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They look to their owners with love and trust. And their owners
look to you for healthy ingredients for petfood, Which is why,

for 30 years, ADF has been the most trusted supplier of spray-dried
protein products in the industry, Our focus has always been on
developing and providing ingredients of uncompromising quality
made right here in the USA, and backed bv the industry’s finest
customer care team. ADF* brand protein products. Novel ingredients

your customers will love, supplied by a company you can trust

SUPERIORMIIBATING

For more information call; 800.456 3447 or visit us at www.adf.con
In| LT, please contactEADE-CIMMA Nutrition nv; +3256.61,7151 * E-mail:ad
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Editorial Notes feommenss

Global trends to 2012

arket research David
Lummis of Packaged
Facts asserts that there are
three primary trends driv-
ing growth in the global petfood market:
humanization, convenience and health.

A report from Euromonitor predicts
petfood’s future, based on the top global
trends from the present to 2012.

1. Upscale private label. Private label
petfood products are encroaching
upon premium and mid-priced seg-
ments in developed markets. Petfood
superstores are particularly well
placed to exploit this trend. In the
developed world, this may be facili-
tated by the shadow cast over brand-
ed products by the recalls, as well as
growing economic insecurity.

2. Origin and traceability. Now in
the forefront, due to the recalls, are
issues such as the quality and trac-
tability of ingredients. Many con-
sumers now suspect that branded
petfood products are not markedly
superior to their private label coun-
terparts. The key to restoring or

Petfood global
market drivers

The three primary trends driving
g rowth. Source: Packaged Facts

Humanization
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Many consumers now
suspect that branded
petfood products are
not markedly superior
to their private label

counterparts.— Tim Phillips

maintaining consumer faith in the
branded segment will lie in success-
fully communicating product qual-
ity to consumers.

Economy products thrive. In de-
veloping economies, the premium
segment accounts for a much smaller
proportion of total petfood sales than
in developed economies. Much of
the growth that will be experienced
over the 20072012 period is likely
to come from the economy segment,
as increasing numbers of people are
lifted out of poverty in markets such
as Brazil and China and chain retail-
ers expand and deepen their distri-
bution to reach these consumers.
Premium opportunities. As a re-
sult of the limited affordability of
premium products in developing
markets, the ability of petfood pro-
ducers to increase sales volumes
will be limited. While there will be
some potential for premium prod-
ucts in locations with concentrations
of affluent consumers, including
Moscow, Beijing, Shanghai, Mexico
City and Rio de Janeiro, these will
be niche, rather than mass, markets.
Freshness advantage. One strategy
that indigenous firms in developing
markets can use to gain an advan-
tage over foreign rivals at the very
top end of the premium segment is

Peifood global market
value 2007
Petfood global market value

2007. Source: Packaged Facts

$46 billion ot retail

B Dog M Cat 1 Other

to market their products in terms of
their freshness, rather than in terms
of the quality and functional prop-
erties of their ingredients. In order
to counter this, foreign players will
have to either invest in local produc-
tion facilitates through either joint
ventures or acquisitions or utilize
the kind of innovative packaging so-
lutions (vacuum packing, refrigera-
tion, etc.). (

Dr. Phillips is the editor of Petfood
Industry magazine. He can be
reached at Tel: +1.815.734.5644,
E-mail: tphillips@wattnet.net.
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Discover.

high speed weighing
& bagging é"

low speed weighing
& bagging

powder filling
& bagging

When it comes to weighing and packaging, discover the solutions WeighPack
offers your pet project. Choose from a variety of simple stand alone machines
to completely integrated systems. Call 1-888-934-4472 or visit weighpack.com.

Discover great machines, great people and great pets.

WEiGHmcx

SYSTEMS INC.


http://weighpack.com

Industry News

Quick hits

)4 Halo, Purely For

Pets announces talk
show host Ellen
DeGeneres has
become an owner
of the company.
The announcement
comes as Halo is
expanding its prod-
uct line and retail
presence in the US.

Nestlé Purina
PetCare and the
International
Kennel Club of Chi-
cago raised a record
US$322,863 for the
American Kennel
Club Canine Health
Foundation to be
used for continu-
ing canine health
research.

The German As-
sociation for the
Certification of
Quality Manage-
ment Systems has
certified Nordenia
Deutschland’s
Steinfeld plant in
accordance with
the prEN 15593
standard. Nordenia
says it’s the first
company worldwide
to earn the certifi-
cation.

Nature’s Logic

has hired Barbara
Gunther as an East
Coast region sales
staff manager.

8 | Petfood Industry | April 2008

Asian precursor to US petfood recalls

Veterinary pathologists
have recently determined
that the US outbreak of
contaminated petfood in
2007 wasn’t the first chem-
ical-related incident to oc-
cur this decade. A 2004
outbreak that also involved
petfoods contaminated
with industrial chemicals
sickened more than 6,000
dogs and a smaller number
of cats across Asia, accord-
ing to Asian press reports
at the time. Kidney failure
in the animals was linked
to Pedigree dog foods and
Whiskas cat foods manu-
factured in Thailand by
Mars Inc. Veterinarians in
Asia initially blamed the
2004 pet deaths on fungal
toxins, which also was one
of the first suspicions when
the US recalls occurred last
year.

A comment by a Korean
graduate student amid the
2007 outbreak led Cathy
Brown, a specialist in renal
pathology at Georgia’s Ath-
ens Veterinary Diagnostic
Laboratory, to suspect this
had happened before. Brown
tracked down tissue samples
from the pets that died in 2004
at the Kyungpook National
University in Korea. The
samples contained the same
type of insoluble crystals
found in US pets during the
2007 outbreak. The Georgia
paper was published last fall
in the Journal of Veterinary
Diagnostic Investigation, but
largely went unnoticed until it
was picked up by a pet blog.

The Georgia research-
ers weren’t the first to link
the two outbreaks. In March
2007 Mars scientists made
the link. “As a responsible
company, Mars immediately
shared this information with
the veterinary community
and regulators in Asia and
the US,” says Mars spokes-
woman Alice Nathanson.

The Food and Drug Ad-
ministration acknowledges

it was informed, but ma-
jor veterinary and petfood
organizations—including
the American Veterinary
Medical Association, the
American Association of
Veterinary Laboratory Diag-
nosticians, the Pet Food In-
stitute and the Association of
American Feed Control Of-
ficials—say they were never
told by Mars of any link be-
tween the two outbreaks.

m Dog food and supplies made the
largest contributions to average dollar

volume in 2006. Totals do not add up to

100% because averages are based on

responses for each separate category.
‘ ’ Source: “Pet Age Retailer report,” January 2008.

Dog food 18%
Ll Dog supplies 18%

& accessories
m All live animals 13%
h Services 12%

Fish food & aquarium 8%
u supplies
< Cat food 6%

Bird food & supplies 6%
“ Reptile food 5%

& supplies

Cat supplies 4%

& accessories

Small animal food & 4%

supplies

Gifts & specialty 3%

items

Pond supplies 2%

& accessories

Other 1%

Where US pet stores make money




Something may be missing
in their diet. But they won't
find it in the refrigerator.

Adding NutraCea's Stabilized
Rice Bran Feed Ingredient
Technology to your petfood
formulations will deliver:

¢ High Quality Plant Based
Fat (20%)

o Essential Fatty Acids

o Natural Palatability

¢ High Quality Soluble Fiber
* Hypoallergenic Protein

¢ A Unique Ingredient Technology
of U.S. Origin

FEED INGREDIENT

NutraCea® is now adding value to petfoods in the same
way it has for over 10 years in formulated high-end
equine diets. Please contact us to find out how we can
add value to your petfood formulations!

INET T 50 LBS (ZLE kg Bage i T5A

For more information, contact NutraCea®
1-888-757-7731
www.nutracea.com/pet

NUTRSﬁCdRE:BA 5090 N. 40th Street, Suite 400, Phoenix, AZ 85018-2199, Tel: 602-522-3000, Fax: 602-522-3001
abllized Rice bran


http://www.nutracea.com/pet

Dry Screening Reaches New Heights

The new APEX™ Screener from ROTEX Global, LLC is the smart
solution for dry screening. The APEX delivers higher productivity
and lower operating costs with the same efficiency and gyratory-
reciprocating motion as the ROTEX® Screener. The new APEX
increases up-time with side access doors that enable quick screen
changes and cleaning by one person.

To find out how the new APEX™
can increase your productivity,

go to rotex.com/apex, or call
1-800-453-2321.
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IIPTF focuses on both B2B and
B2C. The second annual India
International Pet Trade Fair (IIPTF)
was held from February 29-March 2,
2008, at the NSIC Exhibition Com-
plex in the Okhla Industrial State of
New Delhi, India. The event attracted
exhibitors from countries all over

the world, including India, Poland,
Singapore and China.

Based on feedback from this year’s
and last year’s events, the convening
body of the IIPTF is planning to bring
an enhanced business to cnsumer
(B2C) component to the 2009 event.
Although business to business (B2B)
networking will still be a focus, the
prospect of selling products directly to
customers at the pet fair was met with
great enthusiasm by many exhibitors.

The inaugural edition of an India
Pet Directory was also launched in an
attempt to consolidate members of the
Indian pet industry and related service
providers into a comprehensive refer-
ence guide. The directory can be or-

dered at www.creaturecompanions.

com.

BHJ A/S acquires Spanish petfood
manufacturer. Danish supplier of
ingredients and meat raw materials
BHJ A/S has announced the acquisi-
tion of Corsa Petfood S.L., a Spanish
leader in the petfood market with
factories in Cardona (near Barcelona)
and Avila (close to Madrid). The ac-
quisition also includes the subsidiary
Adax S.A.S, located in France, which
produces and imports dried snacks
for pets.

Vilhelm Hald-Christensen, CEO of
BHJ A/S, stated: “Spain is a strategic
market for all our business areas. We
consider the acquisition a boost to our
petfood business.” Corsa Petfood will
be integrated as an independent BHJ
subsidiary. The business activities will
be coordinated with BHJ Pet Food in
Denmark.
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FINDING WAYS TO BUILD STRONG BODIES
AT THE MOLECULAR LEVEL IS AN EXERCISE
OUR SCIENTISTS COULDN'T RESIST.

Introducing the Kemin Functional Ingredient Line.

Today's pet owners understand nutrition is key to their pet's well being, and they actively look
for brands that offer unigue functional benefits. It's what got our scientists all pumped up
about developing our new Functional Ingredients line. Nutrikem” brand enzymes to improve
nutrient bioavailability and digestive health. XanthaGLO" brand lutein as a nutritive antioxidant
and for eye health. KemTrace’ brand Zinc Plus to maintain healthy skin and internal tissues.
And Subactil; that maintains a healthy balance of gut microflora for gastrointestinal health.
Each of these ingredients not only maintain pet health, they help build stronger petfood brands,
To learn how, call your Kemin representative or visit www.kemin.com.

US 1-800-777-8307 EU +32 142597 B0  Asia +61-2-9482 2357 South America +55 (19) 2107 8000

@3 INSPIRED MOLECULAR SOLUTIONS
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ing audio and to read the Q&A
Bierer and Debra Fair of Mars Petce

EU: New rules for animal

feed labeling

The European Com-
mission (EU) recently pro-
posed simpler rules for the
marketing of animal feeds
and petfood. The proposal
simplifies the existing pro-
cedures for labeling and
marketing animal feed and
petfood, making the overall
system more efficient while
maintaining the same level
of protection of animal
health, animal welfare and
public health, the commis-
sion stated.

The proposal also aims
to greatly reduce red tape
for feed operators by re-
moving unnecessary ad-
ministrative burdens and
technical ~ requirements.
Pre-market authorizations
are to be made proportion-
ate to risks and no longer be
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based on pre-defined feed
groups, such as products
acting as protein sources.

The draft regulation sets
out certain general provi-
sions for the labeling of all
feed, such as the need to in-
dicate the type of feed, the
name and address of the op-
erator, the list of feed addi-
tives and the net weight. On
top of this, specific manda-
tory labeling requirements
are laid down for feed
materials, compound feed
(including petfood) and
“dietetic” feed.

With regard to petfood,
the labeling requirements
are tailored to the needs of
pet owners. Labels on pet-
food must carry a telephone
number that customers can
call for more information.

News >

A complete listing
of 2008 events is
available at www.
petfoodindustry.
com
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UK Pet Care Forum 2008,
April 13,2008, the Belfry, Wishaw,
Sutton Coldfield, United Kingdom.
Contact: Marie Petsis, Pet Care
Trust, Tel: +01.234.273933, Fax:
+01.234.273550, petevents@
petcare.org.uk, www.petcare.org.uk.
Petfood Forum, April 14-16,
2008, Hyatt Regency O’Hare Hotel,
Chicago, Illinois, USA. Contact:
Nancy Grossnickle, Watt Publishing
Co., Tel: +1.815.734.5674,
ngrossnickle@wattnet.net,

www.petfood

industry.com.

Petfood Focus on Safety,
April 16-17, 2008, Hyatt Regency
O’Hare Hotel, Chicago, Illinois,
USA. Contact: Nancy Grossnickle,
Watt Publishing Co., Tel:
+1.815.734.5674,

ngrossnickle@wattnet.net, Www.
petfoodindustry.com.
Alltech’s International
Feed Industry Symposium,
April 20-23, 2008, Lexington,
Kentucky, USA. Contact: Alltech,
symposium@alltech.com. www.
alltech.com.

The 4th International
ZooVet-Expo, April 22-24,
2008, International Exhibition
Center, 15 Brovarskyi Ave., Kyiv,
Ukraine. Tel: +38.044.258.2732,
info@troyan.kiev.ua, www.
troyan.kiev.ua/en/exhibition/zoovet.

May
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H.H. Backer Spring
Trade Show, May 4-6, 2008,
Baltimore, Maryland, USA.
Contact: H.-H. Backer Associates
Inc., Tel: +1.312.663.4040, Fax:
+1.312.663.5676, hhbacker(@
hhbacker.com, www.hhbacker.com.
Interzoo, May 22-25, 2008,
Exhibition Centre Nuremberg,
Niirnberg, Germany. Contact:
WZF Wirtschaftsgemeinschaft,
Zoologischer Fachbetriebe GmbH,

Tel: +49.911.86.068646, Fax:
+49.911.86.068640,

|interzoo@nuernbergmesse.de,

[www.interzoo.com.

June
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International Forum
for Transmissible
Animal Diseases and
Food Safety (TAFS)
Conference, June 4-6,
2008, San Antonio, Texas,
USA. Contact: TAFS Scientific
Secretariat, Dr. Ulrich Sperling,
Tel: +41.31.631.2931, Fax:
+41.31.631.2932, contact(@,
tafsforum.org, www.tafsforum.
org.

AFIA Feed Industry
Institute, June 16-19, 2008,
Crowne Plaza Chicago O’Hare,
Rosemont, Illinois, USA.
Contact: Judy Pilgrim, Tel:
+1.703.524.0810, afia@afia.org,
IFT Annual Meeting
and Food Expo, June
26-30, 2008, New Orleans,
Louisiana, USA. Contact:
Institute of Food Technologists,
Tel: +1.312.782.8424, Fax:

+1.312.782.0045, info@ift.org,

www.ift.org.
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DUPLICATING ORIGINAL, FREE RADICAL
THINKING IS EASIER SAID THAN DONE.

Naturox”Brand Antioxidants. Still the Original, Still the Best.

Do you really want to trust the freshness of your brands to cheap imitations? With Maturox®, you not
only get ariginality, you get the industry standard in guality, consistency and efficacy. You're also
supported by the unmatched expertise of the scientific minds that invented natural antioxidants for
pet food. Our Customer Laboratory Services team can advise you on precisely when, where and
how much to apply. Our ingredient specialists can help custom-design a blend for each diet to ensure
optimum protection from start to finish, It's a commitment to freshness that can't be duplicated,

To get the 100%: original facts, contact your Kemin representative or visit www.kemin.com.,

U3 1-B00-777-8307 EU +32 14 25 97 80
@3 INSPIRED MOLECULAR SOLUTIONS ,

1 2008 Kemen Indusiries. Inc. LSA ™&Trademarks Ragistarad by Kemmn Indusirias, ing, USA
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New on the Shelves

{( Hypoallergenic treats for dogs
Aunt Jeni’s Home Made offers Dogitos dehydrated natural dog
treats in three varieties: Beef, Lamb and Goat. The crispy chip-
like pieces are hypoallergenic, holistic and organic, according to
the company. Aunt Jeni’s also claims the treats contain no preser-
vatives, yeast, soy, salt, sugar or grains. www.auntjeni.com

Special blend for dogs with cancer » : N
Birkdale Medicinals has developed a non-grain pet mix formula i i . gl
to provide maximum nutrition to dogs, especially those with cancer,
according to the company. Included in the ingredients are herbal
supplements intended to prevent cancer and augment traditional treat-
ment. No preservatives, grains or chemical additives exist in this
mix, which promotes easier digestion in dogs, according to Birkdale.
www.dogcancerinfo.com

{ Canine treats, human-grade ingredients
Blue Dog Bakery’s Live Well Super Premium Dog Treats contain a full amount of
antioxidants and omega-3 fatty acids to help ensure health in dogs, according to
the company. The ingredient list includes healthy items such as various fruits, veg-
etables, carbohydrates, eggs and peanuts, as well as flax seeds to offer good health
for skin and coat. Blue Dog makes its dog cookies with high-quality human-grade
baking ingredients, free of preservatives, additives and artificial flavors.
www.bluedogbakery.com

New stew )

Mulligan Stew has added new flavors to its line of petfood for cats and
dogs. Cats now have the option of Salmon, Trout, Turkey and Snake

River Stew. New flavors for dogs include Duck and Jackson Hole Stew.

According to the company, the Mulligan Stew formula offers various

health benefits for cats and dogs such as cellular nutrition and tissue

detoxification. www.mulliganstewpetfood.com

14 | Petfood Industry | April 2008
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Developing the best food ingredients sourcing, logistics and exceptional service —
for Rose and all of your pets isn’t just that enhances their brand and makes pet
our “pet project” — it’s our life. At owners return for more. All of our products
3D Corporate Solutions, our passion are EU-certified and SAR GAPA-certified.
is producing quality food ingredients PROTEIN SOLUTIONS dedicates itself
for the pets that we all love. We offer to providing spray-dried chicken and
creative solutions to meet your needs, spray-dried chicken liver, fresh and frozen
customized with the essential proteins flavored meats, and other gently processed

and fats for our customers’ trusted brands. proteins, fats and specialty products.

The team at 3D Corporate Solutions PET SOLUTIONS focuses on chicken
offers pet food manufacturers an entire, meal and chicken fat production through
value-added package — complete with protein conversion.
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: Jan Hall, Logistics Coordinator

Every step we take ensures our customers
receive the highest-quality products and customer
service that goes above and beyond. We believe
in “waste not, want not” and use only USDA-
inspected chicken parts to make the meals and
fats at our plant, which — in turn — get placed in
millions of our beloved pets’ bowls worldwide.
Pets like Rose.

To learn more about 3D Corporate Solutions,

please contact us at CUStOHleI'SCI'Vin:a)SDCOI'SOl.COITl
or call 417-236-9602. www.3dcorpsol.com

CorporateSolutions

60113th Street Monett, MO 65708 p.417.236.9602 f.417.236.0039 customerservice@3Dcorpsol.com
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With the goal of

revolutionizing the
way dogs are fed,
Freshpet sinks its
teeth into a US
market ready for
something innovative

BY JESSICA TAYLOR BOND

) I @
2y 10@
Cathal Walsh, John Phelps (ith B.E and

Scott Morris—are radically changing the way we think about petfood.

Business basics

Headquarters: Secaucus, New
Jersey, USA

Key staff: Dick Kassar, CEO; Cathal
Walsh, COO, founder; Scott Mor-

ris, VP of marketing, founder; John
Phelps, VP of R&D, founder; Mike
Larney, sales; Sam Noto, sales; Vir
Narula, production and logistics;
Steve Macchiaverna, VP, controller

Business growth: 2006 finished
in 200 stores; 2007 finished in over
2,000 stores—store count expected to
more than double again this year
Brands: Freshpet Select slice & serve
rolls, Freshpet Select Fresh Bites; Deli
Fresh slice & serve rolls, Deli Fresh
Fresh Bites

Facilities: Manufacturing plant in
Quakertown, Pennsylvania, USA

Distribution: US and Canada
Employees: 50+

Websites: www.freshpet.com, www.
freshpetselect.com, www.de|ifreshpet.
com
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he initial scheme for Fresh-

pet came about when Cathal

Walsh, COO and co-founder,

and John Phelps, VP of R&D
and co-founder, both worked for a ma-
jor petfood manufacturer in Australia.
“In Australia the fresh market is 22%
of the petfood market,” according to
Walsh, “so it’s large, successful and
growing. The US market is one of the
most advanced markets in the world
and consumers were absolutely primed
for it. All the trends pointed toward
fresh food.”

So, with the goal of revolution-
izing the way dogs were being fed, a
group of veterinarians, scientists and
nutritionists—including Pennsylvania
State University’s department of food
science—created a human-quality dog
food made of meat, vegetables, rice and
little else. Or as Walsh puts it, “What

consumers wanted in human food
wasn’t getting paralleled in petfood, so
we took that opportunity and launched
it here.”

Keeping it simple

Nutritionally, Freshpet products,
which are currently available in slice
& serve rolls and Fresh Bites, are very
different from typical wet/canned and
dry petfoods. “We process our food a
lot less than canned or dry petfoods,”
says Walsh. “They are both highly pro-
cessed foods, that’s what gives them
their two year shelf life.” As for Fresh-
pet Select and Deli Fresh, Freshpet’s
two brands of dog food, they obviously
have a shorter shelf life—13 weeks
from date of manufacture to declared
packaging, to be exact—since they
are preservative free and refrigerated.
When consumers call up and ask how


http://www.freshpet.com
http://www.freshpetselect.com
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to handle the food, they are simply told
to handle it the same way they would
their own meat or milk. Once the prod-
uct is brought home it should be kept in
the refrigerator and, once opened, used
within a week.

“We use the process of pasteuriza-
tion and we keep our ingredient state-
ment very simple. It is what you see,”
explains Walsh. “It’s chicken, vegeta-
bles and rice.” And he isn’t kidding. In
a 6 pound package of Freshpet Select
slice & serve Adult Chicken, Vegetable
& Rice Dinner there are:

2'5 pounds of chicken;

12 ounces of liver;

6 eggs;

11 ounces of vegetables and

brown rice;

Vitamins; and

Minerals.
And that’s it.
“Everybody talks about the human-
ization of pets,” says Scott Morris, VP
of marketing and co-founder. “Think
about your child for a minute. Would
you feel good about giving them a
bowl of chicken-flavored cereal and
going, ‘Here you go!’?” And as Walsh
points out, feeding them that chicken
cereal everyday, for virtually their en-
tire lifespan.

“Petfood’s been stuck in extrusion and

YY YVYVYY

retort,” continues Morris. “It’s not be-
cause manufacturers couldn’t dream up a
better food—it’s because it’s hard. What
we did was hard and painful and expen-
sive. There’s been a lot of learning.”
“We’d like to think that if you could
start from scratch all over again, with
no extruders or canneries, and devel-

Pasteurization
just gets that
right balance
between
bioavailability
and having a
safe food to
feed.

op the perfect dog food that was safe
to use—a combination of fresh meat,
vegetables and some rice is what you'd
end up with,” finishes Walsh.

Not raw, not overprocessed

Walsh and Morris are quick to point
out that the process of pasteurization
is what really sets Freshpet apart from
other petfood products in the US mar-
ket. “What we do is get that balance be-
tween pasteurizing it to ensure that it is
always safe and high quality, but at the
same time not overprocess it so is loses
its nutritional value,” Walsh explains.
“Pasteurization just gets that right bal-
ance between bioavailability and hav-
ing a safe food to feed that doesn’t rely
on consumers handling raw products
correctly.”

After last year’s recalls, consumers
were hungry for alternatives that were
safe and healthy for their animals.

Available in slice & serve rolls

or Fresh Bites, the Freshpet line
includes 11 different formulations,
including food for both puppies
and adult dogs.

Morris puts it this way, “I think after
the petfood recalls, it caused a lot of
consumers and retailers to look harder
at the products that were in their stores.
I think people are a little bit more cau-
tious, a little bit more concerned, and I
think consumers probably spend more
time looking at ingredient statements.”

Freshpet has seen no cases of bacte-
rial contamination and was unaffected
by the recalls, another reason why they
attest pasteurizing their products is so
important. “We know that the raw food
guys have had some problems,” Walsh
says. “Certainly, we've seen a few re-
ports and we’ve seen the FDA issue
two statements saying that raw food
may not be safe.” Essentially, according
to Walsh, pasteurization removes the
bacteria that has plagued the raw food
category.

“If you think about very processed
here and raw here, we’re kind of in the
middle,” says Morris. “It’s a good kind
of medium; a safe approach to feeding
that’s more natural, but slightly pro-
cessed to make it safe.”

Riding the wave

For a period after the recalls, a sig-
nificant spike in natural, organic and
holistic petfoods occurred. “We be-
lieve there’s an acceleration of certain
types of foods,” says Morris. “They
were growing anyway and they’ll con-
tinue to grow, but they got a little bit
of hyper speed for awhile. But I don’t
think it’s this radical, overnight change
and people are going to completely
abandon what they’ve been doing.”
That’s why Freshpet is working hard to
differentiate itself in the market, virtu-
ally creating the fresh category in the
US and Canada.

“It’s this massive change and it
takes time because everything has to
be rethought,” says Morris. “People
have to rethink the approach to every-
thing—the supply chain, manufactur-

)Online extra!

To hear engaging audio from
the Freshpet interview, visit www.
petfoodindustry.com/Freshpet.aspx.
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ing, putting fridges in aisles.”

“Just the sheer operation of it,” con-
tinues Walsh. “It’s not like we’re putting
another 8 pound bag of dog food on the
shelf here—we’re installing a refrigera-
tor. We figured it out, though, and we
got it done. It’s working very well.”

Their diligent work is already paying

off, with sales up over 12 times this time
last year and more than 17% share of
wet dog food where Freshpet is current-
ly distributed. A little over a year ago
Freshpet products were in 200 stores.
This year they just passed the 2,000
mark with distribution in both indepen-
dent, specialty stores and mass/grocery

Every family
member
deserves
the health
benefits
of DHA
omega-3

f:

i
'
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Pets can also benefit from DHA
omega-3 fatty acids throughout life.
Now you can deliver a consistent level
of DHA omega-3 with ease and
without compromising the quality of
your pet food. Made in the USA from a
natural, sustainable, vegetarian source,
DHA GOLD® provides a minimum of
15% DHA omega-3 in a dry form that
is completely safe from ocean-borne
contaminants. For your free sample of
the new gold standard of omega-3
ingredients, call 1-800-662-6339,
email animalnutrition@martek.com,
or for more information visit
www.martek.com.

OO
MARTEK &

life enriched:

Why add Martek’s
DHA GOLD®?

 Awareness of, and demand
for, DHA omega-3 is
growing among consumers

« DHAGOLD’ is from a
source you can trust—not
from fish

« DHAGOLD’ is easy to use
and delivers a consistent
level of DHA omega-3

DHA
GOLD
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If you think
about very
processed
here, and raw
here, we're
kind of in the
middle.

channels where they’re expanding with
eight out of the top 10 pet retailers in the
US like Wal-Mart, PetSmart and Petco.

Acceleration of innovation

“Food really hasn’t matched the
development of the rest of the pet cat-
egory,” states Walsh, when asked about
the state of the industry and where he
sees it heading. “The gamut of services
for pets has moved on and met the hu-
manization trend. Petfood has not, un-
til now.”

“It has been a paradigm shift,” Mor-
ris explains. “We’re changing the buying
dynamics of consumers. When they’re
buying fresh food they’re not buying a
40 pound bag and coming back weeks
and weeks later. So they change their
shopping frequency. We're changing
how they store it, where they keep the
food, how they serve it and cut it up.”

Freshpet plans on launching a new
treat in the upcoming year and is de-
veloping a whole series of products
that the founders hope will widen the
appeal of fresh food with consumers.
Increased distribution is another place
Morris and Walsh see big growth op-
portunities.

With their recent triumphs, the
founders try and stay organized, keep
their priorities clear and get things done
to keep Freshpet moving in the direc-
tion they originally set for it. “We are
growing at an accelerated rate,” Walsh
says. “Sometimes when you get that
level of success and things are growing
fast, you have to keep a clear vision and
philosophy on what it is we’re trying
to do as a company. You can’t compro-
mise or let up.” [ ]
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Your brand’s success is in
the bag with Peel Plastics.

No need for scissors or knives!
Hands both young and old can easily open
and close our resealable slider opening. Inside

Low slip matte finish option is a simple poke-thru tamper evident strip.

eliminates glare, greatly improves
shelf visibility and readability.

Specify bright
matte or gloss finishes,
combine foils, even add
clear product “windows”.

v 5 Panel Design!

: Vibrant printing delivers your brand
Full panel base ensures message repeatedly at point of purchase
full branding on the shelf. ~ and every time your customer uses the
resealable packaging.

It's a dog eat dog world on the retail shelf. Say “NO” to
torn, wet or infested paper bags. Choose Peel Plastics’
easy-open, easy-close, flexible SlideCube. New low slip
matte or high gloss finishes ensure your brand dwarfs
the competitive clutter that surrounds it!
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YEAR

Risin

LATER

from

the recall wreckage

A mysterious toxin is forcing changes in every

facet of our industry

year ago, a baffling toxin
wreaked havoc on the petfood
industry—especially in North
America. Millions of petfood
packages were recalled and over 100
brands were affected. The toxin,
spawned by mixing melamine and
cyanuric acid, forced changes in every

BY TIM PHILLIPS, DVM

facet of our industry: QA, supplier rela-
tionships, customer service, regulatory
affairs and more. The ramifications
will be with us forever.

Enormous scope
The US Food and Drug Admin-
istration’s (FDA) reporting system

Figure 1. Wet dog food sales

Source: The Nielsen Co.
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was completely overwhelmed by the
petfood recalls. The agency received
18,000 complaints about petfood
contamination from March 16 to May
31,2007—15 times more than the usual
volume. During the same period, FDA’s
petfood recall page received more than
6.1 million hits. In addition, most
petfood companies, whether affected
or not, had to drastically expand their
customer service staffs.

Reactions from your customers

Pet owners were confused. They
were panicking. They were sad and
grieving. They were angry and looking
for answers. They felt deceived and
became distrustful. Here are some of
the four ways they reacted:

1 o Customers developed intense
interest in product quality and
safety.

2. They shifted away from affected
brands.

3. They avoided affected product
types (i.e, wet to dry).

4. They shifted to alternative foods,
such as natural and organic, made
in the USA, home prepared and
locally grown.



Yes, in general, petfood sales did
take a temporary hit—see Figures 1
and 2—but bounced back amazingly
well.

Purchasing progress

Since the recalls, most petfood
companies are improving their
purchasing procedures. Raw material
prices have become secondary to safety.
Manufacturers are giving preference
to domestic suppliers. When possible,
they are discontinuing purchasing off-
shore ingredients. They are increasing
quality assurance staffing.

Many petfood manufacturers are
reevaluating and strengthening supplier
relationships. They are increasing
vendor inspections and adding more
formalized  approval  procedures.
Companies with enough resources have
their people on the ground watching to
see that suppliers are doing what they
say they are doing. Manufacturers are
inspecting ingredients to the point of
origin. Many are doing mock recalls to
test their traceability effectiveness.

Third party certification—HACCP,
organic certification, 1SO 9001,
AIB and other programs—are more
popular than ever. Also, some in the
industry are exploring adverse event
reporting systems and preferred vendor
programs.

FDA's trial by fire

It was trial by fire for the FDA,
which was faced with numerous,
unique challenges. Here are some of
the lessons FDA learned:

» Imports are a significant part of
the US food chain. About 15% of
the US food supply is imported.
FDA-regulated product imports
doubled in five years.

» It’s important to have a more
effective food safety protection
system.

»  Two suppliers in China shipped
melamine contaminated prod-
ucts. The result: 1,100 entries on
a spreadsheet of recalled petfood
products.

Figure 2. Wet cat food sales

Source: The Nielsen Co.
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» Many people expect the same

degree of oversight and safety for

petfood as for human food.

The FDA approach must rely on

scientific analysis.

Information from petfood compa-

nies aided in analysis.

It was important for FDA to partner

with the media to get the word

out as quickly and completely as

possible.

» A dialogue is needed between
FDA and state health officials and
other stakeholders.

A\

The FDA Amendments Act of 2007
places new burdens on FDA to improve

Lessons worth
learning

» Constantly work on improving
relationships with your
suppliers.

» Establish a traceability system
that will allow you to take
appropriate action quickly.

> Audit throughout your supply
chain.

» Establish recall communication
plans beforehand.

detection of contamination incidents,
recall processes and communication. It
established a “reportable food registry”
for manufacturers. New regulations for
ingredient standards, processing and
nutritional labeling of petfoods are in
the works. More laws for imports and
recall authority may also be coming.

Positive outcomes

The American Veterinary Medical
Association (AVMA) was on the front-
lines of the recalls in many ways. In
no time, its phones were ringing off
the hook and e-mails were coming in
by the hundreds. The public and the
press were calling AVMA demanding
answers.

Looking for some good that came
out of the massive recall tragedy,
AVMA points to several positive
outcomes:

» Increased communication with
industry, and industry recogni-
tion of the role of veterinarians in
animal-related issues.

» Increased communication with
the government and governmental
acknowledgment of the role of
veterinarians in animal-related
issues.
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» Increased  cooperation  and
communication with specialty
groups, such as the American
College of Veterinary Internal
Medicine, the American Asso-
ciation of Veterinary Laboratory
Diagnosticians, the American
College of Veterinary Nutrition-
ists and the American College of
Veterinary Pathologists.

» Federal legislation to improve
petfood safety and speed recogni-
tion of problems.

» Increased industry recognition of
the power of the human-animal
bond.

» Industry-developed recommenda-
tions for increased communica-
tion and cooperation.

Humanization pros and cons
The humanization of pets has been
enormously positive for the petfood
industry. However, there’s another side
to humanization, as we are seeing in
the wake of numerous petfood recalls.
People, especially those who
pay for higher-priced petfoods,
often think of their pets as “furry
kids.” So if a pet dies from eating
contaminated petfood, many owners
tend to think they should be able
to collect damages for pain and
suffering. Most states in the US see

Many are
ing mock
alls to
t their
ceability
effectiveness.

things differently. They treat pets
as personal property, just like cars
and computers. But that could be
changing. Lawsuits filed by owners
of dogs and cats that may have died
from eating contaminated petfood
could press lawmakers and courts to
upgrade pets’ legal status.

How you respond to this industry-
wide challenge will determine if and
how you recover. Ancient Japanese
wisdom asserts that every crisis carries
two elements: danger and opportunity.
No matter the difficulty of the circum-
stances, at the heart of each crisis lies a
tremendous opportunity. Good fortune

A Commitmen

lies ahead for those who find the oppor-
tunity within each crisis. [ ]

) Much more information

For links to several recall-related
articles and news items, go to www.
petfoodindustry.com/recall.aspx.
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and services have been built on solid technology.
We provide engineered design solutions exceeding
client expectations, all with minimal production
and financial risk to the customer.

Realizing we got it right the first time, today those
same basic values are in place. We continually
enhance those original sound product designs
with advanced technologies that surpass market

System) productivity and quality trends. You can trust
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PALATANT PERFECTION

Duke Isn't Perfect.

But With AFB’s Expertise,
His Favorite Snack Is.

Today, pet food manufacturers are providing more than treats and pet food. They’re developing
pet foods that address a growing number of conditions in dogs and cats. Making sure that these
exciting new products taste great to pets is AFB’s job and nobody does it better.

Because Of The Advanced Technologies Behind
The Optimizor®, BioFlavor® And Enticer® Brands,
AFB Is Uniquely Able To Offer Customized Solutions

AFB’s new resource center allows customers to more efficiently and effectively develop
new products for companion animals. It enables them to test the application of palatant
systems and alternative kibble formulations. Extruded products may be tested for
texture and shape acceptance. Canned, semi-moist and dry products can be evaluated
in terms of palatability. This unique new resource center is one of the many ways that
AFB does more for the customers it so proudly serves.

To learn more about the capabilities of AFB’s new resource center, contact a sales
director listed below or visit www.afbinternational.com.

AFB

« | International®

asia/pacific 61.398.799093 |  australia 61.359.711105 ' Optimizor BioFlavor: ' Enticer
khall@afbinternational.com jseletto@inghams.com.au
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The petfood market in China is very small; many retail
outlets for petfood still reside in traditional markets. As
the market grows, it will have an impact on ingredient
and product quality. Phroto: SourceMedia

i

| Changes
in China

ince the 2007 melamine contam-

ination scandal, Chinese regu-

lators have upped their over-

sight, run a four-month-long
food industry inspection sweep that
covered petfood makers and signed a
new export agreement with the US that
requires Chinese petfood makers to
register with the government.

In early 2007, two Chinese suppliers
exported toxic material to petfood
suppliers in the US, killing more than
300 dogs and cats.

The incident spurred a four-month
food industry cleanup in China starting
in August and including all petfood
manufacturers and exporters. The sweep
was initiated by Wu Yi, vice premier
of the state council, and involved the
General Administration of Quality
Supervision, Inspection and Quarantine
(AQSIQ) and all its local officials.

“With the inspection, all govern-
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ment approved products now will
have to carry a quality mark,” said Li
Changjiang, minister with AQSIQ.
“We will also present a transparent
food quality situation to the interna-
tional society by issuing a Chinese
white book every year.” The first white
book, released last August, also covers
the petfood industry in China.

New inspections

He Zhongyun, head of Beijing-
based China Pet and Pet’s Development
Service Center, told Petfood Industry
that there are no specific regulations
governing petfood in China, as the
market is still very small.

“Most Chinese petfood manufac-
turers faced no quality checks within
the country, as none of their products
are sold on the local market,” He said.

However, on December 11, the
governments of China and the US

leads to more rules,
Inspections

BY WANG FANGQING

There are
specific
ulations
erning
food in

China, as the

market is still

very small.

signed memorandums for the promo-
tion of export and import in eight
business areas, including petfood.
Now Chinese food and material
suppliers, including petfood makers
and suppliers, will have to register with
the local government, and the data will
be shared with the US Department of
Health and Human Services.



Chinese petfood market growing

i

Michcel Wang of Shanghai Bestro Enterprises says the domestic ‘
demand for good petfood is growing slowly in China, and he

believes this will gradually improve petfood quality.

“The number of knowledgeable high-end pet owners is growing, and
they want to buy good quality petfood, rather than cheap feed or even
human food,” he said. “Currently, around 10% of all pets in China are
eating petfood, though they are all foreign brands.”

High-end petfood consumption has been rising in recent years. The
imported quantity of petfood from the US in 2007 stood at 84 million
kilograms, up 13% from 2006, according to China Customs. %

By the end of 2009, there will be 2,100 supermarkets selling prepared 1
petfood in China, as opposed to the current 1,500, according to the :
Nestlé Group, which owns Purina petfood.

He Zhongyun of Beijing-based China Pet and Pet's Development
Service Center added that a small market and the high costs of brand-
ing have been stopping Chinese makers from developing high-quality
petfood under their own brands.

According to He, there is a huge price gap between imported and
locally produced petfood. “A 20 kilogram package of Chinese dog food
made in Hebei province costs only around 170 yuan (US$23.80) and is will haueui B ormarkets selling brepared
only available in the low-end markets, compared to imported ones such petfood C’urrentl)‘; only about 1 5009;:'0[?
as Pro Plan, a Purina brand, which costs over 600 yuan (US$84) for the i ke TR e g
same qUQnﬁty,” He Said. M N WE VEETT o

According to Nestlé, by the end of 2009 China
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“The products go through quality
inspection twice,” said Lin Xuan-
chun, head of production with Xuzhou
WeiLong Food Co. Ltd., a petfood
maker located in Jiangsu province.
“The Chinese government conducts an
inspection prior to shipping, and the US
Food and Drug Administration (FDA)
conducts the second one at arrival.”

WeiLong produces dry foods for
dogs and cats and ships about 19 tons to
the US every month, Lin said, adding
that all of Weilong’s products follow a
strict quality control process and have
a 100% pass rate with inspections.

According to He, since the 2007
incidents a strong quality control sense
has gripped the management of 166
registered Chinese petfood exporters.

Supplier evaluations

Michael Wang, export manager
with Shanghai Bestro Enterprises Inc.,
a privately owned petfood manufac-
turer, said the company has its own
evaluation system to supervise the
suppliers. Bestro makes chews and
pet snacks that are exported to the US
and Europe, with annual sales of about
US$20 million, according to Wang,

“We have many suppliers and the
evaluation system helps us keep the
good ones,” he said. “All suppliers are
required to send us a copy of upgraded
licenses, including the business license
and the food sanitation license.” The
company also does sampling inspec-
tion at its laboratory and sends a lot of
material for testing to the US.

“After the incident last March, it
takes longer for the FDA inspection,
but no matter how strict the process is,
our pass rate is 100%,” Wang added @

Wang Fangquing is a business
writer with Trombly Ltd. (www.

tromblyltd.com), a Shanghai-
based freelance news bureau.

)Tell us what you think!
Send letters to the editor to editor@

petfoodindustry.com or post your comments
online at www.petfoodindustry.com
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fructooligosaccharides (scFOS®) that selectively stimulates the growth of beneficial
microflora in the intestines of animals. FortiFeed adds value to pet foods by supporting:

immunity * digestive function ¢ nutrient utilization

For more information contact us today at:
fortifeed.com

800-522-4682

GTC NUTRITION

SPECIALTY INGREDIENTS

© 2008 GTC Nutrition SD85863


http://fortifeed.com

YEAR

LATER

Im rovements
\fraceam

© kmitu. Image from BigStockPhoto.com

V5190

“ Protect and empower your brand
W by establishing a new recipe for trust

»

£2007 is to be remembered as the

year of the recalls, then we in the

industry should be working hard to

make 2008 a year focused on safe-
ty, reliability and, most of all, trust. Al-
though traceability should be just one
element of already established quality
control systems, it may be the most im-
portant factor in assuring product ex-
cellence and security. With the recent
decline of consumer confidence, cred-
ibility of health and wellness claims
being questioned and complex global
supply chains, there is a heightened
need for transparency and effective
communication.

The International Organization for
Standardization (ISO) defines trace-
ability as the ability to trace the history,
application or location of that which is
under consideration. Traceability sys-
tems are recordkeeping procedures that
show the path of a particular product or
ingredient from suppliers through all
the immediate steps that process and
combine ingredients into products sup-
plied to customers and consumers.

A call for change

“Expanded national and interna-
tional food regulations often histori-
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BY JESSICA TAYLOR BOND

cally coincide with increased cross-
border trade in food, and traceability
as an innovation clearly results from
the globalization of food,” says Debo-
rah E. Popper, in an article from The
Geographical Review. Signed into law
on September 25, 2007, the Food and
Drug Administration (FDA) Amend-
ments Act of 2007 (Public Law No.
110-85) states that within one year
FDA shall establish early warning and
surveillance systems to identify adul-
teration of petfood and outbreaks of ill-
ness associated with petfood. The law
also requires that within two years
of enactment, FDA in consul-
tation with the Association of
American Feed Control Offi-
cials (AAFCO) shall establish:
Ingredient standards and def-
initions;
Processing standards; and
Updated labeling standards
that include nutrition and in-
gredient information.

The US-China Memorandum of

Agreement (MOA) on Food and Feed
Safety, signed in December 2007, es-
tablishes a system of registration and
certification to ensure safety of “cov-
ered products.” These products include

ingredients for feed or food like wheat
gluten and rice protein, and petfood
and treats with ingredients of plant and
animal origin.

Preventive measures

Although it is impossible to test
for every possible contaminant, you
can minimize the risk through inter-
nal quality assurance (QA) and quality
control programs, vendor certification
and in-bound testing, on-site QA au-
dits, documentation and people pro-
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Complete Inspection Systems Inc.
offers several quality assurance and
inspection systems, including the
Q-Spec and MultiCheck.



cesses. You can start by refining your
HACCP or GMP plans, reviewing and
tightening product security programs
and reviewing the quality of suppliers
(see Figure 1, p. 34). To keep track of
incoming ingredients, construct an in-
gredient tracking sheet that includes:

Date of ingredient receipt;

Bill of lading number;

Ingredient name (common and sci-

entific);

Quantity received; and

Manufacturer lot number or date

Traceability as
an innovation
clearly results
from the
globalization
of food.

code.

Strengthening relationships with
suppliers, establishing documentation
and systems to detect outliers, auditing
throughout the supply chains, always
tracing backward and forward, and
establishing communication plans will
all be instrumental in assuring quality.

Traceability technology

According to Julie Lenzer Kirk
of Interstates Cos., there is already a
wide range of traceability systems in
place today, from manually recorded
information in paper-based systems to
data gathered electronically through
IT enabled systems. Handwritten or
printed labels are being replaced or
supplemented by more effective sys-
tems that use machine-readable iden-
tification (e.g., bar codes and radio
frequency ID tags).

Complete Inspection Systems Inc.
offers several QA and inspection sys-
tems. The Q-Spec is designed to cap-
ture and compare incoming and fin-
ished goods. The system is meant to
quickly capture an image of the prod-
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Avoid the risk.
Choose Schenck AccuRate.

4 Schenck AccuRate offers loss-in-weight,
vibratory, weighbelt, 3-A sanitary and USDA
accepted feeders to meet your specific pet
food manufacturing application needs. Our

feeding systems are optimized to attain
b the highest accuracies resulting in top
product quality. We offer the widest
range of bulk solids metering products
in the industry. Put over 40 years of
feeding experience to work for you.
Call today!

* Feeding Majors,
Minors and
Dry Palatants
* Kibble Blending
o Extruder Feeding

(877) 498-2670

www.accuratefeeders.com
mktg@accuratefeeders.com

Schenck AccuRate is a unit of Schenck Process ~ ©2008 Schenck AccuRate
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To register for your own digital issue of The Extru-Technician,
please go to http://watt.netline.com/extru-tech.

It's FREE and the 3rd issue will be in your in-box in time for
Petfood Forum in early April.
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Traceability >

uct and place the image in a database
of products, organized by date and lot
code, barcode or any other criterion Traceability systems
the user chooses. According to the must document
company, Q-Spec automatically com- the history of the

. product and locate
pares all the printed copy, as well as the product in the

Figure 1: Crisis management flow chart

reads barcodes, including the two-di- process chain.
mensional data matrix, allowing prod- Source: Tyson Foods Inc., Quality Manager will be notified
ucts to be searched and sorted with a Dr: Christine J. Daugherty, and apprised of the situation.

.. . Conference on Pet Food
minimum of manual input. Ingredient Quality 2008

MultiCheck has the ability to verify Proceedings.
the copy and graphics on labels, car-
tons and other materials by performing
image comparisons, text comparisons,
reading and verifying the barcodes as
well as performing optical character Yes / No
recognition on documents and applica-
tions with variable information. Multi-
Check also has a database component,
so the master documents can be cata-
logued, with their inspection types and
zones already set.

4

Credible
threat?

Senior corporate personnel will
review all available information.

A chain with many links

To work effectively, traceabil-
ity means knowing the origin and
exchange points of raw materials,
processing plants, distributors, trans- @ < No
porters and their route, warehouses,
packagers, packing materials and re-
tailers. Traceability’s effectiveness
means that recipes, ingredients and
methods match up precisely with re-
corded locations.

Traceability offers the promise that
the consumer can know the full sto-
ry—the places, people, processes and
practices—of items raised and routed
all over the world to end up in their
pet’s mouth. {

Confirmed

Credible pro dqct

Yes Yes

Stand-Up Pouch Machinery
e Fill/Seal e Form/Fill/Seal |

For all your stand-up pouch requirements

L]
E R T S 126 Avenue C ¢ Battle Creek, Ml 49037
cKaai NG (269)962-5525 ¢« Fax: 269-962-7041 « www.robertspackaging.com g
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Still using paper?

Make the Move from Paper to Plastic with Bulldog™ Pet Food Packaging
for Superior Graphics, Re-sealability and Reduction of Infestation.

Patented LaserTear® scoring technology
creates precise scoring lines and custom
2-dimensional tear paths

10-color printing creates superior,
eye-catching graphics

Advanced film technology resists denting
and creasing for better shipping, stocking
and end-use performance

Gas-flushing and vacuum-packaging
technologies improve food safety and
increase consumer appeal

Bulldog patented films are developed
and supported by dedicated pet food
R&D teams

Experience Makes a World of Difference!
A global supplier for more than 100 years and the leading domestic producer of retort pet food packaging,
Alcan takes your packaging into the future. Contact us today for more information!

8770 West Bryn Mawr Avenue ¢ Chicago, IL 60631 USA  p 773.399.8037 « f 773.399.8027 » www.alcanpackaging.com ® ©2008 Alcan Packaging

Bulldog Flexible Film provides
unparalleled convenience with
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Mars’ WholeMeals might just start

a brand new petfood category

BY DEBBIE PHILLIPS-DONALDSON

nnovation and product develop-

ment have fueled industry growth

for several years now, to the point

that you might think we’ve seen it
all in terms of truly new petfood prod-
ucts. Conventional wisdom also says
that much of this innovation happens
in smaller companies.

With the launch of its WholeMeals
line of dog food (www.wholemeals.
com) in US pet specialty stores, Mars
Inc. is challenging both assumptions.

How dogs want to eat

Tiffany Bierer, PhD, director of
health sciences and nutrition for Mars
Petcare US, describes the new product
as revolutionary. “We’re trying to give
something more in tune with a dog’s
natural feeding behaviors—something
that gives dogs a lot more enjoyment

' 1-1-']_&0!&.-11‘&&!5 ‘
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but is also much healthier for them.”

Bierer adds that the traditional
way of feeding dogs—giving kibble
in a bowl—may not be the way they
want to eat. “We’ve done a lot of
work with behaviorists. At the Center
for Nonverbal Studies in Spokane,
Washington, USA, they study body
movements, facial movements and
what those really mean. They helped
us compare how dogs eat regular dry
kibble vs. WholeMeals,” she says.

Measuring 30 body language cues
on videotapes of the dogs eating, the
studies showed a drastic difference,
Bierer says. “When you feed dry food,
normally the dog doesn’t look up, it
will just lean over and inhale a big
bowl of food and that’s it. There’s not
much interaction with the food.

“With WholeMeals, you see dogs

Mars’ new WholeMeals looks like a treat or
chew but is designed to be a complete and
balanced dog diet.

pick it up,” she continues. “They carry
it around, they can decide where they
eat, they can decide how fast they eat.
It amazes me every time [ watch dogs
play with the product. They toss it in
the air, they play around with it, they
show it off to their family.” Mars says
the mean feeding time with Whole-
Meals is 300-400% longer than that
with kibble.

Complete and balanced

Though WholeMeals is shaped like
a treat or chew, it’s designed to be a
complete and balanced premium diet.
Besides high-quality protein, Mars
says, the product has natural glucos-
amine and chondroitin to support joint
health, omega-6 fatty acids for coat and
skin health and antioxidants (vitamins
E and C) to boost the immune system.

WholeMeals comes in four sizes—
for toy, small, medium or large dogs—
and 24 pieces to a bag, providing six
or more days’ worth of food depending
on the size. For example, a large dog
would need to eat two of the large
WholeMeals a day if that’s the only
food provided. The retail price ranges
from US$9.99 a bag for the toy size to
US$24.99 for the large. (A trial bag for
each size is also available.)

The packaging and promotional
materials explain the number of Whole-



Meals to feed. “Our feeding guidelines
tell exactly what the equivalency is:
This WholeMeals equals this much dry
food equals this much canned food,”
Bierer says. “We’re trying to drive
home the point that this is meant to
be fed in place of a dog’s normal food.
One of the nice things, too, is because
it prolongs the eating experience, it
makes the dog chew a lot more and get
more satisfaction vs. inhaling a bunch
of food and still being hungry.”

For those pearly whites

Bierer says the product also
provides dental benefits. “We based
the four sizes on some biometric work
looking at bite force (how hard dogs
can bite down) and how much they can
open their mouths. We’ve designed the
product to make sure it can fit back in
the dogs” mouths, so for example, the
toy size is specifically for toy dogs and
their tiny little mouths.”

The product is designed to brush
over a dog’s teeth as it chews. Mars has
conducted oral care studies showing
WholeMeals reduces plaque accu-
mulation by 43% and tartar by 83%,
compared with traditional dry dog
food. “As anutritionist, the big thing for
me is gum health,” Bierer adds. “The
product causes a significant reduction
in gingivitis, too.” (See Figure 1.)

A real revolution?

Bierer is a key member of a team—
including experts at the Waltham
Centre for Pet Nutrition in Melton
Mobray, UK—who have been devel-
oping WholeMeals since 2001. She
says she’s excited to see it finally on
the market. “It means the world to me
to make something that not only makes
a dog healthier, but also a lot happier. [
hope it’s going to be a real revolution in
the way people feed their dogs.” @

)Online extra!

Listen to a conversation with Tiffany
Bierer of Mars, or read the complete
interview about WholeMeals. Go to www.
petfoodindustry.com/wholenewway.aspx.

Figure 1: WholeMeals’ effect on gingivitis

Dental studies conducted by Mars show a 17% reduction in gingivitis
among dogs eating WholeMeals vs. those eating a premium dry diet.
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Petfood Insights |

regulations

BY DAVID A. DZANIS, DVM, PhD,DACVN

Petfood safety: US state

legislatures chime in

n addition to new federal laws

such as the Food and Drug

Administration Amendments

Act of 2007, a number of state
legislative bodies have reacted to last
year’s petfood recalls. They have in-
troduced several new proposals, pri-
marily concerned with recovery of
damages by persons whose pets are
injured by adulterated petfoods. A
few of the proposals add new respon-
sibilities for petfood companies in
terms of manufacturing or labeling
requirements.

Legal damages
for pet loss

Historically, the courts have treat-
ed pets similarly to farm animals: as
legal property. Hence, recovery of
damages from loss or injury to an
animal has mostly been limited to
the animal’s market value—purchase
price or replacement cost—and, in
some cases, other measurable costs,
such as veterinary care, training and
breeding costs or loss of breeding,
performance or other income. This is
usually straightforward in the case of
livestock, where economic losses can
be more easily calculated.

Loss of a dog or cat, however, gen-
erally has relatively little direct eco-
nomic effect. Even a valuable show
dog doesn’t come close in monetary
value to a dairy bull with good genes
or a prize-winning Thoroughbred
racehorse. As a result, lawsuits related
to loss of a pet usually have not been
associated with sizable awards.

However, the legal paradigm ap-
pears to be shifting. As our society in-
creasingly recognizes pets as part of
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The legal paradigm
relating to pet loss

appears to be shifting. §§ g:

— David Dzanis [

the family and more than mere prop-
erty, more lawsuits related to pet loss
have sought non-economic damages
(infliction of emotional distress, loss
of companionship) and/or punitive
damages (to punish the wrongdoer as
well as deter others). As one would
surmise, these types of damages gen-
erally exceed by manifold typical eco-
nomic damages for pet loss or injury.

Non-economic/
punitive damages

Lawsuits seeking awards beyond
economic damages have been facili-
tated in recent years by a number of
states that have enacted or proposed
laws allowing for non-economic or
punitive damages stemming from loss
of or injury to pets. Most are directed
toward intentional or negligent acts
of individuals or businesses such as
veterinary offices. Depending on the
statutory language, however, at least
some of these laws could also apply to
manufacturers or distributors of pet-
food. The authorized limit of the non-
economic/punitive award varies with
each state, ranging from US$1,000 to
as much as US$500,000.

In apparent response to the 2007
recalls, some of the recently proposed
state laws are expressly directed to-

I

ward damages caused by consumption
of petfood. For example, New Jersey
Assembly Bill 1965 allows for civil
damages when a pet becomes ill or
dies from adulterated food. In addition
to economic damages, including vet-

Historically,
the courts
have treated
pets similarly
to farm
animals:

as legal

property.

erinary care and burial fees, the New
Jersey bill authorizes recovery for loss
of companionship up to US$15,000.
Washington State Senate Bill
6258 doesn’t expressly allow for non-
economic damages but does autho-
rize treble damages for unspecified
losses stemming from the knowing
manufacture or sale of adulterated



petfood. This would be considered a
deceptive act and violation of Wash-
ington’s consumer protection act, and
the treble damages a form of punitive
award.

Other proposed
state laws

In addition to the bill regard-
ing damage awards, New Jersey has
proposed a bill entitled the Pet Food
Safety Act (Assembly Bill 1915).
This would require manufacturers to
certify to the state that petfoods do
not contain “harmful byproducts or
chemicals” prior to distribution in that
state. Other quality standards may be
put in place as well. Besides possible
state action, the law would allow any
aggrieved person to bring a civil ac-
tion against a company that violated
these provisions.

Hawaii House Bill 2529, which af-
fects human foods as well as petfoods,
authorizes the state to require action
by companies that manufacture, im-
port, distribute or sell a product that
may pose a significant health risk.
This could include mandatory recall
of affected product. Penalties for vio-
lation of these provisions could be as
high as US$10,000 per day per act.

California to require
inspections?

California Senate Bill 1773 re-
quires inspection of an in-state pet-
food manufacturing facility to ensure
proper equipment and sanitary opera-
tion prior to registration. With an out-
of-state manufacturer, the registration
is contingent on certification by a fed-
eral, state or local health agency that
the petfood conforms to California
requirements.

The bill would also require the
label to bear the brand owner’s tele-
phone number and the petfood’s coun-
try of origin (presumably even for do-

)Tell us what you think!

Send letters to the editor to editor@_
petfoodindustry.com or post your comments

online at www.petfoodindustry.com

mestically produced products). While
some petfood labels already bear this
information, many others would have
to be revised for the products to be
distributed in California.

It must be remembered that as of
this writing, these bills are not cur-
rently law but rather in various stages
of deliberation within the respective
state legislature. They may be sub-
ject to change or even dropped from
consideration in the future. However,

Xy

Premiwm

it behooves you to keep apprised of
these matters as they develop. [

Dr. Dzanis is a writer and
independent consultant for the
petfood and animal feed industries
on 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.
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IngIEdient Issues IBY GREG ALDRICH, PhD
Does MOS work for petfoods?

annan oligosaccharide—
also called mannans or,
more commonly, MOS—
is a naturally occurring
component of yeast cell walls. MOS has
been researched extensively for use in
livestock nutrition and more recently for
humans and pets, mainly in Europe and
Asia. While most of the nutrition-related
discovery has occurred in the past few
years, references on mannans appear in
literature dating back a half century.

Despite being investigated for a long
time, MOS hasn’t become mainstream.
Does it have the potential to do so?

What is MOS?

MOS is a sugar. It is an oligo (many)
saccharide (sugar) containing the mono-
saccharides glucose and mannose. MOS
is harvested from yeast (Saccharomyces
cervisiae) in which the cell contents have
been removed for other purposes, such as
dough conditioning. The remaining cell
wall fraction may be further processed,
then dried and ground for packaging. The
result is typically a light brown to tan
powder with a yeasty aroma.

From a review by Swanson & Fahey
(2004) in which MOS from five different
suppliers was analyzed, its composition

It may support gut
health, but is it
essential for healthy
dogs and cats?

— Greg Aldrich

averaged 6.5% moisture, 38.4% protein,
7.8% fat, 8.3% ash and 33% total dietary
fiber. A breakdown of the sugar composi-
tion was 260 mg/g glucose and 102 mg/g
mannose. While most are familiar with
glucose, mannose is less commonly en-
countered. Yet, the single hydroxyl (-OH)
difference between mannose and its iso-
mer glucose is all important as it relates
to functionality.

Structurally, MOS has some similar-
ity to starch with its chains and branches:
It is composed of short glucose chains of
alpha 1,2 and apha 1,3 glycosidic link-
ages and long glucose chains of alpha 1,6
glycosidic linkages with alpha 1,2 and
alpha 1,3 linked branches.

How does MOS work?

Because of special properties of man-
nose, MOS has been reported to interfere

with pathogen (e.g., Salmonella, E.coli)
colonization of the intestines by filling
the binding sites, or adhesions, that bac-
teria use to anchor themselves to the gut
wall. There are also indications that MOS
can directly alter intestinal morphol-
ogy—for example, increasing villis crypt
depth, which is an indicator of intestinal
health.

MOS has also been reported to stimu-
late immunoglobulin (IgA, IgG and gut
associated lymphoid tissue) production.
Finally, research in mice and rats sug-
gests MOS imparts some protection
against mutagenesis.

For these reasons, MOS has been pro-
moted as an alternative to sub-therapeutic
growth-promoting antibioticsin livestock.
This means animals held in high-density
stocking environments in which disease
transmission is a common issue. An ar-

2/Brandenburch

producer of easily digestible cereal products

www.brandenburch.com
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gument as to whether this is relevant for
our house pets has not been forthcoming,
although the gastrointestinal health and
immune support might help companion
animals that are compromised in some
way or group housed in stressful environ-
ments like a kennel or shelter.

But does it work
for pets?

MOS may benefit dogs, but the jury
is still out on cats. That is because most
of the published literature is on dogs.
Research results among the various labs
are mixed, possibly because of the wide
range of doses: 0.2% to 6% of the dog’s
daily diet has been evaluated. The most
common dose in which treatment affects
were noted was 0.5% to 1% of the diet (in
a dry kibble or tablet delivery).

Similar to results with other species,

Despite
being
investigated
for a long
time, MOS
hasn't
become
mainstream.

research with dogs indicates that MOS
can alter microbial populations in the
hind gut, shifting toward less pathogenic
species, and stimulate several markers of
immune health, such as increased IgA
production. This work has also shown
that MOS at reasonable doses does not
behave similarly to other prebiotics, such
as by affecting fermentation, digestibil-
ity or stool characteristics. Rather, MOS
may work best in concert with oligosac-

)Tell us what you think!
Send letters to the editor to editor@
_petfoodindustry.com or post your comments
online at www.petfoodindustry.com

charides, like fructo oligosaccharide, that
enhance these functions.

MOS appears to survive the extrusion
process and would likely be viable in a
canned food—though no such informa-
tion has appeared in the literature. No
reports of adverse effects were noted in
any of the dog studies, nor was there any
mention whether MOS had an impact on
palatability. However, given it is derived
from yeast, it is likely to have a neutral to
positive effect.

The challenges ahead ...

One of the big challenges facing the
use of MOS in petfoods is communicat-
ing the benefit to consumers in terms that
are meaningful but that don’t overstep the
structure-function hurdle that makes it a
drug claim. Yet this is where the value of
MOS is found: not in supplying a nutri-
ent that maintains health but rather in
creating a barrier to pathogenic bacterial
colonization associated with enteric and
systemic diseases.

Further, the ingredient is not defined

by the Association of American Feed
Control Officials; it lacks the necessary
chemical specificity and may never qual-
ify for definition. Some have suggested
that since MOS is derived from yeast,
labeling it as such would suffice. Unfor-
tunately, this is not entirely accurate and
misses the mark in communicating its
inclusion to the consumer.

MOS appears to have beneficial func-
tions in the animal by acting as a barrier
at the gut level. For pets, it may have the
most potential in specialty or therapeutic
diets when this type of support is required
and when the opportunity to communi-
cate these advantages is more viable. @

Dr. Greg Aldrich is president
of Pet Food & Ingredient
Technology, Inc., which
facilitates innovations in foods
and ingredients for companion
animals. Tel: +1.785.271.0238,
E-mail: aldrich4@cox.net.
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* Large Open Community Housing

* Cageless Testing Available

» Time-Event-Consumption Data

Collection for Singles and Groups

o Enriched Environment For Singles

and Groups

e Socialization Activities for all Cats

» Large Window Areas Overlooking

Outdoor Courtyards

® Screened Panels for Performance

* Groups for Dry Foods and Canned,
Semi-moist and Pouched Foods,

Treats and Toys

SUMMIT RIDGE

Setting the Standard

for Pet Food Testing

(570)756-2656
RD 1, Box 131 * Susquehanna, PA 18847
Fax: (570)756-2826 ¢ Email: srf@epix.net
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[VATURAL INNOVATORS]
TECHNOLOGY

DINNISSEN o™,

PROCESS

YOUR PROCESS...

YOU WANT IT ALL...

BASIC MIX o
VITAMIN
ENZYME

OIL o

ACDo— = %
FAT ©

DIGEST ©

TOPCOAT
(PROTECTOR)

[ Visitus: O\ + Homogene

o Accurate

PETEOODE ey « Multiple layers
Petfood Forum 2008
April 14-16 » Fast
Chicago, lllinois, USA
~— » No breakage

PEGASUS®

ASK DINNISSEN...

WWW.DINNISSEN.NL

..INSIDE THE PELLET

« Max. and min. levels

VACUUM COATERS

w
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Research Notes

» Implementing research

{J. Nutr. 138: 646-650): The nutrition re-
search community needs fo consider those
who actually make policies and implement
programs.

> Fiber and diabetes
(J. Nutr. 138: 44-442.) Colonic fer-
mentation of naturally available high fiber

foods can also be mainly attributed to
soluble DF.

Implementing research

Research and implementation often exist in separate
worlds. To improve results, the nutrition research commu-
nity needs to consider those who actually make policies and
implement programs. Researchers must prioritize research
with respect to effectiveness of policies and programs. They
should incorporate knowledge and tools of social sciences,
including economics, sociology, political science and man-
agement into their work. They should pay greater attention
to environmental and institutional variables and understand
strategies, knowledge utilization and policy processes.

Fundamentally, research on implementation should use a
systematic approach to produce generalizable evidence and
conceptual models, tools and methods that are communicat-
ed effectively to policy makers and programmers. Nutrition
researchers need not expand far beyond their disciplinary
comfort zone to do this, but they do need to build bridges
with other fields to have greater success in addressing nutri-
tional challenges.
Source: |.L. Garref, 2008. J. Nutr. 138: 646-650

Fiber and diabetes

A high dietary fiber (DF) intake is emphasized in the
recommendations of most diabetes and nutritional associa-
tions. It is accepted that viscous and gel-forming proper-
ties of soluble DF inhibit macronutrient absorption, reduce
postprandial glucose response and beneficially influence
certain blood lipids. Colonic fermentation of naturally avail-
able high fiber fods can also be mainly attributed to soluble
DF, whereas no difference between soluble and insoluble DF
consumption on the regulation of body weight has been ob-
served.
Source: M.O. Weickert, et al 2008. J. Nutr. 138: 44-442.
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Inclusive inspections
Multicheck is an all inclusive image
inspection solution, according to Com-
plete Inspection Systems. Designed for
users who need more than basic inspec-
tion, Multicheck is able to verify and
proofread labels, cartons and inserts by
comparing images and text, reading bar-
codes and performing optical character
recognition. Multicheck also contains a
database component that allows master
documents to be cataloged with their
inspection types and zones already met.
The system consists of a computer and
an imaging workstation.
Complete Inspection Systems Inc.
+1.321.952.2490

www.completeinspectionsystems.com

Dosing, mixing system
Dinnissen Process Technology and
the K-Tron Process Group have joined
forces to introduce a dosing and mixing
system. Pandora End of Line Mixing
focuses on continuous mixing using a
compact mixer made up of highly ac-
curate gravimetric feeders from K-Tron
and the Pegasus Paddle Mixer from
Dinnissen. The concept is presently
applied in the production processes of
adding probiotics, vitamins and miner-
als to petfood and food products.
Dinnissen Product Technology
K-Tron Process Group
+31.77.467.3555 +1.856.589.0500

www.dinnissen.nl www.kiron.com

Product News

)Find more new products at www.petfoodindustry.com.

To submit products, contact Eric Eyberger, Tel: +1.815.734.5612,
Fax: +1.815.968.0941, eeyberger@wattnet.net.

Why do companies

RAVE

About Exopack’s products and service?

* Exopack delivers a variety of flexible packaging
substrates including Paper, Plastic, WPP and also
a new Paper/Plastic Composite

* Exopack is strategically positioned to meet
global needs for customers

* Exopack delivers superior quality products
with positive bottom-line impact

* Exopack works with
customers, suppliers and
local communities to
rminimize environmental
impact of its packaging

(3 Exopack

g
ey

www exopack.com

Call Tell Free at 877.447.3539
aor emall us ot
flex.pack@exopack.com

Exopoack's new plastic slider
bog is now avallabla!

Also contact Exopack about their ENDURD™
brand to meet your small bag needs.
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» Education
Training

Extrusion Processing:
Technology and Commercialization

An International Grains Program
Short Course

August 12-15, 2008

IGP Conference Center
Department of Grain Science and Industry
Kansas State University
Manhattan, Kansas

Early Bird Registration Deadline
June 27,2008

For Details and Registration Information
Please Visit the IGP Website

<www.ksu.edu/igp>

Or Contact: W

Anita McDiffett ‘3
! Email: almgret@ksu.edu —?:Grﬂ""”,' T‘K'E“CE

'Ph 785-532-4080

» Employment

MARKET MANAGER/SALES REP

Cady Bag Co., LLC is a family owned business
that started in 1957 and is vertically integrated
in the manufacturing of woven polypropylene for
flexible packaging, mainly for agricultural and in-
dustrial applications. Cady has plans to enter the
pet food industry by mid 2008.

We are seeking a Market Manager/Sales Rep
self-motivated person — person to get involved
on ground floor of marketing Cady’s products.

Salary plus commissions with benefits

Qualifications include:

 Sales rep with 3 plus years experience
selling to pet food manufacturers

* College a plus, but not required

* Can work from home, but close to major
airport

* Willing to travel as needed and has good
transportation

Send resume with salary/requirements to:
Cady/Bag Co., LLC
P.O. Box(68
Pearson, GA 31642
Attn: William or.william@cadybag.com

» Equipment

» Equipment

WWW.EXTRUDER.NL / WWW.EXPANDER.NL

ALMEX

———extrusion techniques

Almex b.v., Verlengde Ooyerhoekseweg 29
7207 BJ Zutphen, The Netherlands, tel. +31 (0)575 572666
fax +31 (0)575 572727, e-mail info @almex.n|

e Hammermills
e Pellet Mills
¢ Conditioners
e Crumblers
¢ Counter Flow Coolers

1415 W. Summit Ave, P.O. Box 910
Ponca City, OK 74602 USA
Ph: 580-765-7787 * 800-569-7787
Fax: 580-762-0111
www.bliss-industries.com

APEE] " y

AUTOMATED PROGESS EQUIPMENT CORPORATION
MANUFACTURERS OF:
AUTOMATED BATCHING SYSTEMS
MICRO INGREDIENT SYSTEMS
BATCH MIXERS
LIQUID COATERS
WE PROVIDE TOTAL SYSTEMS WITH SINGLE POINT
RESPONSIBILITY, DOMESTIC AND INTERNATIONAL.
1201 FOURTH AVE. « LAKE ODESSA, MI 48849 USA
PH. 616-374-1000 « FAX 616-374-1010

Www.apecusa.com
e-mail sales@apecusa.com

SCOBDB-Horizon Syslems 575 3 cu ft / BOL Bag Break Station
SBHT11-Inglett 1550 Automatic Top Load Bag Hanger 25bpm

SEE40 MPlhqlmmHthWmF
mlmlwﬂ-ﬂhlh Bag Swper Sack Unlcader 44001b

(630) 629-9900

www.lraingroup.com

1-800-247-3344

Cut Your Wash Down Labor Cost
by 40% to 60%

The Houdini is an all in one pressurized unit that does it all.
Foam your food plant faster than ever before. Use the 2 stage
rinse instead of hand scrubbing and then sanitize using the
highly accurate positive displacement

chemical pumps.

4 Star Sanitation Solutions

Ph/Fax 888-828-8988
www.4starsanitation.com

IDIG Ph: 574-256-0204

www.laidig.com

Silos & Silo Unloaders
Flat & Cone Bottom ~ 6’ to 60’ in diameter

CONVEYING INDUSTRIES, INC.

=

#1 in Robaotic Palletizing

Bags, Bales & Boxes

Custom Soluttons to meet YOUR REQUIREMENTS

Combining Productivity, Efficiency, and Flexibility

Resulting in Precision, Repeatahility, and Reliability

Simplest Palletizing Robot to Teach

[deal for Handling Multiple Product Lines

ph 303-373-2035 BT7-600-4874
Fax 303-373-5149

Industry | April 2008



http://www.ksu.edu/igp
mailto:almgret@ksu.edu
mailto:william@cadybag.com
http://www.bliss-industries.com
http://www.4starsanitation.com
http://www.expander.nl/
http://www.extruder.nl/
http://www.fraingroup.com/
http://www.laidig.com/
mailto:sales@conveyingindustries.com
http://www.conveyingindustries.com/
http://www.cablevey.com/
http://www.apecusa.com/
mailto:sales@apecusa.com
mailto:info@almex.nl

Petfood Industry norkeiplace

» Equipment » Ingredients

Fast/Friendly Service
HIGH QUALITY WEAR PARTS Manufacture Quality Product
For most common Extruders

% Cast D-2 Kni % Wear Ri with the MARINE
ast -2 RNIves car RINgs Best Altima Hammermill
% Insert Dies % Knifeholders s a4
% Die Plates % Misc. Machined Proven, Trouble Free Performance &
Parts In difficult grind applications.
Manufactured to OEM or Customers Specifications.

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

Mill Technology Company, Inc. O I I-S
g 763-553-7416

New Technology Inc. 888-799-5988

11063 Highway 59 North, Gravette, AR 72736 ar

mill-technology.com Surprisingly Competitive Pricing
Telephone: 479-787-6772 Fax: 479-787-9957
1-800-684-0042

Home page: www.newtechnology.com \ﬁ:ﬁ §1!\:ﬁ/\
USDA andn;:DA Listed and | ju! 1R{3S(T)AOIN/3‘IJ.SIT.RI(E2 IIII;CS
e In Full Conformance ’

T 557 Danbury Road, Wilton, CT 06897
n.., of Sanitary Requirements,

www.aristaindustries.com
Deamco Bucket Elevators, " _ 203-761-1009
* Clean-In-Place(CIP) Systems, <~ & ¥ 2

Vibratory Conveyors and 1 : 3D HDB
n Bulk Storage Systems, : ' Semi load lots
Handling Tons of Pet Food Daily, et Satisfaction Guaranteed

# Mammlzmg Cleanliness and V

barrfood @yahoo.com
B00-826-2341  Fax: (715) 267-7214

C E}{C QO  Cereal Byproducts Company
@ . DRIED WHOLE EGGS
« RICE PRODUCTS
« DRIED BREWERS YEAST
« DRIED WHEY * BEET PULP
\ 1  STABILIZED FLAXSEED MEAL
B520 East Washington Blvd.., City of Commerce, CA 90040-1822 o Sy 55 E. Euclid Ave., Suite 410
(B0G) 933-2620 or (#88) 933-2620 » Fax (323) B90-1139 . , Mt. Prospect, lilinois 60056
www.deamcocom * email: deamco@deamco.com A ' |

PH: 847-818-1550  FAX: 847-818-1659
Web Site: www.cerealbyproducts.com

'DANISCO

Providing a Wide Range
of Solutions For All

» Ingredients

de Rosier, inc.

SPECIALIZING IN PET FOOD
INGREDIENTS MILLED FROM:

e corn * wheat * rice

In greii:i-;ﬁiiﬁuppl'f
l__ ] Types of Pet Food

. S Gum Blends

Potato Protein ® Brewer’s Dried Yeast Functional Systems
1-800-984-4460

* barley *

Texturants
Specialty Sweeteners

Antioxidants

John M. de Rosier 612-339-3566 Emulsifiers
E-Mail: jderosier@derosierinc.com Jedwards International, Inc. Cultures
Roberto Bari 612-339-3599 Leading supplier of Omega-3 Oils Enzymes
E-Mail: rbalﬁl(a,‘derosnermc.com tOSltij])glll:f):)(ojT glije"t(asr;escljzlpt){ez';t Contact:

Fax: 612-339-3568

and Cosmetic Industries fizul.bacchus @danisco.com
‘ tel: 617-472-9300 Tel: 416-757-4126
&J fax: 617-472-9359 Fax: 416-757-9243
www.bulknaturaloils.com Mobile: 416-896-4487

www.ingredientsupply.com
* flax * rye * oats
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» Ingredients

Enzymes for
Flavors
Enzymes fo_r
Processing
Enzymes for

Nutrition

Enzyme Development Corp
360 W 31st, Ste 1102

New York, NY 10001
www.EnzymeDevelopment.com
info@EnzymeDevelopment.com

Pezzey s
Nutritionals
Angusville, MB. Canada

Enhance the nutritional
Value of your feed with

PIZZEY'S MILLED FLAXSEED
Superior Quality
Consistent Nutrient Composition
Cost Effective Source of OMEGA 3

1-800-804-6433
Ph. (204) 773-2575
Fax (204) 773-2317
Web Site: www.pizzeys.com
email: info@pizzeys.com

FIBER SOLUTIONS
Apple
Blueberry
Cranberry
LaBudde Group Inc
800-776-3610
262-375-9111

Product solutions from concept to completion

Dakota,
ORGANIC

We supply “super clean” organic and conventional
I whole and processed grains including:
"'..;.-.;Fé Wheat, flax, durum, barley, oats, rye, triticale and fiber

Contact Brad Hennrich at 800-243-7264
www.hesco-inc.com * www.dakotaorganicproducts.com

NATIONAL

RICE

COMPANTY

Providing purchasing,
market analysis and
consulting services to buyers
of rice and rice co-products

www.nationalrice.com

TOMATO
POMACE

High Quality
LaBudde Group
262-375-9111

LANSING

TRADE GROUP, LLC

SPECIALIZING IN:
® POTATO FLAKES
* SWEET POTATO FLOUR
e SWEET POTATO FIBER
e TAURINE

LANCE LAUGEN
800-227-8237

lance@lansingtradegroup.com

Industry | April 2008
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INDUSTRIAL DRIED GOODS
Your Complete Source

for Dried Fruit Products

Producing High Quality,
Dehydrated Fruit and
table Ingredients

4
F -
Stryha % Botanscs
INGREDIENTS
Natural bulk ingredients for
your formulation needs.
Experts in botanical, fruit and vegetable
powders for the petfood industry.

Products in stock for immediate shipment.

Styka Botanics, 1-800-9-STRYKA,
info@stryka.com www.stryka.com

Product of USA|

Identity Preserved Ingredients
Certified Organic & Conventional Non-GMO

+ Grains Flaxseed and Flax Meal
 Seeds

« Flours '

* Meals

* Brans/Germs w g ™
« Oils/Vinegars T

« Cocoa Products

« Fibers: Soy ProFiber

« Instant Powders/Flakes
« Split/Dehulled Soybeans

Let us be your
Best Value - Quality, Service, Price -
Ingredient Supplier

4666 Amber Valley Parkway * Fargo, ND 58104 USA
701.356.4106 TEL « 701.356.4102 FAX * skfood@skfood.com
Visit www.skfood.com for our complete product listing!
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Petfood Industry markeiplace

40% TO 75%
Product from Habib-ADM . facility in Pakistan
Non GM Conventional and / or Certified Organic

SPECIALTY INGREDIENTS, INC.

Tel: (573) 785-5444 Fax: (573) 778-0152 Email: FAYYAZSAJ@aol.com

mo RICE PROTEIN CONCENTRATE

Wild Alaskan Salmon Qil

Salmon Protein Hydrolysate

Veterinary Resource Group
1-253-581-1880

email: sales@vrg-usa.com

(C, Sanimax

Your one-stop pet food
ingredient solution

V' pea flore / €love
Vowiove orades

/ ?30\5 -
v povtery emeol
V' duek weol
v venigon “',‘“l -
v 77 pock eeol

\/ brewers Cice

65 Massey Road, Guelph, Ontario
Canada N1H 7M6 e Toll Free: 1.800.263.7430
Phone: 519.824.2381 e Fax: 519.824.9472
Web: www.sanimax.com
E-mail: marketing@sanimax.com

Organic ingredients/blends

Dehydrated Potatol
Potato blends

Oatmeal Pellets

For Detnils Please Contact:
Mary Jo Langenecher
mlangeneckeriiuscomimoditics-ge com

Mike Johnson
mjshnsonditscommesdities-ag com

Paul Baisclnir
phoiselairaliagmalion. com

1780098721070 “3 modifes

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

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

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 Oils
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

VITALFA brand Alfalfa Nutrient Concentrate,

A Natural Green Coloring Agent

Vitalfa, LLC VMA

7121 Canby Ave + PO Box 306 * Reseda, CA 91335 USA
Tel: 818-705-4100 « Fax: 818-881-6370

E-mail: rbrewster@vitalfa.com + Website: www.vitalfa.com

VEGETABLE
BLEND

Unique blend of carrots, celery, beets,
parsley, lettuce, watercress and spinach

LaBudde Group Inc
800-776-3610
262-375-9111

Product solutions from concept to completion

» Packaging

Your Partner
In Packaging.
Over 25 Years Strong
Convenient Midwest Location
Multiple Lines & Packaging Capabilities
GMP/SPC/AIB Trained Staff
Rapid Turnaround Time

info@tolipackaging.com
www. tollpack.com

Call today for ™ _
—TOLL

a quote! PSR JR0L

888.248.8423  uspiis Susuruig Sokai

» Services

e
Bachelor Controls, Inc.

25 Years of Systems Integration Excellence

stem |

Integrator
of the YEéATI

Sabetha + Kansas City * Memphis
bachelorcontrols.com * 785.284.3482

Batching ¢ Extrusion ¢ MES Integration

Creative Formulation Concepts

CFC’s Optimization Models
speak the language of complex recipes

410-267-5540
www.creativeformulation.com
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Petfood Indust

Services

Pet Food Formula Consulting
Prototype Development

WHERE NEW IDEAS BEGIN

newproducts@petfoodingredients.com

Toll Free (800) 843-4148  FAX (843) 881-1710

Testing

USDA registered research
facility performing petfood
testing since 1975.

Traditional and in-home
panels available.

Contact: Paul Plessner
telephone: 334/567-8195

Petfood Industry REPRINTS:

Take Advantage of Your Editorial Exposure

Customized reprint products of articles
from Petfood Industry create powerful
marketing tools that serve as instantly
credible endorsements.

Reprints create a strong message for:
« Sales Aids
+ Tradeshow Handouts
+ Media Kit Supplements
+ Educational Programs
+ Direct Mail Campaigns
* Recognition/Investor Confidence

Call us today to learn more
about how you can benefit
from this cost-effective
method of personalizing

- your marketing content.

- FosteReprints
. 866.879.9144
ysales@fostereprints.com

marketolace

Testing

Used Equipment

KeENNELWOOD INC.

ELISA Technologies, Inc.

Laboratory Testing Services & Test Kits
“Committed to Food/Feed Safety — Veterinary Diagnostics”

MEAT SPECIATION « MYCOTOXINS
ALLERGENS ¢ ANTIBIOTICS « HORMONES

Tel: 352-337-3929  Fax: 352-337-3928
2501 NW 66th Court, Gainesville, FL 32653
Web: www.elisa-tek.com Email: info@elisa-tek.com

CXITINENTAL AGRA
S EQUIPMENT, INC

+ New Conex Extruders
+All replacement parts for Instapro extruders

+ Replacement parts for Instapro Model 2000& 2500 rebuilt extruders

1400 S. Spencer Rd., Newton, KS 67114
Ph: 316-283-9602 « Fax: 316-283-9584
E-mail: ga[z@cominentalanra.com + Web: www.continentalagra.com

Twenty-five years of pet food testing for
palatability and nutritional adequacy.

217 356-3539

email: dowatts@aol.com

Professional Laboratory Testing & Analysis
for the Pet Food, Environmental, Food,
Water and Agricultural Industries.

£ Midwest
“# Laboratories

13611 B St @ Omaha NE 68144-3693

(402) 334-7770 Phone # (402) 334-9121 Fax

FOR SALE

Reconditioned Cooking
Extruders & Dryers
Single & Twin Screw Designs
s CLEXTRAL sWENGER
= EXT! ERl.l-'l'lit:l—l = AEROGLIDE

| Romer Labs, Inc. offers:

Nestlé Purina PetCare IEI

* 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.

Romer Labs, Inc.
A 1301 Stylemaster Drive, Union, MO 63084
HOMER . 636-583-8600 www.romerlabs.com

email: office@romer [abs.com

Industry | April 2008

Nestlé Purina PetCare Company is a
premiere global manufacturer of
pet products, with North American
headquarters in St. Louis, MO. Due to
changes and upgrades, we have used
and sometimes new packaging and
process equipment for sale.
Visit our website for a complete listing of
equipment or contact us at:
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

The MARKETPLACE is a special advertising section which contains no editorial
material. Format is similar to a classified section. MARKETPLACE ads are also placed on
the Petfoolndustry.com website for maximum exposure! Advertising is grouped. Seperation
from competing advertising cannot be guaranteed. Advertising in the MARKETPLACE
may not be combined with display advertising for frequency discounts. Maximum size in

MARKETPLACE is 3 inches (75mm).

Rate per inch per issue: $150.
Rate per inch, 3 insertions; $145.
Rate per inch, 6 insertions; $140.

Rate per inch, 9 insertions; $135.

Rate per inch, 12 insertions; $130.

To order:

Ginny Stadel
Tel: +1.815-734-5691
Fax: +1.815-734-5663
gstadel@wattnet.net

Visa and MasterCard accepted
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_Ad Index

Company Name

3D Corporate Solutions LLC..

1.417.236.9602
Fax: 1.417.236.0039

www.3dcorpsol.com

ADF-Amer Dehydrated Foods

1.417.881.7755
Fax: 1.417.881.4963

www.adf.com

AFB International

26-27

636.281.0040
Fax: 636.272.0880

www.afbinternational.com

Alcan Packaging

1.773.399.8000
Fax: 1.773.399.8099

www.alcanpackaging.com

Ameri-Pac Inc

1.816.233.4530
Fax: 1.816.233.1702

WWW.ameri-pac.com

Brandenburch BV

31.493.693784
Fax: 31.493.695695

www.brandenburch.com

Cargill Sweetners N A .............

1.402.533.4220

Coating Excellence Intl............

1.866.986.2247
Fax: 1.920.996.1905

www.coating-excellence.com
www.super-tube.com

Dinnissen BV

31.77.4673555
Fax: 31.77.4673785

www.dinnissen.nl

Ever Extruder

1.636.937.8830
Fax: 636.937.6111

www.everextruder.com

Exopack LLC

1.864.596.7140
Fax: 1.864.596.7175

www.exopack.com/newage

Extru-Tech Inc

1.785.284.2153
Fax: 1.785.284.3143

www.extru-techinc.com

GTC Nutrition

1.303.216.2489
Fax: 1.303.216.2477

www.gtenutrition.com

Company Name

Kemin Nutrisurance Inc.......coecueueee

1.515.559.5100
Fax: 1.515.559.5259

www.kemin.com

........... 11,13

Lonza Group
1.800.955.7426

Martek Biosciences

1.859.745.7360

NutraCea

=

1.602.522.7548
Fax: 602.522.3001

www.nutracea.com

Peel Plastic Products Ltd........eeceeueee

905.456.3660
Fax: 905.456.0870

The Peterson Co

1.269.979.1600
Fax: 1.269.979.9227

www.thepetersoncompany.com

Roberts Packaging

1.269.962.5071
Fax: 269.962.7041

www.robertspackaging.com

Rotex Inc

1.513.346.5456
Fax: 1.513.346.5454

WWW.Totex.com

Schenck AccuRate

1.262.473.2441
Fax: 1.262.473.2489

www.accuratefeeders.com

SPF North America

S

1.864.642.4420
Fax: 864.374.3091

www.spf-diana.com

Summit Ridge Farms.......ocovvcvecunscrnnees

1.570.756.2656
Fax: 1.570.756.2826

Trouw Nutrition USA LLC ...

1.618.654.2070
Fax: 1.618.654.6700

wWwWw.trouw-nutritionusa.com

Weighpack Systems

<

514.422.0808
Fax: 514.422.0834

www.weighpacksystems.com

Wenger Manufacturing Co ...

1.785.284.2133
Fax: 1.785.284.3771

WWW.Wenger.com
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Something to Chew On|
Defining innovation

he ability to innovate is a
necessity today, but just
what is innovation? How do
you measure it?
BusinessWeek magazine took a stab
atita couple years ago, sending a survey
to the 1,500 largest global corporations
(market capitalization in US dollars)
and asking each company to distribute
the survey to its top 10 executives in
charge of innovation. Whatever that
is—the information on methodology
doesn’t say if the survey defined what
being “in charge of innovation” means.
The survey included optional questions
on “innovation metrics”—again, no
explanation as to what those might be.
The result was “The World’s 50
Most Innovative Companies.” Busi-
nessWeek must feel confident about the
list, because earlier this year it created
an Innovation Index with Standard
& Poor’s, tracking the stock market
performance of the 25 most innovative
companies (see in Kk

com/innovate, upper right corner).

New products galore
Inmymind this is all fairly subjective.
But I think most people in our industry
would agree that innovation—at least
in the form of new product develop-
ment—has been a primary force behind
the strong growth we’ve seen in petfood
for several years and that is projected
for more years to come. That’s why
Petfood Industry started “New on the
Shelves” (p. 14) in August 2006. More
new retail products are posted on www.
petfoodindustry.com.

)Tell us what you think!
Send letters to the editor to editor@
petfoodindustry.com or post your comments
online at www.petfoodindustry.com
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comments

BY DEBBIE PHILLIPS-DONALDSON

Innovation in new
product development
has been a force in our
industry’s growth.

— Debbie Phillips-Donaldson

If you peruse this page monthly or
scroll through the consumer products
online, you'll notice that much of the
innovation has been with ingredients
(kangaroo or ostrich, anyone?) or items
like breed-specific dog foods. Many of
the new offerings come from small to
medium-size companies.

Then along comes giant Mars Inc.
with its new WholeMeals line for
dogs (p. 36), which promises to shake
up the traditional petfood category
lineup we’re used to operating in and
consumers are used to choosing from.

Ofcourse, Marshastons ofresources
to devote to new product develop-
ment—the team behind WholeMeals
has been working on it for nearly seven
years—and to marketing. It launched
the line at Global Pet Expo in San
Diego, California, USA, in February.

Stumbling upon genius?
Just one aisle over from the huge
Mars booth at the show, I happened
to stumble on another concept I
consider truly innovative, in this case
in distribution. Buy the Pound (www.
buythepoundinc.com), based in Massa-
chusetts, USA, is anew company started
by a former petfood distributor, Greg
Mazur. He partnered with Ken Sears,
the inventor of a dispensing machine
originally developed for birdseed.
Mazur also worked with three nutri-
tionists to develop a natural dry diet,

Nature’s Mix Feline Fusion and Canine
Fusion. The innovation comes in how
the diet is mixed and dispensed.

Buy the Pound’s model is to install
a dispensing machine in pet stores that
allows consumers, via a computer inter-
face, to choose among eight protein
sources—selecting one or varying
percentages of several—and mix custom
dry diets for their pets. For example, you
could choose 50% chicken-based kibble,
30% salmon, 10% whitefish, 5% duck
and 5% beef. The eight different kibbles
are stored in bins within the machine,
which dispenses the programmed blend
in 1 pound increments.

To me, the genius of this method lies
not only in the consumer being able to
create a custom blend but also to choose
a quantity. You can buy only 1 pound
and see how your pet likes its taste and
reacts to the protein source. And you
can save up to 10 custom mixes in the
machine’s database, then retrieve one or
more the next time you buy petfood.

Buy the Pound is starting a pilot
program this month in PetSmart stores
in Boston, Massachusetts, and Phoenix,
Arizona, USA. We'll keep you posted
on how it goes. {

Phillips-Donaldson is editor-
in-chief of Petfood Industry
magazine. E-mail her at dphillips@

wattnet.net.
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WE EAT, SLEEFP AND
TRINK  PETEOCD....

Trouw Nutrition

I NTERNATI ONAL

\45'7— U5 /\7— 115 Executive Dr.

Highland, IL 62249

PETECOOD  €ORuM Tel: 800-365-1357

Fax: 618-654-7012

AT 5@077’\ qu www.trouwnutritionusa.com
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WENGER®

Wenger Technical Center. .. because
innovation often demands a whole new twist.

There are times when you simply can't see
a solution, no matter how hard you try.

That's when it helps to gain a new perspective . . . like that

offered by the Wenger Technical Center.

Celebrating its 40th anniversary in 2005, the Wenger
Technical Center continues to push innovation to the limits
with specialized seminars for hands-on training, and access

to our complete agrifood lab filled with production scale

extrusion and drying equipment.

Wenger also maintains a cooperative extension relation-
ship with several major universities that offer extrusion
related research on behalf of industry clients. Whether you
need help developing a prototype, performing laboratory
analysis or testing an idea, Wenger can help turn your

concept into reality—more quickly and more efficiently.

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