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Caring is in our nature
So is BENEO™

www.orafti.com

Pets and people have a special bond. It is based on a feeling of trust and an under-
standing of each other's needs. Quality food is such a need and the natural answer
is BENEO™ . Discover the unique technological applications of our products like
improving appearance, structuring pet foods and mouth feel. Our scientists at ORAFTI
are experts in digestive health research and specialize in illustrating how good
digestive health contributes to nutrient absorption, better immunity, a shiny coat, healthy
stools and improved overall metabolism. What's more, they can advise you about our latest
results so you can anticipate the upcoming trends and serve the best a pet can get.

Call Piotr Janowicz on +32 16 801 372 or send an e-mail to piotrjanowicz@orafti.com for

an appointment with one of our sales managers in your region.

ORAFTI Animal Nutrition, your partner in product innovation.

RN ORAFTI Animal Nutrition

[ | Aandorenstraat 1 B-3300 Tienen Belgium
\.L‘! 2/ phone : +32 (0)16 801 301 - fax : +32 (0)16 801 308
g g

e-mail:_info@orafti.com ANIMAL NUTRITION



http://www.orafti.com
mailto:piotr.janowicz@orafti.com
mailto:info@orafti.com

On the cover: Garth and
Tyler Merrick like being part of
a family business. Learn about
their new products starting on
page_14.

Photo by: Mark Umstot

Digital version available online at
www.petfoodindustry-digital.com

October 2006 Volume 48, Number 10

14 Vericd .

By Jenny Kvamme, DVM
Family-owned company develops trendsetting products.

18 Aflatoxin |

By Tim Phillips, DVM
A clay called HSCAS can help petfood manufacturers avoid a crisis.

By Tim Phillips, DVM
The return on investment in your dryer can be especially high.

22 What vets think about petfood

By Jenny Kvamme, DVM
Petfood Industry asks veterinarians about the future of nutrition and petfood.

4 d tQ al NQtes By Tim Phillips, DVM

“Growth is optional.

E EethQd |nS|ghIS By David T L PhI

AAFCO annual meeting shows some progress.

32 '

Glucosamine gains popularity.

34 Market Watch By Huntley Manhertz, PhD

Natural and organic niche markets on the rise.

so SQmething tQ(hE!M ON sy r e Phillips-T

Connecting with consumers.

B — Industry News 42 — Product News
12 — New on the Shelves 44 — Market Place
36 — Research Notes 49 — Advertisers’ Index

38 — Meeting Planner

PETFOOD INDUSTRY (ISSN 0031-6245) is published monthly by Watt Publishing Co., 122 S. Wesley Ave., Mt. Morris, Illinois 61054-1497 USA. All rights
reserved. Reproduction in whole or part without written permission is strictly prohibited. PETFOOD INDUSTRY and its logos are registered trademarks of Watt
Publishing Co. POSTMASTER: Send address changes to: PETFOOD INDUSTRY, 122 S. Wesley Ave., Mt. Morris, Illinois 61054-1497 USA. Periodical postage
paid at Mt. Morris, Illinois 61054-1497 and additional post offices. Canada: Canada Post International Publication Product Mail Code 1686232.

October 2006 | Petfood Industry | 3


http://www.petfoodindustry-digital.com

comments

Editorial Notes |

BY TIM PHILLIPS, DVM

Growth is optional

‘ ‘ he tipping point is that
magic moment when a
trend crosses a thresh-
old and spreads like

wildfire,” explains Malcolm Gladwell,
author of The Tipping Point.

Frain, a supplier of pre-owned
equipment, thinks several trends in
petfood manufacturing are at their tip-
ping points. They include escalating
pressure to:

» Reduce operating costs;
» Reduce capital budgets; and
» Reduce time to commercialization.

Petfood producers will begin sourc-
ing their processing and packaging
equipment needs in different ways to
accomplish their production goals, be-
lieves Frain. Contract packagers and
used equipment companies stand to
gain substantially as companies seek
to lower costs, get to market faster
and use capital budgets to back proven
market winners.

Human food

tipping points
It is no secret that petfood trends,

especially in the past decade, have
closely paralleled human
food trends. Food Pro-
cessing magazine recently
published six essential
trends in human foods.

1. Organic. The magazine
scored organic as the
biggest and most sig-
nificant trend for pro- |
cessors to watch. The
organic boom is now
entering its second gen-

Organic petfood sales are

growing rapidly. They claim to

be free of preservatives, pesticides,

hormones and antibiotics.
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The organic boom is
now entering its second
generation of double-

digit growth.

eration of double-digit growth, says
Food Processing, and is on another
big upswing.

2. Health and wellness. The health and
wellness category has a larger foot-
print than organic, contends Food
Processing. Any food product can
be formulated as organic, but not all
products can be called healthy.

3. Age awareness. This trend overlaps
with the health and wellness trend,
especially for the aging US popula-
tion. However, there are numerous
nonhealth aspects for processors
to consider as they help 77 million
baby boomers move into old age.

4. Portion control. In some ways, por-
tion control is a health tool. How-
ever, notes Food Processing, this
year it deserves its own category
because it is a merging of health

with the recurrent trend for

more convenience.

5. Globalization. Asian,

Hispanic, African Ameri-

| can and other ethnic mi-

norities will make up more

than 35% of the US popu-
lation in five years. More

' traffic between cultures

 and instant global informa-

tion mean rapid dispersal of
once regional preferences.

6. Kosher and halal cer-

tification. Both areas are
experiencing prolific growth rates.

Kosher is still progressing at dou-

— Tim Philips

ble-digit rates, and halal (Islamic
permissible) is in a sudden, major
growth spurt.

Positive developments

The World Market for Pet Food and
Pet Care Products, a recent report by
Euromonitor International, cites sever-
al developments that bode well for the
global petfood market. These include
the “humanization” of pets, product
and packaging innovations, improve-
ments in distribution, rising pet levels
in emerging markets. rising consump-
tion levels of industrially prepared
petfood in developing markets and
consumers trading up to premium and
superpremium products.

The worldwide petfood market is set
to continue to grow strongly in emerg-
ing and mature markets.

Embrace change

Change is inevitable, growth is
optional. Change energizes some or-
ganizations and paralyzes others. Suc-
cessful organizations are marked by
the ability to embrace change rather
than ignore it or react to it, says busi-
ness consultant Ira Blumenthal. In the
words of Ben Franklin, “When you're
finished changing, you're finished.” @

Dr. Phillips is the editor of Pet-
food Industry magazine. He can be
reached at Tel: +1.815.734.5644,
E-mail: tphillips @wattnet.net.
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- PV N STAY-Clean

INNOVATIVE NUTRITIONAL SOLUTIONS FOR STRONG
AND HEALTHY TEETH

Oral care is a major concern of pet owners.
Research and development at DSM has
demonstrated that Stay-Clean reduces
plaque formation and tartar build up for
supporting strong and healthy teeth.

DSM Nutritional Products Ltd.
P.O. Box 3255, CH-4002 Basel petfood.nbd@dsm.com L.
Switzerland www.dsmnutritionalproducts.com Unlimited.
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Industry News

9Lives container wins
Best of Show

A package for Del Mon-
‘ te 9Lives cat food has been

el

named winner of the Ber-
nard M. Seid Best of
Show Award in the
43 annual Package
of the Year Award
sponsored by the
National Asso-
ciation of Con-
tainer Distribu-
tors (www.nacd.
: net). Distributor
oy All-Pak  (www.
all-pak.com)
worked with Del Monte to design the
award-winning container.

A unique element to the package is a
feeding bowl/measuring cup that snaps
over the container’s threaded closure.
This component also let Del Monte add
a free can of its moist cat food.

To see other NACD winners, visit
www.packworld.com/go/wl173.

GMO rice may impede
petfood trade

Bayer CropScience has notified the
US Department of Agriculture and the
US Food and Drug Administration that
the company detected trace amounts of
GMO rice in samples taken from com-
mercial long grain rice. The product
line, called Liberty Link (LL), includes
three rice products.

As a result, the European Union has
tightened document requirements on
US long grain rice imports. The Euro-
pean Commission adopted the decision
requiring imports of long grain rice
from the US to be certified as free of
the unauthorized GMO LLRice 601.
Japan, for which the US is the largest
rice exporter, has already suspended
imports of US long grain rice. As of
press time, the effect on petfood trade
remains uncertain.
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Bayer indicated it had no plans to
market LLRICE 601 and therefore had
not requested deregulation. Based on
reports that LLRICE 601 is in the mar-
ketplace and a petition from Bayer, the
US Animal and Plant Health Insection
Service (APHIS) will conduct a deregu-
lation process, including an opportunity
for public comment. Because the line of
GMO rice in question was regulated,
APHIS is conducting an investigation.

Colgate-Paimolive profit
dips 17%

Colgate-Palmolive Co.s second-
quarter profit slid 17%, as restructur-
ing charges outweighed sales growth.
The company said net income declined
to US$283.6 million from US$342.9
million in the prior-year quarter. Re-
structuring charges totaled US$115.9
million in the latest period, a sharp
increase from the US$28.7 million in
charges logged last year.

Sales were US$3.01 billion, up 6%
from US$2.84 billion a year ago and
ahead of analysts’ consensus target of
US$2.96 billion. Unit volume rose 4%.
Prices rose about 2% worldwide, while
favorable foreign exchange boosted
results slightly. Colgate attributed the
sales growth to new products and in-
creased advertising spending.

Petfood Forum 2007
topics announced

Petfood Industry and Watt Publish-
ing Co. have announced topics for Pet-
food Forum 2007.

Sessions in the marketing/produc-
tion track include new product trends,
popular functional ingredients, prod-
uct/packaging case study, superpremi-
ums, global sales trends, niche mar-
kets, production innovations and the
latest packaging materials/equipment.

For the nutrition/regulatory track,
topics include US regulatory report,
new and significant global regulations,

eJeldForum

New Products. New Opportunities.
obesity prevention, nutrition for skin
and gut health, cognitive palatability
testing, innovative treats, genomics—
customized diets and point/counter-
point—the new NRC requirements.

Three new general sessions include
large pet retailers on what pet owners
want, a roundtable of petfood company
CEOs and exclusive market research.

Petfood Forum 2007 will be April
16-18 in Chicago, Illinois, USA. Visit
www.wattnet.com/petfoodforum/

home.cfm, or contact Marcia Riddle
(attendees) at mriddle@wattnet.net
or +1. 815.734.5633, or Ginny Stadel
(exhibitors) at vstadel@wattnet.net or
+1.815. 734.5691.

AFB International
acquires NuPetra

AFB International Inc. announced
recently that it has signed a final pur-
chase agreement to acquire NuPetra
LLC, the petfood palatant business of
NutriScience Technologies Inc., and
NuSci Laboratories LLC. The terms of
the transaction were not released. The
name of the combined company will
be AFB International, and NuPetra’s
brand, BioFlavor, will continue under
the AFB International corporate flag.
Jacquelyn A. Levin will remain the
CEO of the new combined company.

Nestlé: strong
first half 2006 sales

In the first six months of 2006,
consolidated sales of the Nestlé
Group amounted to CHF47 million
(US$38 million), an increase of 11%
over the prior year. The increase in
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reported sales was mainly driven by
above-target organic growth of 6.4%.
The group’s core food, beverage and
nutrition business supplied the bulk
of the growth and yielded three-
fourths of the margin improvement.

PetCare performed well worldwide,
with real internal growth of 4.6% and
organic growth of 6.6%, Nestlé said.
Market share in Europe is growing,
and the product mix is improving.
Progress was also achieved in markets
such as Japan and China, as well as in
Latin America, while North America
continued to perform well, according
to the company.

Future scenarios in the
Italian pet market

Mediatic has scheduled an event for
the Italian pet industry on November 8
in Reggio Emilia, Italy. Manufacturers,
trade press and experts will discuss new
trends and development opportunities
including products, export countries,
distribution channels and international

MEDIATIC

trends. For more information, contact
Mediatic, E-mail: media@mediatic.it,
Tel: +39.0522.383620, Fax: +39.0522.
381484.

Betagro finds success in
Thailand market

Pets are becoming more popular as
home companions for urban residents
in Thailand. The shift has led to an in-
crease in annual sales of dog and cat
food, up more than 10% over the past
several years. Nopporn Vayuchote, ex-
ecutive vice president of business de-
velopment for Betagro Group, said his
firm had enjoyed substantial growth
in its dog food business in Thai-
land—which is estimated to be worth
3.6 billion baht (US$96 million) this
year, up 13% from the year before. He
said Betagro held a 10% share in the

3.2-billion-baht (US$85 million) dog
food market last year.

The success has driven Betagro,
which focuses mainly on processing
and exporting chicken, to invest 100
million baht (US$2.7 million) this year
to expand its dog food factory in Lop
Buri. The expansion will bring its total
capacity to 4,000 tons per month from
1,500 tons now. The firm hopes to cap-
ture a 20% share of the dog food market
within the next few years.

Nopporn said the company also
planned to add cat food to its produc-
tion line to tap into the 800-million-
baht (US$21 million) market in Thai-
land. He said competition was still
light for cat food with only 15 brands.
There are more than 50 brands of dog
food sold in Thailand.

USS14.5 billion in
petfood sold in USA
America’s fascination with upscale
gourmet is being passed onto pets, as
sales of premium petfoods—natural/

Looking for a marriage of taste & quality?
Talk to Peterson.

We have the ingredients for your success. For over 40 years,
The Peterson Company has been providing the pet food
industry with top quality, specialized pet food ingredients

and services. During that time, our wealth of technical
expertise has put us at the forefront of new product development.

Our broad exposure to the industry helps us in coordinating
the research and development of new potential ingredients
and formulating them into marketable products. Our
commitment to ingredient technology can work for you.

We are also adept and experienced at developing entirely
new proprietary ingredients to meet your specifications,
with assured confidentiality. Whether you’re looking for a
new variety, or just want to add some spice to your existing
line, call The Peterson Company.

Our products
produced in USA

COMPANY

The Peterson Company
PO. Box 60 ® Battle Creek, MI 49016
Ph: (269) 979-1600 ° Fax: (269) 979-9227
Website: www.thepetersoncompany.com

E-mail: sales@ thepetersoncompany.com
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Geelen Counterflow

DRYER MRII

Clean, efficient drying of extruded products

Geelen Counterflow
T = 301 =475 = 51802 3 405
F +31-475-592767
info@geelencounterflow.com

Geelen Counterflow USA Inc.
T +1-772-5594338
F +31-475-59276867
www.geelencounterflow.com

» Highly efficient energy consumption

because of counterflow design,
internal recirculation and minimal
exhaust air

* Zero downtime during change over

of product

* Uniform product bed by PLC

controlled distributor

* Fire proof insulation between double

stainless steel walls

= Gravity driven product flow allows

thorough purging between batches

= High drying uniformity by frequent

product and air mixing

* Gas or steam as heat source
= Air flow control at every drying stage
* Fines separation by internal cyclones

and central dust collection

= Low maintenance hydraulic discharge

system

= Advanced control system with 15

inch colour touch screen, remote
access and networking capability

* Microwave moisture sensor in hopper
* Automatic moisture control regulates

discharge air temperature of burners

= Efficiency indicator on control screen
* Worldwide sales and service network
s 24 hour technical support

Some of the above features may be
optional.

Geelen Counterflow®

cC ooQoLl A ND 120 LR
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organic, fortified/functional, weight
control and lifestage, among others—
helped boost 2005 sales to US$14.5
billion. According to Pet Food in the
US: Riding the Premium Wave, a new
report from Packaged Facts, convert-
ing consumers and their pets to higher-
priced, premium foods will continue to

be a major driver of success in the US
petfood market—which is projected to
reach nearly US$19 billion by 2010.
During the first six months of 2006,
175 new petfood (dog and cat) products,
including extensions of existing lines,
were launched. The new products en-
compassed 844 SKUs, almost as many

If your emulsifier leaves bone chips,

If your emulsifier struggles with
ingredients at 20°F and colder,

If your people need to dismantle
and clean your emulsifier frequently,

If your emulsifier cannot output 500-2,000 Ibs. / minute
and you need this kind of capacity,

The Pappas 225 DPE Emulsifier

features our unique “floating knives.”
It is equally capable with the driest
or wettest of input. Remember,
we’re stainless steel, sanitary,

heavy duty, low-maintenance

and made in the USA.

575 E. Milwaukee e Detroit, Ml 48202

Esrablished 1921

313-873-1800 e Toll-Free US: 1-800-521-0888 e Fax: 313-875-7805
Email: sales@pappasinc.com e Website: www.pappasinc.com

Petfood Industry

as appeared in all of 2005.
For more information, go to www.
packagedfacts.com/pub/1190796.html

or www.MarketResearch.com.

Grow your organic
business

On October 30-31, Strategic Re-
search Institute will hold the Business
of Organic: Finance, Marketing and
Operations at the Hilton Sonoma Wine
Country in Sonoma, California, USA.
The conference will focus on dynamic
marketing techniques and financial as-
pects of running an organic and natu-
ral food or beverage business. Niche
segments will include natural petfood.
The forum will provide a forecast for
the organic industry, which has reached
US$14 billion. (For details, see p. 34.)

To view the full program or to reg-
ister, log onto www.srinstitute.com/
CX598, or contact info@srinstitute.
com, Tel: +1.212.967.0095.

Canada anti-BSE feed
rules include petfood

Tissues from cattle that could trans-
mit BSE will no longer be allowed in
petfoods, chicken feed and fertilizer
under new Canadian federal rules an-
nounced recently. The Canadian Food
Inspection Agency (CFIA) is tighten-
ing rules on the products to crack down
on potential ways of spreading bovine
spongiform encephalopathy (BSE).

Because of their role in passing on
the disease, protein-based tissues from
the skulls, brains, nerves, eyes, spinal
cords and bones of older cattle have
been banned from cattle and ruminant
feed manufactured or sold in Canada
since 1997. The new rules widen the
ban on those tissues to include all live-
stock feed, petfood and fertilizers, ac-
cording to the CFIA.

The widened ban is scheduled to
take effect July 12, 2007. Smaller feed-
producing operations will be given an
additional six months to make sure
they can comply with the new rules.
The federal agency said it hopes the
new rules will make the Canadian cat-
tle feed system 99% free from sources
of potential infection. [
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ingredients dowh
to a science!

Developing unique science-based technologies and
supplying novel products tailored to meet the specific
needs of the petfood industry has been ADF's mission
for over 25 years. Our expertise in processing has
provided the petfood market with a consistent supply
of high quality protein ingredients. Along the way,
our focus has always centered on ingredients of
uncompromising quality backed by the solid
application of science and the skill of the industry’s
finest customer care team.

Creating a brand your customers will love
means formulating with ingredients
you can trust. And that trust begins.

with protein ingredients from ADFE,

AMERICAN DEHYDRATED FOODS, INC.

ADF has a complete line of spray-dried protein products for your petfood formulations:

| GRANULATED EGG | COOKED CHICKEN MEAT | LIVERS (CHICKEN, PORK) | ALLERGEN-FREE PROTEINS | BROTHS | COMBINATIONS OF PROTEINS |

| ADF's comprehensive range of products also includes EXTRUDED PROTEIN COMPLEXES and HIGH QUALITY LIQUID CHICKEN FAT |

For more information call: 800.456.3447 or visit us at: www.adf.com

In Europe, please contact: ADF-CIMA Nutrition nv » -+32.56.61.7151 + t-mail: adf@cima.be SUP ET)\_I@_M’J.{AT ING

[AIl ADF Plants are EU Certified|
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New on th e Sh elves Editors note: Submissions and feedback are welcome. Contact Jenny Kvamme,
Tel: +1.815.734.5637, Fax: +1.815.734.5649, Email: kvamme@watinet net.

L Nutro’s doggie dessert line

oo 1 e g %9 Nutro Products Inc. has introduced what it calls the pet coun-
terpart to the classic homemade American dessert—Natural
Choice Healthy Desserts. Developed as healthy treats with a
~ dog’s palate in mind, these four new “desserts” include Apple
Torte, Berry Cobbler, Carrot Cake and Pumpkin Crumble.
Each 3-o0z. can has real fruits and whole grains like oatmeal
and flaxseed, contains no added sugars and has less than 100
calories per serving. www.nutroproducts.com

Less than 100 calories per serving LW Csd¥han 100 calorios per serving BV

Waggy Tail Treats

Everyday Gourmet Treats from Waggy Tail Treats bakery are made with
natural ingredients, including potato flour. For dogs with wheat and gluten
allergies, the bone-shaped treats contain no wheat flour. They come 24
bones to a package. www.waggytailtreats.com

~ The organic cat’s meow

. Now cat owners can jump on the organic bandwagon. Wild Kitty Cat Food
) claims to contain no preservatives, steroids, hormones, artificial colors or

/ /' flavors. Ingredients include all-natural meats, fresh Atlantic clams, organic

vegetables and natural taurine. www.wildkittycatfood.com

Robbie Dawg takes the cake
For people who like to indulge their pets, Robbie Dawg &%
offers Dogcakes. The many varieties, from Apple Carrot | ¥
Cake to Banana Peanut Butter With Sour Cream, are de- £
veloped to attract canine taste buds. Each cake is custom
made to order, with several designs to choose from. www.

robbiedawg.com

12 | Petfood Industry | October 2006


mailto:jkvamme@wattnet.net
http://www.nutroproducts.com
http://www.waggytailtreats.com
http://www.wildkittycatfood.com
http://www.robbiedawg.com
http://www.robbiedawg.com

The Right Animals
The Right People
The Right Answers

bt.lllny__ the Hlanddrd
for Pet Food Testing

(570)756-2656 4"

R 1, Box 131 » Susquehanna, PA 18847
Fax: (570) 756-2826 * Email: srfiidepix.net
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gourmel
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Family-owned company
develops trendsetting products

BY JENNY KVAMME, DVM
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Four new canned products will
make it to the shelves soon includ-
ing Rocky Mountain Rainbows,
French Country Café, New Zealand
Summer and Brauts-n-Tots.

errick Pet Care is a fam-
ily-owned company where
success seems to self-per-
petuate. For just under two
decades, the company has
been manufacturing pet
treats and petfood products, and even
today, the company is working hard to
improve and expand its product lines.

It all started with the patriarch of the
family, Garth Merrick, who was the driv-
ing force behind the success of the treat
line and the entire company’s origin. He
started out making private label petfood
and later added treats to the product line
with great success. Today, the company
sells more than 65 treat products.

Many members of the Merrick fam-
ily have played a role in the company.
Tyler Merrick, Garth’s son, moved
back home to Amarillo, Texas, USA,
to be closer to his family following the
events of September 11, 2001. He cur-
rently serves as president of Merrick
Pet Care, while Garth is CEO.

Family ties

According to Tyler Merrick, there
are a lot of positive aspects to being part
of a family business. Merrick Pet Care
has many employees who have been
with the company since its inception,
adding to the sense of working with an
extended family. Tyler and his siblings
are the third generation of the Merrick
family to work in the petfood industry.
Lee Merrick, Tyler’s grandfather, was
the first. The young Merricks grew up
working in the plant in various depart-
ments. Tyler and his sister, Noelle, and
brothers, Sloane and Teel, all worked
in areas like maintenance and bagging
dog food on the packaging line.

In a day and age where mergers and
acquisitions happen every day, Tyler
Merrick believes it is unique to see a fam-
ily business still function as one. Mer-
rick Pet Care doesn’t have any outside
investors, but it does have professional



management and “great people that help
make the business work every day.”
Recently, the company went through
a transition that has been “monumen-
tal,” according to Merrick. The addi-
tion of a COO (James Witcher) and a
CFO (Sam Spradlin) for the first time
has changed some of the philosophy/
management styles at the company. As
Merrick stated: “We are a David in a
Goliath world, so our style will always
be to innovate and do it well. We like
what we do and have a lot of fun doing
it with a high degree of professional-
ism. We really aim to put people in a
position to succeed, dream, innovate
and create and do their jobs every day
without being micro-managed.”

Birth of a gourmet revolution
Approximately a year after Merrick
joined the family business, he started
working on developing a new line of
gourmet petfoods and re-inventing the
image of Merrick Pet Care. Merrick
says the idea for his gourmet line came
to him one sleepless night. “I couldn’t
sleep and so I went out and started
working, and the ideas started flow-
ing. The product names and recipes all
came in the early morning hours. We
took these ideas and began working on
a line of petfoods that would rival the
best in the world. We worked with our
nutritionist, research and development
team—and the rest is history.”
Merrick Pet Care launched the eight
gourmet wet dog food entrees in October
2003. Today, the company offers 15 dry
and wet gourmet “excursions.” These
entrees feature human-grade ingredi-
ents including freeze-dried fruits and
vegetables, trout, buffalo, duck, beef,
venison, lamb, chicken, turkey, lobster,
salmon and crab, to name a few.

rrick Pet Care
S seen approximately 1,000%

wth in sales from September 2001
eptember 2006.

Pet Food of the Year

Merrick Pet Care has concrete
evidence that their products are
performing well, because their dog
food has won the title of “Pet Food of
the Year” from the Glycemic Research
Institute (GRI). This is the second
year in a row that Merrick’s petfood
products have won the accolade. The
award was presented to Merrick Pet
Care for its Turducken, Grammy's
Pot Pie and Thanksgiving Day Dinner
gourmet canned dog food products.
The GRl is based in Washington,
DC, USA. As a nonpartisan, nonprofit
organization, the GRI is committed
to responsible scientific research to
provide a greater understanding of the
glycemic index and its relation to foods
that are glycemically acceptable for
the overweight, diabetic and health-
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for information

regarding petfood, GRI added the Pet
Food of the Year award and its accom-
panying Seal of Approval. To qualify
for Pet Food of the Year, the product
must have a low glycemic index and be
formulated without meat by-products
or ingredients known to be harmful to
animals. The food must also be nutri-
tious and palatable, with a focus on
longevity. GRI has no fies to the petfood
industry and does not aiccept monies
from any company for the Pet Food of
the Year award. For more information
on the GRI, visit www.glycemic.com.

Garth and Tyler Merrick

—Tyler Merrick

Some of the creative names include
Cowboy Cookout, Turducken, Califor-
nia Roll, New England Boil, Thanks-
giving Day Dinner (complete with
cranberries) and Surf & Turf. These
products were even the first petfood to
be featured in Gourmet magazine, in
fall 2005. Grammy’s Pot Pie (wet prod-
uct) is the company’s top seller to date.
For the dry dog food, the most popu-
lar versions are Wilderness Blend and
Grammy’s Pot Pie.

Merrick noted that he likes to think
the company is working ahead of the
trends. “We try to think about what
trend is coming next and what we can
do to be a part of it. We also really love
being pioneers, too, sort of setting our
own trends. We definitely try to be the
innovators in our market, and not the
followers,” he said.

Merrick Pet Care prides itself on its
ingenuity, as well as its award-winning
marketing. Merrick noted that he has
seen the largest petfood companies in the
world take some notes from his compa-
ny’s ideas, and he has seen its influences
in their packaging, advertising and prod-
uct names. He is flattered by that fact,
but at the end of the day it means “we
have to work that much harder.”

Marketing at Merrick Pet Care has
always been done entirely in-house.
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The marketing department has won
numerous awards for its packaging and
advertising campaigns. Merrick laughs
when he hears people say, ‘Merrick
hired some fancy-schmancy ad agency
from Fifth Avenue to remake the com-
pany.” We were just some guys sitting
in a plain-Jane warehouse in Hereford,
Texas, on the side of a highway, throw-
ing up ideas on a wall—and some of
them stuck.”

DHVlIl[] Innovation

Merrick Pet Care is continually
working on new products.
In fact, four new canned
products just recently hit
the shelves, including
Rocky Mountain Rain-
bows, French Country
Café, New Zealand Sum-
mer and Brauts-n-Tots. A
dry cat food has been in
production for about six
months.

The company has also
been working hard on de-
veloping a new gourmet
sausage treat line that is
expected to be in stores in
November or December.
Initial orders have been

1,000% growth in sales from Septem-
ber 2001 to September 2006. There has
also been good growth in the private
label division. In the 2005-2006 Pet
Age Retailer Report, Merrick Pet Care
brand treats were listed as the second
best-selling brand leader in key pet
supply categories.

Operations and distribution

Merrick Pet Care currently employs
about 400 people. Most of the day-to-
day business functions are handled
in Amarillo. The company’s dry and

this creates a more exclusive image for
the company’s brands. The company
still manufactures some private label
product that goes through a variety of
channels as well, such as grocery house
brands that sell through grocery/mass
merchandiser-type outlets. Geographi-
cally, distribution for Merrick products
is North American. The international
market is something the company may
consider in the future.

Future of the industry

Merrick believes that, in general,
the level of quality in the
petfood products on the
shelf today is better than
ever. He imagines the fu-
ture of the petfood indus-
W try will continue to fol-
low the human consumer
channel. From this arena,
crossover products and
ideas will no doubt soon
be seen in the pet aisle,
according to him.

Merrick points to di-
versity as the key to a
bright future for the pet-
food industry. “I think the
other thing you will see in
our industry is diversity

so overwhelming that it has backed
up production, and the company is ex-
panding capacity to meet demand.

Merrick Pet Care purchased from
Italy the equipment necessary to pro-
duce these treats. Merrick says it is
the first company in the US to have
the technology. The unique casing is
a sprayed-on vegetable-based product.
The new products are modeled after the
formulations for dry and canned food
products that were so successful for
the company. The initial roll-out will
include six sausage flavors: Cowboy
Cookout, Grammy’s Pot Pie, Thanks-
giving Day Dinner, Venison Holiday
Stew, French Country Café and New
Zealand Summer.

Today, products made by Merrick
Pet Care total approximately 135 (dry,
canned foods and treats included).
The company must be doing some-
thing right: It has seen approximately
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Merrick Pet Care’s new gourmet
sausage treat line is made with
technology new to the US.

canned food production facilities, as
well as two distribution centers, are
located just down the road in Hereford.
With the two centers combined, Mer-
rick Pet Care occupies about 200,000-
square-feet of plant and warehouse
space. The dry petfood plant currently
operates 24 hours a day, six days a
week, and runs two extruder lines. The
cannery operates two shifts on three
lines that fill multiple size cans (3 oz.,
5.5 oz. and 13 oz.). There are also a
couple of treat plants in Hereford and
the surrounding area.

Merrick Pet Care brand products
are handled by a traditional distribu-
tion network that sells to the specialty
pet retail channel. Merrick believes

of products used. Consumers love va-
riety and that goes for their companion
pets as well. They like to try not just
new dog food flavors within a brand,
but new dog food brands on a regular
basis. This is a carryover from the hu-
man consumer product arena. They
want the latest, greatest new thing,
and they still have their favorites, like
chocolate chip cookies, but they don’t
mind variety. The same is trickling
down to petfood.

“People and their companion pets
will continue to try new things, so I
think we will continue to see more va-
riety in the petfood aisle, pet treat aisle,
etc., and I think that will mirror what
consumers purchase for themselves,”
Merrick continues. “The exciting thing
is that consumers have more choices
and better choices than ever before. It
is our goal to be one of their choices on
a daily basis.” [
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e 3D Corporate Solutions has its advantages. It's a more

(WS effective company because pet food ingredients, service, and
~ |ogistical solutions are our core business. We have the

professional expertise to create, produce, and manage all

aspects of ingredients, services, and logistics.

— Proven
Quality Ingredients and Service.

Sourcing /
Consulting

OUR PRODUCT OFFERING

Fresh / Frozen (Joplin, MO) Spray Dried (Joplin, MO) Chicken Cook Plant (Danville, AR) Sourcing (Monett, M0)
Ground Chicken Liver & Chicken Chicken Meal (EU & Domestic) Poultry By Product Meal
Emulsified Chicken Chicken Chicken Fat (EU & Domestic) Chicken By product Meal
Ground Turkey Turkey Low Ash Chicken Meal (EU & Domestic) Pet Food Grade Fat
Emulsified Turkey E.h'Ck%nl & Rice Feed Grade Fat
Chicken Blend B _ _ Meat & Bone Meal
Backs & Necks Savory Fat Midland Ingredients (Monett, MO) Pork Meat & Bone Meal

i : White Rice
Liver Products Proprietary Products )
Chicken & Egg Brown Rice
Concentrated Broth Bran Logistical Services (Monett, M0)
Custom Freezer Storage Hulls Rail
Proprietary Products Truck: Hopper/Reefer/Dry Van

PO. Box 478 « 200 N Central » Monett, MO 65708 * Phone 417-236-9602 « Fax 417-236-0039



Aflctox

A clay called HSCAS can help petfood

manufacturers avoid a crisis

BY TIM PHILLIPS, DVM

espite careful ingredient screen-
ing for aflatoxin, low concentra-
tions may get into your petfood
undetected. A clay called HS-
CAS (Novasil) can provide you
with better assurance of product

Recent research at Texas A&M Uni-
versity has established better ways to
inactivate aflatoxins. Earlier this year,
dozens of dogs in the US died after eat-
ing aflatoxin-contaminated, commer-
cial petfoods. The use of HSCAS could
have prevented these deaths.

Heavy losses

Aflatoxin is a naturally occurring
mycotoxin produced by two types of
mold: Aspergillus flavus and Aspergil-
lus parasiticus. Aspergillus flavus is
widespread in nature and is most often
found when certain grains are grown
under stressful conditions such as

drought. measure.

Testing for aflatoxins
John L. Richard, PhD, thinks you should know which

mycotoxins are of concern in your facility, based on the
ingredients you use. Richard is an independent consultant to
several petfood companies, both domestic and international,
in the field of mycotoxin testing. Richard further counsels that
you should determine your criteria for accepting or rejecting
these incoming ingredients. Next, you should choose a test
kit based on these criteria, and it should perform acceptably
in your hands.

Most of the error in testing for mycotoxins, says Richard,
is in sampling. You should be cognizant of the appropriate
methods of sampling the various kinds of vessels delivering
commodities to your facility.

Aflatoxins are potent liver toxins
and carcinogens. Suppression of the
immune system is also a common ef-
fect. Among the various mycotoxins,
aflatoxins have been the subject of the
most intensive research. The losses
safety. sustained from companion animal tox-
icity and death are incalculable.

Modern control measures
Aflatoxin control measures include
using genetically engineered, resistant
crops and ensuring appropriate stor-
age conditions. These precautionary
steps are followed by careful testing
of susceptible commodities for afla-
toxins and banning the lots that, in the
US, exceed the regulatory action level
of 20 parts per billion for aflatoxin
B1 1t is the most toxic type and is re-
garded as the “sentinel” substance for
all other aflatoxins. HSCAS clay has
lately been shown to be a good control

Inactivation of aflatoxins

In a presentation at Petfood Forum
2006, Timothy Phillips, PhD, summa-
rized research in his lab at Texas A&M
University. It has focused on the devel-
opment of innovative sorption strategies
for the detoxification of aflatoxins. In
particular, the lab has employed isother-
mal analyses and molecular modeling
techniques to characterize and design
clay-based materials for the enterosorp-
tion, and inactivation, of aflatoxins in
the gastrointestinal tract.

Hydrated sodium calcium alumino-
silicate (HSCAS) has been shown to
prevent the adverse effects of aflatox-
ins in various animals when included
in the diet. Studies have also confirmed
that HSCAS can alter the bioavailabil-
ity of aflatoxin in dogs (Bingham et
al., Food Chem. Toxicol., 2004). Fortu-
nately, HSCAS does not interfere with
the utilization of vitamins and micro-
nutrients in the diet. However, it is im-

Rapid test Kits

Several commercial firms have marketed rapid test kits
for use in determining the aflatoxin concentration in corn
samples. These test kits are self contained and provide all the
necessary instructions to complete an analysis on-farm, at
the elevator or at the buying point.

It is important to remember that aflatoxins can be concen-
trated in a few kernels that contaminate an entire load. For
this reason, a representative sample is essential to determine
the degree of contamination. A multi-level probe sampling at
several sites and depths will give the best results. AOAC ap-
proved methods generally agree that an initial sample weight
of 10 pounds (5 kilograms) is desirable. -
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portant to note that it does not protect
animals against other mycotoxins.

Key criteria

Clay minerals are structurally and
chemically diverse. Many are ineffec-
tive and/or nonselective for aflatoxins.
Based on the Texas research, all afla-

GIPSA-approved tests

The aflatoxin molecule. The regulatory

action level for aflatoxin B1 is 20
parts per billion. Aflatoxins are
potent liver toxins, carcinogens
and immune suppressants.

toxin sequestering agents should be

rigorously evaluated in vitro and in

vivo and should meet the following

criteria:

» Efficacy in multiple animal spe-
cies;

» Safety in long-term studies;

» Negligible interactions with vita-
mins and micronutrients;

» Favorable thermodynamic charac-
teristics of ligand sorption; and

» Tolerable levels of priority metals

and dioxins/furans.

Research abstract
HSCASiscommonlyusedasananti-
caking agent in animal feeds. It tightly
and selectively adsorbs aflatoxin. The
following is an abstract from Bingham
et al., Food Chem. Toxicol., 2004.
In a crossover study, six dogs were

randomly fed a commercial dog food
(no-clay control) or the same commer-
cial dog food coated with HSCAS (0.5%
by weight). These dogs were adminis-
tered a subclinical dose of aflatoxin BI.
Diets were switched and the process re-
peated. The HSCAS coated diet signifi-
cantly reduced urinary aflatoxin M1 by
48.4%716.6 SD versus the control diet.

The conclusion: HSCAS protects
dogs fed diets with even minimal af-
latoxin contamination. Despite regu-
lar and careful ingredient screening
for aflatoxin, low concentrations may
reach the final product undetected.
Therefore, HSCAS may provide the
petfood industry further assurance of
canine diet safety.

Customized insurance

Aflatoxin management systems ul-
timately function like an insurance pol-
icy. Not every facility requires the same
insurance plan. It is important to tailor a
mycotoxin management program to fit
the needs of individual facilities. [ )

Company Test kit Test type Test kit range Test format
Charm Sciences Inc. ROSA® Aflatoxin Qualitative Screens @ 20 ppb Lateral flow strip
P/N 20 ppb
Charm Sciences Inc. ROSA® Aflatoxin Qudlitative Screens @ 10 ppb Lateral flow strip
P/N 10 ppb
Envirologix Inc. QuickTox™ kit for Qualitative Screens @ 20 ppb Lateral flow strip
aflatoxin in corn

International Diagnostic- Afla-20-Cup Quadlitative Screens @ 20 ppb  Solid phase immunoassay
Distributed by Romer
Neogen Corp. Agriscreen Quadlitative Screens @ 20 ppb  Microtiter well plate assay
Neogen Corp. Real for

aflatoxin Qualitative Screens @ 20 ppb Lateral flow strip
Neogen Corp. Veratox-AST Quantitative 5-300 ppb Microtiter well plate assay
Neogen Corp. Veratox Quantitative 5-50 ppb Microtiter well plate assay
R-Biopharm Ridascreen FAST SC Quantitative 5-100 ppb Microtiter well plate assay
R-Biopharm Rhone Ltd. AFLACARD T20 Quadlitative Screens @ 20 ppb Enzyme immunoassay
Romer AgraStrip™ Total

(20 ppb) Qualitative Screens @ 20 ppb Lateral flow strip
Romer FluoroQuant Quantitative 5 - 300 ppb Rapid, fluorometric, solid

phase cleanup

Romer FluoroQuant Afla Rapid, fluorometric, solid

(FQ Afla) Quantitative 5-100 ppb phase cleanup
Vicam Aflatest Quantitative 5-100 ppb Immunoaffinity column

USDA’s GIPSA-approved aflatoxin testing methods. GIPSA is the Grain Inspection, Packers and Stockyards Adminis-
tration. This table reflects kits submitted to GIPSA by kit manufacturers. Kit performance, as claimed by the manufac-
turer, was verified by GIPSA as of September 1, 2006.
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The return on investment in your
dryer can be especially hig

BY TIM PHILLIPS, DVM

etfood companies have

worked hard in recent years

to shed costs and maximize
productivity. “However, of-
tentimes in our industry,” notes Wenger

Manufacturing’s Robert Sunderland,

“we find most of the attention focused on

the extrusion cost center. Other cost cen-

ters tend to be overlooked—until plant
capacity is reduced.”

“Most petfood producers are well
aware of the energy cost for their dry-
ing operation,” says Aeroglide’s Dan
Poirier. “However, too many producers
do not track the costs of overdrying or
downtime.”

» Overdrying due to non-uniform
drying. “A well-designed, well-ad-
justed petfood dryer,” says Poirier,
“should be able to dry your product
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to within £0.75% or better. Suppose
that your extruded petfood cannot
contain over 10% moisture. If the
product coming out of your dryer
has a moisture variation of £3%,
you must dry your product to 7%
moisture on average to ensure that
no product is over the specified 10%
moisture limit. The result is a 3% loss
in production. If your petfood line is
producing 75,000 tons per year, a
3% loss in production from this line
represents 2,250 tons per year of lost
production. At US$600 per ton, that
adds up to US$1.35 million.”

» Downtime for maintenance and
sanitation. “A dryer producing 10
tons per hour of extruded petfood can
be producing well over US$100,000
worth of product each day,” explains

Distribution of vertical velocity over the dryer product beds. Contours of Y

velocity. Source: Fluent.
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Poirier. “If you’re spending even three
hours a week of unplanned mainte-
nance or cleaning downtime, you
have lost 30 tons of final product per
week, which equates to US$650,000
per year of lost production.”

Many producers can significantly
reduce their drying costs and increase
their production rates by taking a closer
look at their drying operation.

New technology

Efforts to maximize productivity of-
ten require employing new technology.
A good example is the use of computa-
tional fluid dynamics (CFD) to improve
dryer engineering and performance.

Sunderland told Petfood Industry:
“CFD provides detailed information
on airflow velocity (speed and direc-
tion), particle distribution (for fines),
temperature and pressure.”

Wenger engineers decided to use
CFD to gain a more scientific under-
standing of how its dryer worked. Flu-
ent Inc., a leading vendor of CFD soft-
ware, assisted in the efforts. Wenger
is now using its new understanding of
CFD to make better use of the current
dryer design and streamline the pro-
cess of developing the next generation.
CFD offers the potential to improve
dryer design by allowing engineers to
quickly evaluate alternate configura-
tions and get a much better understand-
ing of why a particular configuration
performs the way it does.

The results of the simulation, which
were displayed in a graphical format,
revealed far more information about the
dryer’s operation than had previously
been available. By viewing graphical
depictions, Wenger engineers gained a
much deeper understanding of how the
existing design worked (see figure, left).

In particular, the airflow path lines
in the settling chamber revealed strong



swirling flows that helped explain why
the Wenger design was so effective in
removing fines from the air streams.
The engineers were also able to quan-
tify the flow distribution over the prod-
uct beds, which helped explain the con-
sistent performance provided by the
original design (see figure, right).

More on energy efficiency

When asked his thoughts about
state-of-the-art  drying technology,
Sander Geelen of Geelen Counter-
flow replied, “With the current cost of
oil, energy costs are a major concern.
There is no single process in your plant
that uses more energy than the dryer

“Too many
producers
do not track
the costs of
overdrying
or down-
time.”

does. For that reason alone, the dryer
is a prime target for any efforts to re-
duce the energy bill. The good news
is that large gains are usually possible
when you focus on the dryer. The large
majority of dryers older than five years
are unlikely to have maximum energy
efficiency—mostly because they are
based on the wrong principles.”
Geelen believes that drying tech-
nology has improved so much that only
the latest generation of vertical dryers
are optimally efficient. He thinks if
you replace a dryer more than 15 years
old with the latest technology, you like-
ly will be able to reduce energy con-
sumption by 50%. The investments in-
volved can be significant, he notes, but

Airflow path lines
through the dryer
channels. Path
lines are colored by
velocity magnitude
(ft./min.). Source:
Fluent.

the savings usually provide a payback
time of two years or less. When you
take into account the savings, thanks to
reduced maintenance, higher moisture
uniformity and less cross contamina-
tion, the payback time is even better.

“In general, you can say that any ex-
truded petfood process that consumes
more than 2,500 kJ/kg of evaporated
water is not efficient enough,” contends
Geelen. “Energy injected into the prod-
uct by the hammer mills, conditioners
and extruders can and should be recov-
ered by passing the cooler exhaust air
into the dryer. If that is properly done,
the risk of polluting the dryer is control-
lable. In any case, the increased clean-
ing frequency that it may cause is easily
recovered by the energy savings.”

Geelen states that any dryer ex-
hausting air above 60°C is usually
wasting energy. “In practice only coun-
terflow dryers can achieve this number
without adding expensive energy re-
covery systems for the air exhaust. If
the dryer is designed and operated for
optimum efficiency, there is hardly any-
thing that can be recovered. The air that
is exhausted from a counterflow dryer
will be close to the condensation point,
which means the drying air has been
used to maximum advantage.

“In short, there are many tricks for
improving an old dryer, but the results
will always be a compromise. Invest-
ing in a modern dryer is the best way
to go. Adding up all pros, the payback
times become very interesting.” [

Contributor
contacts

@ Dan Poirier is manager of ap-

plications engineering for the
Aeroglide Corp., a well-known
petfood dryer provider. He can
be reached at PO Box 29505,
Raleigh, NC 27626-0505
USA, Tel: +1.919.851.2000,
Fax: +1.919.851.6029, E-mail:
dpoirier@aeroglide.com, Web-
site: www.aeroglide.com.

@ Robert Sunderland is direc-

tor of dryer technology for
Wenger Manufacturing, a major
supplier of petfood extrud-

ing and drying equipment. He
can be reached at Wenger,

714 Main, Sabetha, KS 66534
USA, Tel: +1.785.284.2133,

Fax: +1.785.284.3727, E-maiil:
RSunderland@Wenger.com,

Website: www.wenger.com.

@ Sander Geelen is the managing

director of Geelen Counter-
flow, a company that special-
izes in counterflow vertical
dryers. He can be reached at
Tel: +31.475.592315 (USA

Tel: +1.772.5594338), Fax:
+31.475.592767, E-mail: sander.

7
www.geelencounterflow.com.
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Vhat vels think

Petfood Industry asks
veterinarians about the future of
nutrition and petfood

BY JENNY KVAMME, DVM

anufacturers of petfood tend
to focus on one main goal: to
produce a safe, healthy prod-
uct that cats and dogs will en-
joy eating and continue eating
for many years. To accomplish this goal,
manufacturers spend a lot of time and
money on R&D. Based on the results of
this costly and time-consuming research,
new and innovative petfoods are devel-
oped. In some cases, these foods have the
ability to prevent certain disease states,
prolong life and improve quality of life
for many animals around the globe.

We were interested to find out just
what veterinarians thought about current
commercial petfoods, as well as what
they thought the future of nutrition might
entail. Petfood Industry asked several
veterinarians to respond to several ques-
tions about dog and cat foods today.

The veterinarians

include:

Dr. John Bauer, the Mark L. Mor-
ris professor of clinical nutrition at
Texas A&M University;

Dr. C.A. Tony Buffington, profes-
sor of veterinary clinical sciences
at The Ohio State University;

Dr. Rebecca Remillard, senior
staff nutritionist for Angell Animal
Medical Center in Boston, Mas-
sachusetts, USA;

Dr. John Robb, a pracficing veterinar-
ian for 20 years who now heads up
a movement called Protect The Pets.

What is the most common

question your clients ask you

@about petfoods? What sources

of information do you use to answer
these questions?

Bauer: The question I am asked most
is, “What is the best food to feed
my pet?” I rely on the published
literature. Also, scientific publica-
tions and actual data from authors
working for petfood companies in
collaboration with university and
other scientists are helpful. I try to
help pet owners separate market-
ing-based material from the sci-
ence-based information.

Buffington: They ask what to feed
their pets. I use my own experience,
biomedical literature, the Internet
and colleagues as sources of infor-
mation as well.

Remillard: 1 am asked about ingredients.
My information sources are usually the
AAFCO manual or FDA website.

Robb: Usually, they ask if the food
they are currently feeding is good
or not. Honestly, I generally shoot
from the hip. I don’t really read too
much about petfood, although I re-
ceive lots of information from many
sources. Sometimes [ receive infor-
mation from one client on what is
working and pass it on to another.

How do you decide which pet-

food to recommend to your
@clients? How could the indus-

try help you make the best decision?

uffi nLtonl
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about pettood

Bauer: I address my responses to pet
owners specifically for their situa-
tions. The petfood industry should
continue to partner with the vet-
erinary profession at many levels
(practitioner, university, organized
associations and the media) to
maintain effective lines of commu-
nication appropriate to each group.
Much of the new information on pet
nutrition is proprietary. However,
at some point in time, the industry
should consider releasing some of
this information to communicate
nutritional advancements made by
them to a broader group.

Buffington: Again, I use my own
experience in making these deci-
sions. I don’t know if there really is
a best decision.

Remillard: It depends on whether
you are talking about healthy or sick
animals. For healthy pets, anything
that has passed AAFCO feeding
trials is worthy of trying. For sick
pets, whatever diet best fits their
medical condition or conditions is
recommended.

Robb: 1 generally tell them to stick
with a name brand food like Tams,
Eukanuba, Purina or the like. I re-
call problems in cats when some
“off” brands did not have enough
taurine and problems were seen.
It made me feel that name brands
were better. My faith in any in-
dustry is so low these days it’s
difficult. Companies say a lot of
things, but what is really true?
Building integrity and trust would
be key to me.

Are petfood manufacturers
meeting the needs of pets to-
@day? What could the indus-

try be doing better?
Bauer: 1 think responsible petfood
manufacturers are meeting the

needs of pet owners. They are de-
veloping petfood products that
owners can relate to on a personal
level. Many companies are taking
a proactive approach to the benefits
and responsibilities of pet owner-
ship beyond nutrition as well, which
also helps elevate the health status
of both people and their pets.

A commitment to advancing
nutrition research should be high
on the list of things that the pet-
food industry as a whole should be
investing in. Have some kind of a
‘check-off” program whereby some
small amount of the sale price of
each bag or can of food could be
donated to a research fund or foun-
dation. This research could then
be conducted freely, without any
perception of company bias or con-
flict of interest at all levels. Such
a program would allow more rapid
advancement of the science-based
information that we sometimes
find lacking on certain nutritional
topics.

Second, any significant effort
to help separate fact from fiction
regarding pet animal nutrition
for busy veterinary practitioners,
groomers, breeders and pet owners
will have an important multiplier
effect on pet health, the human-ani-
mal bond and, ultimately, everyone
involved in pet ownership. This
could be in the form of print or elec-
tronic media, seminars, owner fo-
rums, etc. Peer review of this type
of information would help assure its
accuracy and usefulness.

Buffington: Yes, they are. I would
recommend that manufacturers
fund more research to provide evi-
dence for the many unsupported
claims made by marketers.

Remillard: Probably, although most
pet owners do not seem to believe
it. The petfood industry could better

Dr. John Robbj

explain their industry practices and
ingredient sources to the pet owner.

Robb: My gut feeling is that they
are. It is not that one food is so
much better than another, but what
works best for that animal. I think
if companies put live people on the
phone I would feel better about call-
ing and getting information. The
Hill’s company does a good job of
this. If other companies had a simi-
lar hotline, I would call more.
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the peer-reviewed literature for a
start). Space on the shelves would
help. A visit to a local pet store
with 85 veterinary students left us
all overwhelmed with the number
of products crowded together and
clamoring for our attention—which
I imagine is where the temptation
for unsupported claims arises.

Remillard: True weight loss, weight
management or obesity preventive
diets.

Robb: 1 think even I would like
to see a greater focus on dental
products. In other words, foods that
help the teeth—especially in cats
and small breed dogs.

What trends are becoming

more common in your prac-

@tice? What do you expect to

see happen in the future of petfood
and pet nutrition?

Bauer: Various niches have devel-
oped, many in parallel with owner
lifestyles. Functional ingredients in
foods will likely continue to be an
important aspect of pet nutrition,
as is the trend toward holistic-type
products. Food safety will also con-
tinue to be important. Further out
will be the use of molecular biology
to help pinpoint specific metabolic
traits in an animal or breed that will
then help provide information on
the best food to feed that particular
dog or cat.

Buffington: Trends seem to de-
pend on the economy. As Werner
Heisenberg [the founder of quantum
mechanics and the uncertainty prin-
ciple] said: “Predictions are danger-
ous, especially about the future.”

Remillard: Clients are asking more
about nutrition. General practicing
veterinarians cannot adequately an-
swer those questions. Clients will
seek out nutritional advice from
nutritionists and sources other than
their general or local vet.

Robb: I have noticed humanization
and the move toward more organic
products. I believe the public values
animals more and more. (]
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Petfood Insights |

regulations

BY DAVID A. DZANIS, DVM, PhD,DACVN

AAFCO annual meeting
shows some progress

he Association of Ameri-

can Feed Control Officials

(AAFCO) annual meet-

ing was held in Oklahoma
City, Oklahoma, USA, on August
5-7, 2006. Everyone I spoke to espe-
cially enjoyed the bull riding event at
the local arena on Saturday evening.
For some reason, I had a particularly
hard time with my cell phone while
in the downtown Oklahoma City
area. Based on the progress made in
some of the committee sessions, I’d
say my phone wasn’t the only thing
having trouble connecting.

Delays and setbacks

Neither the AAFCO Pet Food
Committee nor the Model Bill and
Regulations Committee had petfood-
related items up for membership vote
at the general session. Thus, there
are no newly enacted regulations for
which manufacturers have to plan in
the immediate future.

In the committee sessions, the Pet
Food Committee decided to drop its
work of seven years on drafting regu-
lations on when guarantees are to be
declared as minimums or maximums.
After at least several unsuccessful
attempts to forward recommended
amendments, it was concluded that
the initiating cause (a state’s applica-
tion of the general animal feed regu-
lations to petfood labels) had already
been resolved, hence action was no
longer necessary.

Also in the Pet Food Commit-
tee session, action was tabled after
brief discussion on the American
College of Veterinary Nutrition
proposal that would require man-
datory calorie content statements

28 | Petfood Industry | October 2006

There are no newly
enacted regulations for
which manufacturers
have to plan in the
immediate future.

— David Dzanis

on all dog and cat food labels. A
related item on the agenda—the
Pet Food Institute’s proposal for
amendment of PF10 to address la-
beling requirements of “weight
management” products—was not
discussed at all.

The Model Bill and Regulations
Committee had anticipated that the
AAFCO membership would vote on
the new model bill that would have
clarified a state’s authority over non-
commercial feed at the general session,
but that item was withdrawn at the last
minute. Apparently, even after eight re-
visions of the draft document, there are
still significant concerns, so it’s back
to the drawing board for the Commit-
tee. A proposal to amend the definition
of “feed ingredient” in the Model Bill
for commercial feed to be consistent
with the noncommercial feed bill was
put aside pending resolution of the non-
commercial feed bill matter.

Safety regulations

It was expected by some that the
Feed Manufacturing Committee’s
Animal Feed Safety Regulations
would be moving forward, too, but
that was not the case. If eventually
passed, these new model rules would
impose additional processing, sanita-

tion, distribution and record-keeping
requirements upon animal feed (in-
cluding petfood) manufacturers. For
now, there are still significant con-
cerns about language (e.g., “contami-
nation” vs. “adulteration”) and other
matters, so the Committee is going to
the Board of Directors for guidance.

Finally, a working group within
the Feed Labeling Committee had
developed a plan that would pave the
way for carbohydrate-related claims.
However, after some discussion, the
working group chair withdrew the
plan from consideration by the Com-
mittee to work on it further. Unfor-
tunately, the chair is leaving his feed
control official position, so it’s un-
known at this time who will take over
the working group.

Some progress
Notwithstanding the above, I don’t
want to give the impression that there
was no progress made in Oklahoma
City. With publication of the National
Research Council’s Nutrient Require-
ments of Dogs and Cats a couple of
months ago, the Pet Food Commit-
tee is moving forward with plans to
convene expert panels to review and
update as necessary the AAFCO Dog
and Cat Food Nutrient Profiles and



feeding trial protocols.

A new policy statement to clarify
when guarantees are required (and
more importantly, when they are
not required) to support claims on
petfood labels has been sent to the
Board of Directors, as were editorial
changes to the petfood nutritional ad-
equacy affidavits. With luck, the cor-
rected affidavits will appear in the
2007 AAFCO Official Publication.

The Pet Food
Committee

IS moving
forward

with plans to
form expert
panels.

An amendment of the definition
for taurine to allow for use in dog
foods and a change to the animal liv-
er definition to allow poultry (as well
as mammalian sources) were voted
and passed by the AAFCO member-
ship at the general session. At the
Ingredient Definitions Committee
session, an amendment of the defini-
tion for selenium yeast to allow for
use in dog foods and a new tentative
definition for hydrolyzed yeast were
accepted by the Committee and are
moving forward for Board and, hope-
fully, membership consideration.

Have you heard
the latest news?

Petfood Industry offers an E-mail
newsletter with the latest industry info.

Contact_petfoodindustry@wattnet.com
to start receiving your copy or register

online at www.petfoodindustry.com. 4

Although the Animal Feed Safety
Regulations did not move forward,
the Animal Feed Safety Program
document that describes basic goals
and objectives has left the Feed Man-
ufacturing Committee for Board con-
sideration. [

Dr. Dzanis is a writer and independent
consultant for the petfood and animal
feed industries on matters related
to veterinary nutrition, labeling and
regulation. He can be reached at Tel:
+1.661.251.3543, Fax: +1.661.251.3203,

E-mail: dzanis@aol.com.

You Need a Better Response
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nutrition

IngIEdient Issues I BY GREG ALDRICH, PhD

Glucosamine
gains popularity

oods and supplements con-

taining “chondroprotective

agents” have become popu-

lar in the petfood aisle. In
general, these products are targeted at
aging animals with deteriorating joints
and, to a lesser degree, large-breed
dogs. The two most common elements
found in these joint-health products are
chondroitin sulfate and glucosamine.
Together they are reported to reduce
joint pain and stiffness in dogs afflict-
ed with osteoarthritis (Canapp, et al.,
1999; McCarthy, ef al., 2006).

While chondroitin sulfate plays a
large and defined structural role, glu-
cosamine is a more elemental part of
collagen and cartilage formation. Last
month’s column focused on chondroitin
sulfate—its origin, production forms
and analysis. This month’s focus is on
the smaller but more prevalent half of
this pair—glucosamine.

Physiological role

Glucosamine, also known as chitos-
amine in older literature, is chemically
described as 2-amino-2-deoxy-D-glu-
cose. The similarity to glucose goes be-
yond just its name. Its molecular weight
is almost exactly that of glucose (179.17
vs. 180.16, respectively; Merck, 1996)
and structurally the difference is no
more than the substitution of an -NH,
for an -OH and the rearrangement of
another -OH. With this minor change in
structure, the molecule goes from being
the universal unit of carbohydrates to
being one of the leading building blocks
of mucopolysaccharides.

No big deal, you may say—these
mucopolysaccharides comprise things
like the exoskeleton of shellfish, collagen
in skin, connective tissues, cartilage of
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Glucosamineis a
more elemental part
of collagen and
cartilage formation.
— Greg Aldrich

bone and joints, synovial fluids and even
blood-typing at the red blood cell sur-
face. Glucosamine is also a key part of
extracelluar matrix building blocks such
as hyaluronic acid, sulfate and heparin
sulfate. Without glucosamine, tendons,
ligaments, skin, nails, mucous mem-
branes and other body tissues wouldn’t
take shape or function propetly.
Glucosamine is synthesized physi-
ologically in adequate quantities from
glucose (via fructose-6-phosphate) and
the amino acid glutamine (as the -NH,
contributor), so it is not classically con-
sidered to be required. Glucosamine is at
the crossroads of glycoprotein metabo-
lism where phosphorylated glucosamine
(glucsoamine-6-phosphate) is the pre-
cursor for a host of glycosaminoglycans
(GAGS) like hyaluronic acid, heparin,
chondroitins, sialic acid, gangliosides
and various other glycoproteins.
Because of the breadth of its de-
mand, glucosamine availability may be
the rate-limiting step in the synthesis of
new joint glycoproteins. Thus, the theo-
ry goes that the provision of preformed
or supplementary glucosamine can
serve as a secondary reservoir. In dogs
and man, oral glucosamine has been
reported to be readily absorbed (Ade-
bowale, et al., 2002) and assimilated in
the articular cartilage and elsewhere in
the body (Setnikar and Rovati, 2001).

It has also been reported to improve
joint structural integrity, reduce swell-
ing and diminish joint pain associated
with osteoarthritis. Specifically, glu-
cosamine stimulates the chondrocytes
to produce proteoglycans, inhibits
collagen and cartilage degradative en-
zyme activity and stimulates anti-in-
flammatory activity (Waldron, 2004).

Commercial sourcing
Glucosamine is an abundant mate-
rial. It is found most readily in the struc-
tural framework of animal and marine
by-products (e.g., horns, hoofs, bones,
shells and scales) discarded during in-
dustrial food production. In this form,
glucosamine is nutritionally unavail-
able. The rigid glycoprotein matrix that
constitutes keratin and collagen are
virtually indigestible by mammalian
enzymes. Thus, strong hydrolytic pro-
cesses must be utilized to unlock the te-
nacious bonds that bind them together.
The preferred starting material is
crustacean waste, primarily crab or
lobster shell, due to its abundance. The
shells are subjected to a series of alkali
and acid hydrolysis steps to produce an
intermediate chitin, which remains in-
digestible. To extract purified D-glucos-
amine, the chitin must undergo further
alkali and acid hydrolysis, distillation
and purification steps. The purified



compound can be purchased as the salts
of glucosamine sulfate or glucosamine
hydrochloride or as the acetylated de-
rivative N-acetylglucosamine.

The sulfate form is the most re-
searched and most often used in human
chondroprotective supplements, whereas
glucosamine hydrochloride is found
most often in veterinary/pet applications.
Both are nutritionally available forms of
glucosamine, with little detectable dif-
ference in utilization upon ingestion.

Concerns and challenges
Because glucosamine is an amino
sugar, there is some concern regard-
ing its effects on the diabetic animal.
While ingestion of glucosamine has
been reported to be hyperglycemic
(Kajinuma, et al., 1975), at common
dosages used in petfoods it is unlikely
to become an issue. Another concern
often noted about commercial sources
is allergies due to its derivation from
shellfish; however, no reports have
been made to support this concern. Fur-
ther, there are sources of glucosamine
produced through fungal fermentation
of corn that are merchandised as veg-
etarian and/or free from concerns over
shellfish sensitivity. Whether this is a
cost-effective source is not known.
Processing losses through extrusion,
canning or baking are not common;
however, some petfood companies will
add 10-15% more than the minimum
guarantee for insurance. Finally, ana-
lytical techniques for glucosamine ap-
pear to be less controversial and more
straightforward than those for chon-
droitin sulfate. Since it is an elemen-
tal amino sugar, the analysis is very
consistent with measurement of other
monomer sugars via high performance
liquid chromatography or, as one lab
reports, by capillary electrophoresis.

Sorting it out

While the biggest issue surrounding
the chondroprotectives, chondroitin sul-
fate and glucosamine, is still their tenu-
ous status with regulatory officials, by
all indications sourcing and application
of the ingredients is pretty straightfor-
ward. Further, a good case can be made

for their value. However, manufacturing
controls, ingredient consistency, purity
and safety information are not as readily
available. Not to mention the specula-
tive nature of determining a nutritional

Dr. Greg Aldrich is president of
Pet Food & Ingredient Technology
Inc.,whichfacilitatesinnovationsin
foods and ingredients for compan-
ion animals. Tel: +1.785.271.0238,

level versus a therapeutic dose. It may E-mail: aldrich4@cox.net.
be a long time before the core details are

sorted out. o
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Market Watch |

BY HUNTLEY MANHERTZ, PhD

Natural and organic niche
markets on the rise

atural and organic food sales

for humans have been the on

the rise as evidenced by top

natural foods retailers such
as Whole Foods and Wild Oats stores.
Foods that have been grown without
additives, hormones, pesticides or
herbicides have piqued interest among
consumers, and this trend has not only
taken root in the petfood sector, but is
growing at a healthy rate.

According to the Organic Trade As-
sociation (OTA), the organic and natu-
ral market for petfood is growing at a
rate three times the rate of human or-
ganic food sales. The OTA also reports
that organic petfood sales increased
nearly 60% to US$14 million in 2003
from the year before, and predicts a
17% sales spike each year until 2008.

Natural, environmentally
friendly

Sales of natural and environmentally
friendly pet products will nearly double
in the next five years and exceed US$1
billion in the United States by 2009,
according to the Market Trends report
“Natural, Organic and “Eco-Friendly
Pet Products.” The natural petfood
segment makes up a large share of the
market, totaling an estimated US$375
million in 2004. The report says sales
of natural and organic petfoods are ex-
pected to double to US$754 million by
2009. This growth could be driven in
part by the underdeveloped mass chan-
nel, the report suggested.

At approximately US$14 million,
organic petfood sales remain a tiny
fraction of the domestic petfood sales
at 0.09%. Organic petfood represents
just 3% of dog food and 2% of the
cat food market, according to a 2005
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The room for share
growth is significant,
given strong demand
within this sector.

— Huntley Manhertz, Jr. .

report from the American Pet Product
Manufacturers Association (APPMA).
Therefore, the room for share growth
is significant, given strong demand
within this sector.

Room for the
niche player

Several niche companies are enter-
ing this segment, offering organic and
natural alternatives to generic petfood.
One company, Miss Autumn’s Barkery,
located in Jackson, Missouri, USA, of-
fers an “all-natural, organic gourmet
biscotti that even humans can eat.”
Through extensive research on the in-
gredients typically used in dog foods,
Victoria McDowell, CEO of Miss Au-
tumn’s Barkery, determined there was
a need to offer high-quality treats at an
affordable cost.

McDowell believes she has come
up with a better way to feed our canine
companions and started Miss Autumn’s
Barkery to manufacture customized
dog food to be marketed and sold in
stores like Cup ‘N Cork, My Daddy’s
Cheesecake and the All Natural Food
retailers.

Miss Autumn’s Barkery also has a
unique value proposition: It provides
research services to inform you of
your pet’s dietary needs and is able to
help any dog that may have a medical

condition with customized organic and
natural foods menus—very ingenious
and unique indeed.

Future growthin
the sector

I think this segment of the market
is large enough to support growth, as
competitive forerunner products are
already opening up the market niche,
and there is a growing trend to become
ecologically sensitive and responsible.
Niche players need to be sensitive to
product differentiation, or lack thereof,
both from a product uniqueness and
brand view perspective.

There is no evidence that the mind-
set and impetus for natural and organic
products will slow down any time soon.
People are increasingly demanding natu-
ral, organic and environmentally friendly
products for themselves, particularly the
boomers and single profile consumer—
and it’s a short leap to purchasing similar
types of products for their pets, so expect
continued growth in this segment for
some time to come. [

Dr. Huntley Manhertz, Jr., is a
consumer product goods market
researcher and an independent
writer. He can be reached at Tel:
+1.813.310.0237, E-mail:  info@
consumerlinkageresearch.com.
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Research Notes

Yeast culture vs. brewer’s
yeast for palatability

In this study, yeast culture and brew-
er’s dried yeast were offered to cats to
determine palatability preference. Yeast
culture and brewer’s dry yeast were
included in a 32% protein, 20% fat cat
food and offered to a panel of cats on
two consecutive days. Twenty adult do-
mestic long- and short-haired cats with
a median age of 6 were randomly as-
signed to the panel. Cats were housed at
a commercial nutrition laboratory. The
yeast products were added to the diets,
prior to extrusion, at 1.25% of the ration
dry matter. One hundred fifty grams of
each ration were offered to the cats, and
bowl position was reversed daily to pre-
vent “left-right” bias.

The brewer’s dry yeast was ap-
proached first on 19 of 40 occasions, but
only consumed first on 10 of those 40 oc-
casions. Total daily consumption was not
statistically different between the two
yeast products, with the yeast culture ra-
tion consumed an average of 22.25+13.4
g per day and the brewer’s yeast ration
27054137 g per day. Cats tended to

consume more of the yeast culture ra-
tion per kg of body weight (P = 0.08).
The brewer’s dry yeast ration was con-
sumed at 5.6+2.55 g/kg of body weight
and yeast culture ration at 7.58+4.24
g/kg. Additionally, the yeast culture was
preferred by 11 of the 20 cats based on
total consumption. Total daily consump-
tion averaged 445.5 g for the brewer’s
dry yeast ration and 541 g for the yeast
culture ration.

In conclusion, there was no statis-
tical difference between intake of cat
food containing brewer’s dry yeast and
food containing yeast culture; howev-
er, intake per kg of body weight tended
to be higher for yeast culture.

Source: Jones, ] W., and leiner, B., 2006.
Comparison of yeast culture and brewer's dried
yeast as palatability enhancers in dry cat food.
Proceedings of the 2006 ADSA ASAS Joint An-
nual Meeting, Minneapolis, Minnesota, USA.

Nutritional evaluation
by NIR spectroscopy
Near infrared reflectance spectros-
copy (NIRS) was used to predict the
nutritional value of dog foods sold in
Chile. Fifty-nine dry foods for adult

> Yeast culture vs. brewer’s yeast for palatability

(ADSA ASAS Joint Annual Meeting): There was no statistical difference
between intake of cat food containing brewer’s dry yeast and food con-
taining yeast culture; intake per kg of body weight tended to be higher

for yeast culture.

» Nutritional evaluation by NIR spectroscopy
(J Nutr 90(5-6):223): NIR can be successfully used to predict important
nutritional characteristics of commercial dog foods.

>» Prediction of urine pH in cats fed dry and wet foods
(Intern J Appl Res Vet Med 4(1):58-66): Urine pH of adult cats can be
predicted from the nutrient components of food, thus reducing the num-
ber of animal studies in order to optimize urine pH (for struvite and/or
oxalate prevention) for specific products.

» Cats fed vegetarian diets, owner attitudes

(J Am Vet Med Assoc 229:70-73): People who fed vegetarian diets to their
cats did so largely for ethical considerations. All cats evaluated had serum
cobalamin concentrations within reference range, and 14 of 17 had blood
taurine concentrations within reference range.
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and growing dogs were collected,
ground and scanned across the visible/
NIR range and subsequently analyzed
for dry matter (DM), crude protein
(CP), crude fiber (CF), total fat, lin-
oleic acid, gross energy (GE), metabo-
lizable energy (ME) and several amino
acids and minerals. Calibration equa-
tions were developed by modified par-
tial least squares regression and tested
by cross validation.

Standard error of cross validation
(SE,,) and coefficient of determina-
tion of cross validation (R?,) were
used to select best equations. Equa-
tions with good predicting accuracy
were obtained for DM, CF, CP, GE
and fat. Corresponding values for
R?., and SE_ were 0.96 and 1.7 g/kg;
0.91 and 3.1 g/kg; 0.99 and 5.0 g/kg;
0.93 and 0.26 MJ/kg; and 0.89 and
12.4 g/kg. Several amino acids were
also well predicted, such as arginine,
leucine, isoleucine, phenylalanine—ty-
rosine (combined), threonine and va-
line, with values for R’ and SE_,
(g/kg) of 0.89 and 0.9; 0.94 and 1.3;
0.91 and 0.5; 0.95 and 0.9; 0.91 and
0.5; and 0.93 and 0.5.

Intermediate values, appropriate for
ranking purposes, were obtained for
ME, histidine, lysine and methionine—
cysteine. Tryptophan, minerals or lin-
oleic acid were not acceptably predict-
ed, irrespective of the mathematical
treatment applied. It is concluded that
NIR can be successfully used to pre-
dict important nutritional characteris-
tics of commercial dog foods.

Source: Alomar, D., et al, 2006. Nutritional
evaluation of commercial dry dog foods by
near infrared reflectance spectroscopy. J Animal

Physiology and Animal Nutrition 90(5-6):223.

Prediction of urinepHin
cats fed dry and wet foods
The objective of this study was to
determine if urine pH can be predicted
using the nutrient components of fe-



line foods. One hundred fifty foods
(90 dry foods, 60 wet foods) were fed
to groups of 10 adult cats (mean, 8.5
years of age) to determine the urine
pH of cats fed each food. The food
was fed for a period of seven days, and
pH was determined on freshly voided
urine on days five to seven of the test.
Through step-wise regression, it was
determined which cations, anions and
sulfur-containing amino acids were of
importance for urine pH prediction.

Three models were developed for
urine pH prediction: 1) wet and dry
foods; 2) wet only foods; and 3) dry
only foods. The cations included in all
models were sodium, potassium and
magnesium. Calcium was excluded
from the wet model. The anions for all
models were chloride, sulfur and phos-
phorus. Including sulfur in the model
allowed for the exclusion of methionine
and cysteine from the dry model.

Urine pH of adult cats can be pre-
dicted from the nutrient components
of the food, thus reducing the number
of animal studies in order to optimize
urine pH (for struvite and/or oxalate pre-

Cats fed vegetarian
diets, owner attitudes

This cross-sectional study was con-
ducted to determine motivation and feed-
ing practices of people who feed their
cats vegetarian diets, as well as taurine
and cobalamin status of cats consuming
vegetarian diets. The study included 34
cats that had been exclusively fed a com-
mercial or homemade vegetarian diet and
52 cats that had been fed a conventional
diet for one year.

Participants were recruited through
a website and from attendees of a na-
tional animal welfare conference. Care-
givers of cats in both groups answered
a telephone questionnaire regarding
feeding practices for their cats. Blood
was obtained from a subset of cats that
had been fed vegetarian diets. Blood
and plasma taurine and serum cobala-

min concentrations were measured.
People who fed vegetarian diets
to their cats did so largely for ethical
reasons and were more likely than
people who fed conventional diets to
believe there are health benefits asso-
ciated with a vegetarian diet and that
conventional commercial cat foods are
unwholesome. Both groups were aware
of potential health problems that could
arise from improperly formulated veg-
etarian diets. All cats evaluated had se-
rum cobalamin concentrations within
reference range, and 14 of 17 had blood
taurine concentrations within reference
range. These results should help veteri-
narians provide advice to such clients.

Source: Wakefield, L.A., Shofer, F.S., and
Michel, K.E., 2006. Evaluation of cats fed
vegetarian diets and attitudes of their caregivers.

J Am Vet Med Assoc 229:70-73. °

We Dominate the Pet Food

Market in Taurine. Why?

» Professional Service,
Instant Response

e Best Pricing

* Representing China’s Major
Quality-Assured Manufacturers

e Multiple Warehouse Sites
e Consignment Options

vention) for specific products. Separate
formulas must be used for dry and wet
foods in order to maintain accuracy.
Source: Yamka, R.M., ef al, 2006. The predic-
tion of urine pH using dietog cations and anions

in cats fed dry and wet foods. Infem J Appl Res
Vet Med 4(1):58-66.

ChemNutra

Quaiity Ingredients for Feed, Food & Pharma\WWW.Chemnutra.com e 702.883.8928

>4 Top

Perfomers in Pet Food Production...
BMF High-Production Machinery!

= Continuous Product Improvement From
Subsequent Generations of Equipment

* Vlersatile Range of Products & Options

* Flexible Baking Systems

* Proven Long-Term Durability

¥ = Applications Expertise

» Batter By Design

—

See us at IBIE Booth #4540

i

307 Bakery Avenue » Peru, IL 61354
Phone: (815) 224-1306 = Fax: (815) 224-1386 » www.bakerymachine.com

Cookle B Crackar Machingry
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Meeting Planner |

events

OCTOBER 2006

> Pet Food Institute Annual Meeting
& Suppliers Mart, October 23-24, 2006,
Chicago, Illinois, USA. Contact: Pet Food In-
stitute, 2025 M Street NW, Suite 800, Washing-
ton, DC 20036 USA, Tel: +1.202.367.1120, Fax:
+1.202.367.2120, E-mail: info@petfoodinstitute.

_org, Website: www.petfoodinstitute.org.

» Pet Food Association of Canada,
October 26-27, 2006, Vancouver, BC, Can-
ada. Contact: PO Box 35570, 2528 Bayview
Avenue, Toronto, Ontario, M2L 2J7 Canada,
Tel: +1.416.447.9970, Fax: +1.416.443.9137,
E-mail: info@pfac.com, Website: www.
pfac.com.

» National Renderers Association
Annual Convention, October 23-27,
2006, Laguna Niguel, California, USA. Con-
tact: National Renderers Association Inc., 801
North Fairfax Street, Suite 207, Alexandria,
Virginia 22314 USA, Tel: +1.703.683.0155,
Fax: +1.703.683.2626, E-mail: renderers@
nationalrenderers.com,  Website: ~ www.

renderers.org.

KAHL

Extruder OEE

Flexible
shaping

for different
products
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» Pack Expo International Con-
ference, October 29-November 2, 2006,
McCormick Place, Chicago, Illinois, USA.
Contact: Packaging Machinery Manufac-
turers Institute (PMMI), 4350 North Fair-
fax Drive, Suite 600, Arlington, Virginia
22203 USA, Tel: +1.703.243.8555, Fax:
+1.703.243.3038, E-mail: expo@pmmi.
org, Website: www.packexpo.com or www.

» Private Label Manufacturers’
Association (PLMA) Tradeshow,
November 12-14, 2006, Chicago, Illinois,
USA. Contact: PLMA, 369 Lexington Av-
enue, New York, New York 10017 USA, Tel:
+1.212.972.3131, Fax: +1.212.983.1382, E-
mail:_info@plma.com, Website: www.plma.
com.,

> International Pet Conference
2006 + Pet World Trade Show, No-
vember 14-15, 2006, Frankfurt am Main, Ger-
many. Contact: Ddhne Verlag GmbH, Ralf
Majer-Abele, Tel: +44.7243.575.230, Fax:
+447243.575.200, E-mail: maj@daehne.
de, Website: www.pet-global.com, www.
petonline.de or www.dachne.com.

pmmi.org.

» World Mycotoxin Forum, November
6-8, 2006, Cincinnati, Ohio, USA. Contact:
Forum Secretariat, Bastiaanse Communi-
cation, PO 179, NL-3720 AD Bilthoven,
Netherlands, Tel: +31.30.229.4247, Fax:
+31.30.225.2910,E-mail: WMF @Bastiaanse-

Communication.com Website:  www,

» EuroTier 2006—International
DLG Exhibition, November 14-17,
2006, Hanover, Germany. Contact: DLG,
Eschborner Landstrale 122, D-60489
Frankfurt am Main, Germany, Tel:
+49.69.247.880, Fax: +49.69.2478.8110,
E-mail: _eurotier@dlg-frankfurt.de  or
info@DLG.org, Website: www.eurotier.de

bastiaanse-communication.com.

Whatever your

Dan L Nomis

In Control!

drying and cooling
needs are, B.N.W.
can provide economical
Belt-O-Matic food
dehydrators for all your needs. Our design lets you control air
flow, temperature, resident time and product depth. Units are
available for every need - single to multiple pass, sinale to
multiple stage, R&D to large scale production.

or www.dlg.org.

Q)
... BELTOMATIC

-3 Sabs Marger DRYERS « ROASTER + COOLERS

" B.N.W. Industries
7930 N. 700 E. « Tippecanoe, Indiana 46570
Phone: (574) 353-7855 ¢ (574) 353-8152
Web Site Address: www.belt-o-matic.com
E-Mail Address: sales @belt-o-matic.com
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New products,

new opportunities
at Petfood Forum and
Petfood Focus 2007

Petfood Forum 2007

April 16-18, Hyatt Regency O’Hare Hotel, Chicago, Illinois, USA

The premier event for the petfood industry, Petfood Forum connects you with the people
and information you need to lead innovation at your organization. You'll enjoy plenty of
networking opportunities plus 19 new sessions, including:

* New product trends and data.
e Case studies from industry leaders.
¢ Genomics—customized diets.
* Debate: the effects of diet on aging.

* Pet retailing executive on consumer trends.
0J0)pForum ° CEO roundtable.
New Products. New Opportunities. o Exclusive market research.

Petfood Focus 2007: Treats

April 18-19, Hyatt Regency O’Hare Hotel, Chicago, Illinois, USA

Petfood Focus gives you an in-depth look at one segment of the petfood industry.
This year, explore the exploding market for treats:

* New products around the world.

e Functional ingredients in treats.

* Production innovations.

e New packaging ideas.

e The other side of treats: weight management.
olelbFocus & &

TREATS ° Regulatory issues.

New Products. New Opportunities.

To register for either event, turn the page or go to
www.wattnet.com/petfoodforum/home.cfm.

Petfood WAIT
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Registration Form

Or register online at www.wattnet.com/petfoodforum/home.cfm

Petfood Forum 2007 Petfood Focus on Treats
April 16-18, 2007 April 18-19, 2007
Hyatt Regency O’Hare Hotel Hyatt Regency O’Hare Hotel
Chicago, Illinois, USA Chicago, Illinois, USA
oe]pForum
) . Petfood Focus discounted rate if
Petfood Forum Petfood Focus on Treats also registered for Petfood Forum
Prior to January 25, 2007 US$795 US$595 us$470
January 25 - March 15, 2007 US$865 US$630 US$490
After March 15, 2007 US$955 US$695 US$560

Choose your event(s): 0 Petfood Forum 2007 only O Petfood Focus on Treats only

(0 Both Petfood Forum and Petfood Focus
Please type or print CLEARLY, IN CAPITAL LETTERS (as you would like it to appear on your name tag:)

Name (last, first)** Company name

Address City

State Zip/postal code Country / province
Phone Fax E-mail

**For additional attendees, please use a photocopy of this form, or register online at www.wattnet.com/petfoodforum/home.cfm.

Method of payment: (3 Check O Money order O MasterCard O VISA

O American Express (O Discover

Personal name on credit card Card number

Signature Expiration date

Registration for Petfood Forum 2007 includes four meals, two receptions and three refreshment breaks;
for Petfood Focus on Treats, one reception, one breakfast and one coffee break.

Please return this form with full payment (payable to
. pay (p y NOTE: Registrations will not be processed without payment. Rate
Watt Publishing Co.—Petfood Forum/Focus 2007) to: is determined by date payment is received. Prior to March 15, 2007,

attendee registration fees are refundable minus a cancellation fee; for
Petfood Forum/ Focus 2007 more information, contact Marcia Riddle at mriddle@watt.net.net or

. Wesle ve. +1.815.734.5633. Substitution of registered personnel is available at no
y g p
. charge. Watt Publishing. Co. reserves the right to substitute speakers
Mt. Morris, IL 61054-1497 USA and change schedule as necessary. If anyone in your party acquires
Fax +1.815.734.5631 special assistance, please contact us.

PLEASE MAKE HOTEL RESERVATIONS DIRECTLY WITH THE HYATT REGENCY O'HARE HOTEL
In the US, Canada and territories, call +1.800.233.1234. All others, call +1.847.696.1234.

Be sure to identify yourself as a Petfood Forum 2007 or Petfood Focus on Treats participant prior to March 30, 2007, to
receive our special group rate. Room availability is limited; reservations will be handled on a first come, first served basis.

Are you interested in exhibiting at Petfood Forum 20077
Please provide the following information:

Name Company name

Telephone E-mail

Someone from Watt Publishing Co. will contact you soon. For more information, visit www.wattnet.com/ petfoodforum/home.cfm.
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2007

» Global Pets Forum, January 18-19,
2007, Marriott Hotel, Copenhagen, Den-
mark. Contact: Pets International, Tel:
+31.33.422.5833, Fax: +31.33.422.5838, E-
mail;corine@pets.nl, Website: www.petsinfo.
net.

» Annual Practical Short Course on
Feeds & Pet Food Extrusion, January
28-February 2, 2007, Texas A&M Univer-
sity, College Station, Texas, USA. Contact:
Dr. Mian N. Riaz, 2476 TAMU-Food Pro-
tein R&D Center, Texas A&M University,
College Station, Texas 77843-2476 USA,
Tel: +1.979.845.2774, Fax: +1.979.458.0019,
E-mail: mnriaz@tamu.edu, Website: www.

tamu.edu/extrusion.

» AFIA Expo/US POULTRY IPE,
January 31-February 2, 2007, Georgia
World Congress Center, Atlanta, Georgia,
USA. Contact: US Poultry & Egg Associa-
tion, 1530 Cooledge Road, Tucker, Georgia
30084 USA, Tel: +1.770.493.9401, Fax:
+1.770.493.9257, Website: www.poultryegg.
_org or www.afia.org.

» Global Pet Expo, February 22-24,
2007, Orlando, Florida, USA. Contact:
APPMA, 255 Glenville Road, Greenwich,
Connecticut06831 USA, Tel: +1.203.532.3601,
Fax: +1.203.532.0551, E-mail: gpe@appma.
org, Website: www.globalpetexpo.org.

» VIV Asia, March 7-9, 2007, Bangkok,
Thailand. Contact: Richard de Boer, VNU
Exhibitions Europe, PO Box 8800, 3503 RV
Utrecht, Netherlands, Tel: +31.30.295.2714,
Fax: +31.30.295.2809, E-mail: richard.
de.boer@vnuexhibitions.com, Website:
www.viv.net or www.vnuexhibitions.com.

» NGFA Annual Convention, March
18-20, 2007, St. Francis, San Francisco,
California, USA. Contact: National Grain
and Feed Association, 1250 I St. NW, Suite
1003, Washington, DC 20005 USA, Tel:
+1.202.289.0873, Fax: +1.202.289.5388, E-
mail: info@ngfa.org, Website: www.ngfa.
org.

» Petfood Forum, April 16-18, 2007,
Hyatt Regency O’Hare Hotel, Chicago,
Illinois, USA. Contact: Marcia Riddle,
Watt Publishing Co., 122 S. Wesley Av-
enue, Mt. Morris, Illinois 61054 USA, Fax:
+1.815.734.5631, E-mail: mriddle@wattnet.
_net, Website: www.petfoodindustry.com.

» Petfood Focus on Treats, April 18-
19, 2007, Hyatt Regency O’Hare Hotel, Chi-
cago, Illinois, USA. Contact: Marcia Riddle,
Watt Publishing Co., 122 S. Wesley Av-

enue, Mt. Morris, Illinois 61054 USA, Fax:
+1.815.734.5631, E-mail: mriddle@wattnet.
net, Website: www.petfoodindustry.com.

» Petfood Forum Europe, May 8§,
2007, Utrecht, Netherlands. Contact: Marcia
Riddle, Watt Publishing Co., 122 S. Wesley
Avenue, Mt. Morris, Illinois 61054 USA, Fax:

+1.815.734.5631, E-mail: mriddle@wattnet.

Meeting

net, Website: www.petfoodindustry.com.

» Victam International, May 8§-10,
2007, Utrecht, Netherlands. Contact: Henk
van de Bunt, Victam International B.V., PO
Box 197, 3860 AD Nijkerk, Netherlands,
Tel: +31.33.246.4404, Fax: +31.33.246.4706,

E-mail: expo@victam.com, Website: www.

victam.com. [

IMPROVE QUALITY WHILE
MAXIMIZING CAPACITY.

Extrusion Systems
Horizontal Dryers & Coolers
Vertical Coolers

Feeding Systems
Conditioning Systems
Control Systems

PDU (Product Densification
Unit)

SAS™ (Sphere-izer
Agglomeration System)

3 -
A" K

It’s a bold statement that very few can make.

Liquid/Powder Coating
Systems

Pneumatic Conveying
Systems

Multi-Color Extrusion Die
Assemblies

Replacement parts for major
brands of extruders

Re-manufactured extruders
and dryers

Re-conditioning Services

Dramatically increasing the hourly petfood
production rates while improving the overall
quality of the finished product. It's all possible
when you partner with Extru-Tech".

While the competition focuses on individual
components, Extru-Tech" delivers
comprehensive solutions that elevate the overall
productivity of your operation. Isn’t it time you
investigate the true potential of your operation
with someone who truly understands the petfood
industry? Contact Extru-Tech” today for a
confidential consultation,

CORPORATE OFFICE
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Product News

Vibratory screening machine

The Type VRS is the Allgaier Group’s most recent addition
to its powerful and economic technology of process solutions
for a wide field of applications. The circular vibratory screen-
ing machine is suitable for use in fractionating, protective and
control screening and dusting, as well as for wet screening
and dewatering of a variety of bulk solids.
McLanahan Corp., 200 Wall Street, Hollidaysburg, PA 16648 USA, Tel:
+1.814.6959807 Fax: +1.814.695.6684, E-mail: sales@mclanahan.com,

Website: www.mclanahan.com.

VICAM.

Proven Results,
Time-Tested Service®

T

RAPID MYCOTOXIN & PATHOGEN
TEST KITS WORLDWIDE

Selected by the USDA and AOAC-approved, VICAM test methods
offer you proven results vetted by industry leaders. Time-tested
service means an unparalleled commitment to onsite training,
worldwide distribution, and commodity-specific protocols.

VICAM's test kits deliver:

e Accuracy — Quantitative results

¢ Speed - Results in minutes or hours

¢ Flexibility — Fluorometric, HPLC, or antibody detection

For information on our rapid Aflatoxin,
- AflaOchra, AOZ, DON, Fumonisin,
(é % Ochratoxin, T-2, Zearalanone, and NEW
S WB test kits and Combination Columns,
4" as well as our Microbiological line, call

+1.617.926.7045, fax +1.617.923.8055, or
e-mail vicam@vicam.com. Se habla espanol.

_Faste,
-t® K3

=

VICAM, 313 Pleasant St., Watertown, MA 02472 USA | www.vicam.com
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DON detection
Charm Sciences §
g

announces its ROSA
Qualitative P/N kit for
deoxynivalenol (DON; |
vomitoxin), a three-
minute strip test for the |
detection of DON. The [
kit has successfully at-
tained the USDA’s Cer-
tificate of Performance
with a screening choice i
of 1 ppm for wheat and S, = el R
barley, or 0.5 ppm for wheat. The rapid one-step assay (ROSA)
is intended to be the fastest approved test for DON and the
only approved strip test that provides a ppm reading (with op-
tional ROSA-M reader) and the flexibility to meet domestic
and export requirements.

Charm Sciences Inc., Tel: +1.978.6879200, E-mail: info@charm.com,
Website: www.charm.com.

Ty

At

A

3 ve Disease In
D|gr-_-5(l\"rl Dis .
the Dog an® =~

There's a complete list
of Petfood Industry

related materials available
at your fingertips, such as: §

« Companion Animals: Their Biology,
Care, Health & Management

+ Digestive Disease in the Dog & (at
« Petfood Technology

Visit
www.wattboo!

or contact Sherry Hartzell directly:
tel. 815.734.5620 fax.815.734.5631
hartzell@wattmm.com

E = o =
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Overhead product orienter

A-B-C Packaging has introduced a high-speed overhead
orienter that accepts product for palletizing and turns it 90°,
180° or 270° to automatically form the optimal pallet configu-
ration for each product. The orienter can turn bags to form
pallets with “butts-out” bag orientation, and rotate cases and
trays for pallets requiring specific panel orientation. Servo-
powered for smooth handling and reliable operation, the
mechanism quickly and gently grips and rotates the product to
the proper position during high-speed product accumulation.
A-B-C Packaging Machine Corp., 811 Live Oak Street, Tarpon Springs, FL
34689 USA, Tel: +1.800.237.5975, Fax: +1.727938.1239, Website: www.
obcgockogmg com.

Your leading global
technology/

SPROUT

PERFORMANCE
PETFOOD _

{ g
- GLOBAL PRESENCE

Inventory management

system

Bindicator’s new Mark-4 Yo-Yo Inven- [Mark 4
tory Management System is rated for use in
hazardous environments. The Mark-4 sen- n—
sor has a 4-20 mA output with adjustable ﬁ

span, RS-485 MODBUS communication i
and optional i-LEVEL vendor management
software. The web-based i-LEVEL software | — et
can be set up to operate in an Intranet and/ ]

or Internet environment, making inventory
levels available worldwide. Silos up to 100
feet can be measured with a resolution of 1
cm (0.39 in). With the remote display, up to
99 Mark-4 sensors can be remotely set up )
and configured, and measurement can be
requested and displayed.

Bindicator, 150 Venture Blvd,, Spartanburg, SC 29306 USA,
Tel: +1.864.574.8060, Fax: +1.864.574.8063, Email:

sales@bindicator.com, Website: www bindicator.com.

lrusion

" www.andritzsprout.com « andritzsprout@andritz.com

Denmark ¢ Netherlands * Germany ¢ France ¢ UK « USA
Venezuela ¢ Brazil *° Chile ¢ Australia * R.P. China
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Marketplace .

Malted Barley e Barley A
—DEHYDRATED VEGETABLES Whole kernel, Mlour & custom grinds: CE&CO Cereal Byproducts Company

LaBudde is offering a unique and consis- * Malts
s @a . DRIED WHOLE EGGS

tent powdered blend of dehydrated car- ® Black Malt {colorant)

rots, celery, beets, parsley, lettuce, water- Liquid & Dry: ° gﬁg;ggg‘l’]v%;ss VEAST
cress and spinach. We know of no other ® Malt Extracts °

way to get the healthy benefits of so many ® Black Malt Extract {colorant) e DRIED WHEY « BEET PULP
vegetables in one product. Give us a call I Flour, flakes & custom grinds: * STABILIZED FLAXSEED MEAL
at 800-776-3610 or 262-37'5-9111 and let ® Pregelatinized Pearled Barley 55 E. Euclid Ave., Suite 410

g . e ———— - Mt. Prospect, lllinois 60056
us work with you from concept to completion. Briess Malt & Ingredients Co. PH: 847-818-1 520 FAX: 847-818-1659
LaBudde Group, Inc. Grafton, WI 53024 USA Chilton, W1, (BOD) B57-0806, www.brless.com Web Site: www.cerealbyproducts.com

* Pellet Mills m

L

aAPEC

[
{

we W "TF XD HH
AUTOMATED PROCESS EQUIPMENT CORPORATION * Conditioners Erisby Extrusi
MANUFACTURERS OF: ¢ Crumblers o ioms Lt
AUTOMATED BATCHING SYSTEMS * Counter Flow Coolers Tyson Court Yard
MICRO INGREDIENT SYSTEMS IC = i Weldon Industrial Estate, South

BATCH MIXERS
LIQUID COATERS

Corby, Northants, England
Tel: +44 (0) 1536 263545

WE PROVIDE TOTAL SYSTEMS WITH SINGLE POINT 1415 W, Summit Ave, P.O. Box 910 . Faxflf““I(O) 1505 200164
RESPONSIBILITY, DOMESTIC AND INTERNATIONAL. Ponca City, OK 74602 USA -\r;q\/:lb'si\g? \fv(\)/vn:/\?fes?lst-dtcgr?qm
1201 FOURTH AVE. « LAKE ODESSA, M1 48849 USA Ph: 580-765-7787 « 800-569-7787 Frish . - —
g y provide a professional and economical alternative for
PH. 616-374-1000 « FAX 616-374-1010 Fax: 580-762-0111 all single and twin screw cooker extruder consumable spares.
ﬂ_l‘ﬂiﬂ%m www.bliss-industries.com We also refurbish screws and liners.
e-mail sales@apecusa.com

. » OMEGA-3 FROM STABILIZED FLAX
ENRECO' i
» KOSHER CERTIFIED

NUTRITIONAL INGREDIENTS = TRUSTED SOURCE » CERTIFIED ORGANIC INGREDIENTS

Frain Group
QUALITY PRE-GWNED

TR PROCESSING &
Manufacturer of Premium, All Natural, Non-G.M.O., T PACKAGINGTVACHIN
Human-Food Grade Ingredients:

|
ull

ARSI 70007 achinesiN:
@STABILIZED GROUND FLAX #CUSTOM OMEGA-3 PRE-MIXES FORMIFILL/SEAL [ : : orRent—
@STABILIZED RICE BRAN @PRIVATE LABEL OPTIONS GRINDERS ALl EqullpmeptAvallab‘Ie_fc.)r =
#SORGHUM FLOUR AVAILABLE — Eull Engineering Consultatione:

LABELERS On-Site Engineering|Service Center
METAL DETECTORS

MIXERS Visit www.fraingroup.com
&MORE or Call 630.629.9900

Visit us at www.enreco.com TEL: 920.726.4221 FAX: 920.726.4224
In Europe, please contact Renske Natuurlijke Dievoeding
TEL: +31.485.316491 E-MAIL: jan@enreco.com

Established 1987

Batching Systems « Extrusion Automation . _FOR SALE
Manufacturing Execution Systems Reconditioned Cooking
Extruders & Dryers
Single & Twin Screw Designs
== |BATICHIENGINE} i
= EXTRU-TECH = AEROGLIDE
=l E>

Checlk out the ROI Ca leulator MES Solution Suite for Batching Applications

www.beiautopilot.com BCi A u T 0 P ’ E@F.
v N

Awtomated Extrusion Control

Bachelor Controls, Inc.

Systems Integration for Manufacturing 785.284.3482 » www.bachelorcontrols.com
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Help Wanted

Openings for sales and marketing personnel, nutritionists,
processing experts - rapidly growing national leader in

uncompromised, science-based, super premium, natural pet
foods, clinical diets, and supplements. Send resume to:

Wysong Corporation, ATTN:Cathy Adams

1550 Eas enue, Midland, Ml 48642
Fax: (989) 631.880 il: cadams21212 @aol.com

CUSTOM DRYING SOLUTIONS
“INNOVATIONS IN DRUM DRYING AND
FLAKING TECHNOLOGY”

CDS is a leading provider in technical assistance
and product development.

Tel: (219) 916-6209  Fax: (219) 531-1988
customdryers@yahoo.com

Tweeen  Warren Analytical 3D & 4D
Analytical Laboratory Inc. MDB
y Hand deboned beef

We are a professional food safety and nutritional
laboratory ready to serve all of your analytical needs.

Emulsified beef and bone
Address: 650 O Street; Greeley, Co 80631 Semi load lots
Phone: 1-800-945-6669; 970-475-0252 . .

Fax: 970-351-6648 Satisfaction Guaranteed

Website: www.warrenlab.com 800-826-2341 Fax: (715) 267-7214

Super Premium Dog Food The \rlhratlfg\nla-s
Manufacturer for Sale c ﬁ;.\‘mu

This Company has developed proprietary formula-

tions, registered trademarks and distinctive pack- eppe ege e
aging that by far surpass the mass merchandiser’s for sifting & conditioning pet food

products and other “premium” manufacturers. www.gentleroll.com

The Company’s products have appeared on retail

shelves in the US and co-packaging relationships EBM Manufacturing, Inc.
already exist. Operation is easily portable. Contact 1014 Sherwood Rd. Norfolk, NE 68701
Kiril Logvinoff at 1-877-370-4948 Fax: 402-371-9117

klogvinoff@marchgroup.com www.ebmmanufacturing.com

USDA registered research
facility performing petfood
testing since 1975.

Traditional and in-home
panels available.

Contact: Paul Plessner

For your petfood ingredients and special blends

ADM Animal Health & Nutrition

contact us at 877.236.2460 or
ADM animalnutrition @admworld.com

telephone: 334/567-8195

INDUSTRIAL DRIED GOODS

Your Complete Source
for Dried Fruit Products

Producing High Quality,
Dehydrated Fruit and
Vegetable Ingredients

for Pet Food Manufacturers!

Specializing in Alternative
Fiber Sources.
Apple, Blueberry and Cranberry.

100% Natural
No Preservatives

1-800-796-9353

5740 Limekiln Rd. e Wolcott, NY 14590
Ph: 315-594-1760 « Fax: 315-594-1956

www.orchardsweets.com

Your Source for Healthy Whole Grains

* Certified Organic  *Non-GMO  * Amaranth * Conventional Grains
* Cereal Grains * Fibers * Specialty Grains ~ * Specialty Ingredients

*MILLED Whole Grains Available
*AIB “Superior” Facility *Kosher *HACCP Program

Hesco

800-243-7264 www.hesco-inc.com Watertown, SD

FEED MILLS EQUIPMENT
« HAMMERMILLS + MIXERS * DRIERS
+ COOLERS

5 Tel.: 55 (16) 3615.0055 « Fax: 55 (16) 3615.7304 - SP = Brasil
Extruders . www.ferrazmaquinas.com.br + vendas@ferrazmaquinas.com.br

DRYING TECHNOLOGY, INC.

DELTA T MOISTURE CONTROL
(Proven on Petfood)
Reduces MC Variation 30+ % e No calibration
Average MC increased e Cruise Control Startup
Inside-the-dryer MC Sensor

409-385-6422
www.moisturecontrols.com

drying@moisturecontrols.com
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Marketplace .

LIQUIDATING

PET TREAT FACTORY

Extruders, hammermill, truck
dryer, packaging equipment,
grinders, slicer, dicers, metal
detector, patty former, sigma style
mixer, kettles. Too much to list.

Fax contact info to:
619-442-5043
or E-mail to:
leoninc@pacbell.net

Fast/Friendly Service
HIGH QUALITY WEAR PARTS
For most common Extruders
s Cast D-2 Knives & Wear Rings

k Insert Dies %k Knifeholders
%k Die Plates %k Misc. Machined

Parts =
Manufactured to OEM or Customers Specifications.

Over 15 years experience supplying precision parts
to the Feed & Petfood Manufacturing Industry.

New Technology Inc.
11063 Highway 59 North, Gravette, AR 72736
Telephone: 479-787-6772 Fax: 479-787-9957

1-800-684-0042
Home page: www.newtechnology.com

Oven-Baked Dog Food
+ Human grade lamb & chicken - 1st ingredient
+ Available in 15 & 30 Ib bags
+ Canned products 1320z cans
- Digtributors wanted
- Free shipping

+ APPMA
1t’s not just the ingredients, it's how you

wWww LIFE4K9.com * 770.399.3100
Five Concourse Pkwy., 3Oth Fl - Atlanta. GA 30228

WILBUR-ELLIS

WE SPECIALIZE IN:
EU Certified Lamb Meal, Lamb MDM, Lamb Organs
Import and Domestic Fishmeals
Venison, Pork, Beef & Poultry Products
Spray Dried Brewers Yeast
Dehydrated Potatoes, Potato Protein & Potato Fiber
Peas, Pea Fiber and Pea Flour
Tallow & Vegetable Qils
Tomato Pomace & Organic Ingredients

VALUE ADDED SERVICES:
Custom Blending & Formulations
Custom Packaging & Antioxidant Applications
Just-In-Time Deliveries from International Markets

CONTACT US:
613 649-2031 (ph) 613 649-2034 (fx)
dafelski@wecon.com

Visit us on the web:
WWW.WILBUR-ELLISFEED.COM

Wild Alaskan Salmon Oil

Salmon Protein Hydrolysate

Veterinary Resource Group
1-253-581-1880
email: sales@vrg-usa.com

| Romer Labs, Inc. offers:

+ Mycotoxin Detection Test Kits: Fluorometric,
ELISA, and Lateral Flow - offered in
Qualitative and Quantitative Formats

* Using HPLC and TLC Official Reference Methods
+ Laboratory Equipment

Our “Total Quality Assurance & Mycotoxin Risk
Management Program” is what makes us the
Worldwide Leader in Providing Mycotoxin Solutions.

John Caupert, Area Manager

Romer Labs, Inc.
ROMER
A

1301 Stylemaster Drive, Union, MO 63084
636-583-8600 www.romerlabs.com

email: john.cauperf@romerlabs.com

LANSING

TRADE GROUP, LLC
SPECIALIZING IN:
e POTATO FLAKES
e SWEET POTATO FLOUR
e GRAPE SEED EXTRACT

LANCE LAUGEN
800-227-8237
lance@lansingtradegroup.com

Legacy Foods LLC

Soy based protein products for
The Pet Food Industry

TSP= (textured soy protein)
Canned dog and cat food applications

Additional product offerings
Flavored analogs, sov protein isolates,
soy protein concentrates, soy flour as
well as TWP® (textured wheat protein)
Legacy Foods LLC, 2701 East 11" Ave
Hutchinson, K5 G73504- 109G
1-B00-835-5006
www.legacyfoods.com

'DANISCO

Providing a Wide Range
of Solutions For All
Types of Pet Food
Gum Blends
Functional Systems
Texturants
Specialty Sweeteners
Antioxidants
Emulsifiers
Cultures
Enzymes

Contact:
fizul.bacchus @danisco.com
Tel: 416-757-4126
Fax: 416-757-9243
Mobile: 416-896-4487

b

bi-pro marketing limited

The Best Pet Food !ngredient_s
The World Has To Offer.

v peo Flore | dove
v peos - Vowriove grades
v ?WY eol
V' duck emeol
Vv venison meal
v pork weol

v brewere rice
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370 Speedvale Avenue West, Guelph, Ontario
Canada N1H 7M7 Toll Free: 1.800.263.7430
Phone: 1 (519) 824.2381 Fax: 1 (519) 824.9472
web: www.bi-pro.com
e-mail: marketing@bi-pro.com
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Jedwards International, Inc.
Leading supplier of Omega-3 Oils
Supplier of Bulk Specialty Oils
to the Food, Dietary Supplement
and Cosmetic Industries
tel: 617-472-9300

Q‘B fax: 617-472-9359
www.bulknaturaloils.com

TOMATO POMACE

LaBudde Group
262-375-9111

3D Beef Mechanical

Available
1.806.350.5525

Garth Merrick - Hereford, TX

CUSTOM DRYING SOLUTIONS
“INNOVATIONS IN DRUM DRYING AND
FLAKING TECHNOLOGY”

CDS is a leading provider in technical assistance
and product development.

Tel: (219) 916-6209  Fax: (219) 531-1988
customdryers@yahoo.com

de Rosier, inc.
SPECIALIZING IN PET FOOD
INGREDIENTS MILLED FROM.

* corn * wheat * rice
* barley *

* flax * rye * oats
John M. de Rosier 612-339-3566
E-Mail: iderosier@derosierinc.com
Roberto Bari 612-339-3599
E-Mail: rbari@derosierinc.com
Fax: 612-339-3568

DRIED EGG PRODUCT

Excellent quality protein.
Our Dried Egg Product
contains NO hatchery waste.
Plant Approved For EU Export.

Manufactured and sold by:

VAN ELDEREN, INC.
Martin, Ml

Tel: (269) 672-5123
Fax: (269) 672-9000

MIDWEST
AGRI-COMMODITIES

Sugar Beet Pulp suppliers to the
pet food industry representing
4 farmer-owned co-operatives
with 12 factories across the U.S.

MIDWEST AGRI

www.mwagri.com
Tel: 1-800-842-2133

DIE ROLLS
800.343.7655

weidenmiller.com

Reduce Waste Water Surcharges

WITH THE
ALLOY GRAVITY SEPARATOR

« REDUCE Biological Oxygen Demand
* REDUCE Fats, Qils, and Grease
« REDUCE Total Suspended Solids

Don’t let your money go down the drain.

Alloy Hardfacing
& Engineering Co., Inc.

1-800-328-8408 / 952-492-5569
Fax: 952-492-3100
www.alloyhardfacing.com

www.profoodinternational.com
Serving Your Ingredient Needs
Natamycin, Nisin, Sorbic & Fumaric acid
Taurine, L-Cysteien, Amino Acids
Glucosamine, Specialty sugars
Stevia,Natural Red Color, FOS
Thiamine (B1), Vit.E Oil, Vit.C
Tel: 1-888-288-0081
Fax: (630)-527-9905

TipTrak
bucket elevators

 quiet

e spillage free

¢ gentle handling
e low maintenance

UNITRAK £

905.885.8168 www.unitrak.com

&i
wSK FOO

FHTERRATION &L

Identity Preserved Ingredients
for the petfood industry

Certified Organic &
Conventional Non-GMO

Brown and Golden
Flaxseed and Flax Meal

* Beans = Qils
* Grains *Flours
* Seeds * Meals

* Instant Powders/Flakes
* SplityDehulled Soybeans

We will provide you with the
Best Value - Quality, Service, Price -
for your ingredient needs!

4749 Amber Valley Parkway Suite 1
Fargo, ND 58104 USA « skfood@skfood.com
701.356.4106 TEL + 701.356.4102 FAX
Visit www.skfood.com for our complete product listing!

\ ROTHSAY

MANUFACTURERS OF HIGH
QUALITY INGREDIENTS FOR
THE PET FOOD INDUSTRY.

B LOW ASH POULTRY MEAL

Bl POULTRY MEAL

B CHICKEN MEAL

B HIGH GRADE CHICKEN FAT

B PET FOOD GRADE POULTRY FAT

E-mail: service.on@rothsay.ca
Tel: 1-800-263-0302
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Marketplace .

Manufacture Quality Product
with the
Best Altima Hammermill
Proven, Trouble Free Performance
In difficult grind applications.

LA CROSSE VILLING COMPANY
** Oats (Commercial and Organic),
Barley, Corn, Oat fiber **
* Oats: Steamed, rolled, ground, crimped and
race horse oats
* Organic oats: groats, rolled, ground
 Oat fiber: conventional or organic

* Barley: Pearled, cracked, rolled and ground
* Corn: Steam rolled
¢ Custom milling and pulverizing

Cochrane, WI 54622 * 1-800-441-5411

Mill Technology Company, Inc.

888-799-5988

W 763-553-7416
ar

mill-technology.com www.lacrossemilling.com or ghartzell@lacrossemilling.com

Continental Agra Equipment
WE BUY AND SELL USED FEED AND GRAIN EQUIPMENT
 Pellet Mills « Coolers * Dryers
* Roller Mills « Flakers ¢ Cleaners
* Sewing Lines * Mixers ¢ Legs * Dust Filters
¢ Air Pumps * Complete Feed Mills
* New Conex extruders & replacement parts for
Instapro Model 2000 & 2500 extruders.
LARGE INVENTORY IN STOCK
Conti I Agra Equir Inc.
1400 S. Spencer Rd., Newton, KS 67114
Ph: 316-283-9602 * Fax: 316-283-9584
E-mail: gary @continentalagra.com
Web: www.continentalagra.com

Nestlé Purina PetCare IEI

Due to changes and upgrades,
Nestlé Purina PetCare has used
and sometimes new packaging and
process equipment for sale, such as:
Can fillers, shrink and stretch
wrapping, bag closers, case
packers, labelers, etc.

Visit our website to view entire
inventory or contact:

Nestlé Purina PetCare, Investment Recovery Group

5100 Columbia Ave., St. Louis, MO 63139
314/982-5115 or FAX 314/982-5159

e-mail: sandra.schroeder@purina.nestle.com
website: www.investmentrecovery.com

EVANGER'S

= A Full fine of complete
balanced dinners v / Available:

« Meat product choices 13.2,5.5 &3 oz.
» Use your formula or ours —Gans
* Vegetarian products \E-z-Open end
» Organic recipes N

ilable

LANSING

TRADE GROUP, LLC

SPECIALIZING IN:
e POTATO FLAKES
e SWEET POTATO FLOUR
e GRAPE SEED EXTRACT

LANCE LAUGEN
800-227-8237
lance@lansingtradegroup.com

There's a complete list of Petfood Industry related
materials available at your fingertips, such as:

« Companion Animals: Their Biology, Care, Health & Management
« Digestive Disease in the Dog & Cat
« Petfood Technology

Visit

www.wattbooks.com

or contact Sherry Hartzell directly:

tel. 815.734.5620 fax.815.734.5631
hartzell@wattmm.com

Our store is continually updated with new products!

B = &

October 2006
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Ad Index

Company Name

3D Corporate Solutions LLC ........ccvveerreerrrene 17
200 Central Ave, Monett, MO 65708
1.417.236.9602
Fax: 1.417.236.0039

www.3dcorpsol.com

ADF-Amer Dehydrated Foods..........coeccvseruneee 11
3801 E Sunshine St, Springfield, MO 65809
1.417.881.7755
Fax: 1.417.881.4963
www.adf.com

Aeroglide Corp 24
PO Box 29505, Raleigh, NC 27626-0505
919.851.2000
Fax: 919.851.6029

AFB International.........cccecvsesnsennecnsssnrens 25,26,27

Company Name

DSM Nutritional Prod Europe .........cooeeeveeerieeens S
VMA Bldg 241/859, Basel, Basel 4070
Switzerland
41.61.687.46.37
Fax: 41.61.688.1736
www.dsmnutritionalproducts.com

Extru-Tech Inc 41
100 Airport Rd, Sabetha, KS 66534-0008
1.785.284.2153
Fax: 1.785.284.3143

Geelen Counterflow BY .....cincninicnscnsensinns 9
Peter Schreursweg 38, Haelen, 6081 NX
Netherlands
31.475.592315
Fax: 31.475.592767
www.geelencounterflow.com

937 Lone Star Dr, O’Fallon, MO 63366
1.636.281.0040

Fax: 1.636.272.0880
www.afbinternational.com

Amandus Kahl GmbH & Co KG.......cceccvernrneee 38
Dieselstrasse 5-9, Postfach 1246
Reinbek, 21452
Germany
49.40.72.7710
Fax: 49.40.72.77.1100
www.akahl.de

Ameri-Pac Inc 35
751 S 4th St, St Joseph, MO 64502
1.816.233.4530
Fax: 1.816.233.1702

Www.ameri-pac.com

Andritz Sprout A/S 43
Glentevej 5-7, Postbox 2050
Esbjerg, Esbjerg 6705
Denmark
45.72.160300
Fax: 45.72.160301
www.andritz.com/ft/

BMF 37
307 Bakery Ave, Peru, IL 61354
1.815.224.1306
Fax: 1.815.224.1396
www.bakerymachine.com

BNW Industries 38
7930 N 700 E, Tippecanoe, IN 46570 -
1.574.353.7855
Fax: 1.574.353.8152
www.belt-o-matic.com

ChemNutra 37
810 S Durango Dr Ste 102
Las Vegas, NV 89135
1.702.799.9800
Fax: 1.702.799.9820
www.chemnutra.com

CPM 33
2975 Airline Circle, Waterloo, IA 50703
1.319.232.8444
Fax: 1.319.232.2773

www.cpmroskamp.com

Kemin Nutrisurance InC......coecuescussmscssssssssens 7
600 E Court Ave Ste 600-D
Des Moines, IA 50309
1.515.559.5100
Fax: 1.515.559.5259
www.kemin.com

Kennelwood Inc 29
1913 N Staley Rd, Champaign, IL 61822
1.217.356.3539
Fax: 1.217.356.4959

Orafti Animal Nutrition.......eecsenecsscussssenns 2
Aandorenstraat 1, Tienen, Tienen 3300
Belgium
32.16.801.582
Fax: 32.16.801.592
www.orafti.com

Pappas Inc 10
575 E Milwaukee St, Detroit, MI 48202-3237
1.313.873.1800
Fax: 1.313.875.7805

WWW.pappasinc.com

Peterson Co The 8
7 Heritage Oak Ln, Battle Creek, MI 49016-0060
1.269.979.1600
Fax: 1.269.979.9227
www.thepetersoncompany.com

SPF Diana
ZA du Gohelis, Elven, 56250
France
33.2.97938080
Fax: 33.2.97938474
www.spf-diana.com

30,31

Summit Ridge Farms........coeeevesseerrsssssrrrisnnen 13
Rte 1 Box 131, Susquehanna, PA 18847-0131
1.570.756.2656
Fax: 1.570.756.2826

VICAM 42
313 Pleasant St, Watertown, MA 2472
1.617.926.7045
Fax: 1.617.923.8055
www.vicam.com

Wenger Manufacturing Co ......ceccrcescssnes 52
714 Main, Sabetha, KS 66534-0130
1.785.284.2133
Fax: 1.785.284.3771

WWW.WGHECT.COm

Bruce Plantz, Group Publisher/Vice President
bplantz@wattnet.net

EDITORIAL STAFF

Debbie Phillips-Donaldson, Editor-in-Chief
dphillips @wattnet.net

Tim Phillips, DVM, Editor

Jenny Kvamme, DVM, Managing Editor
jkvamme @wattnet.net

Peter Best, European Editor
best@watt-4.demon.co.uk

Liz Crosby, Art Director

EDITORIAL & SALES OFFICE

PETFOOD INDUSTRY, 122 S. Wesley Ave.,

Mt. Morris, IL 61054-1497 USA. Tel: +1.815.734.4171,
Fax: 1.815.734.5649 (Editorial), 1.815.734.5663 (Sales).

USA ADVERTISING SALES

Steve Akins, Publisher
sakins@wattnet.net

Jim Francis, Sales Manager

jfrancis@wattnet.net

Ginny Stadel, Sales Associate

vstadel @wattnet.net

EUROPE ADVERTISING SALES

Tineke van Spanje, Sales Assistant
spanje@xs4all.nl
Tel: +31.495.526155, Fax: +31.495.525126
Sunny Li (CHINA only)
Lddg75@]163.com
Tel: +86.21.64474625

PUBLISHING SERVICES

James Wessel, Circulation Director
For subscriptions, address changes, past copies—
jwessel@wattnet.net

Bill Spranger, Production Director
For advertising material, deadlines and processing—
bspranger(@wattnet.net

ADMINISTRATIVE STAFF

Leslie A. Watt, Chairman Emeritus

James W. Watt, Chairman/CEO

Gregory A. Watt, President/COO

Tim Smith, CFO, VP Finance, Corp. Secretary/Treasurer
Steven Slakis, VP/Director of Sales & Product Development

SUBSCRIPTION INQUIRIES/

CHANGE OF ADDRESS
Contact the Circulation Department at 122 S. Wesley Ave., Mt.
Morris, Illinois 61054-1497 USA. Tel: +1.815.734.4171; Fax:
+1.815.734.7021; E-mail: jwessel@wattnet.net. Subscription
print edition prices: USA $84.00/yr, Canada $102.00/yr,
Outside USA & Canada via Airmail $144.00/yr; $14.00 per
copy unless marked. Digital edition sent by email: $36.00/yr.
Prices in US dollars. Business or occupation information must
accompany each subscription order. For change of address,
contact the circulation department listed above and give BOTH
old and new address.

Photocopy Permission: Permission is granted by the
copyright owner, Watt Publishing Co., provided the
appropriate fee is paid directly to Copyright Clearance
Center, Inc., 222 Rosewood Drive, Danvers, MA 01923
USA, tel +1.978.750.8400, fax +1.978.750.4470.

Bulk Reprints: Contact Ginny Stadel, Sales Associate,

vstadel @wattnet.net.

© Copyright 2006, Watt Publishing Co. All rights reserved

AMERICAN

BUSINESS MEDIA

The Association of Business Media Companies
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Something to Chew On

comments

Connecting
with consumers

‘ ‘ S$14.5 billion in pet-
food sold in USA.”
“German pet mar-
ket up 2.3%.”

“UK petfood data show thriving
market.”

Recent headlines from Petfood
Industry parallel others in a variety
of media describing the fast-growing
global petfood market.

What’s fueling the growth? Some
experts point to various categories such
as premium and superpremium prod-
ucts, organic/natural petfoods, func-
tional/healthy ingredients and treats.

In my mind, these spring from two
key sources:

1. The ever-increasing humanization of
pets.
2. Rapid R&D, leading to an explosion
of new products.

These in turn point to consumer
interest, even frenzy, as the driver of
growth.

Full family members

Though I've been with Petfood Indus-
try only a short time, my career includes
13 years of editing and writing for other
pet-related publications, mainly for con-
sumers. In this regular column, [ hope to
add another dimension to the occasional
consumer perspective we provide in the
magazine and related media.

Besides a background in pet pub-
lishing, my qualifications include
my daily role as chief servant for my
family’s 17-year-old cat, Marley. (Lest
you think I'm biased, I grew up with
dogs and an assortment of hamsters
and guinea pigs, plus the occasional
frog, turtle or bird my siblings and I
“rescued” from the outdoors).

My devotion—some would say
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it all adds up to alot
of growth and a lot of
fun for everyone in

the industry.

— Debbie Phillips-Donaldson

indenture—to my cat is not unique,
of course. It’s just one example of a
phenomenon that has been spreading
across the United States, Europe and
other regions, making its way around
the world: Pets are increasingly be-
coming full members of the family, as
well cared for as any human child.

In maturing markets, this translates
into higher spending on petfoods, es-
pecially products featuring premium,
organic or natural ingredients and ones
designed to address specific health con-
ditions. According to the US Bureau of
Labor, average annual US household
spending on petfood increased 45.5%
from 1994 to 2004, from US$75.80 to
US$110.31 a year.

In developing markets, such as
China, the number of pet owners is
growing quickly. As their purchasing
power increases, these consumers are
predicted to spend more on pet sup-
plies, including food.

Feeding a fever

This rise in pet ownership and
spending around the world creates a
demand that savvy petfood manufac-
turers and marketers know how to sup-
ply. The first six months of this year
saw 175 new cat and dog food products,
including line extensions. That repre-
sented 844 SKUs, nearly matching the

total for all of 2005, according to Data-
monitor’s Productscan Online.

The new product fever doesn’t just
involve retail goods; it also trickles
down to, and is simultaneously fed by,
new offerings from suppliers to the in-
dustry. To respond to consumer needs
and wants, manufacturers turn to their
suppliers to help them create specific
product features or ingredients. At the
same time, supplier innovations are
fueling new product development. A
current example is the rash of revolu-
tionary new petfood packaging, often
aided by groundbreaking production
methods and materials.

It all adds up to a lot of growth and
a lot of fun for everyone in the indus-
try. Petfood Industry’s role is to report
on that growth and provide information
and knowledge to help you determine
how your organization can contribute to
and share in it. In addition to the maga-
zine, we do this through our electronic
media and our events: Petfood Forum,
Petfood Focus on Treats and Petfood
Forum Europe, next scheduled for
spring 2007. For more information and
to subscribe to our free E-newsletters,
visit www.petfoodindustry.com. (]

Phillips-Donaldson is editor-in-chief
of Petfood Industry magazine. E-
mail her at dphillips @wattnet.net.
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New products,
new opportunities

at Pettfood Forum
Europe 2007

May 8, Jaarbeurs Halls, Utrecht, Netherlands

Part of Victam International 2007

Petfood Forum Europe connects you with the leading experts in the petfood industry.
This premier event features informative sessions, including:

e New and functional / healthy ingredients.
* Debate: nutrition and longevity.

* Advances in palatability testing.

* European sales trends.

* Niche markets.

* Production innovations.

eJe]pForum
EUROPE

New Products. New Opportunities.

For more information or to register, go to
www.wattnet.com/petfoodforum/home.cfm.

To find out more about Victam International and &
available hotels, visit www.victam.com. VICTAM

Petfood WAIT



http://www.wattnet.com/petfoodforum/home.cfm
http://www.victam.com

&/

WENGER®

Wenger Petfood Systems . . . for those who
crave Superiority in production.

Dogs, cats and most other pets certainly
don’t care what type of pet food extrusion
and drying equipment you use in your
operation . . . as long as the food meets

their discriminating taste.
But, the unparalleled performance, versatility and cost-sav-

ings potential of Wenger's petfood systems are tremendously
appealing to manufacturers and processors worldwide.
Product shapes, texture, density and palatability can all be
maintained within the strictest quality control limits.

Our extruders feature on-line control of mechanical energy
to meet specific target density or texture. And via Wenger's

new Waste Recycling System, any wet, under-processed prod-
uct from system startup can be totally recycled for improved
plant efficiency.

As the world’s longtime leader in petfood production,
Wenger is uniquely positioned to give you the tools you need to
succeed — whether you already know which
tools you want or you need our process
expertise to guide you.

Put a Wenger system to work in your
operation and discover the type of quali-
ty and performance that pets around

the world will always appreciate.

USA 816 891 9272 / EUROPE 32 3 232 7005 / ASIA 886 4 2322 3302 /


http://WWW.WENGER.COM
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