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· Do you think that kibble smell is important to pet owners?
According to psychologists1, 75% of our emotions are based on what we smell rather that what we see and hear. 
Don’t forget that a pet owner has to deal with the smell of the food on a long term basis: he has to bear it from the moment he opens the pack until the final consumption by the animal. If the smell is unpleasant or overwhelming, it alters the feeding experience he shares with his pet.
Pet satisfaction and the nutritional performance of a kibble come in first and second when you ask pet-owners what they expect of a pet food2. 
The pleasure the owner takes in serving the food ranks in 3rd position. And whether a pet food is considered appealing or not by the owners is largely determined by its smell. This characteristic comes before texture, shape or color according to pet owners.2 

· What does “a good smelling kibble” mean for pet owners?
For 84 % of dog and cat owners2, a “good smelling kibble” reflects the composition of the food they buy. But expectations may vary according to the segment of customer and the geographic area. For example, roasted chicken is a smell Americans enjoy, but European and Asian pet owners prefer boiled or dark chicken. Salmon is preferred for cats in Europe and white fish and tuna in Asia. Regardless of the aroma, the smell must always be consistent with the product positioning and claims.

· How did you develop the sensorial solutions of the FeelGoodProgramTM?

The FeelGoodProgramTM is the result of a long term partnership between SPF, a worldwide palatability expert and Firmenich, a world leader in flavor development. Each company brought its expertise to create a new category of sensorial solutions. Our research and development teams have worked together for 3 years to prove that it was technically feasible to design a sensorial solution that improves a kibble smell for the owner while maintaining an excellent palatability performance for the pet.

If the concept is simple (a pet food must be appealing both for the animal and the owner), the challenge is excessively difficult. Smells pleasing to the human nose are rarely appealing to pets. Moreover, very few sensorial solutions are stable enough to be perceived during the whole shelf life of dry products (12 to 18 months).

· What are the most important steps in designing a new sensorial solution?
All sensorial solutions must first guarantee uncompromised palatability for the pet. Therefore all developments start with palatability tests in expert panels. Solutions showing no significant difference between the control diet and the FeelGoodProgramTM diet are cleared for step two: sensorial evaluations in human trained panels. The most promising prototypes are finally assessed in consumer tests for final validation
· Once coated on a kibble, what is the shelf life of a sensorial solution?
So far we have cleared a 12 months shelf life for our sensorial solutions coated on kibbles (studies are still on-going to validate 18 months shelf life). After 12 months consumers still have a significant preference for kibbles coated with a sensorial solution from the FeelGoodProgram over the control diet.
· What key benefits can pet food manufacturers expect from the FeelGoodProgramTM?

I think the most important one is the opportunity to develop customer loyalty. The FeelGoodProgramTM can help manufacturers create an olfactive signature: a unique smell for a brand or a product that will be recognized by its customers. If the smell of the product is improved and the pet owners find it more pleasant, than the emotional bond between the owners and the pet will be strengthened. 
· What changes in customers’ behavior do you wish to trigger with the FeelGoodProgramTM? 
The results of a consumer study done with 80 dog owners3 show that the kibble smell can influence consumers to switch brands: 71% are likely to switch to a new brand and pay a premium price if the smell is more enjoyable (granted there is no change for the animal).
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