
Subject: CM: Re: RRAT Legislation Committee - Definitions of Meat and Other Animal Products - 6 December 2021 - Hansard
corrections and answers to questions on notice

Date: Monday, 20 December 2021 4:12:02 PM

Thank you

On behalf of ADIC, please find enclosed the following:

Transcript with corrections (attached)
Response to the questions on notice (below and attached).

Questions on notice:
1. Evidence of consumer confusion for plant-based beverages vs dairy [2 x

references attached]
2. Application of Codex and Standards for use of dairy terms:

IDF* position paper - Codex General Standard for the use of dairy
terms (GSDUT CXS 206-1999) [attached]

Note: Codex Alimentarius is a collection of international
recognised standards that ensures food is safe and can be
traded. It provides exceptional permissions for the use of dairy
terms on non-dairy food whose nature is clear from traditional
usage or when the term is clearly used to describe a
characteristic quality, e.g. peanut butter. At the forefront of
participants to Codex, are all countries of the EU.

IDF* Bulletin - Codex General Standard for the use of dairy terms
[attached]
Codex General Standard for the use of dairy terms (GSDUT CXS 206-
1999) [attached]
*The IDF documents provide a detailed interpretation of the GSDUT
CXS 206-1999.

3. High-level overview of plant-based alternatives (PBA) labelling by location:

EU France USA Canada China Japan India

Dairy NO – EU
Parliament

voted in favour
of banning
PBA using

dairy
terminology

NO – France
passed

amendment
in 2018 to

prohibit PBA
being

labelling like
meat and

dairy

Yes with
qualifiers but

specifics differ
between states
– noting there

is current legal
activity

ongoing as
outlined in

next sections
(and in some

cases
proposed laws

rejected)

NO – Milk
must meet

definition in
B.08.003.
Many PBA
brands use
‘beverage’

Yes with
qualifiers –
regulations

are currently
being drafted

to specify
qualifiers

Yes – noting
currently

consulting
that includes
labelling and

standa

We have also followed up with the DAWE about the ability to share the
Ministerial Industry Working Group Discussion Paper on The Labelling and
Marketing of Plant-based Alternatives to Meat and Meat-based and Dairy
products. We have been advised this remains in progress. This Discussion
Paper is a highly valuable document collating current regulation and policy,
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Consumer perceptions of plant-based products imitating milk and milk products 

 
Surveys from around the world indicate that consumers are confused and misled by the labelling and 
marketing of plant-based products. It is important to show our policy makers that this too is an issue and 
Australians are equally confused.  

This document details consumer insights from Australia, France, and the United States around their 
perceptions of plant-based products.  

 

In Australia and other countries:  

• Consumer perceptions regarding plant-based beverages a confused, notably in terms of 
nutrition. 

• consumers believe that plant-based beverages are nutritionally equivalent and at times better 
than milk. 

 

Australia  

The Dairy Australia Trust Tracker: 

Lewers Research has been conducting the Dairy Australia Trust Tracker since 2018 - a robust consumer 
study to monitor community sentiment including trust and perceptions of dairy foods and the industry, identify 
emerging food and general issues/concerns in the macro-environment and monitor the impact of marketing 
activities. 

To ensure the representativeness and robustness of the insights we have ensured that the study has the 
following characteristics: 

• Robust sample size of Australians aged 18+ with low margin of error at 95% confidence 

• Quotas in place to capture a representative group of Australians during fieldwork 

• Weighting of the data to correct for any deviations in the sample to ensure it is representative of the 
Australian population by age, gender, and location. 

• Comprehensive and consistent online survey that has been designed to consider elements including 
ordering effects, priming and questions are asked of relevant groups to ensure consistent and 
comparable data wave on wave. 

For the annual waves (including Wave 8 (Annual Wave) October 2020) we capture a robust sample of 

around n=1,300 Australians aged 18+ (including Changemaker and Believer segments) via a 20-minute 

online survey.  At this sample size level, the margin of error is low at +/-3% at 95% confidence.  

 

For the alternative milks results specifically from Wave 8 October 2020 (Annual Wave), the survey had a 

sample of n=535 who buy alternative milks who provided the main reasons for buying alternative milks.  At 

this sample size, the margin of error is +/- 4%.  For the attitudes to alternative milks, this was asked of the 

total market, i.e. a sample size of n=1,293 which has a margin of error of +/- 3%.   In both these cases, the 

margins of error are low and are below the widely accepted margins of error of +/5% at 95% confidence of 

scientific studies. 

 

In summary, to confirm this data is based on a robust sample of Australians and is not anecdotal or 

based on small sample sizes with high margins of error. 
 

Who are Lewers? 

Lewers is an Australian owned, experienced, forward-thinking research company established 15 years ago 
and are dedicated to providing our clients with the insights they need to make the right decisions for their 
business.  
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United States  

 
A 2018 IPSOS (Global leader in market research company) population survey4 (N= 2010) (gathered data 
from US Adults 18+).   

• N= 914 exclusive dairy milk buyers (once a year or more often) 

• N=789 dual buyers of dairy milk and plant-based beverages (once a year or more often) 

• N=110 exclusive plant-based beverages buyers (once a year or more often) 

• Respondents were asked about their perceptions of milk and plant-based beverages via both open-
ended and closed-ended questions. 

 
IPSOS survey methodology  
https://www.ipsos.com/en-us/news-polls/americans-love-dairy-milk-for-its-taste-nutrition-and-affordability  
 
A sample of 2,010 adults age 18+ from the continental U.S., Alaska and Hawaii were interviewed online in 
English.  
The sample for this study was randomly drawn from Ipsos’s online panel, partner online panel sources, and 
“river” sampling and does not rely on a population frame in the traditional sense. Ipsos uses fixed sample 
targets, unique to each study, in drawing sample. After a sample has been obtained from the Ipsos panel, 
Ipsos calibrates respondent characteristics to be representative of the U.S. Population using standard 
procedures such as raking-ratio adjustments. The source of these population targets is U.S. Census 2016 
American Community Survey data. The sample drawn for this study reflects fixed sample targets on 
demographics. Post-hoc weights were made to the population characteristics on gender, age, race/ethnicity, 
region, and education.  
Statistical margins of error are not applicable to online nonprobability sampling polls. All sample surveys and 
polls may be subject to other sources of error, including, but not limited to coverage error and measurement 
error. Where figures do not sum to 100, this is due to the effects of rounding. The precision of Ipsos online 
polls is measured using a credibility interval. In this case, the poll has a credibility interval of plus or minus 
2.5 percentage points for all respondents. Ipsos calculates a design effect (DEFF) for each study based on 
the variation of the weights, following the formula of Kish (1965). This study had a credibility interval adjusted 
for design effect of the following (n=2,010, DEFF=1.5, adjusted Confidence Interval=4.0).  
 
 
The United States IPSOS survey results showed: 

 
• Sixty-two percent of exclusive PBB buyers, 51% of dual buyers and 35% of total respondent’s 

thoughts PBB offered higher or equal protein quality to dairy.  

• Seventy-three percent of consumers believe almond ‘milk’ had as much or more protein per serving 
than milk from cows. 

• Sixty-eight percent strongly or somewhat agreed that PBB have the same nutrition as dairy milk. 

 
Health is interconnected with nutrition in consumers’ eyes. Both dairy milk and plant-based beverages are 
purchased with nutrition in mind, yet many consumers are not aware of nutritional distinctions between 
products. Open ended responses showed that:  
 

• Consumers have an expectation that products labelled as “milk”, whether they are dairy milk or a 
plant-based ‘milk’, are comparable on nutrition content.  

• Almond beverage, soy beverage and coconut beverage are perceived as having the same or more 
vitamins, protein or other key nutrients as compared to milk. 

• Most adults believe that dairy milk and plant-based beverages have the same nutritional content. 
 
PBB were associated with dairy milk by some consumers. 

• When milk is prominently labelled on the package (e.g., Bolthouse Farms Plant MILK Protein), the 
association is stronger than when “milk” does not appear on the package (e.g., Rice Dream Rice 
Beverage). 

 
4 https://www.ipsos.com/en-us/news-polls/americans-love-dairy-milk-for-its-taste-nutrition-and-affordability  
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PLANT BASED ALTERNATIVES TO YOGHURT AND CHEESE

2020 - Reasons among those who buy cheese alternatives N=177 and yoghurt alternatives N =244 











































































































 

 

 

 

 

 

 

 

 

 

 

 

GENERAL STANDARD FOR THE USE OF DAIRY TERMS 

 
CXS 206-19991 

 
Adopted in 1999. 

  

                                                 
1 This Standard replaced the Code of Principles Concerning Milk and Milk Products. 
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1. SCOPE 

This General Standard applies to the use of dairy terms in relation to foods to be offered to the consumer or 
for further processing. 

2. DEFINITIONS 

2.1 Milk is the normal mammary secretion of milking animals obtained from one or more milkings without either 
addition to it or extraction from it, intended for consumption as liquid milk or for further processing. 

2.2 Milk product is a product obtained by any processing of milk, which may contain food additives, and other 
ingredients functionally necessary for the processing. 

2.3 Composite milk product is a product of which the milk, milk products or milk constituents are an essential 
part in terms of quantity in the final product, as consumed provided that the constituents not derived from milk 
are not intended to take the place in part or in whole of any milk constituent. 

2.4 A reconstituted milk product is a product resulting from the addition of water to the dried or concentrated 
form of the product in the amount necessary to re-establish the appropriate water to solids ratio. 

2.5 A recombined milk product is a product resulting from the combining of milkfat and milk-solids-non-fat in their 
preserved forms with or without the addition of water to achieve the appropriate milk product composition. 

2.6 Dairy terms means names, designations, symbols, pictorial or other devices which refer to or are suggestive, 
directly or indirectly, of milk or milk products. 

3. GENERAL PRINCIPLES 

Foods shall be described or presented in such a manner as to ensure the correct use of dairy terms intended 
for milk and milk products, to protect consumers from being confused or misled and to ensure fair practices in 
the food trade. 

4. APPLICATION OF DAIRY TERMS 

4.1 General requirements 

4.1.1 The name of the food shall be declared in accordance with Section 4.1 of the General Standard for the 
Labelling of Prepackaged Foods (CXS 1-1985). 

4.1.2 A word or words denoting the animal or, in the case of mixtures, all animals from which the milk has been 
derived shall be inserted immediately before or after the designation of the product. Such declarations are not 
required if the consumer would not be misled by their omission. 

4.2 Use of the term milk 

4.2.1 Only a food complying with the definition in Section 2.1 may be named “milk”. If such a food is offered for sale 
as such it shall be named “raw milk” or other such appropriate term as would not mislead or confuse the 
consumer. 

4.2.2 Milk which is modified in composition by the addition and/or withdrawal of milk constituents may be identified 
with a name using the term “milk”, provided that a clear description of the modification to which the milk has 
been subjected is given in close proximity to the name. 

4.2.3 Notwithstanding the provisions of Section 4.2.2 of this Standard, milk which is adjusted for fat and/or protein 
content and which is intended for direct consumption, may also be named “milk” provided that: 

– it is sold only where such adjustment is permitted in the country of retail sale; 

– the minimum and maximum limits of fat and/or protein content (as the case may be) of the adjusted 
milk are specified in the legislation of the country of retail sale. In this case the protein content shall be 
within the limits of natural variation within that country; 

– the adjustment has been performed according to methods permitted by the legislation of the country of 
retail sale, and only by the addition and/or withdrawal of milk constituents, without altering the whey 
protein to casein ratio; and 

– the adjustment is declared in accordance with Section 4.2.2 of this standard. 

4.3 Use of the names of milk products in Codex commodity standards 

4.3.1 Only a product complying with the provisions in a Codex standard for a milk product may be named as specified 
in the Codex standard for the product concerned. 
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4.3.2 Notwithstanding the provisions of Section 4.3.1of this Standard and Section 4.1.2 of the General Standard for 
the Labelling of Prepackaged Foods (CXS 1-1985), a milk product may be named as specified in the Codex 
standard for the relevant milk product when manufactured from milk, the fat and/or protein content of which 
has been adjusted, provided that the compositional criteria in the relevant standard are met. 

4.3.3 Products that are modified through the addition and/or withdrawal of milk constituents may be named with the 
name of the relevant milk product in association with a clear description of the modification to which the milk 
product has been subjected provided that the essential product characteristics are maintained and that the 
limits of such compositional modifications shall be detailed in the standards concerned as appropriate. 

4.4 Use of terms for reconstituted and recombined milk products 

 Milk and milk products may be named as specified in the Codex Standard for the relevant milk product when 
made from recombined or reconstituted milk or from recombination or reconstitution of milk products in 
accordance with Section 4.1.2 of the General Standard for the Labelling of Prepackaged Foods (CXS 1-1985), 
if the consumer would not be misled or confused. 

4.5 Use of terms for composite milk products 

 A product complying with the description in Section 2.3 may be named with the term “milk” or the name 
specified for a milk product as appropriate, provided that a clear description of the other characterizing 
ingredient(s) (such as flavouring foods, spices, herbs and flavours) is given in close proximity to the name. 

4.6 Use of dairy terms for other foods 

4.6.1 The names referred to in Sections 4.2 to 4.5 may only be used as names or in the labelling of milk, milk 
products or composite milk products. 

4.6.2 However, the provision in Section 4.6.1 shall not apply to the name of a product the exact nature of which is 
clear from traditional usage or when the name is clearly used to describe a characteristic quality of the non-
milk product. 

4.6.3 In respect of a product which is not milk, a milk product or a composite milk product, no label, commercial 
document, publicity material or any form of point of sale presentation shall be used which claims, implies or 
suggests that the product is milk, a milk product or a composite milk product, or which refers to one or more of 
these products2. 

4.6.4 However, with regard to products referred to in Section 4.6.3, which contain milk or a milk product, or milk 
constituents, which are an essential part in terms of characterization of the product, the term “milk”, or the 
name of a milk product may be used in the description of the true nature of the product, provided that the 
constituents not derived from milk are not intended to take the place, in part or in whole, of any milk constituent. 
For these products dairy terms may be used only if the consumer would not be misled. 

If however the final product is intended to substitute milk, a milk product or composite milk product, dairy terms 
shall not be used. 

For products referred to in Section 4.6.3 which contain milk, or a milk product, or milk constituents, which are 
not an essential part in terms of characterization of the product, dairy terms can only be used in the list of 
ingredients, in accordance with the General Standard for the Labelling of Prepackaged Foods (CXS 1-1985). 
For these products dairy terms cannot be used for other purposes. 

5. LABELLING OF PREPACKAGED FOODS 

Prepackaged milk, milk products and composite milk products shall be labelled in accordance with Section 4 
of the General Standard for the Labelling of Prepackaged Foods (CXS 1-1985), except to the extent otherwise 
expressly provided in a specific Codex standard or in Section 4 of this Standard. 

                                                 
2  This excludes descriptive names as defined in Section 4.1.1.3 of the General Standard for the Labelling of 

Prepackaged Foods (GSLPF) and ingredients lists as defined in Section 4.2.1.2 of the GSLPF providing the 

consumer would not be misled. 




