organic Infant Formula 
Market Value (2017-2023)

2017       2018       2019      2020       2021     2022       2023

Source: ‘Market Research Future’ - Global Organic Infant Formula Report

USD Mill
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Organic Baby Formula Market Sales

USD 1,000

800
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400

200

0

230

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

286

Global organic baby formula 
retail sales value (constant price)
in millions

Other

Earths Best

Bellamy’s

Abbott

Hipp

Organic 
proportion 
of total baby 
formula

Source: Ballamys FY17 AGM Presentation

1.1% 1.2% 1.1% 1.1% 1.1% 1.1% 1.4% 1.6% 1.7% 1.9%

291 307
355

414

576

697
758

850
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9%
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52%

57%

62%

52%
7%
8%

18%

22%

16%

6%

38%

50%

40%
40% 41% 42%

CAGR
5 year: 20%
10 year: 15%
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Supply 
chain key 
elements

Australian Dairy Farms, the new fresh future
Australian Dairy Farms
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Golden Triangle of the 
South West Victoria 
Dairy Region

AHF Farms

Vertical Integration

AHF Factories/plants

AHF Proposed Factory

Supply Chain Key Elements

•  Local milk vs long shelf life imports of skim and 
whole milk powders 

• Own manufacturing assets vs out-sourced 
manufacturing

• Wet blend/dryer and tinning co-located  vs dry 
blending and or tinning on a remote site 

Victorian South 
West Dairy 
Region
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Supply Chain Key Elements

AHF Dairy Parkland

•  Purchase completed

•  Town planning consultant engaged

• Preparation for prospective 
expansion with JV partners

• Securing future for the existing 
Camperdown factory



AHF’s Infant Formula  
Supply Chain Building Blocks

Farms and farm control 

Dairy manufacturing skills and 
experience

Dairy marketing skills and 
experience 

Dairy/food science 

Facility  
(AHF future development - page 18)

Location 

Australian Dairy Farms, the new fresh future
Australian Dairy Farms
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Supply Chain Building Blocks

Dairy

• Milk Powder

• Whey protein

• Lactose

Non Dairy

• Vegetable oils

• Minerals

• Vitamins

Wet  
Processing

• Evaporator

• Spray dryer

Dry
Processing

• Dry blending 
equipment

Distributions

• On-trade

• Off trade
Feedback 
mechanism

• Tin

• Plastic

• Cardboard carton

• Inbound logistics

• Outbound logistics

Quality check

Raw  
Ingredients

15-25%

Processing

25-50%

Packaging

50-65%

Transportation

65-75%

Distribution, 
Marketing & 

Sales

75-90%

Post Sales 
Services

90-100%

Source: MRFR Analysis, Organic Infant Formula producers, traders, primary interviews 

Contribute major value addition to overall price of the product

Value chain analysis of global organic infant formula market
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Supply Chain Building Blocks

Supply chain analysis of global organic infant formula market

PRODUCTION MARKETING AND DISTRIBUTION

End-users

• Mothers
• Doctors/Nurses
• Governmant agencies
• Other relatives

• Evaporator
• Spray dryer

• Dry blending 
equipment

Raw milk 
collection

Semi-finished 
product 
testing

Processing

Wet processing Wet processing

Packaging

Source: MRFR Analysis, Organic Infant Formula producers, traders, primary interviews 

Transport 
storage and 

trade

LabellingQuality check 
and Packaging

MarketingRaw material 
planning & 

Procurement

Supply Chain 
Processing
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Key market 
drivers

Australian Dairy Farms, the new fresh future
Australian Dairy Farms
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Market Drivers

DRIVERS OPPORTUNITIES
•  Increasing proportion of working 

women
•  Rising demand for organic infant 

formula
•  Strong performance of retail sector

•  R&D investments and new 
product developments

•  Premiumisation of infant formula 
brands

•  Key emerging market

Drivers of current and future growth
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Listed Infant formula Companies vs AHF

Bellamy’s 
Organic

2,198

8498

215

286

25

240

523

0.9

3.9

23.4

9.15X

16.2X

238X

73.3

1.07

ORGANIC BRANDED INFANT 
FORMULA

VERTICAL 
INTEGRATION

MARKET  
CAP

TURNOVER MARKET CAP/
TURNOVER

Wattle 
Health

Bub’s

AHF Today

A2

AHF will become a vertically intergated, producer  
of Organic Infant Baby Formula from  

100% Australian Organic Milk
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Further Details
For additional company information or media enquiry matters please contact:

Peter Skene
Group CEO/ Director
Australian Dairy Farms Limited 
Email: peterskene@adfl.com.au

About Australian Dairy Farms Group
Australian Dairy Farms Group (AHF) was Australia’s first ASX listed dairy farmer. Its initial focus 
was on aggregating high quality dairy farms in Victoria, initially in the South Western region 
with particular emphasis initially, on the famous Dairy Golden Triangle region of South West 
Victoria between Warrnambool and Colac south of the Princes Highway to the coast around Port 
Campbell.

In April 2016 the Group completed the acquisition of Camperdown Dairy Company Pty Ltd 
- ACN 140 640 606 (Camperdown Dairy) – see announcement on http://www.adfl.com.au/
announcements .

Camperdown Dairy is a wholly owned subsidiary of AHF. The Group is now a vertically integrated 
milk producer, processor and product distributor in Australia. Refer to the Group’s Strategy 
Overview release to market on 11 July 2017 for additional information about AHF’s immediate 
and longer term strategic planning. See the above link to ASX announcements or the Group’s 
website for a copy of the Group’s Strategy Overview.

Australian Dairy Farms Group is listed as a stapled security comprising one fully paid share 
in Australian Dairy Farms Limited (the Company) and one fully paid unit in Australian Dairy 
Farms Trust (the Trust). Within the structure, the Company is the operator and manager of the 
dairy farm properties, which are leased from the Trust as the registered owner.

Disclaimer – Forward Looking Statements
This announcement may include “forward looking statements” within the meaning of securities 
laws of applicable jurisdictions. These forward-looking statements are not historical facts but are 
based on AHF’s current expectation, estimates and projections about the industry, in which it 
operates, and beliefs and assumptions. Forward looking statements may include indications of, 
and guidance on, future earnings or distributions and financial position and performance and 
involve known and unknown risks, uncertainties and other factors, many of which are beyond the 
control of AHF, and its officers, employees, agents, or associates, that may cause actual results 
to differ materially from any projections and forward-looking statements and the assumptions 
on which those statements are based. Readers are cautioned not to place undue reliance on 
forward looking statements and AHF assumes no obligation to update such information.


