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 Global dairy market turns to a buyer’s market, and the market size of the East is still growing 

 
A “East-Oriented” dairy market 

 
Eastern market welcomes new dairy category, which paves the way for the fast 
development of ovine dairy industry 

 
Ovine dairy market rise in the East 

 
Explore the East market, striving for the industrialization and 
commercialization of ovine dairy  industry 

 
Work together toward East 
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Global dairy market turns to a buyer market, and the market size of the East is still 
growing 
 

 
A “East-Oriented” dairy market 
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Current Situation and prospect of bovine dairy market 

Ø  2015 4 1 30

 
     EU milk quota removal, supply surplus 

Ø 
30 /L  

      milk price falls 
 
Ø   

       market environment is challenging,            
development of bovine dairy market is 
limited. 
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40.65% 

71.6% 

 

75%  

8.6% 

 
China is still the biggest market for imported dairy products 
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Market demand in China remains positive 

Ø  Haze/
air pollution has brought profound impact and risk 
to China’s  economy and food safety 

Ø  Increased awareness of 
food safety and security; 

Ø  Imported 
food and functional dairy products are getting more 
and more preferred. 

Ø  5  
10% ; Compound annual growth rate of infant 
formula sales turnover in the last 5 years 
maintains at 10% 

Ø  20% 
    Loosening of one-child policy further provides 
demand 
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Eastern market welcomes new dairy category, which paves the way for the fast 
development of ovine dairy industry 
 

 
Ovine dairy market rise in the East 
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•    
•    

85%  10  

 
Chinese consumers favor safety dairy products, trust NZ origin 

       
     Know-how 

85%  
 

         
Resource Advantage 

       
     Safe Quality 

 
•   
•   
 

         
   Strict Supervision 
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Strong buying power for infant formula in China 

Ø 
Although China’s economy slows down, 
consumption power for infant formula is still 
strong. 

Ø  421/422 6 1 2
the 421/422 family 

structure;  

Ø  2015
3892 2 /3

Statistic shows average per month expenses for 
one child is 3892rmb, account for 2/3 of the 
average family earning per month. 
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Goat/Sheep infant formula gets popular in China 

Ø   
               

2013 29% 2014

36% premium 
segment of infant formula grows. 

Ø   

51%
High nutritional value 
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The outstanding nutritional value makes “Yang” Formula a promising future 

Ø    
 

Intolerance to cow’s milk and lactose is 
growing in Asia; 
 
Ø   
Goat/Sheep milk has much higher tolerance 
than cow’s milk 

3 50%
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Dairy market to be further diversified 

1200  
30  

5 120  
 

 
 

 
 

•  Infant formula market at a size of 120b;  
•  Yang formula has now a market size of 2b, and is expected to take 10% of the 120b in 5 years;  
•  Goat has seized a great part of it so far, and paved the way for her nicer-looking sister sheep; 
•  BUT it is  limited to the development of sheep milk resources. 
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Stock farming restructure is necessary 

Ø  environment 
pollution , water and land use problems of bovine dairy 

Ø  O v i n e d a i r y i s m o r e 
environmental friendly compared to bovine dairy; 

 
Ø 

From a long term perspective, the economic value and 
social value of ovine dairy will be much higher than that of the 
bovine dairy; 

Ø 
 NZ has its advantageous condition for the 

industrialization and commercialization of ovine dairy industry, 
and this will be a new business card for the whole NZ dairy 
industry. 
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Work together toward East 

 
Explore the East market, pushing forward the process of the 
industrialization and commercialization of ovine dairy  industry 
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Blue River, NZ ovine dairy brand player 

 
Blue River devotes to boost and develop the commercialization of ovine dairy. 
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Hand in hand, introducing NZ ovine dairy to the World 

 
To seek for government’s support to ovine dairy industry; 

 
To attract more and more farmer to farm dairy sheep; 

 
To work with R&D third parties, standardize sheep dairy product 
quality; 

 
To work with everyone, to endorse for NZ ovine dairy culture, build up 
cultural value  
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Hand in Hand, Striving for the Prosperity and 
Development of Ovine Dairy Industry! 




