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Bega Cheese now has four divisions; 
Bega Brand, Food Service and 
Consumer Goods, Nutriti onals and 
Bega Bionutrients. The benefi ts of 
this strategy have been a return 
on investment and certainty for 
shareholders, and giving Australian 
dairy farmers a reliable buyer of 
their milk. 

This culture of research, development 
and innovati on is incredibly important 
for Bega Bionutrients because 
their customers and government 

regulati ons demand sound science 
behind their products. Essenti ally, 
their products have to walk the talk. 

Innovati ve product 
development
Unlike some of the world’s great 
inventi ons, the investment in Bega 
Bionutrients was no accident. Bradley 
Colman a business manager with 
Bega Bionutrients said research and 
development was criti cal part of new 
product development. 

“We conduct research from the lab 
to full scale clinical trials to test our 
products and be certain they deliver 
what we intend and are safe. Through 
this process we may also discover 
something completely new that we 
hadn’t thought of, and which could 
lead to a new innovati on.” Bradley said. 

Cooperati ve to innovati on
Bega Cheese began in 1899 as a cooperati ve of dairy farmers in 
Bega New South Wales. Over its long history, Bega Cheese never 
shied away from creati ng and adopti ng technology and products 
that off ered the business new growth opportuniti es. Behind this 
drive is the desire to create a business that can ride out the waves 
that come with fl uctuati ons in milk supply and price. 

“Without FIAL’s support, 
however, we would have 
been reluctant to undertake 
research in a completelynew 
area than traditi onal dairy 
and food manufacturing.” 
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“The FIAL grant allowed us to partner with research institutions 
with the capabilities and expertise to conduct the early stage 

research needed to get products into development.”

Pointing to the development 
of InferrinTM microencapsulated 
lactoferrin, Bradley said the innovation 
solved the problem of the protein 
being broken down in the stomach 
where its full benefits were lost. 

After an initial contact with a 
FIAL team member in 2015, Bega 
Bionutrients successfully applied for a 
FIAL Enterprise Solutions grant. With 
the funding secured in November 
2015, FIAL and Bega Bionutrients 
began working together through the 
Enterprise Solution Centre.

“Without FIAL’s support, however, 
we would have been reluctant to 
undertake research in a completely 
new area than traditional dairy and 
food manufacturing,” said Bradley. 

“The FIAL grant allowed us to partner 
with research institutions with the 
capabilities and expertise to conduct 
the early stage research needed to 
get products into development,” he 
continues.

It might be tempting to stick with 
what you know, especially if you’re a 
manufacturer of brands Australian’s 
know and love, but this was not the 
case with Bega Cheese. 

“Developing and commercialising 
products of this nature take time and 
are inherently risky. But being part of 
a business like Bega that is supportive 
and open to try new things makes all 
the difference.” 

“FIAL’s support helped offset the risk 
associated with the early research 
stage and not knowing if we will get a 
commercial product at the end of it.” 
Bradley said. 

Hitting the right market
Innovation is risky so the last thing 
you want to do is develop a product 
without knowing the market in detail. 
By collecting market and consumer 
insights, FIAL has developed a 
database that businesses can access 
to better understand a market. This 
is especially helpful when businesses 
are working in a market as complex 
as the global health and wellness 
market. 

Not only is it about understanding 
what the consumers wants right now, 
but it is also having an understanding 
of trends that could lead to new 

opportunities in the future. At Bega 
Bionutrients, the business uses its 
marketing and business development 
team to constantly have an eye 
on and look for new opportunities 
popping up on the horizon. 

Bradley adds that this focus also 
requires opportunities fit with the 
business goals and strengths.

“Be disciplined and realistic when 
evaluating new opportunities – 
do they align with our strategy 
and strengths? Is there really an 
opportunity here? What partners 
would be involved and how would 
this work etc.” 

“FIAL’s support helped offset the risk associated with the early 
research stage and not knowing if we will get a commercial 
product at the end of it.”


