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ABSTRACT

DESI DAYS FOODS, established by Mr. Sarbanam Sabat in 2018 in Bhubaneswar, aims to provide pure 
A2 milk, addressing a significant gap in the market. With a Master's in Commerce and over ten years 
of corporate experience, Sabat leveraged support from Odisha University of Agriculture & Technology 
experts to understand the dairy industry's intricacies. His mission was fueled by the desire to combat 
adulteration, which often compromises milk quality. A2 milk's global market is booming, driven by rising 
disposable incomes and health awareness. Despite competition from established brands like Amul and 
Pride of Cows, Sabat sees vast potential among consumers, particularly in Tier-​1 cities. DESI DAYS 
FOODS, established by Mr. Sarbanam Sabat in 2018 in Bhubaneswar, aims to provide pure A2 milk, 
addressing a significant gap in the market. With a Master's in Commerce and over ten years of corporate 
experience, Sabat leveraged support from Odisha University of Agriculture & Technology experts to 
understand the dairy industry's intricacies. His mission was fueled by the desire to combat adulteration, 
which often compromises milk quality. A2 milk's global market is booming, driven by rising disposable 



incomes and health awareness. Despite competition from established brands like Amul and Pride of 
Cows, Sabat sees vast potential among consumers, particularly in Tier-​1 cities.

1. BACKGROUND AND CONTEXT

The Beginning

Desi Days Foods, Bhubaneswar was finally incorporated and began its operations in the Nayapalli 
area of Bhubaneswar (October 2018), a market already dominated by A2 Milk, packaged Milk, and un-
labelled Milk. Where getting even a piece of market share was an arduous task. Mr Sabat accepted that 
challenge and tapped the market gap, i.e. unavailability of A2 Milk. The problem which Mr Sabat faced 
was pricing (Deshwal, et al., 2021). The market then was flooded with packaged A1 variant of Milk at 
half the price of A2 Milk which Mr Sabat was planning to sell. Branded packaged A1 Milk was sold at a 
price which was half of what Mr Sabat was offering. Albeit, he knew that 'consumers trust' in the brand 
building of his A2 Milk product was crucial. He explored various aspects for keeping their trust intact 
and decided to sell at a price of ₹80 per litre, which is considered a low price for a niche product like 
A2 Milk (refer to exhibit-​ 8). However, the break-​even pricing was still believed high-​pricing of Milk, 
and there weren't many customers who got attracted to his offering. They (customers) even debated the 
doubled price compared to regular packaged Milk sold in the local shops. They didn't oblige that Mr 
Sabat provides A2 graded milk, which has specialised health benefits, including soaring processing cost 
and differentiated product quality. In Bhubaneswar, Mr Sabat struggles to set a price nearing ₹100/L, 
whereas, in cities, the same quality milk is sold at a price tag of ₹120/L and above, viz. Delhi NCR, 
Mumbai, Pune, Bengaluru, etc. Even after two years of origination, he has hardly managed to attract 60 
customers with 70 litres of total production (Raj, et al. 2023).

He says, “Even I can produce 500 litres, but we are rigid about our quality. We want to maintain this 
difference and show people what different products we offer.”

“Mr Sabat considers Desi Days Foods in its market testing phase even though it's in the growth stage. 
Mr Sabat continues his efforts to enhance the quality and reach of the product to larger markets and 
thus continues to work on processes and systems for quality improvement”.
In an interview, Mr Sabat said, “During awareness campaign, we meet local doctors and ask them 

to recommend their patients to subscribe to our A2 milk.” and further clarified that the class of cus-
tomers he is serving is an amalgamation of wealthy and middle-​class. His market comprises a group of 
customers who are health conscious and ready to pay extra for the quality and nutritional value of Milk 
(Prakash, 2022). Surprisingly, many among those customers responded well and acted as a catalyst to 
grow more customer base through active word-​of-​mouth. But what about the people who never had an 
exposure to know what A2 milk is?

Marketing: A boon for a niche product

Advertising USP (Unique Selling Proposition), PODs (Points of Difference) and POPs (Points of 
Parity) of the product will always act as a panacea in the market. So, whenever a new product is about 
to launch, the marketer should answer specific questions to make life simpler for consumers to identify 
a product (refer to fig-​ 4) viz.

28



 

 

18 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/an-initiative-to-cater-healthy-milk-to-the-people-

in-bhubaneswar/374119

Related Content

E-Organisation and Its Future Implication for Small and Medium-Sized Enterprises
Gideon Azumah, S. C. Lenny Kohand Stuart Maguire (2006). Entrepreneurship and Innovations in E-

Business: An Integrative Perspective  (pp. 223-237).

www.irma-international.org/chapter/organisation-its-future-implication-small/18522

Multiplex Waves in the Planning of Innovation Processes in Business Systems
Mishail Mokiy, Vladimir Godin, Pavel Gureevand Veronica Filonchik (2016). Handbook of Research on

Driving Competitive Advantage through Sustainable, Lean, and Disruptive Innovation (pp. 86-110).

www.irma-international.org/chapter/multiplex-waves-in-the-planning-of-innovation-processes-in-business-

systems/150717

Corporate Social Responsibility Practices in Multinationals and Large Enterprises in Pakistan:

Assessing Commitment to the United Nations Global Compact
Zahid Ali Memon, Javaid Ali Dars, Wahid Bux Mangrio, Arabella Bhuttoand Mark Gregory Robson (2016).

International Journal of Sustainable Entrepreneurship and Corporate Social Responsibility (pp. 1-16).

www.irma-international.org/article/corporate-social-responsibility-practices-in-multinationals-and-large-enterprises-in-

pakistan/172164

E-Entrepreneurship and ICT Ventures: Strategy, Organization and Technology
Süphan Nasir (2012). International Journal of E-Entrepreneurship and Innovation (pp. 50-54).

www.irma-international.org/article/entrepreneurship-ict-ventures/70582

Smart Strategies: Leveraging AI and Emerging Technologies for Business Expansion
Ziaul Haq Adnan, Mumtaheenah Jashim, Atikur Rahman Khanand Farooq M. Sheikh (2026). DigiTech

Agility for Business Competitiveness and Innovation Imperatives (pp. 277-328).

www.irma-international.org/chapter/smart-strategies/408881

http://www.igi-global.com/chapter/an-initiative-to-cater-healthy-milk-to-the-people-in-bhubaneswar/374119
http://www.igi-global.com/chapter/an-initiative-to-cater-healthy-milk-to-the-people-in-bhubaneswar/374119
http://www.irma-international.org/chapter/organisation-its-future-implication-small/18522
http://www.irma-international.org/chapter/multiplex-waves-in-the-planning-of-innovation-processes-in-business-systems/150717
http://www.irma-international.org/chapter/multiplex-waves-in-the-planning-of-innovation-processes-in-business-systems/150717
http://www.irma-international.org/article/corporate-social-responsibility-practices-in-multinationals-and-large-enterprises-in-pakistan/172164
http://www.irma-international.org/article/corporate-social-responsibility-practices-in-multinationals-and-large-enterprises-in-pakistan/172164
http://www.irma-international.org/article/entrepreneurship-ict-ventures/70582
http://www.irma-international.org/chapter/smart-strategies/408881

