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2017issue 7
The drive to realise Ireland’s Food Wise 2025 ambitions to increase food 
and drink export values by 85 per cent to €19 billion, continues. Ireland’s 
agri-food industry is moving forward with a keen focus on the targets set 
out in that strategy. In 2016, the industry delivered its seventh consecutive 
year of growth, delivering €11.15 billion in exports. The Brexit decision, 
halfway through the year, was a significant decision for Irelands as the UK is 
Ireland's largest food and drink export market. As such, it is estimated that 
export values were down by approximately €570 million in 2016. Its impact 
on the first full year of trade since then remains to be seen. 
Despite the uncertainty, one thing is certain, the Irish industry is pushing forward. 
Investment in the agri-food sector continues, strongly supported by Government 
and industry. This is evident in the announcement that a National Food Innovation 
Hub will be built at Teagasc Moorepark (see page 15 for more). 
The Irish dairy industry’s expansion in a post-quota environment has been 
described as ‘explosive’. Food Harvest 2020, the precursor to Food Wise 2025, 
suggested milk production would hit 7.5 billion litres per annum by 2020. That 
forecast is now regarded as outdated, with annual milk output set to exceed 7.5 
billion litres by the end of next year. That's a full 50 per cent increase on the five 
billion litres produced in 2015. Irish milk processors are supporting this growth 
with expansions to their own processing facilities.

Meanwhile, the Government, through the Department of Agriculture, Food and 
the Marine, along with Bord Bia (the Irish Food Board), continues to support 
the industry’s ambitions to broaden its export base. Most recently, the Minister 
for Agriculture, Food and the Marine, Michael Creed, led a trade mission to 
Japan and South Korea, with 40 industry participants (see page 35 for more). 
Agri-food is Ireland’s biggest indigenous industry and it is all hands to the wheel 
as it continues to push forward in its ambitions. 
As always,  will be on hand to keep you up to date on developments 
and news from Irish food and drink exporters. Why not join our mailing list and 
stay abreast of progress with our free, digital flipbook, available seven times a 
year? To receive your digital copy, email: sue@ifpmedia.com
As always, we hope you enjoy this edition of  and would like to wish 
our readers happy holidays and best wishes for 2018.

Editor
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Making a big splash
Ireland’s dairy industry is on 
track to exceed Food Harvest 
targets of 7.66 billion litres 
of milk by 2020. According 
to Eimear O'Donnell, sector 
manager dairy ingredients, Bord 
Bia, over 90 per cent of this dairy 
output is destined to become 
value-added dairy products and 
ingredients for export.

Irish dairy in numbers
Some highlights from Ireland's 
dairy industry.

Ireland at Fi Europe
This year, 11 Irish 
companies will exhibit at 
Food Ingredients Europe.

Milestone moment 
for Kerry
Kerry Group recently achieved 
a milestone in its sustainability 
efforts when it achieved 100 
per cent certification of its 
3,300 milk suppliers under 
the internationally-accredited, 
Sustainable Dairy Assurance 
Scheme. 

Teagasc’s National  
  Food Innovation Hub

Dr Mark Fenelon, head of Food Programme, 
Teagasc, Moorepark, Cork, discusses how the new 

Teagasc Food Innovation Hub development will 
connect industry with innovative food research.

News
• ‘Grab-and-go’ trend for healthier options continues 
• Safeguarding the food chain’s authenticity and integrity
• BIM launches new R&D fund
• Author Gunter Pauli to speak at Marketplace International
• ABP hosts sustainability best-practice event
• Ireland ranked 'most food secure'
• Green Isle strikes gold 
• Irish cheese awards celebrate excellence 

17
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38The 2017 Food and Drink Industry Awards
Bord Bia has announced the shortlist for its biennial Food and Drink Awards, which 

recognise excellence and celebrate success in Ireland’s largest indigenous industry. 

36
Trade mission goes east

Ireland’s Minister for Agriculture, 
Food and the Marine, Michael 

Creed, recently led a trade mission 
to Japan and South Korea. 

Representatives of Ireland’s agri-
food network – including Bord Bia, 

Teagasc and Enterprise Ireland 
– and 40 Irish food company 

delegates also participated.

R&D tax credit regime — the right 
ingredients for successful claims
Andrew O’Reilly, commercial manager, and Brian 
McDonnell, senior manager, Global Investment and 
Innovation Incentives, Deloitte (Gi3), outline the 
requirements of the R&D tax credit scheme, common 
pitfalls that face companies submitting claims and how 
they can overcome these issues.

3228

34

Green logistics
Kuehne + Nagel, one of the world's leading logistics providers, 
is teaming up with Irish food and drink producers to deliver 
sustainable logistics services. The company says this an 
important step in supporting Ireland’s national sustainability 
plans under Origin Green.

Targeting all life stages
 speaks to founders of Advanced Food Concepts, Paul 

Murphy and Sinead Lennon Murphy, who outline the potential for 
Irish, dairy-based nutritional products in international markets.

Green strategy’s 
grass roots
In tandem with increased outputs 
and expanding herds, Ireland’s 
ambition is to maintain its position 
as the most carbon-efficient dairy 
producer in Europe and to continue 
to drive improvements in on-farm 
sustainability.

Nurturing business growth
Irish dairy co-op, Dairygold, 
recently opened its new €86 
million nutritionals campus in 
Mallow, which it describes as an 
investment in the future of the 
co-op.
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‘Grab-and-go’ trend for 
healthier options continues 

N E WS

The two segments showing the biggest share gain are the hotel segment, 
accounting for 17 per cent of total foodservice consumer spending, and 
coffee shops and cafes, which now account for 6 per cent.
The report also found that technology is a foodservice-enabler and 
third-party delivery is causing some disruption and seeing strong growth, 
particularly in major urban centres, as a result of younger consumers and 
business travellers favouring convenience.
A focus on provenance was also evident, with new chains finding success in 
labelling menu items as ‘fresh’ and ‘local’, which are often associated with 
‘better for you’ items. 
Large foodservice brands and forecourt stations are aligning with the 
consumer demand for healthier options and so upgrades and investments 
continue, with a focus on fresh foods and made-to-order offers.

Pictured at Bord Bia's annual foodservice seminar in the 
Aviva Stadium, Dublin, are: Liam Cox, Regional Manager, 
Ireland, Deliveroo; Maureen Gahan, Food Service Specialist, 
Bord Bia; and Jack Kirwan, Founder, Sprout,

 IRISH FOODSERVICE INSIGHTS REPORT

Findings from Bord Bia’s (the Irish Food Board) 
2017 Irish Foodservice Channel Insights Report 
show that Ireland’s foodservice market continues 
to grow and is now valued at a record €7.8 billion. 
Comprising over 33,000 individual outlets, the 
foodservice market includes all food consumed out of 
home, incorporating restaurants, pubs, hotels, coffee 
shops, workplace catering, hospitals, education and 
vending. The report, which also tracks consumer 
behaviour and sentiment when eating away from 
home, highlights that takeaway, or grab-and-go, 
concepts are among the key drivers of foodservice 
growth and that healthier foods are trending and 
influencing menu ideation.



Growing the global 
success of the Irish 
dairy industry

Ornua – The Home of Irish Dairy, is Ireland’s largest exporter 
of Irish dairy products and proud owner of Kerrygold. It has 
sales and marketing teams working in markets across all four 
corners of the globe, proudly bringing the unique taste of 
grass-fed Irish dairy to the world.

ornua.com

Ornua 210x280.indd   1 14/11/2017   16:46
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A two-day international conference to share information and 
explore challenges facing the safety, integrity and authenticity of 
the global food supply chain was recently held in Dublin Castle. 
Over 300 delegates attended Safeguarding the Food Chain – 
Protecting Authenticity and Integrity, hosted by the Food Safety 
Authority of Ireland (FSAI) in partnership with safefood. National 
and international experts explained that combatting increasing 
levels of food fraud requires inter-agency collaboration and 
intelligence-led insights to protect the food chain and, ultimately, 
consumer interests and health. 
According to Dr Pamela Byrne, CEO, FSAI, Ireland has robust 
inspection and enforcement systems. She added that the industry 
must always be vigilant and enhance these systems to keep pace 
with new and emerging risks. “Now, more than ever, with the 
increasing globalisation of food, there is a need for increased 
focus on ensuring a secure, safe and authentic food supply chain 
as consumers have a right to expect the food they purchase is 
unadulterated, contains what is described on the label and, 

ultimately, is safe and trustworthy. Food fraud is committed when 
food is illegally placed on the market to deceive the customer as 
to its content or provenance for financial gain. The more we know 
about food crime, the motivation behind it and the potential threat 
it poses to our €26 billion food and drink manufacturing industry, 
the more we can develop expert and intelligence-based approaches 
to focus investigations on the highest risk areas. This has to be a 
strategic and a collaborative approach that doesn’t look at singular 
foods, but rather at the wider picture,” says Dr Byrne.
Ray Dolan, CEO, safefood, said: “As a north/south body, safefood 
is uniquely placed to collaborate with multiple stakeholders on 
the island to help share knowledge and enhance relationships 
to maintain consumer confidence in our food chain. With 
three out of four consumers concerned about food safety, our 
changing and challenging environment requires a response that 
is proactive yet practical. The recent Brexit vote also poses many 
wide-ranging issues for consumers when it comes to our food 
authenticity and traceability."

 FOOD SAFETY CONFERENCE

Safeguarding the food chain’s authenticity and integrity
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 SUSTAINABLE SOURCING

AUTHOR GUNTER PAULI TO SPEAK AT MARKETPLACE INTERNATIONAL
Plans for Bord Bia’s (the Irish Food Board) largest sustainable sourcing event, Marketplace International 2018, are well 
underway. More than 120 Irish food and drink exporters have already signed up to participate in what promises to be the 
largest Marketplace event to date, with in excess of 550 buyers expected to attend.
In preparation for the event, Origin Green verified members are aligning their sustainability messaging with the United 
Nation’s Sustainable Development Goals, which were adopted by world leaders in 2015 at an historic UN Summit. Over the 
next 15 years, with these new Goals that universally apply to all, countries will mobilise efforts to end all forms of poverty, fight 
inequalities and tackle climate change, while ensuring that no one is left behind. Origin Green members join in that effort.
Bord Bia is also delighted to confirm that invited speaker Gunter Pauli will address participants at Marketplace International. 
Pauli is the author of the renowned book, The Blue Economy, which was written with the dual objectives of stimulating 
entrepreneurship while setting up new and higher standards of sustainability.

Bord Iascaigh Mhara (BIM), Ireland’s 
Seafood Development Agency, has launched 
a new research and development (R&D) 
fund to support Irish companies to innovate 
in the seafood sector and help grow the 
€850 million industry in line with stated 
Government targets.
With sales valued at €555 million, representing 
5 per cent of total food and beverage exports, 
Ireland’s seafood sector has been earmarked 
by Government as a key area for growth and 
investment and already employs 11,000 people 
across full-time, part-time and seasonal roles.  

CEO of BIM Jim O’Toole said: “The Government’s 10-year vision for 
the agri-food industry set out in Food Wise 2025 has not only identified 
the wealth of opportunities for seafood producers but also the role that 
increased research, development and innovation can play in harnessing 
the export growth potential in this sector. By bringing value-added 
products to the consumer, we could grow the seafood sector and larger 
agri-food sector by 85 per cent.
“Through this new research and development scheme for seafood producers 
and our facilitation of access to research and development insights for 
seafood companies, BIM is addressing the gap between translating research 
into commercial products. We will continue to work closely with producers 
and SMEs to encourage innovation within the sector with the goal of further 
cementing Ireland’s position as a market leader in the global seafood sector.”

BIM launches new R&D fund
 INNOVATION SUPPORT

BIM chairman Kieran Calnan; Minister for Agriculture, Food 
and the Marine, Michael Creed; and BIM CEO, Jim O’Toole.



Visit Us at
Food Ingredients Europe 2017
28th – 30th November
Stand No. 08.0R7, Hall 8
Messe Frankfurt, Germany
Quality Ingredients from the Golden Valleys of Ireland

www.dairygold.ie
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ABP Food Group is a founding member of Origin Green. Earlier 
this year, the company became the first organisation globally to 
achieve Carbon Trust Triple Certification for the third time in a 
row. The Carbon Trust Standard is awarded to organisations 
that can demonstrate they are taking effective action to tackle 
their environmental impact, verifying reductions in carbon 
emissions, water use and waste output. It recognises good 
management and year-on-year improvements in sustainability 
performance.

 GLOBAL FOOD SECURITY INDEX RESULTS

IRELAND RANKED
'MOST FOOD SECURE'
Ireland has been ranked the most food secure nation 
in a survey by The Global Food Security Index, which 
was developed by the Economist Intelligence Unit and 
sponsored by DuPont. The survey considers three core 
pillars of food security — affordability, availability, 
and quality and safety — across 113 countries. 

Ireland, which came out on top overall, was in fifth 
place on affordability, second for availability and 
ninth for quality and safety. 

The index is described as a dynamic quantitative and 
qualitative benchmarking model, constructed from 
28 unique indicators, which provides an objective 
framework for evaluating food security across a wide 
range of countries worldwide. 

The 2017 report includes a new module – natural 
resources and resilience – in which Ireland was 
ranked sixteenth. The new module measures 
climate exposure and three natural assets – water, 
land and oceans.

ABP hosts sustainability 
best-practice event

BEST-PRACTICE SUSTAINABILTY SUMMIT

ABP Food Group recently hosted a best-practice Sustainability Summit for 
its beef and lamb processing sites. The aim of the event was to showcase 
and share examples of best practice and expertise from within the Group. 
All 120 attendees were encouraged to adopt innovations from other ABP 
locations across Ireland and the UK, and integrate these in their local site. 
The biennial event, which took place in Dublin, has played a key part in 
ABP reaching many of its 2020 targets ahead of time.
Commenting at the event, Dean Holroyd, ABP’s technical and 
sustainability director said: “This is an invaluable opportunity for 
the wider ABP team to share and learn. At the moment, hundreds of 
innovative sustainability initiatives are taking place across all of our sites 
in Ireland and the UK, so it is important that all ABP sites benefit from 
these. This event builds on the success of our 2015 event where 50 new 
sustainability projects were adopted and implemented, contributing 
significantly to progress against our 2020 targets.”

Pictured are ABP Food Group employees: Stuart Short; John 
Durkin; Tom Culhane; Dean Holroyd; Malcolm Watson; and 
Peter McMonagle.
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Green Isle Foods celebrated success at Anuga 2017, winning 
four gold medals in the Deutsche Landwirtschaftsgesellschaft 
(DLG) awards for its San Marco Garlic Bread, San Marco Sweet 
Chocolate Pizza, San Marco Gluten Free Margherita, and its San 
Marco Gluten Free Speciale, as well as a silver award for San 
Marco Gluten Free Vegetale. 
Commenting on the win, Robert Cooper, head of exports at 
Green Isle Foods stated: “The coveted gold and silver DLG 
awards are further proof of Green Isle Foods' unwavering 
commitment to excellence and we are delighted to win these 
prestigious awards in Germany.” 

The DLG leads quality assessment in Europe and is accredited 
in accordance with international norms. The DLG award-
winner label is only issued to foods that have been found worthy 
in sensory testing and that satisfy the DLG’s stringent quality 

criteria. These include careful selection of raw materials, as well 
as optimal processing and preparation. Only foods of above-
average quality receive the DLG awards in bronze, silver, or gold.

Robert said that the award was further evidence of Green 
Isle Foods’ commitment to excellence. “From new product 
development through to technical support, ingredient sourcing 
and manufacturing, we have achieved the highest accolades that 
the food industry demands and develop products our consumers 
savour and enjoy.”

San Marco pizza is Green Isle’s export pizza brand sold primarily in 
Europe. The frozen product pizza range traverses the pizza category 
winning DLG medals for a meal accompaniment with its garlic 
bread, innovative chocolate dessert pizza and in the health and 
wellness product category with its gluten-free and lactose-free range.

 ANUGA SUCCESS FOR GREEN ISLE

Green Isle strikes gold 
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Irish cheese 
awards celebrate 
excellence 

 IRISH CHEESE AWARDS

Presented by Cáis (the Association of Irish Farmhouse 
Cheesemakers), the prestigious, biennial Irish Cheese 
Awards recognise and celebrate the diverse range of Irish 
farmhouse cheeses produced in Ireland. The awards cover 
15 categories, with Mount Leinster Clothbound Coolattin 
Cheddar, made by Tom Burgess, named Supreme Champion. 
Four reserve champions were also named: Best Cow’s Milk 
Cheese – Mount Leinster Clothbound Coolattin Cheddar, 
made by Tom Burgess; Best Goat’s Milk Cheese – St Tola 
Ash Log, made by Inagh Farmhouse Cheese; Best Other 
Milk Cheese – Cashel Crozier Blue, by Cashel Farmhouse 
Cheesemakers; and Best in Retailer Class, Aldi Specially 
Selected Tipperary Blue, entered by Aldi Stores Ireland Ltd.
Head judge, Eddie O’Neill of Teagasc, said: “It was extremely 
difficult in certain categories to pick an outright winner as 
the standard was through the roof. We are all aware of the 
talent that exists all over Ireland within the food sector, but 
to see the extent of amazing produce that the numerous 
producers involved in this year’s awards are putting forward 
is both mind-blowing and hugely exciting. I think I echo the 
sentiment of my fellow judges when I say that I was proud to 
be a part of this year’s selection process.”

Tara McCarthy, CEO of Bord Bia (the Irish Food Board), 
commended the wealth of expertise and talent on display 
at the awards. “It instils great confidence in me regarding 
the future of Irish cheese. This country is up there with the 
best of them when it comes to the quality and reputation of 
the cheese we produce and to see our homegrown brands 
receive the recognition they deserve, not only here at home 
but also on an international level, is a very satisfying feeling.”

Tom Burgess, winner of the Supreme Champion Award for his 
Coolattin Cheddar ‘Mount Leinster Clothbound’ is presented 

with his award by Tara McCarthy of Bord Bia, at the Cáis Irish 
Cheese Awards 2017 in the Ballymaloe Grainstore. 

 IRISH TRADE MISSION TO SOUTH KOREA AND JAPAN

ORNUA LAUNCHES KERRYGOLD IN SOUTH KOREA 
Ornua has announced a major product expansion into 
South Korea with the launch of Kerrygold butter in 
the market. The product was launched by Minister for 
Agriculture, Food and the Marine, Michael Creed, during an 
Irish trade mission to South Korea and Japan. 
Welcoming the announcement, the Minister said: “I am 
delighted to see the continuing expansion of Irish dairy 
produce into the Asian market. The launch of Kerrygold 
in South Korea establishes another important route to 
market for Irish dairy. I have confidence that, in the near 
future, South Korea will become an important market for 
Kerrygold butter and cheese. As we prepare for a post-
Brexit environment, it is critical that we build these new 
markets for premium Irish dairy products.”
The announcement of Kerrygold’s entry into the South 
Korean market is the latest step in Ornua’s growth in Asia, 
a key market for Irish dairy. According to Ornua, Kerrygold 
dairy products, made from the milk of grass-fed cows, 
brings a unique new offering to South Korean consumers, 
who place a high value on the origin and quality of their 
food. Its dairy market is characterised by very high-
quality standards. 
Commenting on the launch John Jordan, CEO Ornua 
EMEA & Asia said: “Ornua’s entry into the South Korean 
market is an important milestone in the continuation 
of our expansion into the key Asian market. Opening 
new routes to market, such as South Korea, is a central 
pillar of Ornua’s strategy to develop Kerrygold from a 
butter brand into a €1 billion global dairy brand. Today’s 
announcement is also a key step in further diversifying our 
customer base, a particularly important consideration for 
Irish dairy farming in the current political environment.”
In recent years, Ornua has introduced products in China, 
Singapore and Malaysia. As milk deficit regions, these 
countries offer significant potential as a route to market 
for Irish dairy exports. 
Kerrygold reported record annual retail sales of €900 
million in 2016.  Also, last year Ornua successfully 
launched Kerrygold yogurts in Germany, Kerrygold 
spreadable in the UK and the continued roll-out of 
Kerrygold Irish cream liqueur across Europe and the 
US. All of this is part of Ornua’s ambition is to transition 
Kerrygold from being a world-class butter brand to an 
instantly-recognisable €1 billion global dairy brand. 

Pictured are: Vincent Tong, Ornua; Minister for Agriculture, Food 
and the Marine, Michael Creed; Sean Ryan, Ornua; and, Tara 
McCarthy, CEO, Bord Bia.
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The purpose of the National Food 
Innovation Hub, which is being built 
on Teagasc’s Moorepark campus in 
Fermoy, Co. Cork, is to create a unique 
environment for food companies to 
enhance their research and innovation 
capacity. 
“This new, world-class facility will allow 
companies to rent high-quality laboratories 
and locate their own research and 
development (R&D) teams at Moorepark,” 

says Mark. “These teams will also have the 
opportunity to collaborate with Teagasc 
researchers and use the high-tech Moorepark 
Technology Limited (MTL) pilot plant. 
This is the unique selling point of this Food 
Innovation Hub. It will allow companies to 
innovate within a changing global market 
place, e.g., in response to the challenges and 
opportunities presented by Brexit, and it is 
an opportunity to connect in a like-minded, 
innovative environment.” 

Food research capability 
The Teagasc Food Research Programme is 
internationally recognised, and spans the
entire food chain, from farm production to 
food processing and innovation. It focuses 
on research of relevance to industry and its 
success is built on its expertise, capacity and 
research infrastructure. The Food Research 
Programme is populated with award-winning 
scientists, and is actively involved in the 
development of future research leaders. 

Teagasc’s National

Mark Fenelon, head of 
Teagasc's Food Programme 

at Moorepark, Cork, tells 
 how the new 

Teagasc Food Innovation 
Hub development will 
connect industry with 

innovative food research

Food
Innovation

Hub
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“The Food Innovation Hub will go hand-
in-hand with the current Food Research 
Programme and the specialised facilities will 
be accessible for use by those working in the 
Hub.” This includes access to the Teagasc 
DNA Sequencing Centre; the National Food 
Imaging Centre; the Flavour Chemistry 
Facility; the Bioactive Protein Discovery Unit; 
and the Bio-Functional Food Engineering 
Facility, to name a few. 
“The Food Innovation Hub will be constructed 
directly next to the MTL pre-commercial pilot-
plant facility, which is currently undergoing 
a €10 million expansion, so direct company 
access will be available at all times. The 
investment in the MTL’s infrastructure, 
equipment and technology will maintain it 
as a driving force in dairy innovation and will 
enable good manufacturing practices. The 
Teagasc Animal and Grassland, Research 
and Innovation Programme is also located 
on the same campus as the Food Research 
programme, which provides a research 
continuum 'from cow to consumer’. The 
pipeline of scientific outputs emanating from 
the Teagasc Food Research Programme 
is the driver for science-based innovations 
and solutions for national and international 
food companies. Success results from the 
extensive expertise resident within the Food 
Programme, in both dairy and non-dairy 
disciplines.”

Hub industry units
According to Mark, the Food Innovation 
Hub’s industry units will contain private, 
secure, dedicated offices, laboratories and 
temperature-controlled storage space, which 
companies can rent to locate their R&D staff 
onsite to carry out company-specific research. 
The Hub will also include a boardroom 
and training centre and full information 
and communications technology (ICT) 
infrastructure and support will be in place. 
It will be fronted by a large reception, and a 
large, modern canteen facility will be available 
to provide all catering requirements for staff 
and events.

Local, national and 
international links

“The Food Research Programme links to all 
national universities and many colleges in 
Ireland, primarily through the Teagasc Walsh 
Fellowship scheme, where PhD students 
undertake applied and fundamental research 
in Teagasc and are registered with the 
relevant university/college,” Mark continues. 
“Links are not simply national; we have 
connections far and wide, which include both 
industry and academic links in addition to 
direct links to a laboratory in China for cross-
cultural scientific studies.” The programme 
also links with many State agencies including 
Bord Bia (the Irish Food Board) and the Food 
Safety Authority of Ireland (FSAI), in addition 
to the National Dairy Council (NDC).
“Opportunities arise annually for recruitment 
of new postgraduate students, many 
connected to specific industry-related projects, 
funded either externally (through funding 
agencies or companies), or internally (funded 
by Teagasc). Teagasc and University College 
Cork (UCC) have formed a strategic alliance 

in food research to build greater scientific 
critical mass to enhance the efficiency and 
effectiveness of the two organisations in 
underpinning innovation in the food industry. 
This alliance delivers scientific expertise and 
support to industry in the areas of: food and 
health; food science and technology; and food 
and the consumer.”
The Food Research Programme also 
participates in a number of national, industry-
led virtual centres (such as Food for Health 
Ireland, the Dairy Processing Technology 
Centre and Meat Technology Ireland), and is 
a key part of the Science Foundation Ireland-
funded APC Microbiome Institute. 
Mark summarises: "These links and 
our highly qualified staff, along with our 
extensive facilities, make Moorepark an 
ideal location for the Food Innovation Hub. 
Renting a unit in the Hub will provide 
companies with an opportunity to leverage 
these world-class resources to enhance their 
own research and innovation programmes, 
and I look forward to liaising with new 
companies to discuss the Hub experience.”
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Making
a big
splash

Over 85 per cent of Irish dairy output 
is exported to approximately 155 
markets worldwide. In 2016, these 
exports were valued at over €3.38 
billion, an increase of more than 
2 per cent on the previous year. 
Ireland’s top five markets (in 
value terms) are the UK, China, 
Netherlands, Germany and the 
US. International markets are 
increasingly important for Irish 
dairy outputs, with exports 
valued at approximately €1.66 
billion or 49 per cent of dairy 
exports. “The footprint for 
Irish dairy continues to grow 
which is testament to the 
excellent product quality, 
commitment to sustainable 
production practices, 
and diversity in a range 
of products offered along 
with the ability to service 
customer needs in the dairy 
ingredients sector globally.” 

Sustainably focused
The European Commission’s 
Joint Research Centre verified that 
Irish milk is the joint-most carbon 
efficient in Europe. “As an island on 
the western edge of Europe, Ireland 
has many natural advantages for 
sustainable dairying – a temperate 
climate, plentiful rainfall and rich, 
deep soils. Our average herd size, 
is smaller than most other major 

dairy regions, and our family-farm 
tradition makes the highest production 
standards a matter of deep, personal 
pride for Irish farmers.” 
Irish dairy farming is based on an 
outdoor grazing, seasonal, extensive 
system of milk production. Over 80 
per cent of Irish farmland is grassland, 
double the European average That, 
combined with the longest growing 
season in the northern hemisphere, 
means that Irish cows can graze 
outdoors for up to 300 days per year. 
“As a result of this grass asset, our 
dairy production system is principally 
a seasonal, spring-calving system that 
maximises the use of grazed grass in the 
diet, following the grass-growth curve. It is 
the most natural way of producing dairy.”
All of this is supported through the 
Sustainable Dairy Assurance Scheme 

(SDAS), which is now being implemented 
among Ireland’s 18,000 dairy farmers under 

the national sustainability programme, 
Origin Green. Its primary objectives are: 

to demonstrate to customers of Irish dairy 
products that milk is produced sustainably 
under an accredited scheme; to provide 
a uniform mechanism for recording and 
monitoring; and to set out the criteria for 
best practice in Irish dairy farming.  
“This is the first national dairy scheme of 
its type anywhere in the world – a rigorous, 
independently-verified and internationally-
accredited programme that not only sets 
out the requirements for best practice 
in Irish dairy farms but provides a 
means of measuring and improving 
the performance of every participating 
farmer. This scheme was launched 
in December 2013, and over 90 per 
cent of Irish dairy farms are now 
participating. We have a target to 
achieve 100 per cent participation, 
which will be delivered in 2018.”

With Irish dairy farmers producing in excess of 6.6 billion litres of 
milk in 2016, Ireland’s dairy industry is on track to exceed Food 

Harvest targets of 7.66 billion litres by 2020. According to Eimear 
O'Donnell, sector manager dairy ingredients, Bord Bia (the Irish 
Food Board), over 85 per cent of this dairy output is destined to 
become value-added dairy products and ingredients for export
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Reputable source 
Eimear says Ireland’s reputation 
for producing high-quality dairy 
ingredients from a family-farm, grass-
based, extensive production system 
has secured interest from three of the 
top international infant milk formula 
(IMF) brands: Danone, Nestlé, and 
Abbott, which have their own Irish 
processing facilities. “Servicing the 
IMF sector requires the highest and 
strictest hygiene standards, both at 
farm level and primary processor level, 
along with a commitment to producing 
a natural and sustainable product. 
Our international partners recognise 
Ireland’s commitment in this area and 
have made significant investment in 
processing and brands from Ireland. It 
is envisaged that production will grow in 
line with market demand.”  

Diverse product solutions
While Ireland produces approximately 
10 per cent of globally traded IMF, Irish 
dairy ingredients can also be found in 
a wide and diverse range of products, 
including retail milk drinks, cheese and 
butter, adult solutions, clinical solutions, 
processed and analogue cheese, yoghurt, 
bakery, confectionery and ice-cream, 
prepared meals, pizza, savoury bake, 
soups and sauces. “Customers of Irish 
dairy ingredients vary depending on the 
product type or ingredient application, 
eg., a multinational infant formula brand 
in China, a retailer in the US selling 
butter or cheese, a distributor in Africa 
selling whole-milk powder.”  

Consumer-led 
innovation

Innovation, Eimear says, is central 
to the long-term success of the 
sector and developing products 
that meet specific consumer 
needs provide the most 
opportunity. “The world we 
live in continues to change. 
We see, from the ongoing 
insight work we carry out in 
Bord Bia’s Thinking House, 
that market trends impact 
the way consumers shop and 
how they seek out food and 
drink products to address 

a number of lifestyle challenges from 
health and wellbeing, to natural and 
traditional, to value, where consumers 
want exceptional functional performance 
from products and services. Certainly, 
opportunities lie in innovative products 
that are grounded in consumer and 
market insight.”

Experienced export 
partner

Ireland was ranked the fourth-best 
country in the world to do business with 
in 2016 in Forbes’ annual rankings and, 
with seven consecutive years of export 
growth, Ireland has demonstrated 
its ability to compete in international 
food and drink markets. Continued 
investment and a commitment to 
innovation and sustainability are some 
of the defining attributes of Ireland’s 
dairy industry, according to Eimear. 
“Irish food and drink companies have 
invested in plant and production 
facilities, which is generating 
new capabilities and increased 
competitiveness.
"Research and development are a 
vital components of an innovative 
food sector and Ireland has a wealth 
of technical and commercially-
led support structures for 

manufacturers. With export 
markets forming a critical 
part of industry strategy, 
Irish companies are highly 
focused on developing new 
markets. Membership of Bord 
Bia’s Origin Green programme 
also provides the opportunity 
to strongly differentiate through 
sustainability messaging.”
Furthermore, Eimear points 
to Ireland’s long-standing and 
extensive export experience as 
an advantage in international 
markets. “While 37 per cent of 
Ireland’s €11 billion food and 
drink exports are destined for the 
UK market, Europe accounts for 
32 per cent and 31 per cent is 
supplied to the rest of world. As 
international markets have grown 
in value and importance in the 
past number of years, logistics 
and supply-chain management 
models have become increasingly 
sophisticated to service 
our international customer 
base. Whatever your requirement 
is, Irish suppliers can deliver 
effective and robust supply-chain 
solutions.”
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Since European-wide dairy quotas were abolished in March 2015, there has been an 
explosion of dairy production in Ireland. Here are some of the highlights from the industry
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This year, 11 Irish companies will exhibit at Food Ingredients Europe (Fi Europe), including seven 
verified Origin Green members. Six companies will be exhibiting on the Bord Bia (the Irish Food 

Board) stand (No: 08.0K21). “This show is hugely important for the ingredients sector,” says Eimear 
O'Donnell, sector manager dairy ingredients, Bord Bia. “Trade fairs, in general, are an essential part 

of new business lead-generation for Irish companies and, given the uniqueness of this show’s offer, 
it is a must-attend for many companies in the ingredients sector. This fair provides the opportunity 

to showcase new and exciting products, identify new opportunities and trends, meet new leads and, 
importantly, meet with current customers all under the one roof over three days.”  

Atlantia Food Clinical Trials Ltd 
Atlantia Food Clinical Trials is a dynamic company providing clinical studies expertise for the food, 

beverage and supplements sector. It delivers comprehensive end-to-end solutions for human 
intervention studies in functional ingredients in foods and beverages, nutraceuticals, medical foods, 
dietary supplements and infant formula. The Atlantia headquarters also provides extensive clinical 

trials, with nine clinic rooms, offices, phlebotomy rooms, interview rooms and a central lab. It has two 
clinic sites in Cork. Its acute facility can run short feed trials and collect volunteers' blood, 

saliva or urine samples for parameter analysis. Its new facility has phlebotomy, 
interview, food preparation, serving and relaxation areas, as well as offices, 

storage and a small laboratory. Atlantia works with leading European 
scientists across various partner institutions and provides clients with 

a range of options based on their needs. It manages all aspects of 
trials from protocol design through to recruitment, execution, data 

analysis and report/dossier preparation. It can also provide the 
specific elements of a trial. Atlantia has a highly flexible structure, 

with capabilities across the spectrum of functional food and 
beverage categories, such as dairy, probiotics, proteins, infant-

specific foods, vitamins/minerals and medical foods.

ALLINALL INGREDIENTS LTD 
AllinAll Ingredients Ltd is a Dublin-based company that provides 
a wide range of dry ingredients solutions for the processed-food 
industry in Ireland, the UK, Europe and the Middle East, with 
plans to expand to more markets in the future. Its product 
range includes: meat glazes; marinades; seasonings; sauce 
mixes; batters; coatings; brines; functional cures; and 
toppings and moisture-management systems, for 
both processed and baked foods. AllinAll operates 
to BRC (A-grade) quality standards, and offers 
products that can be formulated for, or by, 
the customer to meet exact specifications, 
and to suit different market conditions, 
different logistical demands, shelf life, 
texture etc. AllinAll can provide 
functional ingredients for 
processed foods that are 
clean-label, i.e. e-number 
free. AllinAll says it is 
openly looking for 
new distributors.



23ISSUE 7 2017

FO C U Swww.irishfoodmagazine.com     @IrishFoodMag

Carbery
Carbery is a leading global manufacturer of specialty and nutritional 

dairy ingredients, as well as flavours and cheeses. For over 50 years, it has brought 
innovative and high-quality foods and ingredients to the market; creating great-

tasting, healthy food experiences enjoyed by people everywhere. Carbery is owned 
by four Irish dairy co-operatives and their farmers and employs over 600 people at 

technical, commercial and manufacturing sites across the globe. Carbery’s nutrition 
business pioneers, manufactures and markets a comprehensive range of advanced 

whey proteins. Although primarily destined for use in infant, performance, and clinical 
nutrition, these proteins are also suitable for protein supplementation in mainstream 

foods and beverages. Carbery is dedicated to advancing scientific research and 
innovation, in conjunction with key institutes and universities, enabling the delivery of 

products with real consumer benefits to the marketplace.

C.P. INGREDIENTS
C.P. Ingredients has over 30 years’ 

experience supplying dairy ingredients to 
global markets. Its knowledge of the global 
dairy markets, combined with an esteemed 

research and development team, puts the 
company at the forefront of product innovation and 

supply. C.P. Ingredients is a supplier of milk powders, milk 
proteins, whey proteins, yoghurt powders, cream powders 

and a range of organic powders. Its subsidiary company, 
Real Ingredients, manufactures and supplies cream cheese, 

Cheddar slices for burgers, mozzarella, Gouda, Emmental and Edam. 
The company’s flavour house, Flaverco, has an extensive library that 

includes: sweet; savoury; fruit; herb and spice; plant extract; nut; meat; 
fish; and alcoholic-style flavours. The R&D-focused company collaborates 

with customers to provide products that reduce their processing time, storage 
and transport costs. The company’s excellent network of forwarders enables 

it to seamlessly coordinate any customer request. C.P. Ingredients Ltd is 
continually working on developing innovative ingredients in order to meet its 

customers’ current and future needs.

CONNEMARA
INGREDIENTS
Situated on the Atlantic 
coast in one of the world’s 
most un-spoilt and cleanest 
natural environments off the 
west of Ireland, Connemara 
Ingredients is a business-
to-business supplier of 
natural marine ingredients 
to functional ingredient and 
nutraceutical manufacturers. 
Decades of expertise give 
Connemara Ingredients 
a unique understanding 
of the marine, the natural 
environment and the balance 
between harnessing seafood 
and seaweeds from the sea, 
ensuring traceability from 
source. It is committed to 
maintaining the highest food 
safety and quality standards 
including organic certification 
and maintaining a strong 
position on key sustainability 
issues. At Connemara 
Ingredients, research and 
development is part of the 
company DNA. It firmly 
believes that the interface 
between science, technology 
and the development of 
commercial innovation, and 
aligning that innovation with 
its partners, is exciting and 
leads to mutual growth. Its 
goal is to deliver smarter 
ingredient solutions including 
its new Aquafucus and 
next-generation marine 
components for the health 
and wellness markets. It is 
concentrating on the delivery 
of high-quality, science-based 
innovations, applications 
know-how, and service 
excellence to generate its 
products with unique selling 
propositions for its customers.
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Kerry
Kerry is a world leader in taste and nutrition serving the 
food, beverage and pharmaceutical industries, and a 
leading supplier of added-value brands and customer-
branded foods in Europe. Founded in 1972, the company 
has developed organically and by acquisition, and employs 
over 24,000 people throughout its manufacturing, sales, 
technology and application centres across Europe, North America, 
South America, Australia, New Zealand and Asian markets. The company 
supplies its products to more than 140 countries worldwide, and has a current 
market capitalisation in excess of €15 billion on the Dublin and London stock 
markets. Kerry’s taste and nutrition division provides the largest, most innovative 
portfolio of taste and nutrition technologies and systems, and functional ingredients 
and actives for the global food, beverage and pharmaceutical markets.

Marigot Ltd
Established in 1992, Marigot Ltd is a provider 
of bioactive marine ingredients. Its range of 
marine-derived minerals includes Aquamin and 
Aquamin Mg. Aquamin is derived from one unique raw 
material, the red algae Lithothamnion species. Aquamin 
is an all-natural, allergen-free material, which includes 
calcium, magnesium and 72 trace-minerals, and can be easily 
used in food, drinks, and dietary supplements where it is proven 
to positively impact bone, joint and digestive health. Marigot has 
researched the material extensively through independent clinical trials 
which are published in international peer-reviewed journals. Aquamin Mg 
is an excellent source of magnesium, which is derived from the clean ocean 
waters around the Irish coast. The company has several manufacturing facilities, 
with a growing international network of exclusive distribution partners serving the 
needs of local markets. Marigot ensures that the sustainability of its raw material is at 
the forefront of its activities, harvesting only mature forms, calcified seaweed, and leaving 
‘live’, young seaweed untouched. Consumer interest in the product continues to grow, widening 
the knowledge base for marine-minerals in nutritional applications. The company has developed 
its own consumer product offering, marketed as Osean 74.

DAIRYGOLD 
FOOD
INGREDIENTS 
Dairygold Food Ingredients,  
a division of Dairygold Co-Operative 
Society, is located in the heart of the 
Golden Valleys in the south of Ireland. 
Its award-winning milk powders and 
cheese products are manufactured 
from milk, sourced from its own 
milk-supplier shareholders located 
across the region where expertise 
in milk production has been 
growing sustainably for the past 
150 years. Dairygold’s vision is to be 
a leading global, farmer-owned 
co-operative supplying industry  –
leading nutritional products from its 
manufacturing facilities, including 
the recently launched Nutritionals 
Campus in Mallow, Co. Cork. With 100 
per cent commitment to sustainable 
growth on farm, Dairygold’s 2025 
strategy will see ongoing investment 
to support the increased demand for 
dairy nutritional products with focus 
on dairy-deficit regions.
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Nutrition Supplies and Services
Nutrition Supplies and Services (NSS), located in Cork, has manufactured precision 
nutritional premixes for 40 years. Its focus is on the nutritional functionality of products 
and its premixes include vitamins, minerals, nucleotides, and amino acids. Customers 
are predominantly manufacturers of infant milk formula (IMF), and life-stage nutrition 
products. NSS premixes are sold to leading global IMF manufacturers, giving NSS premixes 
significant global reach. Now, as part of a €3 million expansion, supported by Enterprise 
Ireland, the company is expanding and extending its global footprint through direct export. 
The company's investment at its facility includes the establishment of an R&D centre of 
excellence that will deliver innovative cutting-edge technical support and service to its 
strategic partners. NSS now employ 20 people, including 11 technical personnel.

This is 
Seaweed

This is Seaweed’s high-
quality seaweed products 

are harvested by hand and 
dried under strictly controlled 

conditions. The driers never exceed 
40˚C to protect the healthy enzymes 

and vitamins of the seaweed. The This 
is Seaweed collection consists of dulse, 

carrageen, sea spaghetti, and kelp, among 
others. The company says the range is an 

excellent source of vitamins B6 and B12; omega 
3 and 6 and, also, rich in magnesium, calcium 

and iron. According to This is Seaweed, the 
unique combinations of vitamins and minerals 

in each seaweed in the range make them 
‘superfoods’. This is Seaweed will be launching 

its range of nutraceutical blends of seaweed 
at Fi Europe. The blends provide solutions for 

functional food producers. The range of blends 
will be offered in a dry, milled format and, also, 
in liquid-extract format. The company says the 

global fair is the perfect platform to bring these 
novel products to the market.

ORNUA
Ornua is an agri-food commercial co-
operative that markets and sells dairy 
products on behalf of its members – Ireland's 
dairy processors – and, in turn, the Irish dairy 
farmer. Headquartered in Dublin, Ornua is 
Ireland’s largest exporter of Irish dairy products, 
exporting to c.110 countries worldwide. It 
operates from 20 business units and has sales 
and marketing teams working in-market 
across all four corners of the globe; from Algiers 
to Beijing, Lagos to LA. Ornua’s business 
comprises two divisions: Ornua Foods and 
Ornua Ingredients. Ornua Foods is responsible 
for the international marketing and sales of 
Ornua’s consumer brands, including Kerrygold, 
Dubliner, Pilgrims Choice, Shannongold, Forto 
and Beo milk powder brands. Markets are 
served by plants and in-market sales and 
marketing teams in Ireland, the UK, Germany, 
the rest of Europe, the US, Africa, the Middle 
East and Asia. Ornua Ingredients is responsible 
for the procurement of Irish and non-Irish dairy 
products and for the sale of dairy ingredients 
to food manufacturers and foodservice 
customers. Ornua Ingredients is supported by 
plants in Saudi Arabia, Spain, the UK, the US, 
and by in-market teams in the Middle East 
and Africa region.
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As a founder member of Origin 
Green – the world’s first national food-
sustainability programme – Kerry 
Group has been driving sustainability 
improvement at processing level for 
several years. Pat Murphy, general 
manager of Kerry agri-business, explains 
that there was an ambition to develop 
a sustainability standard at farm level, 
which would verify the sustainability of 
its primary ingredients. “In collaboration 
with Bord Bia (the Irish Food Board), 
Kerry and other big processors got 
involved at the start to see if they could 
come up with a standardised accredited 
programme that would cover both the 
dairy and beef industry in Ireland which 
would demonstrate the sustainability of 
our grass-fed production systems and 
sustainable farming practices,” says Pat.

Best practice 
In 2013, Bord Bia launched the SDAS, 
which was developed in conjunction with 
key stakeholders. In 2017, Kerry became 
the first major milk processor to achieve 
complete certification under SDAS across 
its entire Irish milk pool.
Achieving 100 per cent certification is a 

significant milestone for the business, says 
Pat. He explains that demand was growing 
from Kerry’s extensive international customer 
base for sustainably-produced products and 
it was important for the business to deliver 
improvements from the ground up. “For us, 
sustainability means that, from a farming 
perspective, farmers use best practice and 
maximise their cows’ grass intake across the 
year.” That means longer grazing periods, with 
cows put out to pasture earlier and coming in 
later. “It also requires farmers to look at their 
energy and water use on farm. For example, 
you can cool milk very efficiently using, what 
we call, plate heat exchangers.”

Getting audit read
Kerry’s agri-business division worked closely 
with its 3,300 suppliers to bring them all 
up to speed on the SDAS, its criteria and 
the auditing process. Jack Donovan, Kerry 
agri-business SDAS adviser, was very much 
involved in this process. “I was given a base of 
about 1,600 farmers in Limerick. I called out 
and talked to the farmer and worked through a 
pre-audit.” Jack explains that this looked at all 
170 requirements under the audit, including 
all farm documentation – incorporating 
registration of animals, animal remedies, and 
health and safety – milk-parlour cleanliness, 

animal welfare, farm facilities – including slurry 
storage, cubicles for animals, calving sheds, 
and gates – and quality, which measured 
somatic cell count (SCC) and total bacteria 
count (TBC) to ensure it is up to standard.”

Quality improvements
John Noonan, quality manager, Kerry Group, 
says there have been important wins through 
the SDAS in terms of quality. “We have 75 per 
cent of our total milk supply under 200,000 
SCC and I would say about 40 per cent of 
that is under 100,000 SCC, so there is no 
doubt that the quality of milk coming in for 
processing has improved significantly during 
that three-year period. That has been a big 
bonus.”

Farmer participation
John McNamara is one of Kerry’s suppliers 
who participated under the SDAS. John and 
his wife, Olive, run a 60-hectare (ha) milking 
block, with 230 cows, supported on an 34ha 
outside block. The farm has been in John’s 
family for generations and he hopes to hand 
it down to one of his four children when 
the time comes. “I am the fourth-generation 
McNamara to farm this land. The farm 
transferred to me from my dad when I was 19 
years of age and it gave me a huge opportunity 

Kerry Group recently achieved a milestone in its sustainability efforts when it achieved 100 per cent 
certification of its 3,300 milk suppliers under the internationally-accredited Sustainable Dairy 

Assurance Scheme (SDAS). The first national programme of its kind, SDAS is a comprehensive quality 
and sustainability programme that independently audits performance at farm level every 18 months

Milestone moment for Kerry
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at that time to put my own ideas and stamp 
on it. Not every young person will get that 
opportunity and I will always be indebted to 
my own father for that. I have four children 
under 12 and they are all involved on the farm. 
You are always watching health and safety 
but it’s nice to see and encourage them be 
involved; this is why the word 'sustainable' 
means so much to me.”

Keeping things simple 
For John, the secret to successful sustainable 
farming is keeping things simple, and soil 
management is an important part of that. John 
says research by Teagasc on grass varieties 
contributes a lot to this work. “We have 
immensely improved our grass management 
and grass growing. That has allowed us to 
expand cow numbers. By keeping it simple 
and efficient, we have almost every paddock 
grown to 16 tonnes (t) of dry matter (DM)/
ha, which is a big improvement compared to 
two years ago when they were 10-12t DM/ha. 
"There is also greater consistency, almost all 
are up at 16t DM/ha whereas, before, we had 
paddocks that were delivering 7-8t DM/ha. We 
really have that range down to very little.”
John is also careful to choose the best seeds 
for his soil and his animals. This has led 
to him using more clover on his pastures. 
“Clover is a very palatable feed for cows, it 
also fixes its own nitrogen. So, for me, it is 
delivering far superior solids and proteins in 
the milk because the cows like it and it grows 
well on the type of soil that we have.
“We soil sample regularly to make sure there 
is no waste. This all ties into SDAS. We have 
a pH for every field to determine if it needs 
lime and our phosphorous and potassium 

levels are up to scratch. We also manage our 
nitrogen, which is important for grass growth. 
We map everything to know exactly what is 
in each paddock. This means we don’t waste 
anything and only buy what we need.” 

Breeding benefits
Beyond grass management, John also 
monitors his energy and water use, and is 
actively working to improve the economic 
breeding index (EBI) on his farm, as Pat 
explains: “We want to encourage farmers 
to produce as much solids in their milk as 
possible. We work with a local artificial 
insemination (AI) company called Munster AI 
to support our farmers to select the best dairy 
bulls, which will give the best dairy results.” 
This has benefits for the farmer and the 
processor with higher milk solids delivering 
better returns for the farmer.  

Continuous improvement
With that in mind, Kerry Group has a 
programme in place for 2018 that will address 
antimicrobial resistance. “We are doing a pilot 
on selective dry-cow therapy to reduce the use of 
antibiotics on farm. That’s not necessarily part of 
SDAS, but it is aligned to it,” says Pat. 
He commends the commitment of Kerry 
Group’s suppliers to the sustainability agenda. 
“Our farmers are working with us in a very 
cooperative way to make sure we stay ahead 
of the game, whether that’s antimicrobial 
resistance, animal welfare, or greenhouse gas 
emissions. They are willing to look at what they 
can do next year to improve on last year.”
John Noonan says SDAS will continue to drive 
quality in a positive manner across all suppliers. 
“It is going to deliver constant improvement, 
because that is what the processing industry 
requires and what the end user expects.”
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With these concurrent goals set, Bord Bia 
(the Irish Food Board) established the 
world’s first Sustainable Dairy Assurance 
Scheme (SDAS) under its national 
sustainability programme, Origin Green. 
Four years on, almost 90 per cent of 
Ireland’s dairy farmers are certified under 
the programme and work continues to 
deliver 100 per cent certification. 

On-farm audits
The programme was the first Quality 
Assurance programme designed by Bord 
Bia with sustainability built in from the 
beginning. Following the roll-out of the 
SDAS, Bord Bia retrofitted its existing beef 
and lamb Quality Assurance schemes with a 
sustainability pillar and is doing likewise with 
its other Quality Assurance schemes. 
There are 170 requirements in the scheme, 
explains Michael Houlihan, sector manager, 
dairy, Quality Assurance Department, Bord 
Bia. “There are two core elements of the 
dairy scheme, one is quality assurance and 
the other is sustainability.” 
The Quality Assurance audits include reviews 
of hygiene, traceability of animals, traceability 
of feedstuff, medicine purchasing and 
administration, animal welfare and farm safety. 

“All the relevant dairy-hygiene legislation that 
exists falls under the scope of the audit.
“When we go into the dairy and parlour, we 
talk to the farmer about what controls are in 
place in relation to cows that might be on a 
course of antibiotic treatment, the washing 
procedures and routines, and the source of the 
water that’s used." The audit also covers issues 
of biosecurity and animal health and welfare.
The sustainability survey covers topics 
such as water or energy use in the parlour, 
biodiversity, fertiliser use, and type and 
volume of feed used in the parlour.
Michael says the audits are a way to capture 
what’s happening on farms and highlight to 
farmers where improvements can be made. 

Measuring the carbon footprint
Bord Bia is also using a technology developed 
in conjunction with Teagasc – Ireland’s semi-
State authority responsible for research and 
development, training and advisory services 
in the agri-food sector – to calculate the 
carbon footprint for every farm it audits. “It’s 
an accredited model. We measure and inform 
farmers of their carbon footprint and show 
them how it compares to the national average 
or similar type and sized farms.” Michael says 
this measurement demonstrates to farmers 

where greater efficiencies can be achieved, in 
areas such as the grazing season, slurry use, 
energy, or nitrogen use. “Farmers are given 
a score out of 10 based on the information 
from the audit and we explain how that 
compares to similar type farms or the national 
average. It gives them an indication of where 
they stand on the scale and they can begin to 
question how they can improve their score 
and how it will improve the performance 
and sustainability of the farm. This also 
improves the financial performance of the 
farm, because, essentially, they are increasing 
efficiencies. This helps demonstrate 
the link between efficiencies and 
sustainability.” 

Two years ahead of its 2020 target, Ireland looks set to achieve its goal of increasing milk 
production to 7.5 billion litres per annum. In tandem with increased outputs and expanding 

herds, Ireland’s ambition is to maintain its position as the most carbon-efficient dairy 
producer in Europe and to continue to drive improvements in on-farm sustainability

Green strategy’s 
grass roots
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Demonstrating improvements
Prior to launching the SDAS, Bord Bia ran 
a pilot study to determine how to effectively 
and efficiently measure a farm's carbon 
footprint. “The figure coming out was 1.21 
kilo of CO2 equivalent per kilo of milk solids. 
That’s the baseline on the SDAS. As time 
has gone on, we have seen that decrease 
year-on-year over the past three years and it 
is now down to 1.12 kilo of CO2 equivalent 
per kilo of milk solids across all farms.” 
Almost 30,000 audits have been 
completed under the SDAS to date. 
“Approximately half the farmers in the 
scheme have been audited twice. There 
are probably another 20-25 per cent who 
have been audited three or four times.” 
All this data collection has amassed a 
huge body of information and Bord Bia 
has employed a data analyst to distil that 
information into tangible results that can 
“effect real change at farm level,” says 
Michael. “We have gone through the 
process of gathering information, and 
now we are really trying to examine that 

and take some learnings from it to 
move forward.” 

Milestone moment
To date, three Irish dairy processors 
announced that 100 per cent of their milk 
supply is sourced from SDAS-certified farms. 
Michael says this is hugely significant. “The 
SDAS is the only national sustainability dairy 
scheme with international accreditation that 
is operating in the world. It is accredited to 
ISO standard 17065, that’s something that 
sets the scheme apart when customers look 
at it. They recognise that it is accredited to an 
international standard so they know there is 
substance and value in the standard.”
Michael says news of the scheme has 
garnered a lot of interest internationally. “A 
lot of interested parties visit Ireland, such 
as customers, interest groups, focus groups 
or government agencies from all over the 
world. We have had several repeat visits as 
people really get under the bonnet of Origin 
Green and the dairy scheme, to get a much 
fuller understanding of it, the detail and 
the intricacies that are involved.” Michael 
explains that these visits include an in-depth 
presentation about Origin Green and the 
background to the SDAS, as well as on-farm 
visits. “We walk them through the process and 

give them real insight into the audits, how they 
are conducted and what they entail, as well as 
the other element of the scheme, really trying to 
highlight for these visitors the sustainability of 
Irish dairy production systems.”

International calling card
Michael says the introduction of the scheme 
was well timed to coincide with Ireland’s dairy 
expansion plans as it provides Irish produce 
with a unique selling point. “When you consider 
the volume of additional milk that has been 
produced over the last number of years and 
where that is set to go over the next few years, 
there is a requirement for a strong programme 
that underpins the work being done in-market, 
whether by Bord Bia, Ornua or individual dairy 
companies. The SDAS is a robust scheme with 
a high standard. It’s probably needed now more 
than ever, as it’s a key point of differentiation 
between ourselves and our competitors in the 
international marketplace.” 
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Dairygold has approximately 3,000 milk 
suppliers, all of whom are shareholders in 
the co-op. The Mallow Nutritionals Campus 
is a key pillar of Dairygold’s expansion 
plans to support the growth ambitions of 
these suppliers, who, in 2012, forecast a 60 
per cent increase in their milk production 
by 2020. Almost three years ahead of 
schedule, milk volumes are expected to 
exceed 1.3 billion litres this year – a 55 
per cent increase on baseline volumes. 
Milk supplies in 2017 are forecast to be up 
105 million litres on 2016. This increase 
alone is worth an additional €39 million for 
Dairygold’s dairy farmers.

Strategy for growth
Ahead of this growth in volumes, Dairygold 
agreed a strategy for growth in 2015, which 
has three pillars. The first pillar, Conor says, 
is about excelling at the basics. “We have a 
day-to-day business, which is very important 
and if we don’t do our day-to-day business well, 

in terms of collecting milk and converting it 
into high-quality ingredients, then all the other 
work we do for the future is irrelevant.” The 
second pillar focuses on partnerships. “The 
partnerships we have with related parties 
or large customers – nutritional companies, 
large food companies and our partners in 
the market – are very important.” The final 
pillar is about developing the potential of the 
organisation by investing in its network and 
building on its success to date. “It is taking 
all of the foundations that have been laid over 
the last number of years, the quality of raw 
material that is coming in and the expanding 
milk pool and developing new products and 
new markets.”

High-quality outputs
The investment in Mallow is integral to that 
journey, says Conor. The new nutritionals 
campus is a regeneration of Dairygold’s 
Mallow facility, where it has been processing 
milk since the early 1900s. Conor says the 

regeneration was implemented to develop 
high-end products using the high-quality 
raw material supplied by its members. “As 
expansion came closer to the horizon, we took 
a decision in the early 2000s to regenerate 
our sites so that, while milk volumes were 
increasing, the value wasn’t diluted and we 
were able to produce higher value, higher 
quality products with the extra milk that is 
coming in.”

Nutritionals expertise
Dairygold’s Mallow facility has a very strong 
history in the nutritionals category, producing 
whole-milk powder, which is commercialised 
by Ornua in Africa and other partners globally 
as well as a demineralised whey made on a 
sister-site that contributes to the infant milk 
formula industry (IMF). “Dairygold is one of 
the largest producers of cheddar cheese in the 
country. We make more than 50,000 tonnes 
of cheddar cheese annually and the whey 
that comes off that cheese is demineralised 

Irish dairy co-op, Dairygold, recently opened its new €86 million nutritionals 
campus in Mallow. Ths is an investment in the future of the co-op, says Conor Galvin, 

Dairygold’s head of commercial and business development 

Nurturing 
business growth

Pictured are: An Tánaiste and Minister for Business, Enterprise and Innovation, Frances Fitzgerald; European 
Commissioner for Agriculture and Rural Development Phil Hogan; and lab supervisor Grace Hurley.

Pictured below are: Dairygold CEO, Jim Woulfe; Minister for Agriculture, 
Food and the Marine, Michael Creed; An Tánaiste and Minister for Business, 
Enterprise and Innovation, Frances Fitzgerald; and European Commissioner 
for Agriculture and Rural Development, Phil Hogan.
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[and dried] for use in the manufacture of IMF, 
which is a significant size in Ireland. Dairygold 
is a huge contributor to that business and 
a significant amount of the infant formula 
produced in Ireland contains Dairygold 
demineralised whey.” Dairygold also exports 
demineralised whey to Europe and Asia, 
which Conor says is the same quality grade 
as IMF. “It is in that direction, that we see 
Mallow further supporting our ambition. IMF 
is one area that has been a huge success for 
the Irish dairy industry and, as the nutritional 
requirements of developing and developed 
countries change, they will look to dairy 
nutritional companies to fulfil those needs. 
We see the nutritionals campus in Mallow, 
and our site in Mitchelstown, which produces 
demineralised whey, as being integral in 
allowing us to grow a share of the infant milk 
formula ingredients market.” 

Invested supply chain
Conor says Dairygold co-op benefits from 
having a closed supply chain. “Because 
our farmers own the company, it is in their 
interest to ensure that they are producing 
high-quality milk so we can produce high-
quality ingredients.” In this regard, Conor 
says Dairygold’s suppliers benefit from 
long grazing seasons and a commitment 
to sustainability through the Origin Green 
Sustainable Dairy Assurance Scheme 
(SDAS). “The story of Ireland’s grass system 

as the source of our milk is so important, 
particularly the fact that the cows graze 
outdoors for up to 300 days a year. That 
produces a high-quality product, which is also 
very nutritious.” 
According to Conor, this message has 
an important resonance for Dairygold’s 
customers. “We have really started to 
communicate the benefits of purchasing 
ingredients from Ireland.” Conor explains 
that through its membership of Origin Green 
and the commitment of its farmer members 
to improving sustainability standards, 
Dairygold is achieving greater efficiencies of 
production. “Carbon emissions per litre of 
milk collected are now lower than they were 
before expansion. That is a good news story 
for the environment and I think it resonates 
very well with people in Asia, who may live 
in an environment that is less clean and pure 
than Ireland.” 

Future-proofing
In regenerating its Mallow site, Conor says 
Dairygold took a long-term view. “We have two 
driers and there is flexibility to install another, 
if we need to do so. For the associated milk 
intake, we have silos to hold liquids on the 
site, and footings are in for expansion. All the 
buildings were built with expansion capacity, 
so, if we need to expand the site again we 
won’t have to start from scratch.” 
Conor explains that, as well as allowing for 

expansion in volumes, the Mallow facility was 
also designed to allow for greater flexibility, 
with the potential to create a broader range of 
nutritional powders. 
“We are at the development stage for several 
powder types. We have seen an increasing 
trend in markets that would support lifestyle 
nutrition and adult nutrition and the addition 
of either vitamins or minerals, or functional 
ingredients is becoming more popular. What 
we have in Mallow now is a facility where, 
over time, as we develop our capabilities and 
markets – and it’s important the two develop 
at the same time – we can see ourselves 
getting more involved in that type of business.” 

Commitment to innovation
Dairygold is committed to ongoing research 
and development, which is centralised in its 
Mitchelstown facility. “We have a number 
of research and development technologists, 
whose sole purpose is developing nutritional 
products and we have our own research 
streams that are underway. We are also very 
lucky to be part of Food for Health Ireland, 
which is sponsored by Enterprise Ireland, and 
we have a number of innovation partnerships 
with universities in the Republic of Ireland. It 
is important for us that we have an open-
innovation network, where we can take the 
best of the innovation and the research that 
is available externally, and bring it back into 
Dairygold and make it relevant to our strategy.”

Pictured above, are: Dairygold CEO, Jim Woulfe; European Commissioner for Agriculture and Rural Development 
Phil Hogan; An Tánaiste and Minister for Business, Enterprise and Innovation, Frances Fitzgerald;  Minister for 

Agriculture, Food and the Marine, Michael Creed; and Dairygold chairman, James Lynch.
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Today, the Kuehne + Nagel Group has more 
than 1,300 offices in over 100 countries, 
with over 74,000 employees. Kuehne + 
Nagel Ireland was established in 1996 
and has over 300 employees. “We are the 
leading provider of freight forwarding 
services in seafreight, airfreight, 
roadfreight and contract logistics – offering 
full supply-chain solutions to Irish and 
international businesses,” says Alan 
O’Brien, director of strategic development: 
agri-food and drink, Kuehne + Nagel.

In particular, Alan says, the company is proud 
to offer bespoke solutions to the Irish food 
and drink industry, such as its KNFreshChain 
product, which ships temperature-sensitive 
cargo, according to the most stringent quality 
standards, to ensure optimum condition at 
final destination. 

Environmental commitments
As with most Irish companies, sustainability 
plays a key role in Kuehne + Nagel’s 
business. “We believe it’s important that Irish 

businesses operating within the food and 
drinks sector have a logistics partner that 
has a sustainability strategy in place.” As part 
of its overall environmental strategy 2020, 
Kuehne + Nagel has committed to a 15 per 
cent reduction of CO2 emissions and a 1 per 
cent improvement in fuel intensity each year, 
as well as continued reductions in electricity 
and waste levels. “This is very important 
because it demonstrates our commitment to 
achieving environmentally sound, sustainable 
and innovative supply-chain solutions.”

Kuehne + Nagel, one of the world's leading logistics providers, is teaming 
up with Irish food and drink producers to deliver sustainable logistics 

services. The company says this an important step in supporting Ireland’s 
national sustainability plans under Origin Green

Green logistics
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Supporting customers
Alan says Kuehne + Nagel is also 
committed to offering sustainable solutions 
to support its current and new customers' 
strategies. “Kuehne + Nagel’s KNGreen 
service supports a company’s sustainability 
strategy in a hassle-free way by working 
closely with them and providing solutions 
to help them to meet their targets in this 
key area. For example, we monitor the CO2 
emissions during product transportation. 
We then report and discuss the results 
directly with the customer, offering options 
to better optimise their supply chain and 
reduce their overall carbon footprint.” Alan 
says it’s important for Irish businesses to 
not only think of sustainability in relation to 
what they do at their own premises but to 
think of it also as part of their overall supply 
chain, when a product is in transit to all 
parts of the world. 

Green partnerships
Recently, Kuehne + Nagel, in conjunction 
with Ornua and supported by Bord Bia’s 
(the Irish Food Board) Origin Green 

team, completed a pilot programme on 
the monitoring and reporting of CO2 
emissions during transportation. With 
this in mind, Kuehne + Nagel were able to 
analyse Ornua’s trade lanes and calculate 
the CO2 emissions based on a number of 
factors, such as mode of transport, weight, 
route and destination. Ornua, which has 
a significant sustainability improvement 
programme as part of its business strategy, 
was then able to understand what the 
CO2 emissions figures are for its supply 
chain and could make informed decisions 
on potential changes to minimise those 
emissions in the future. KNGreen also 
gives the option to purchase carbon credits 
to offset the emissions created during 
shipping. Alan explains that it is not always 
feasible to change a company’s supply chain 
as it may already be at optimum efficiency. 
However, he says, these carbon credits 
are offered as an alternative improvement 
measure. “These credits provide capital 
for investments in carbon reduction and 
renewable energy products, both at home 
and abroad.” 

Continuous improvement
According to Alan, one of the benefits of focusing 
on sustainability as part of your business 
strategy is that it allows companies to establish a 
baseline for continuous improvement. “Kuehne 
+ Nagel work closely with a number of Irish 
businesses who are already verified members 
of the Origin Green programme and, hence, 
have adopted sustainable practices. The success 
to date with the Ornua pilot project can act 
as encouragement to other food and drink 
businesses to think beyond the source of raw 
materials in Ireland (often the farmer) and even 
beyond their own methods of producing an 
end-product. This can highlight the opportunities 
in measuring sustainability in terms of the 
logistics of their product. In other words, 
contemplate measuring full end-to-end supply 
chain right up to the end consumer with their 
logistics provider.” This, Alan adds, is the unique 
offering that Kuehne + Nagel can provide Irish 
businesses, ensuring that they are measuring 
sustainability in a holistic and innovative 
way. This is particularly important when one 
considers that the Irish food industry exports to 
over 180 countries worldwide each year. 

“As part of the Origin Green programme, we work with a 
whole host of Irish businesses who all have a common goal: 
sustainable food production. The focus for sustainability 
measurement up to this point has been from source to 
producer, to retailer and foodservice. However, measuring 
sustainability, in relation to logistics adds further value as 
it is yet another part of the food-supply chain that Irish 
businesses can now practically apply additional targets for 
sustainability improvements.”
Andrew Mullins, sustainability development manager,  
Bord Bia (Origin Green).

“We have worked closely with Kuehne 
+ Nagel as a partner for a number of 
years now and they fully understand 
our logistics needs and continually offer 
proactive improvement measure for our 
supply chain. The measurement of our Co2 

emissions is a perfect example of their 
innovation yet again, in contributing to 
our overall business objectives.” 
Jeanne Kelly, head of sustainability and 
communications, Ornua.
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With 
Ireland one 

of the biggest 
exporters 

of infant milk 
formula on the 

globe, Paul and Sinead, 
along with associates, 

John Cunningham and 
Tom McDonnell, identified an 

opportunity for nutritional products 
from Ireland to compete across more life 

stages. Paul believes Asian markets present 
very strong opportunities for nutritious products focused 

on children, as well as older people. “We developed a milk 
powder brand for the Chinese and greater Asian market. 

We now have approval for exporting to China under 
the BonYa brand name. This is a first in terms of a milk 

powder, outside of infant formula, that is licensed for the 
Chinese market. We hope to have product available for 

export to China within a few months.”

A unique Irish product
Headquartered in Dublin, with a 
processing facility in Navan, Paul 
recognises the unique opportunity to 
broaden Ireland's profile in the dairy 

nutrition sector. “We set out to develop a 
premium, niche product. This is a product 

with no added sugar, which is fortified with 
essential ingredients."

Sinead outlines the product range: “There are 
three life-stage products. Stage five is for infants 

who have completed their breast milk and infant 
formula and are eating normal meals and drinking 

milk. Our product ensures that they get an adequate 
intake of minerals and vitamins right through to 

adolescence. "For the active adult, we have our stage 
six product, with added vitamins and minerals to ensure 

good bone and joint structure, along with added collagen 
for skin health. Our third product – stage seven – is 
aimed at the senior citizen. It is formulated to benefit eye 
and brain health, joint health and bone structure. Key 
to success, of course, is taste, and we have developed 
products that retain the full flavour of milk. There is a 
little vanilla added to ensure that these products are very 
acceptable on the palate.”

The active woman
Advanced Food Concepts recently launched a range 
of milk-based nutrition products that are specifically 
targeted at women. Sinead says she recognised a gap 
in the market. “Many of the existing products are really 
male orientated. So, we developed a protein drink 
for women that is fully traceable, GMO [genetically 
modified organisms] and gluten free, using milk from 
grass-fed cows. It is fully balanced with minerals 
and vitamins, as well as collagen for skin care. It is 
designed as a light, refreshing drink that doesn't either 
bloat or bulk up the consumer. While targeted at 'active 
women', it essentially includes all women.”

Quality and provenance
After initial product launches in Dubai at Gulf Food and 
in Shanghai, Paul says the company's products have 
achieved a lot of traction in terms of  consumer interest: 
“We are very conscious of quality and provenance, 
marketing as an Irish dairy product with Bord Bia's 
Origin Green credentials.”

With human nutrition becoming evermore 
important, a new Irish company is looking 
at opportunities across all life stages. 

 speaks to founders of Advanced 
Food Concepts, Paul Murphy and Sinead 
Lennon Murphy, who outline the potential 
for Irish, dairy-based nutritional products 
in international markets

Targeting
all life stages
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Ireland’s Minister for Agriculture, Food and  
the Marine, Michael Creed, recently led a 
trade mission to Japan and South Korea. 

Representatives of Ireland’s agri-food network 
– including Bord Bia (the Irish Food Board), 

Teagasc and Enterprise Ireland –  
and 40 Irish food company  

delegates also participated 

Trade 
mission 

goes east
Tara McCarthy, 
CEO, Bord 
Bia, said: "The 
core focus 
of this trade 
mission is to fully 
immerse our client 
companies in two 
potentially valuable 
export markets. Both 
Japan and South Korea 
feature strongly as priority 
markets with significant 
potential for dairy, meat and 
seafood. Bord Bia's work to date 
in terms of understanding market 
dynamics highlights the need for a tailored 
approach to these markets."
In both markets, Bord Bia hosted an Origin 
Green seminar, focused on food-safety 
controls in the dairy sector, as well as two 
Flavour of Ireland networking reception 
hosted by the Minister. The Flavour of Ireland 
event gave the Irish delegation a chance to 
meet key players in both markets to learn 
more about the opportunities for exporting 
Irish meat and dairy products.

Day one and two
The Japanese leg of the tour saw Minister 
Creed meet with senior government officials, 
including Japan’s minister for health, labour 
and welfare, Mr Katsunobo Kato and Japan’s 
state minister for agriculture forestry and 
fisheries, Mr Yousuke Isozaki. 
The Minister also met with the Japan/Ireland 
Parliamentary Friendship League and the 
Friends of Ireland business advisory group 
to share information on Irish and Japanese 
markets, particularly in the context of the EU-
Japan Free Trade agreement. 
Bord Bia hosted an Ireland-Japan Meat Round 
Table, to share insights and information on 
the Japanese and EU meat markets.
Minister Creed also met with Suntory 
Group, an important dairy, consumer food 
and pharmacy business in Japan, which has 
well-established ties with Ireland including 
a strong focus on beverage products, with 
both Cooley and Kilbeggan distilleries under 

its umbrella. 
Suntory has 
aslo fostered 
research and 

development 
programmes 

with Teagasc and 
University College 

Cork, among others.

South Korea 
The Korean leg of the trade 

mission got under way with a 
meeting between Minister Creed 

and the South Korean minister for 
agriculture, Mr Kim Yung-Rok, where beef-

market access was a top priority. "I stated the 
very high priority accorded to achieving beef 
market access to Korea and the importance 
of further advancing the process, following 
on from recent inspection visits. A follow-
up meeting has been arranged between 
Department of Agriculture Food and the 
Marine officials and Minister Kim's technical 
experts."  
Minister Creed also held talks with South 
Korea’s minister for food and drug safety, 
minister Ryu. Minister Creed said it was 
useful to receive a direct appraisal from on the 
progress of Ireland's application for market 
access for beef. "While Minister Ryu was 
reluctant to provide a definitive timeframe 
for the completion of our application he did 
indicate that it may be possible to move to the 
next phase of the process before the end of the 
year." The Minister also took the opportunity 
to highlight Ireland's intention to initiate 
applications for poultry and sheepmeat access. 
The Minister also met several South 
Korean companies who hold contracts with 
Enterprise Ireland-supported businesses. 
The trade mission concluded with a visit to 
a Hyundai store, one of Korea's premium 
retailers, where he launched 'Irish Gourmet 
Week'. This is an in-store promotional event, 
supported by Bord Bia, to highlight the new 
Irish products in the market. The Minister 
also launched the arrival of Kerrygold butter 
to the South Korean market.
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Supports and incentives for the food 
industry in Ireland are substantial and 
varied. The State supports the food industry 
through funding, training and collaborations 
involving numerous State bodies. In Issue 
6 of , Deloitte outlined the less-
frequently utilised EU funding instruments 
that are available and discussed the 
opportunity therein for Irish food companies 
to utilise these substantial funds to support 
their innovation and R&D activities.  
By contrast to the EU funding instruments 
available, Ireland’s globally competitive R&D tax 
credit regime is well subscribed. Interestingly, 
80 per cent of claimants are Irish-owned and the 
majority are small- and medium-sized enterprises. 
R&D tax credits are calculated at 25 per cent 
of the expenditure incurred on ‘qualifying’ R&D. 
They are claimed by businesses after they have 
incurred the expense of the R&D undertaken. 
For activities to qualify for R&D tax credits, they 
must meet the following criteria, as set out in the 
relevant legislation and further expanded upon in 
Revenue’s guidelines: 
• Activities must be systematic. That is to say, 

they must form part of a planned approach to 
achieve a specifically desired outcome. They 
must also be investigative or experimental in 
nature, and contemporaneous documentation 
must be maintained relating to the activities;

• Activities must be undertaken in a recognised 
field of science/technology;

• A claimant's activities must fall under 
the definition of basic research, applied 
research or experimental development (eg, 
experimental development is systematic work, 
drawing on existing knowledge gained from 
research and/or practical experience, that is 
directed to: producing new materials, products 
or devices; installing new processes, systems 
and services; or improving substantially those 
already produced or installed); and

• A claimant must seek to achieve a scientific 
advancement and, in doing so, seek to resolve 
scientific uncertainty. 

Through this prism, potentially qualifying 
activities could arise in many areas. As the 
majority of claimant companies have been 
claiming for a number of years, Revenue 
expects that claimants will have well-established 
systems and controls to assist them in compiling 
accurate and robust claims. Yet, time and 
time again, we encounter new clients who 
just get it wrong. Either they misunderstand 
the requirements for qualifying activities or 
their systems and controls are not sufficiently 
robust to produce a defensible claim should it 
be selected for audit. So, what are the essential 
ingredients for a robust, defensible R&D tax 
credit claim? What is Revenue expecting to see,  
should your claim be selected for audit? In the 
panel opposite, we have outlined three essential 
elements to produce a clear, accurate and 
defensible R&D tax credit claim.

Innovative food companies form the bedrock of the Irish food industry and 
contribute significantly to the Irish economy. Tax credits are a valuable incentive 
for food and beverage companies to undertake research and development (R&D). 
However, claimants in the industry often make common mistakes in preparing these 
claims and, as a result, are at risk of handing back money that could be used to 
further fund R&D. Here, Andrew O’Reilly, commercial manager, and Brian McDonnell, 
senior manager, Global Investment and Innovation Incentives, Deloitte (Gi3), 
outline the requirements of the R&D tax credit scheme, common pitfalls that face 
companies submitting claims, and how they can overcome these issues

R&D tax 
credit regime
— the right ingredients 
for successful claims
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Plan
Qualifying R&D activities must be planned. Claimants must have clearly defined goals, and 
the activities undertaken to achieve these must be measured. At the outset, document the 
aims of the R&D project, defining a hypothesis and clearly showing why the R&D is required 
and is very beneficial. As the project progresses, record project planning, R&D activities 
as they are undertaken, the scientific or technological uncertainties being resolved and 
by whom. This will assist in demonstrating that the work is systematic. Records should 
demonstrate that activities undertaken are planned, measured and documented. The 
work should not be ad hoc or routine day-to-day activities. Related information should be 
retained by the company. Additionally, with the introduction of the Knowledge Development 
Box (KDB), the necessity to have supporting information is greater. Well-planned, accurately 
measured and documented R&D projects mean companies have one set of documents that 
supports various incentives. 

Define
Understanding the base line at which current scientific/technical knowledge resides is vital 
to create and subsequently demonstrate that you have achieved an advancement in that 
knowledge. Claimants must demonstrate their understanding of the state of the art (SOA) that 
existed prior to beginning the project. Literature reviews are an appropriate approach, but for 
experimental development, where scientific or technological uncertainties can be very specific, 
literature surveys may be an overly academic approach. Alternatives include documenting 
technology reviews and demonstrating that the company is abreast of the latest industry 
developments through records of conference attendance, competitor analysis and, in the case 
of internally-residing SOA, the limits to knowledge gained through previous R&D activities. 

Document
In Revenue's R&D Tax Credit Guidelines, the requirement to have robust, contemporaneous 
documentation has been emphasised. This documentation is generated by the R&D activities 
and is generated in real time during R&D projects, outlining the activities undertaken and 
the results. SOA-assessment, specific measurements, evidence of incremental improvements, 
iterative incremental improvement measurements, experimentation results or investigative 
findings, project plans, documenting failures or goal reassessments, can all be classed as 
contemporaneous if they are maintained on a timely basis and dated. Records need to be 
kept and maintained continuously, and of vital importance is a demonstrable link to the 
applicable expenditures claimed. Ideally, timesheets should be maintained. At the very least, 
companies should have a method of establishing who worked on what activities, when and for 
how long. It becomes increasingly important where personnel have multiple responsibilities 
and work on several projects concurrently. A successful claim defence often rests on the 
validity of the calculation methodology and the quality of the evidence.

Conclusion
The risk of being selected for Revenue audit is 
substantial when claiming for R&D tax credits. 
Demonstrating a clear understanding of the 
technical criteria, as well as showing how these 
expenditures are linked to the financial analysis, 
is of vital importance. A total of 178 Revenue 
audit interventions were undertaken in 2015, 
yielding €13,542,000 in recovered claims, giving 
an average yield of €76,079. In 2016, a total of 
276 interventions were undertaken, resulting 
in a yield of €13,714,000. From 2012 to 2015, 
audits averaged approximately 2 per cent 
annually of the total claimed. Common mistakes 
that we and Revenue still encounter relate to 
claims in the ineligible field of social science, 
inclusion of costs relating to quality control and 

cosmetic changes to products and a lack of 
supporting documentation. 
Where R&D activities are of good quality, 
claimant companies have good assessment 
methodologies and where documentation 
supporting the activities is generated 
contemporaneously, claimants should have no 
fear of being selected for technical audit.
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The winners will be announced on November 29, when more than 350 
Irish food and drink industry leaders will gather at the RDS Concert Hall, 
with the awards hosted by broadcaster Miriam O’Callaghan.

Food and Drink Awards 2017 shortlist
The shortlisted companies under each category are as follows:

Branding Award
Britvic Ireland (Club Orange); Diageo (Baileys); The Shed Distillery of PJ 
Rigney (Drumshanbo Gunpowder Irish Gin); and The Happy Pear.
The companies shortlisted for this award have demonstrated that they have 
differentiated themselves from competitors by using creative marketing 
communications, consumer insight and understanding to develop brand 
strategies ensuring long-term success. 

Consumer Insight Award
Glanbia Ireland; Butlers Chocolates; Glenisk; and Britvic Ireland.
This award recognises businesses that has demonstrated how research and the 
identification of consumer insight has led to an improved or new understanding 
of the consumer in a particular market, leading to commercial growth. 

Digital Marketing Award
The Little Milk Company; Glanbia Ireland; Flahavans; and The Happy Pear.
The companies shortlisted for this award have shown how the imaginative 
use of digital platforms, either on their own or in conjunction with 
traditional media, can strengthen brand performance and enhance the 
profitability of the company. 

Entrepreneurial Award 
Glenilen Farm; Gallaghers Bakery; and Stonewell Cider.
This award recognises individuals or companies who have shown true 
entrepreneurial flair. It rewards commitment, leadership and self-belief, 
either to create a new and successful business, or to radically improve, or 
turn around, the performance of an existing one.

Export Award
The shortlist is divided into two categories.  
Smaller companies: Silver Hill Foods; The Little Milk Company; Butlers 
Chocolates; and Good4U. Larger companies: Green Isle Foods; Kerry 
Group; Dawn Meats; and ABP Food Group.
This award recognises the outstanding achievement of Irish food and drink 
companies who continue to grow their business based on strategic planning, 
consumer insight and effective use of resources in overseas markets. 

Innovation Award
Pip & Pear; Glanbia Ireland; Wicklow Way Wines; and ABP Food Group.
The companies shortlisted for this award have demonstrated that they are 
thinking ahead and proactively tracking the changing consumer landscape 
to develop original products and deliver solutions to meet ever-evolving 
consumer needs. 

Sustainability Award 
ABP Food Group; Heineken Ireland; Boortmalt; Kerry Group; and 
Dawn Meats. 
This recognises companies that have planned and executed significant 
sustainability commitments in relation to sourcing, resource efficiency, health 
and nutrition, and contributions to their local community. An additional 
sustainability award will be announced for one of the following companies 
that has demonstrated outstanding impact from a specific project. These 
include: Sam Dennigan; Monaghan Mushrooms; and Butlers Chocolates.

The 2017 
Food and 

Drink 
Industry

Awards
Bord Bia (the Irish Food Board) has 

announced the shortlist for its biennial 
Food and Drink Awards, which recognise 

excellence and celebrate success in 
Ireland’s largest indigenous industry. 

Twenty-four food and drink companies 
were shortlisted following a record number 

of high-quality submissions across seven 
categories. Bord Bia says the shortlist 

represents the most progressive, ambitious 
and forward-looking in Ireland’s thriving 

food and drink industry
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Origin Green, Ireland’s national food and drink sustainability 
programme is our commitment to a safe, secure food supply 
far into the future. Central to Origin Green, is the Sustainable 
Dairy Assurance Scheme (SDAS), the fi rst national dairy scheme 
of its kind, an independently verifi ed and internationally 
accredited programme.
 
Ireland’s temperate climate, abundant rainfall and tradition 
of family farming have resulted in a grass-fed system with 
cows grazing outdoors 24 hours a day up to 300 days 
a year. Ireland’s dairy farmers participate in the SDAS 
programme, where consistent audits and continuous 
improvement ensure a sustainable supply of quality milk. 
 
So make sustainability key to a reliable dairy supply for 
your business. Visit OriginGreen.ie/Dairy to learn more.

The world’s fi rst national 
food sustainability programme

Ireland’s dairy industry. 
Your sustainable source.
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