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Admittedly, milk is considered an essential and nutritious food commodity for humans providing essential elements in the human diet. In this view, milk is considered the cheapest source of animal protein, however, most countries in the Middle Eastern region cannot maintain sufficient internal production of milk consequently requiring external supply. The Arabian region experiences various constraints of climate limiting the region’s production of milk (Fatah & Hassan, 2008). However, despite the limited production of milk in this region, the consumption per capita has substantially increased by more than 25 % and observably the region’s production is not expected to keep pace with limited rains and land resources acting as major barriers to milk production in the Middle East region (Maitah & Smutka, 2013). Believably, if the situation is left to exacerbate, the demand would possibly outgrow the internal supply. 
For this reason, Sydney Milk Powder Company seeks to export milk powder products which would provide essential dietary elements required for the sustenance of livelihoods. In this view, it is worth noting that the problem of milk deficiency in the Middle East can only be solved by increasing the supply of milk from external countries where substantial quantities of milk are produced. Australia produces surplus milk which can easily be converted into powdered milk to help address the problem of increased regional demand.
Generally, the region’s demand for milk products has been constantly on the rise over the past few years, however, the region is not self-sufficient in milk production. Baldwin & Pearce (2005) noted that the regional demand for milk products was expected to grow at a faster rate than the production itself. Even though the European Union has monopolized milk supply in Syria, its production is expected to drop significantly specifically because of the reforms and WTO obligations aiming to reduce subsidies. 
However, productions in New Zealand and Australia are expected to increase up to a point of stimulating export-oriented production (Ridoutt & Hodges, 2017). Sydney Milk Powder would therefore take advantage of this situation and the developing gap in the Middle East to engage in large-scale exportation of milk powder products. 
Arguably, the petroleum industry has acquired a lot of prominence in the Middle East consequently leaving agriculture only for the subsistence use. Even though agriculture plays significant roles in the sustenance of the local population in the middle eastern countries, these countries have however focused on the petroleum industry leaving them to outsource some of the essential agricultural products such as milk and dairy products. Besides the lack of focus on agricultural production, most of the middle eastern countries experience acute dry conditions for most parts of the year which adverse climatic variations that do not support agriculture. Against this understanding, in this current paper, I present a business idea involving the exportation of milk and dairy products to the middle eastern counties specifically Syria and the United Arab Emirates.
Admittedly, milk and dairy products are considered essential sources of nutritional values to humans. Similarly, milk and dairy products represent cheaper sources of animal protein for both rural and urban populations across the world. In this sense, it is believed that the populations in these middle eastern countries to need milk and dairy products despite the limited production in the middle east. Even with the limited production of these products in the middle eastern countries, it essential to note that their consumption has significantly risen over the past few years. It is argued that the increase in consumption for the milk and dairy products in the middle eastern countries can be attributed to the increase in per capita income and the fast-growing population (Maitah & Smutka, 2013). Believably, the two influencing factors have created growing effective demand for the milk and dairy products in Syria and the United Arab Emirates. 
Misunderstood by many investors and companies that the middle eastern milk market is already flooded with products from the United States and European counties, it is important to understand that with the fast-growing population, the market is still open to new investments. Additionally, the people from these countries are wealthy, many are flush with petroleum exports and would similarly like to drink milk. For this reason, I believe that there is a very huge potential in these markets because of the increase in wealth and the presumed potential of the people to spend on milk and dairy products. As indicated above, I believe the absence of adequate milk and dairy products in the middle eastern countries presents a challenge and enhances the idea of food insecurity which has become a major concern for both national governments and international agencies. 
During the previous years, the milk and the dairy sector has experienced volatility with a significant reduction of the cumulative global herd. Observably, this has put a strain in the supply of fresh milk products in the market. Also, considering the current consumption trends of milk, it is important to note that only a third of the total milk produced is consumed as fluid while the remaining percentage is processed and sold out as either powder milk or other processed milk products (Food and Agricultural Organization). In this view, the company stands a better place to advance the export of its products in Syria. 
Australia, rather known as the island of production is a major agricultural producer and exporter of milk and associated milk products (Griffiths, 2010). Due to high-quality produce and expertise, the country has earned a global reputation in the production of high-quality milk products. Believably, this would assist in the alleviation of presumed competition in the middle market in the middle eastern countries. 
Australia applies some of the world’s most stringent quarantine laws which have ensured that the country remains free from the world’s most severe pests and diseases. For this reason, the milk products from Australia are known to be safe, nutritious and of high quality. All over the world, Australian dairy products are recognized as superior and are in great demand. In a sense, the company’s idea to export milk to Syria would be a better strategy as the producing country is way ahead of the other competitors in terms of quality and safety. 
In Australia, dairy farmers follow strict food safety requirements to ensure that the cows stay healthy and produce high-quality milk. Each dairy cow is identified with a unique ear tag that helps the farmer to monitor them regularly. Dairy farmers keep records of all feed provided and any health problems of (or medical treatments are given to) each cow. Sydney Milk powder is packaged under strict conditions that ensure compliance with not only the local standards but also international standards to ensure the production of quality products suitable for export. Despite the increasing demand for milk products, the industrial production and processing of liquid in the United Arab Emirates has remained considerably low in the past two decades. 
Evidence drawn from past research indicates that besides the imports, the country’s total milk processing is relatively lower than the demand. Generally, the per capita consumption of milk and its products in almost all countries has risen. This has consequently led to the increased importation of dairy products. UAE imports tones of different dairy products ranging from cheese, butter and even liquid milk. Notably, the market for powdered milk has not been fully exploited with the Netherlands as the only exporter of powdered milk to UAE. Based on the national statistics, it is crystal clear that the country heavily depends on imported milk products. 
The ever increasing demand for milk and its associated products also seems to have burdened the local production in environmentally harsh conditions. In this view, importation can be considered a better way to gear up for growth. 
Even though the local companies and processors have an objective to substantially increase their production by approximately 20%, however, the harsh climatic conditions and the infancy of cold chain in the middle eastern country has presented a major obstruction towards the realization of this objective. For this reason, Sydney Instant Milk Powder has a potential for growth in this market because observably, the local processors have failed to address the growing demands in the market. Drinking milk and use of powdered milk has indicated a strong performance in other middle eastern countries such as Syria and Lebanon over recent years. UAE is also witnessing a gradual growth attributed to the increase in awareness of health awareness regarding the benefits of milk. In the other middle eastern countries, due to the increased focus on healthier food alternatives, the demand has drastically shifted from fresh milk to powdered and other forms of processed milk because these are considered healthier and more nutritious.
Business Canvas model
Key Partners
To be able to perform its market tests in the Middle East, Sydney Instant Milk powder would require the cooperation of local companies in the region. For instance, Murray Goulburn and Fonterra Australia would be the company’s major partners in this product development. To reduce the risks of failure and uncertainties, the company would closely collaborate with these companies both at home and in the Middle Eastern region.

Key Activities
Fresh milk would be sourced from the local farmers in Australia. After the delivery to the factory plant in Australia, the milk will be skimmed and pasteurized. This represents the production stage. The skimmed milk would then be transported to the middle east via sea to be displayed in the local stores.
Value Propositions
Even though the region’s per capita income has been increasing over the past few years, the region’s climatic conditions have not been able to support sufficient milk production for the local population. For this reason, the company intends to bring milk products at the convenience of the local consumers. Similarly, this is also a unique product which would give the consumers a return value for their money. Observably, Sydney Instant milk powder, manufactured in Australia would offer nutrition solutions for each stage of development for everyone in the Middle Eastern countries. It is essential to note that the powdered milk would contain essential vitamins A and D and would be available in almost all the retail shops across the Middle Eastern region
Customer Relationships
To establish and maintain our consumers, Sydney Instant Milk powder would particularly focus on advertisements and distribution of newsletters to inform and remind consumers of the value of the new product.



Customer Segments
Sydney Instant Milk powder seeks to engage a diversified market. The sales of milk powder products would target the general population. However, it is essential to note that the initial sales would focus on the working population.  Applying a differentiated market strategy, the company’s targeted market would be all over UAE and Syria, focusing particularly on the working population. To satisfy the needs of the customers, the company intends to introduce new products aimed at particularly phasing out the old ones.
Key Resources
For the new product development, the company would require financial and human capital besides copyrights to begin operations in the Middle East.
Channels
T.V commercials have in the past proven to be better a better strategy to reach out to potential customer segments. For this reason, Sydney Instant Milk powder intends to use TV commercials to popularize the new product in the middle east. In order to gain higher customer’s purchase intentions, Sydney Instant Milk company would apply the use of TV commercials to particularly helpful in building trust in the mind and perception of the customers. Believably, as evidenced in Khuong & Nguyen (2015), the building of positive attitudes and moods is directly associated with the buying intention of the customers. And because the sale of milk powder products represents the major source of income for the company, building the customer’s trust and enhancing interest would be a major factor of consideration.


Cost Structure
The company in its plan intends to employ the leanest cost structure possible. However, consignment and freelance researchers would require little more finances from the company. Currently, the milk market segment in the Middle East is worth about 455 million dollars and is expected to reach 700 million dollars by 2023. Sydney Instant Milk powder is thus expected to compete favourably in this market because the company ideally specializes in the manufacture of quality milk powder products that are made from pure, fresh, homogenized and pasteurized cow milk. 
Revenue Streams
The sale of company assets in Australia would be one major source of revenue for the company. Similarly, the sale of milk powder products in the middle east would also be considered major sources of revenue for the company.
Design thinking
Design thinking particularly focuses on the experiences of the potential consumers of the product. A human-centred approach targeting the consumers, design thinking is centred around empathy for the people facing a particular problem and who the design is meant for. In this view, Sydney Instant Milk powder views the Arabian world from a customer's point of view focusing particularly on their problems, aspirations and wishes. It is essential to note that this interactive thinking has helped the company in understanding the needs of the people in this region and consequently discovering the best possible solution for meeting those needs. 

In the redefinition of this problem, the company has empathized with the people in this region and has focused on developing new strategies of exporting milk powder products to this region. In the understanding that even with the increase in per capita earnings in the Middle Eastern countries, the region's climatic conditions do not have the capacity to support sufficient milk production in this region. Because of the consumer-driven insights, the company has gathered enough insights into the people's problem, consequently helping them in generating ideas and coming up with the solution to supply milk powder in this region because this would help in solving the problem identified. 
Unconventional thinking strategy has helped the company to arrive at an innovative solution of bridging the gap between the supply and demand of milk products in the middle east. 
Testing
Product testing is usually meant to collect more information about the product from the market to reduce uncertainties before the introduction of the product in the market. Similarly, testing also determines the viability of the new product in the market. It is however important to note that business start-ups must ensure that they do not incur high costs in the market tests. To cheaply test the new product in Syria and UAE, Sydney Instant Milk Powder intends to collectively use consignment testing and freelance market researchers since these are believably cost-effective ways to test the product in the market. The information drawn these tests would be essential in making improvements in the product or the message relayed to the target market. 

[bookmark: _GoBack]Instead of putting up plants in the middle east, Sydney Instant Milk powder would collaborate with local retailers to display their items on their shelf and selling it consignment. Ideally, this is a better way of getting sales proof, feedback and testimonials. Similarly, the company would also craft down questions and incorporate the services of a professional freelance researcher to test the product. Admittedly, this is also a better way to cut down costs as low as possible.
Challenges
Arguably, having a clear understanding of the entrepreneurial process does not give a guarantee of success since the activity would involve a lot of uncertainties which might result in failures. For this reason, Sydney milk Powder is also expected to face various challenges to ensure success in the Middle Eastern region (McCauley et al., 2015). For example, to ensure success, the company has to brace itself for unmanageable demand for milk products. Over the next 40 years, the world population is expected to increase to about 10.5 million people, with a significant reduction in the amount of arable land by almost 25 %. These adjustments would impose pressures on the company and may lead to its failure in Syria. 
Currently, some portions of Australia face droughts which pose direct impacts on the total milk production. Droughts experienced in areas such as Victoria, Queensland, New South Wales and Western parts of the country have led to limited production due to lack of fodder and feed grains. Limited production of milk could lead to undersupply of milk powder in Syria. To meet the increased demand in the face of this challenge, the company would adopt technologies and strategies to increase milk production through modernization and specialization. 
For instance, improvements in genetic selection will lead to dairy cattle lines that are healthier, produce milk more efficiently, and are more disease- and heat-resistant (Booth & Whelan, 2014). 
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