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SPF, worldwide leader, innovates and invents the

Palatability New Generation combining its best performing
palatants with exclusive solutions for the well-being of cats and dogs.

With 12 plants in the world, SPF is the only one able to offer

a true local approach providing you differentiation and competitiveness.

www.spf-diana.com

% PUBLICIS ACTIV RCS Paris - B 337 934 483 - Photo : Johner Images® - 80298

X
=5
S PF-rala tability

A Diana Ingredients company


http://www.spf-diana.com

uality and Value from Ameri-Pac.
A Partnership You Can Trust.

Attentive, Personal Service — Ameri-Pac is family-owned, with 3 generations
serving your personal and specific needs daily since 1985.

Customer Service is a Promise - When you call Ameri-Pac, the customer
service representatives you speak with are the family who can make your
specific needs happen.

Value-Driven, Premium Quality Products - Ameri-Pac’s products
have exceptional value. Our diverse product line includes our natural-source
OxyGon® antioxidants, synthetic OxyBlock® powders and liguids, specialty
ingredients, nutritional supplements, veterinary pharmaceuticals and more.
We start with the highest-quality ingredients and continue that level of quality
throughout our entire production process...one less worry for you.

Nimble Production Facilities — Ameri-Pac has 3 separate and specialized
manufacturing plants offering a wide range of capabilities; Ameri-Pac, Ameri-Mills
and Ameri-Vet. These SRM-free facilities provide custom liquid and powder
blending, tableting, packaging and assembly, pre-mixes, sub-blends, pouch filling,
custom manufacturing, private labeling, custom ingredient processing and more.

Quality Assurance through Expert Technical Support - We focus on
innovating new technologies to provide the most current products and services

to our customers. OxyGuard® is our innovative Quality Assurance and Technical
Support Program offering extensive laboratory services, analytical testing, product
stability testing and research.

Centrally Located - Ideally situated in
St. Joseph, MO, our facilities are prepared
in every way to provide reasonable
transportation costs for both inbound
ingredients and outbound finished goods.


http://www.Ameri-Pac.com
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Protein ingredients you can

www.adf.com

They look o 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. Qur focus has always been on
developing and providing ingredients of uncompromising quality
made right here in the USA, and backed by the industry’s finest
customer care team. ADF® brand protein products. Novel ingredients

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

SUPERIORMIBATING

/ For more information call: i or visit us at \
{ — ||'||-||'-.-|1|- please contact: ADF-CIM A Mutrtion mv: +32.56.61.7151 * E-mailadifcima. be I - 1
\ All ADF plants are ELl Certified
= — - -
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Editorial Notes |

comments

BY TIM PHILLIPS, DVM

The best advice | ever got

was a first-born overachiever and
I grew up a devout Catholic—re-
pressed and serious. Concerned
about my solemnity, my Dad gave
me this advice: “Lighten up and be your-
self” Back then it was easier said than
done, but I eventually got the hang of it.

Fortune advice
Earlier this year, Forfune magazine

published an article in which several ac-

complished people talked about the best

advice they ever got (May 12, 2008).

Here’s some of what they had to say.

» “First, always ask for the order; and
second, when the customer says yes,
stop talking.” Michael Bloomberg,
mayor of New York City.

» “Look for an out-of-your-comfort-
zone experience.” David Petraeus,
Former Commanding General, Mul-
tinational Force—Iraq.

» “Focus on those things you do better
than others.” Peter G. Peterson, co-

The best way to
succeed in life is to
act on the advice we
give to others.

— Tim Phillips

founder, Blackstone Group.

» “Use your sense of humor to help
diffuse anxiety. Humor takes away
tension and helps you realize when
youre wrong.” Craig Newmark,
Sfounder of Craig’s List.

» “I’ve noticed that some of the most
effective leaders don’t make them-
selves the center of attention. They
are respectful. They listen. This is
an appealing personal quality, but
it’s also an effective leadership attri-
bute.” Sam Palmisano, CEO of IBM.

Petfood industry advice
Gleoning through past issues of Petfood Industry, | found ideas and advice

that | think hold up.

»  “There are three primary trends driving growth in the global petfood mar-
ket: humanization, convenience and health.” David Lummis, market research-

er with Packaged Facts.

»  “Whether or not we agree with any or all of the issues related to global
warming, it can only do our companies good to adopt a culture of minimiz-
ing energy use and waste.” Colin Mair, founder of Cormal Technology.

» “The question is not whether you've had ISO training, but whether you know
how to do your job effectively. Some people learn very little in training.” Dr.
David Rosenblatt, managing director of PDCA Training Solutions.

“Keep your eye on human food trends.” Krista Faron, market researcher with

Mintel.

Regarding the US Food and Drug Administration’s guidelines for improving
petfood safety: “It is essential that the rules be science-based.” American Feed

Indlustry Association.

»  “Urbanization in developing markets has established the practical and
emotional conditions for animals to go from working possessions to pets.”

Euromonitor International.

v
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» “Whatever anybody says or does,
assume positive intent. You will be
amazed at how your whole approach
to a person or problem becomes very
different.” Indra Nooyi, chairman
and CEO, Pepsico.

)Complete article
To see the article from Fortune

magazine, go to www.petfoodindustry.
com/0810PETfortune.aspx.

» “Spend a ton of time with your cus-
tomers. Ask them how you compare
with competitors, how your service
is and what they think of your prod-
ucts.” Charlene Begley, president
and CEO, GE Enterprise Solutions.

Tricky business

Taking advice is tricky business, be-
cause sometimes it’s just plain manipu-
lation. Besides, the best advice often
lies within. It’s been said the best way
to succeed in life is to act on the advice
we give to others (vs. take my advice, I
don’t use it anyway!). In any case, [ be-
lieve that if you do give advice, it’s best
if it’s brief. {

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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Eliminate the Mess

ﬁhf AL -r'+ '
Save on Rips, Spills and Stains with Tough New
Supersize Bags from Bemis

LES

Clean up at retail with super-strong, super-sized pet food bags from Bemis.
Our high-performance polymer bags won't rip, tear, stain or puncture.
o s .
] They withstand moisture and lock out pests. And they allow pet owners
Supersize Bulk

I to store food neatly in the original package, with easy open-close sliders
BGQS- or press-to-close zippers.

\\ e Plus, with Bemis’ domestic supply, you won't mess around with reliability.

Contact us today at 920-527-2300
See More Pet Packaging Ideas or milprint@bemis.com.

at Pack Expo Booth S-2505!

UNSTOPPABLE CUSTOMER COMMITMENT

BEMIS FLEXIBLE PACKAGING—MILPRINT DIVISION - 3550 MOSER STREET - OSHKOSH, W1 54901 « WWW.MILPRINT.COM
©2008 Bemis Flexible Packaging-Milprint Division 6/08

D
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Developing the best food ingredients sourcing, logistics and exceptional service —
\arit for Spudz and Libby and all of your pets that enhances their brand and makes pet
: isn’t just our “pet project” — it’s our life. owners return for more. All of our products
: At 3D Corporate Solutions, our passion are EU-certified and SAR GAPA-certified.
SPUDZ is producing quality food ingredients PROTEIN SOLUTIONS dedicates itself
+ for the pets that we all love. We offer to providing spray-dried chicken and
LIBBY 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.



John Osmond, Raw Materials Logistics Manager

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

CorporateSolutions

millions of our beloved pets’ bowls worldwide.
Pets like Spudz and Libby.
To learn more about 3D Corporate Solutions,

please contact us at_customerservice@3Dcorpsol.com
or call 417-236-9602. www.3dcorpsol.com

60113th Street Monett, MO 65708 p.417.236.9602 f.417.236.0039 customerservice@3Dcorpsol.com
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Quick hits

Planet Dog Founda-
tion has awarded a
grant to the Chris-
topher and Dana
Reeve Foundation.

Kane Bioteach Inc.
has entered into a
material transfer
and evaluation
agreement with
Ward Industries
Group.

Zeus & Co. has ex-
panded distribution
to the west coast of
the US.

WeighPack Systems
Inc. has recruited
Mario Medina and
Stephen Farruggio
to their sales team.

Nestlé S.A. has
appointed Luis
Cantarell, execu-
tive vice president
and head of zone
Americas.

PetValu has com-
pleted its acquisi-
tion of 15 Berrys,
Your PetsChoice

stores.

Four petfood indus-
try brands made it
into the UK’s Top
500 Brand Names
list this year, includ-
ing Whiskas and
Pedigree, by Mars
Inc.

Petfood Industry

Petfood

Petfood Forum 2009 will take place April 20-22, 2009 at the Hyatt Regency O’Hare
Hotel near Chicago, Illinois, USA. The premiere event for the petfood industry offers even
more learning and networking opportunities than years prior. Registration for this exciting
event is available at www.petfoodindustry.com/petfoodforum.aspx now!

Keynote speaker Marty Becker, DVM, popular veterinary author and regular contribu-
tor to Good Morning America, will be sure to draw a big audience. His specialty is the
power of the bond between pets and their people, and he applies the insights he’s cultivated
—from a career of writing on, speaking about and treating animals—to the unique oppor-
tunities facing our industry. This year’s line-up also will include:

» Informative sessions on market trends, functional ingredients, feeding trials and other
key topics—presented by speakers specially selected through a rigorous call for papers
program;

» Roundtable discussions featuring panels of experts on provocative subjects like

petfood politics, guerrilla marketing and more;

All-new poster presentations on the most important topics for the industry; and

All-new networking event exclusive to Petfood Forum guests.

Petfood\\orlshop
ESSENTIAL TRAINING

The Petfood Workshop: Essential Training will take place April 22-23, 2009. This semi-
nar will provide a thorough overview of the petfood market, its structure and key players,
plus the important growth driver of new products and how they impact the industry. Plus,
can’t miss break-out sessions delve into four fundamental areas of petfood:

>
>

» Nutrition and ingredients;
» Processing;

» Safety and regulatory; and
» Packaging.

This essential workshop also will offer plenty of opportunities for you to network with
other industry professionals, along with veterinarians and pet retailers who can benefit
from learning all about the dynamic petfood industry. Seating for this workshop is lim-
ited—sign up now at www.petfoodindustry.com/petfoodworkshop.aspx!

For more information, contact Nancy Grossnickle at ngrossnickle@wattnet.net or call
+1.815.966.5574.
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“Protection in an imperfect world. Empyreal™ 75, a naturally pure source of protein. Every shipment. Every time.

Empyreal™ 75 is a licensed trademark of Cargill Corn Milling. © 2008 Cargill, Incorporated empyreal75.com
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- Cats taking a bite out of world fish supply. Gourmet meals dished up to pampered felines could be
threatening world fish supplies, Australian scientists have warned. Calculations by Deakin University
researchers show an estimated 2.48 million tons of forage fish are used each year by the global cat food
industry.

Leading this business is the US, where more than 1.1 million tons of small forage fish, including sardines,
herrings and anchovies, go into cat food. Across Europe the figure is close to 870,000 tons, while almost
34,000 tons of the increasingly limited biological resource was imported into Australia each year to sat-
isfy feline appetites.

Fish nutrition researcher Giovanni Turchini described the findings as “a real eye-opener.” They reveal the
extent to which fish suitable for human consumption goes into cat food. Each cat in Australia eats 13.7
kilograms of fish a year, while humans on average consume about 11 kilograms of fish and seafood each.
“Australian pet cats are eating better than their owners,” Dr. Turchini said.

L O B A

With ongoing debate about how to manage marine resources, the Deakin scientist said more research
was needed to determine how much of the fish in cat food could be replaced by fish offal and other meat
by-products. “I think giving a nice chunk of fish to a pet is important to satisfy the personal hedonistic
needs of the owner, not the nutritional need of the cat,” he said. “Cats will be very happy to eat the offal

<

ah” from a trout.”
Dr. Turchini’s paper, co-written with colleague Professor Sena De Silva, is published online by the Jour-
nal of Agricultural and Environmental Ethics.
Petfood
Industry

3, With assure ifidentiality. Whether

you're looking for a new variety, or just want to add some

spice to your existing line, call The Peterson Company.

T Heritage Oak Lane | Battle Creek, MI 49016 | 1600 2 27 1] CoOmpany.com
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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!

dr% -905-456¢ 3660 |

(77 A peelplastics
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Trends in petfood: . .
humanization and beyond

The word on everyone’s mind when talking
about petfood is“humanization.” More and more,
trends in petfood can be tied to trends in food

for humans, although pet needs are distinct and
often different. Join Lynn Dornblaser, director of
consulting from Mintel International, for a discussion
on key trends in petfood humanization and other
developments in petfood products and nutrition.

This FREE online seminar will be
presented by Petfood Industry magazine
on November 18, 2008 at 2 p.m. Eastern.

To register for this webinar please visit
www.petfoodindustry.com/webinars.aspx
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Mars recalls some dry petfoods

In September 2008, Mars Petcare US announced a vol-
untary recall of all products produced at its Everson, Penn-
sylvania, USA facility beginning February 18, 2008 until
July 29, 2008. The petfood is being recalled because of
potential contamination with Salmonella Schwarzengrund.

link between dry petfood produced at the plant and two isolat-
ed cases of people infected with Salmonella Schwarzengrund.

To avoid any potential risk to pets and their owners, the
company initiated an extensive internal investigation in co-
operation with the FDA. Ultimately, none of the petfoods

found in consumer homes have been deter-
mined to contain Salmonella, and there have
been no reports of pet illnesses in those house-
holds as of press time. However, the strain of
Salmonella Schwarzengrund involved in the
illnesses has been detected in the company’s
Everson facility.

Many of the brands involved in the recall
are national brands produced at multiple fa-
cilities. For example, the company manufactures Pedigree in
numerous facilities throughout the country, and the Everson
facility represents a very small portion of the manufacturing
base—2.7% of total Pedigree production.

This voluntary recall affects 31 states in the US.

“Even though no direct link between products produced
at the Everson manufacturing plant and human or pet illness
has been made, we are taking this precautionary action to
protect pets and their owners. We are continuing to work
collaboratively with the FDA to determine the nature and
source of Salmonella Schwarzengrund at the facility, and
are committed to making sure our consumers and custom-
ers have the information they need regarding our voluntary
recall,” said Catherine Woteki, global director of scientific
affairs, Mars Inc.

Mars Petcare US stopped production at the Everson facility
on July 29, 2008 when the company was alerted of a possible

coperion

confidence through partnership

Fish food
Research &
Development

General animal food
Pet food
Pet snacks, Treats

The preparation of pet food products is particularly challenging
and makes the highest demands on gentle processing. With the
series ZSK MEGAvolume PLUS and ZSK MEGAcompounder
PLUS and the extensive processing know-how, Coperion is the
ideal partner for the pet food industry.

Coperion GmbH Theodorstrale 10, 70469 Stuttgart, Germany
Telefon +49 (0) 711 897 0, Fax +49 (0) 711 897 3999
info@coperion.com,

WENGER Industry Poll
Add your input to the dialogue.

WENGER®

NEW Polling question from Wenger now available!
Check out the new question on www.petfoodindustry.com

Log on to www.petfoodindustry.com to answer the poll question.

Petfood Industry
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LONzZQ

These days we're not just taking better
care of ourselves, we're taking better
care of our pets, too.

Carniking® from Lonza contains pure L-Carnitine.

L-Carnitine is proven to:

— Support healthy cardiac function
— Improve muscle force

— Convert fat into energy

— Support healthy hepatic function

— Ensure optimum energy metabolism for all life stages

Provide your customers with a product that will improve
the quality of life of their companion animals. They’ll

love you for it.

Carniking' @)

Carnikinge offers pure
L-Carnitine and is a trademark
of Lonza Ltd, Switzerland.

www.carniking.com

Lonza Inc, Allendale, NJ USA  Tel. +1 800 955 7426 carnitine@lonza.com

16 | Petfood Industry | October 2008

News >

Petfood recall
leads to 6,000
claims and
counting

Almost 6,000 claims have been
filed in a class-action settlement stem-
ming from last year’s massive petfood
recall. Menu Foods, other petfood
makers and retailers in May agreed to
set up a US$24 million cash fund to
compensate pet owners whose cats and
dogs became sick or died after eating
food that had a contaminated ingredi-
ent from China. The filing period for
claims began May 30, 2008 and will
run until November 24, 2008.

“I expect that number (of claims)
will go up a lot. There’s quite a bit of
time to go,” says attorney Sherrie Sa-
vett of plaintiffs’ law firm Berger &
Montague. The Food and Drug Ad-
ministration (FDA) never identified
how many pets were affected, but it
received more than 17,000 complaints.

Once a claim is filed, it will be re-
viewed by an independent claims ad-
ministrator. Claimants may receive a
100% cash payment for all documented
expenses deemed reasonable, including
veterinary bills and burial costs. They
may receive up to US$900 for undocu-
mented expenses. Under the terms of
the settlement, most claims are likely to
be paid next year. To be eligible, claim-
ants must have bought or fed their pets
one of the recalled petfoods.

A federal judge in New Jersey,
USA gave the settlement preliminary
approval in May. A hearing for final
approval is scheduled for October. If
the court approves the settlement as ex-
pected, it would resolve more than 100
lawsuits brought in the US and a dozen
in Canada. The US$24 million is in
addition to US$8 million that petfood
makers have already paid to pet own-
ers. Legal fees and attorneys’ expenses,
which haven’t been determined, will
come out of the fund. The vast majority
of the fund will go to pet owners whose
pets were injured or died as a result of
kidney failure, which was linked to the
contaminant.
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Alternative
etfood sales
ooming in

the US and

Canada

Retail sales of alternative pet-
foods—including raw, frozen,
organic, holistic and natural—
are growing at a significantly
faster rate than the market as a
whole in the US and Canada,
according to Packaged Facts.
The research firm said the key
driver of growth between 2003
and 2007 was the increasing
belief among consumers that
better quality foods offer health
benefits for their pets. Packaged
Facts estimates that the fresh
food market, which was worth
US$169 million in retail sales
last year, will continue to grow.
The analyst forecasted that the
market would increase by 23%
by 2012.

According to the report,
Fresh Pet Food in North Amer-
ica: The Raw/Frozen, Refrig-
erated and Homemade Wave,
the fastest growing sector of
the alternative petfood market
is organic food. Last year the
sector recorded a 48% jump in
retail sales compared with 2003.
Last year, organic food sales ac-
counted for just 6% of total pet-
food sales, but its growth rate
was far greater than the market
as a whole which is steadily in-
creasing at 5% or 6%.

Retail sales of fresh petfood
rocketed 38% between 2003 and
2007. According to Packaged
Facts, the refrigerated market,
which was dominated by Bil-
Jac and had remained stagnant
with a market share value of
US$3 million since 2003, more
than doubled last year when
Fresh Pet entered the market,
driving category growth.

; Call us today: (360) 735-1952
”ﬁ“ . 2\

Robotic Palletizing Experts

= High-Speed Stacking Capabilities T =
= Easily stacks bags, boxes, bundles, pails, trays, etc. ?
* Low Maintenance = Easy to Operate

= 24 Hr. Customer Service Support

www.columbiaokura.com

deserves the
proven health
benefits

of DHA
omega-3

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 O

life enriched.

Why add Martek’s
DHA GOLD®?

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

DHA GOLD®is from a
source you can trust—
not from fish

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

DHA
GOLD

©2008 Martek Biosciences Corporation. DHAGOLD® is a registered trademark of Martek Biosciences Corporation.
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OUR LATEST INNOVATIONS FOR PET FOOD

REALLY HIT THE SPOT
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Kemin Palasurance Your New and Only Choice
in Palatability Enhancers

Kemin introduces a global expansion of its Palasurance™ hrand petfood
palatability enhancers business based on the solid expertise, experience and
technological advances that have established our position as your strategic
partner in assuring total palatability and freshness for your pet food and treats.

Palasurance™ brand palatability enhancers are made from a wide variety of the freshest
ingredients providing superior palatability and aroma performance. Our palatants

deliver consistent quality, enhanced stability, functional properties, flavor enhancing
characteristics and specific label claims when applied on or in a pet food and/or treat.

Freshest Ingredients. Superior Products. Worldwide.

For years, we've produced quality palatants in our European operations. Now a strategic
alliance with Tyson Foods, Inc. expands our ability to develop, manufacture and market
customized Palasurance™ and Topnotes® brand palatants in and for North America.

In addition, Kemin has expanded manufacturing into Central and South America markets
with the acquisition of Kemin Nord Palatabilizantes do Brasil operations.

Unsurpassed Customer Support

The Kemin Technisales team is your palatability and freshness protection partner.

We work closely to help develop and manage a complete application program to

meet your unique needs. Because we understand the intricacies of today’s petfood
manufacturing processes and products, our seamless network of Customer Laboratory
Technicians and Technical Service Managers can provide customized palatability
assurance from the sourcing of raw ingredients to the final presentation in the food bowl.

Kemin Palasurance™ palatability enhancer family of products will prove to be a key
strategic part of your company'’s total palatability program.

US (only) 1.877.890.1462 EU +32.16.69.79.99 Asia +61.2.9482.2357 South America +55.49.9968.0457

®

INSPIRED MOLECULAR SOLUTIONS®

© Kemin Industries, Inc. and its group of companies 2008 All rights reserved. ® ™ Trademarks of Kemin Industries, Inc., U.S.A.



New on the Shelves

<« Mulligan Stew Sticks dog treats

These soft, chewy treats are formulated for high nutritional quality and
proper moisture content. Mulligan Stew’s patent-pending formula functions
to increase the bioactivity and levels of the enzyme glutathione peroxidase,
according to the company. Mulligan’s Stew says this enzyme plays an important
janTRRay role in antioxidant defense, nutrient metabolism and the protection of DNA.
www.mulliganstewpetfood.com/index.php

Kali Wags dog snacks >>

Kali Wags dog snacks are made in Squamish, British Columbia, from
restaurant-quality whole foods. The trial-size pack comes in a stick or bits
version. Kali Wags are available in some hotels, boutiques, gift stores and
natural/organic groceries. The snacks are made with certified organic beef,
according to the company. www.kaliwags.com

{( Bright Bites dental treats

Bright Bites daily dental treats for dogs freshen breath, clean teeth and help
reduce plaque build-up that can lead to future health problems, according to
the company. The treats are soluble and come in three sizes for small, medium
and large breeds. Cinnamon, peppermint and spearmint flavors are available.

- Fi a . .
& Rty Dlrertibly www.brightbites.com

Loving Pets Gourmet wraps >

Loving Pets Gourmet wraps are made with all-natural chicken, apple and vegetables.
Glucosamine and chondroitin are added for joint health, and there are no fillers or
preservatives, according to the company. The wraps are available in 8 oz. resealable bags.
www.lovingpetsproducts.com
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Enhance the flawless beauty
! of the liveliest of Terriers
:

The West Highland White Terrier, the liveliest of terrier,
who deserves the greatest nutritional attention.

hland White Terrier 21

BRIGHT WHITE COAT

This tailor-made Nutrition is designed to obtain
a bright, white coat shining with health thanks
to targeted amino acids and specific fatty acids.
HEALTHY SKIN

Helps reduce the risk of skin irritation.

SATISFIES FUSSY APPETITES
Satisfies the fussiest of appetites.

West Hughland
White Terriar 21 TARTAR REDUCTION

Helps reduce tartar formation.

wonderful Photos: Labat - 06/2008

[ J
0cede

| CANIN

[)
THE ONE AND ONLY TAILOR-MADE NUTRITION ROYA L

www.westie-rc.com BREED HEALTH NUTRITION
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And gives retailers a
lot of merchandising

support

BY TIM PHILLIPS, DVM

M eed with love” is Vitakraft’s
motto. “This motto is the
core idea behind our com-
pany philosophy,” asserts

Dieter Meyer, the company’s head of

communication. Vitakraft began in

1837 as a small petfood business near

the city of Bremen, Germany. Since

then it has developed into one of the
most successful companies in the pet-
food industry.

R&D goals
“Vitakraft is proud to be a
family-owned,  independent
and innovative company,’
says Meyer. The two primary
goals of its research and de-
velopment are:
Along, happy and healthy
life for our pets and
The satisfaction of the
owner.
Meyer notes that Vitakraft
offers feeding concepts de-
veloped by scientific research
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about how pets eat in nature. “Mother
Nature decides what is best for them,”
says Meyer.

He says the company has highly
motivated experts in its R&D depart-
ment creating new and innovative
product-concepts. This, along with
geographic expansion, are its keys to
future growth.

Over 3,000 items

With over 2,100 employees world-
wide, Vitakraft offers over 3,000
items, including daily foods, healthy
treats and diverse

-
.

Vitakraft supplies

a deep and complete
assortment of
appropriate
products for

many species.

Business basics

Headquarters: Bremen, Germany

Officers: Heiko Wuhrmann, presi-
dent and CEO; U. Schmidt, execu-
tive officer controlling; Rainer Kreie,

CEO production and technology

Annual sales: Euromonitor
estimates Vitakraft's 2007 sales at
US$300 million, with US$121 million
coming from dog and cat foods

Brands: Vitakraft, Sun Seed,
Vitobel and Aqua Food

Distribution: The Vitakraft Group

now includes 20 companies in 19

countries and over 5,000 busi-

ness partners in over

50,000 shops

worldwide
Employ-
ees: Over
2,100

Website:
WWW.
vitakraft.de


http://www.vitakraft.de
http://www.vitakraft.de

“The company
is growing by
extending its
global market
presence.”’

pet care and hygiene products. The
company generally supplies all exist-
ing sales channels in a market: mass
markets, specialty pet shops and do it
yourself (DIY) stores.

In addition to innovative products,
the company is growing by extend-
ing its global market presence. Since
2000, it has established eight new Vi-
takraft sales companies in eight coun-
tries, both start-ups and acquisitions.
With this international expansion,
the Vitakraft Group now includes 20
companies in 19 countries.

“More than 5,000 business part-
ners in over 50,000 shops worldwide
stock Vitakraft products,” Meyer de-
clares. He notes that in the last year,
the company expanded into new mar-
kets in Europe—Hungary, Poland,
Czech Republic and Slovakia. It has
also demonstrated its strong commit-
ment to the US market via the Sun
Seed acquisition.

Growth drivers

Meyer believes the global market
drivers for the petfood industry will be:

Premiumization;

Humanization;

Adaptation to modern, urban

lifestyles;

The increasing popularity of dry

food; and

The growing demand for small

animals.

“The high degree of emotional
connection between people and their
pets bodes well for international pet
markets,” he says.

Challenges
“We are not afraid of the custom-
ary market challenges, competition,

consumer behavior, etc,” maintains
Meyer. “However, as an international
enterprise we are highly concerned
about the increasing competitive dis-
tortions due to massive restrictions on
free trade.” He says import restrictions
in the form of hidden duties, rules and
certifications cause huge expenditures
that are often difficult to overcome.

Full-concept supplier
Meyer says over the last 10 years,
Vitakraft has become “a full-concept

supplier”. First, it supplies a deep and
complete assortment of appropriate
products for many species. Second,
the company has developed its com-
petence in category management.
“Today,” he says, “Vitakraft stands
out to our customers as a dependable
partner offering the proper product
mix for differing retail environments
and top-notch merchandising advice
at multiple price levels. Our company
wants to ensure the correct feeding
and care of all pets.” o

Customizing with Mix-It

At the this year’s Interzoo, the world’s largest trade show for the pet busi-
ness, Vitakraft launched the “Mix It” principle for dogs and cats. The
principle is to provide variety in the feeding bowl without having to change
the main food. For both animal species, there are two main food assortments
(VitaLife and VitaBasic), which can be combined with up to 50% of a food

mixer (VitaVario and VitaControl options).

Following are the steps in the Mix-It principle for dogs.
Step 1. Choose the main supply for your dog according to its nature and age:

» Vitalife Fitness for dogs full of vitality.

» Sensitive Vitalife for dogs with sensitive skin and digestive organs.
» Vitabasic Weight Control for dogs over a year tending to be overweight.
Step 2. Choose a complementary feeding program:

» VitaVario Lamb for food allergies.

» VitaVario Canard (duck) if your dog is gourmet.
» VitaControl Immun Activ for boosting immunity.
» VitaControl Arthro Fit to improve its mobility.
» VitaControl Anti Odor to decrease odors from feces, urine and flatulence.
» VitaControl Long Hair when brushing is difficult.
» VitaControl Short Hair if hair is short and dull.
Step 3. You mix the main and complementary products in 50-50 propor-

tion. It's ready!
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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®

australia 61.350.711105 ( ) Optimizor‘ " ) BioFlavor: « > Enticer
jseletto@inghams.com.au /, | Palatability /. | Palatability 2/, | Palatability
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Driven by functional claims, taste
global new product development is booming

oday’s global economy doesn’t

justaffect commodity agriculture,

24/7 1T support and multi-nation-

al business leaders. It also has a
profound effect on the world’s smallest
consumers—our pets. Although North
America is still the nucleus of the global
petfood industry, innovation in other
markets is shaping new product develop-
ment around the world, including in the
US. Increasingly, inspiration for petfood
formulations, claims and packaging is
coming from places as diverse as Brazil,
Russia and South Africa.

Exploding around the globe
The explosion in product launch ac-
tivity outside the US underscores how
active the global petfood market truly
is. Consider that in 2005, North Amer-
ica was the leading petfood market in
terms of new product introductions. By
2007 it had been eclipsed by Europe,
whose introductions grew 44% from
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BY KRISTA FARON

2005 to 2007, according to Mintel’s
Global New Product Database (GNPD).
Asia Pacific and Latin America saw
even more aggressive new product
growth during that period at 122% and
95%, respectively (Figure 1).

By contrast, North America saw pet-
food introductions decrease 5% — the
only region to experience a decline from
2005 to 2007. As pet owners around
the world begin to adopt more of the
habits of North American consumers,
the global petfood market is becoming
more progressive and sophisticated.

Find more online

Access Mintel’s Global New Products
Database at www.gnpd.com.
Mintel’s latest report on the US
market, Pet Food and Supplies-US
(August 2008), is available at
http://oxygen.mintel.com.

{

and convenience,

It's all about function

Much of today’s global innovation
is rooted in functional ingredients and
foods. From 2005 to 2007, functional
claims grew exponentially and appeared
among the top 10 petfood claims over-
all. To date in 2008, the Mintel GNPD
shows functional claims outside North
America related to digestive health,
immunity, bone health, beauty benefits
and cardiovascular health have all ap-
peared among the top 10 overall petfood
claims—outranking and outnumbering
those same claims in North America.

An emerging area of global func-
tional innovation is brain health. Just
as human consumers are turning to
omega-3 fatty acids to boost their cogni-
tive performance, pet owners are look-
ing for the same for their cats and dogs.
Specifically, petfood companies are
calling out the inclusion of a particular
omega-3, DHA, for its mental function
benefits.


http://www.gnpd.com
http://oxygen.mintel.com

Since DHA is especially important
to early brain development, it is often
added to foods for puppies and kittens.
In Portugal, DHA is used in lams’ Eu-
kanuba Puppy & Junior Dry Dog Food
to support hearing and vision as well as
brain health. This fatty acid plays a sim-
ilar role in Whiskas” Chicken & Milky
Plus Nuggets sold in India. But DHA
can also bolster cardiovascular health,
and in Thailand, CP Smart Heart Toy
& Small Breeds Dog Food includes it to
reduce pets’ cholesterol.

Keeping a healthy gut

Best known for their digestive health
and immunity benefits, probiotics have
become a mainstream health ingredient
for consumers around the world. Grow-
ing education about these friendly bac-
teria has prompted pet owners to seek
out probiotics as functional ingredients
in their pets’ food.

Brazilian petfood company BanPet
adds probiotics to its BanCook Nino
Mini Biscuits to aid dogs’ digestion.
And in Russia, Mars has introduced
probiotic-rich Immuno Cat Food with
Lactobacillus, part of its Whiskas line,
to improve immunity among cats.

Probiotics’ popularity has paved the
way for two related trends—prebiotics
and yogurt. Prebiotics are essentially
the food that probiotics need to stay
alive. Prebiotics are most often associ-
ated with digestive health, as is the case
in Finland, with ProFormance’s Fresh-
way Garden Chicken Cat Food, which
uses probiotics to promote good intes-
tinal function.

Yogurt has also gained a “healthy
halo” because of its alignment with
probiotics in human foods and bev-
erages. Nestl¢ features yogurt in
Austria’s Purina One Natural Bal-
ance Adult Cat Food, although here
its calcium content is highlighted for
its bone- and teeth-building proper-
ties. In Spain, dog owners can find
Biazoo’s Yogurt Drops dog treats.
Yogurt even exists in standalone form
in Germany’s Yo Cat, which is sold in
four 62.5 g pots that bear a striking re-
semblance to yogurt made for human
consumption.

Don't forget taste

But global petfoods aren’t just about
functional benefits; they are also devot-
ed to good taste. Especially in Europe,
steam cooking has emerged as one of
the best ways to retain petfood’s flavor
and freshness. It also has an inherent as-
sociation with gourmet foods, allowing
manufacturers to charge a premium for
their steamed offerings.

have taken a completely different ap-
proach to convenient petfood packaging
with stick packs. Similar to single-serve
beverage sachets for humans, these in-
dividually wrapped portions contain
dry cat food for convenient dispensing
with no waste or clean-up.

Packaging innovation isn’t confined
to single-serves; it extends to multi-
pack petfood, too. French retailer Car-

Figure 1: Change in petfood product launches 2005-2007

Between 2005 and 2007, North America was the only region to show a
decline in new petfood products; all other areas grew dramatically.

Asia Pacific

Latin America
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Mars’ Cesar brand offers steamed
dog food in Europe and features such
varieties as Mediterranean-Style Chick-
en and Italian-Style Beef and Pasta.
Whiskas has been a leader in this trend
by selling steamed cat foods throughout
Europe and recently reformulating its
French wet cat food to be steam cooked.

Mess-free eating

Convenience is another significant
driver in the development of global pet-
foods. International petfood manufac-
turers have been savvy about adapting
packaging to on-the-go lifestyles and
changing consumer tastes. Companies
are also now developing human-in-
spired packaging for mess-free eating.

Butcher’s Pet Care in the UK intro-
duced its Olli Cat Food Assortment in
disposable plastic bowls with peel-back
lids. The package features anti-slip
technology, ideal for mats or hardwood
floors, to prevent slipping and spilling.

In Japan, Mars and its Sheba brand

refour introduced its mousse-style cat
food in a vertical, octagonal eight-por-
tion carton that stands out on the shelf
and saves space.

With international players con-
tinuing to develop petfoods in record
numbers, this kind of innovation will
inevitably affect the marketplace in sig-
nificant ways.

Krista Faron is a senior
analyst with Mintel Research
Consultancy, www.mintel.com.

Facing page, left to right: Olli

Cat Food (UK), Immuno Cat Food
(Mars Russia), Sheba dry cat food
in single-serve stick packs (Mars
Japan), CP Smart Heart Toy &
Small Breeds Dog Food (Thailand),
Carrefours multi-pack wet cat food
(France), BioZoo’s yogurt drop

dog treats (Spain) and Mars’ Cesar
steamed dog food (Europe).
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Five emerging petfood and treat
fads for companion animals
other than dogs and cats

BY JESSICA TAYLOR BOND

ccording to Euromonitor In-

ternational, rabbits, guinea

pigs, chinchillas and other

small herbivores are growing
in popularity, particularly in urban
areas. Their small size, life span and
the fact that they do not need as much
attention and exercise as a larger pet
has made them popular with busy
professionals and those living in
apartments.

According to a Mintel report on
petfood trends in the US, the petfood
market (non-dog/cat) has experienced
a 15.7% growth rate from 2006-2008.
The small animal segment made an
estimated US$681.8 million in 2006
and rose to US$788.9 million this
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year. An annual report by the Pet
Food Manufacturers’ Association
(PFMA) in the UK said the national
small animal market was up 2% on
volume and 6% on value to £56 mil-
lion (US$109 million). PFMA now
collects population data on a whole
range of pet species beyond dogs and

cats. This is highlighting the grow-
ing popularity of smaller pets such
as rabbits, which now number more
than a million out of a small animal
total of 2 million.

Small animals, big mouths
There are many food and treat op-
tions available for these small mam-
mals, according to Laura Duclos,
PhD, but not all veterinarians are as
knowledgeable about the nutritional
needs of rabbits and guinea pigs as
they are about cats and dogs. Accord-
ing to Dr. Duclos, the bulk of small
animals’ diets should be:
Continual access (free feeding) to
grass hay such as timothy, oat or
brome. These options are high in
fiber, help maintain proper weight
and help prevent dental disease and
malocclusion.
Low-fat pellets, fortified with
vitamins and minerals. This food
option is needed to supply the
daily nutrient requirements of the
animals. The pellets should con-
sist mainly of hay, not alfalfa, and
beet pulp should be avoided as an
ingredient as it may lead to intes-
tinal blockage and is low in non-
fermentable fiber. Pellets with corn
should also be avoided, according
to Dr. Duclos, because the simple
carbohydrates promote obesity and
intestinal dysbiosis.
Clean, vitamin-fortified water.
Essential for all living things, good
ol’ H20 is especially important for
smaller animals—Ilike ferrets and
chinchillas—to maintain overall
health, teeth growth and a shiny,
thick coat.
Consumers who own small ani-

In a natural setting, small
herbivores have opportunity

to seek a wide variety of plants
and grasses for their high fiber,
forage-based diets.
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mals, just like their dog- and cat-own-
ing counterparts, want more than just
the average fare for their little, furry
friends. The small animal petfood and
treat market, therefore, follows many
of the trends the dog and cat market
track, but in its own unique way.

1. Humanization

Primetime televi-
sion is fixated on pets
with shows like Pet
Star and  America’s
Greatest Dog, so
it’s no surprise
smaller animals
are starting to
share the spotlight.
With the release
of the animated
film Ratatouille,
Disney/Pixar also
let loose two treats for the creatures
the movie features. Le Bon Croissant,
a nutritious treat shaped just like a

Lee Linthicum

Health and Wellness in
the Global Petfood Market

Join Lee Linthicum, global research manager of foods research,
and Emily Woon, research manager for the petfood industry at

Euromonitor, for a discussion on key health and wellness trends
in the global petfood market.

croissant for all small animals, ac-
cording to the company, has an easy
to grab shape and crunchy texture
that promotes small animals’ natural
chewing instinct. Le Quiche Lor-
raine—also for a variety of small pets
and looking far too convincingly like
the human dish of the same name—is
made with a secret French recipe, ac-
cording to the treat maker. The treat
combines a crunchy crust outside with
a fresh carrot center, inviting critters
to start munching.

2. Probiotics

Food supplements that boost im-
mune function and overall health in
pets are a hot topic in the dog and cat
food market, and the small animal
food market has taken notice. Through
their research, Zeigler Bros. has devel-
oped Vitality Pak, branded as Vpak,
an all-natural, nutritional feed addi-
tive that contains no antibiotics and
is designed to improve overall health

and resistance to disease.

“Vpak works to boost an animal’s
defense system by using bio-active
compounds that stimulate their im-
mune systems while supplementing
essential nutrients,” said Tom Zeigler,
PhD, chairman of Zeigler Bros. and
an expert in nutritional immunology.
The best results from Vpak have been
demonstrated when offered through-
out an animal’s complete lifecycle.
Zeigler Bros. can offer Vpak by re-
quest in any of the diets they currently
formulate.

G-Whiz for Small Animals
is a dietary supplement de-
veloped by Earth’s Balance
that provides essential amino
acids that help digest the un-
dermetabolized proteins that
produce nitrogen waste (urine
ammonia), the cause of cage
odors. When added to a small
animal’s regular diet, accord-
ing to the company, it helps

)

Emily Woon

The webinar will also review:
B Markets with the most potential for health and wellness

B  The impact of demographic factors on petfood and

pet care products

B And Much More!

Don t miss this FREE webinar that will be presented
on November 13, 2008 at 11 AM Eastern.

To register for this webinar please visit
www.petfoodindustry.com/webinars.aspx
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prevent cage odor, extends litter life
and makes animals smell cleaner.

3. Organic

USDA-certified organic may be a
hard seal to come by, but small animal

petfood companies are often beat-
ing their larger animal
equivalents to that
punch. Take for in-
stance, Oxbow
Enterprises Inc.
and itsrecentre-
lease of Organic
Rabbit and Or-
ganic  Guinea
Pig. The diets,
according to the
company, have
been specially
formulated to mirror the nutrition,
rabbits and guinea pigs would find in
their natural environments. The food
also features balanced omega 3 and 6
to improve skin and coat, high-fiber

g B
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hay to support digestion and anti-oxi- rals also attests that their products are
dants to build immunity, according to free of artificial colors, flavors and
Oxbow. preservatives.
4. Natural 5. Bottled water
In a natural setting, small herbi- While formulated daily
vores have opportunity to seek a wide drinks for dogs and cats
variety of plants and grasses for their seem to be flooding the
high fiber, forage based diets. Suna- market, bottled water for
turals Food & Treats offers a plethora small companion animals
of all-natural food blends, mixes and may be a little bit harder to
treats for almost every small animal come by. That is, until Spe-
imaginable. Natural herbs, flowers and cial Waters SAS launched
greens are blended Water Little. The company is
with berries, veg- the leading manufacturer in Europe
etables and grains _ of enriched drinks for domestic ani-

to yield holistic
formulas rich

in  phytonu- s
trients and M

Rabiel Salad Bowl

mals and recently released its innova-
tive products in the US. The bottled
water contains only natural spring
. water, organic/natural active ingredi-

natural an- Moy 8, Bl Pt ents and no added sugar, salt or fla-
tioxidants, voring, according to Special Waters.
according Water Little has three specific for-
to the com- mulas available for hamsters, guinea

pany. Sunatu- pigs, rabbits and ferrets. [

4 Pillars to build on

Con- Health & Differen-
venience Wellness tiation

B "l

-
W Safety W Service M Ingredients W Consumers
W Quality W Expertise W Concepts M Solutions

1 B Traceability B Network W Innovation Bl Development
\ W Sustainability M [ntegration ~ M Technologies W Marketing

-
-
L

DSM Nutritional Products is a world leader in the manufacture and supply DSM PET N UTRITION

of high-quality functional ingredients for animal and human health.

B ROVIMIX® Vitamins M Antioxidants
B ROPUFA® Q-Fatty acids B Nutraceuticals
M VEVOMIN® Minerals M Premixes

DSM Nutritional Products Ltd
P.O. Box 2676, CH-4002 Basel ..
Switzerland www.dsmnutritionalproducts.com Unlimited.



http://www.dsmnutritionalproducts.com

Antioxidant

at oxidation can lead to petfoods

with objectionable odors and fla-

vors. That is, it leads to rancid-

ity—production of compounds
such as hydrocarbons, aldehydes, ke-
tones, alcohols and organic acids. An-
tioxidants prevent fat oxidation and so
help avoid petfood rancidity.

A free radical is a molecule with a
missing electron. When a fat molecule
loses an electron, it becomes a fat free
radical. An antioxidant donates one
of its electrons to such a free radical.
This stops a free-radical chain reac-
tion that can lead to objectionable
odors and flavors.

Key questions

Selecting the appropriate antioxi-
dant and dosage level can be a complex
decision that involves evaluating sev-
eral parameters, such as:

1. Whatis the regulatory status of the
antioxidant (type of antioxidant
and concentration) in the country
where the product will be sold?

2. Marketing and consumer desires—
is it required that the product be
natural? Non-GMO? Organic?

3. What type of processing condi-
tions will the antioxidant be sub-
jected to—baking, extrusion, dry-
ing, agitation, etc?

4. What type of product is being sta-
bilized—bulk oils, emulsions or
products that are baked, extruded
or soft moist?

5. What is the desired shelf life?

6. At required dosage rates, is the
cost acceptable?

/. What is the composition of the
product being stabilized? Are
mineral catalysts present?

8. How and where will the antioxi-
dant be applied?

9. What form—Tliquid or powder?

32 | Petfood Industry | October 2008

An antioxidant donating an electron to a

free radical and thus stabilizing it.

Antioxidant

Free radical

BY TIM PHILLIPS, DVM

Natural vs. synthetic

Antioxidants are generally catego-
rized into two classes: primary and sec-
ondary. Primary antioxidants are capa-
ble of interrupting and terminating the
free radical propagation step. The most
common synthetic primary antioxidants
are butylated hydroxyanisole (BHA),
butylated hydroxytoluene (BHT), tert-
butyl hydroquinone (TBHQ), propyl
gallate and ethoxyquin.

The most common natural primary
antioxidants are mixed-tocopherols
and rosemary extract. Mixed-tocoph-
erols are composed of four homologs:
alpha-tocopherol (vitamin E), beta-
tocopherol, gamma-tocopherol and
delta-tocopherol. It is well recognized
that the order of in vitro antioxidant ac-
tivity is delta > gamma > beta > alpha.
In addition, delta-tocopherol also has
superior process stability and carry-
through to gamma-tocopherol. In bio-

logical systems (in vivo), the alpha-to-
copherol is most active.

Tocopherols have no legal limit,
but can act as pro-oxidants if added at
excessive levels. Tocopherols are ex-
pensive compared to synthetic antioxi-
dants, and more importantly, they have
less antioxidant activity compared to
synthetics. Petfoods stabilized with
tocopherols, as with all natural antioxi-
dants, have a reduced shelf life com-
pared to those
stabilized
with

Vitamin C is one of several natural
antioxidants available.
© leila. Image from BigStockPhoto.com



Pros and cons:
Which ones are right for your products?

synthetic antioxidants. Other natural :
anioxidants are vitamin C, carotenoids,
flavenoids, sulfides and thiocyanates.

Secondary antioxidants are chemi- ca ptu re Th e Puwe r
cals that can prevent free radical forma- !
tion. The main secondary antioxidants : )
are metal chelators (citrates and phos- "‘ E Ro G L I D E

phates) and reducing agents (ascorbates NI
and sulfites). ;

Pros and cons

Following are commonly used anti-
oxidants, along with some of their pros
and cons.

BHA. Pros: More effective than
BHT, more heat stable than BHT and
good oil solubility. Solubility in pro-
pylene glycol allows it to be mixed with
high levels of propyl gallate and citric
acid for oils that are more unsaturated.
Cons: It is synthetic and it’s susceptible
to losses due to steam distillation.

BHT. Pros: Economical, good syn-
ergy with BHA and good oil solubility.
Cons: 1t is synthetic and less effective
than BHA. It’s susceptible to losses
due to steam distillation.

TBHQ. Pros: It is very effective
in highly unsaturated fats such as fish
and vegetable oils and it has excellent
process carry-through. Cons: It is syn- | = | ra ,
thetic and lacks broad global regulatory : ] e bl "‘-l!l "R
approval. Can’t be used in combination » i -
with propyl gallate.

Propyl gallate. Pros: Good alter-
native in highly unsaturated fats where
TBHQ is not a desired or legal option.
Good synergy with BHA and citric

PERFECTING THERMAL PROCESSING WORLDWIDE

acid. Cons: It is synthetic and can form Conveyor Driers, Truck/Tray Driers, Impingement Ovens,
colored complexes with copper and : Advanced Control Systems, High-Sanitary Design
iron ions. Poor process carry-through :
and poor oil solubility. www.aeroglide.com/petfood

Ethoxyquin. Pros: Very effective
antioxidant. Regulations allow higher Raleigh, NC USA +1 919 851 2000 * Philadelphia, PA USA +1 215 464 6070
dosage rates than other synthetics. England +44 1780 767 007 * China +86-21-5132-1880 » Malaysia +60 3 6411 9999

Cons: It is synthetic and has a negative
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Antioxidants >

consumer perception. In 1997, the FDA
requested a voluntary reduction of eth-
oxyquin in dog food from 150 ppm to
75 ppm. Usage has steadily decreased
since the mid-1990s, to the point it’s
scarcely used.

Mixed-tocopherols. Pros: It is nat-
ural with good consumer acceptance.

SupplySideWest

High heat stability, good process car-
ry-through, low volatility and excellent
solubility in fats. Cons: Increased diet
formulation costs and increased appli-
cation rate necessary. May require in-
creased time to develop and maintain a
unique supply chain.

Rosemary extract. Pros: It is natu-

Trade Show and Conference
October 22 — 24, 2008

The Venetian & Sands Expo
Las Vegas, Nevada

SupplySideShow.com

Ever wonder how a competitor found

an ingredient or idea for a new food or

treat product?

Your answer is at SupplySide West, the world’s largest

exhibition of healthy, natural

and innovative ingredjents.

Receive a 50% discount
on an Expo Only pass!

Register early and save.
(800) 454-5760

SupplySideShow.com/nutrition

Attend to:

B Source condition-specific,
novel and functional
ingredients

B | earn about cutting-edge
functional and healthy
ingredient science

B Participate in sessions
designed to help you use
novel and condition-
specific ingredients in food
and treat products

promo code PFlvip
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ral with good consumer appeal. Ef-
fective in stabilizing unsaturated oils,
such as fish and vegetable oils. Cons:
Poor carry-through in extrusion pro-
cessing, only regulatory approval is
as a flavor or spice and there is a high
level of variability amongst suppliers.
Increased diet formulation costs and
increased application rate necessary.
May require increased time to develop
and maintain a unique supply chain.

Rosemary extract is natural with

good consumer appeal.
© fotogal. Image from BigStockPhoto.com

Oxidation is irreversible
Increased usage of omega fatty ac-
ids has resulted in products more diffi-
cult to stabilize. Another challenge is a
growing demand for natural products.
Oxidation is an irreversible process,
so antioxidants should be added as
early in the process as possible. Devel-
opment of a quality supply chain and
proper analytical testing procedures
can assist in ensuring that oxidation
does not impact product quality or
performance. o

More online

These companies contributed to
this article:

»  Ameri-Pac Inc,,
www.ameri-pac.com.

»  Kemin Nutrisurance Inc.,
www.kemin.com.

»  Lohmann Animal Health,
www.lah.de.

»  Novus International Inc.,
www.novusint.com.

The source material the
companies supplied can be found
at www.petfoodindustry.com/
0810PETantiox.aspx.



http://SupplySideShow.com
http://SupplySideShow.com/nutrition
http://www.ameri-pac.com
http://www.kemin.com
http://www.lah.de
http://www.novusint.com
http://www.petfoodindustry.com/0810PETantiox.aspx
http://www.petfoodindustry.com/0810PETantiox.aspx

Something may be missing
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find it in the refrigerator.
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fter a couple of years of
discussion and planning,
the Association of Ameri-
can Feed Control Officials
(AAFCO), along with the Pet Food
Institute (PFI), held a petfood regula-
tory workshop in early August, the day
before AAFCO’s Annual Meeting in
Nashville, Tennessee, USA. The intent
was to educate both regulators and in-
dustry professionals about the AAFCO
Model Regulations for Pet Food and
Specialty Pet Food (also known as
Model Pet Food Regulations).
The areas targeted for explanation
included:
» History and philosophy behind the
regulations;
» What the regulations mean; and
» How they should be applied to
practical situations.
By all accounts, the workshop ap-
pears to have been successful in meet-
ing its goals.

Why a workshop?

While certainly more user-friendly
than the Code of Federal Regulations
by which the US Food and Drug Ad-
ministration operates, the AAFCO
Model Pet Food Regulations that many
states have chosen to adopt as part of
their own state rules can at times be
difficult to understand and apply. Dur-
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regulations

BY DAVID A. DZANIS, DVM, PhD,DACVN

AAFCO holds
petfood workshop

The intent was to

fducate regulators
and industry about
the Model Pet Food

Regulations.

— David Dzanis

ing the 1990s, a major petfood com-
pany facilitated a series of regulatory
workshops to assist state feed control
officials and others in better under-
standing the rules.

However, that series ended a num-
ber of years ago, so for the bulk of this
decade, a similar resource has not been
available. As many new people have
since joined state regulatory offices
or petfood companies, quite a few of
those involved in regulation today have
not had an opportunity to participate in
such a venue.

But the workshop was not just
for the new folks. Since the AAFCO
rules seem to be amended almost ev-
ery year, it can be a struggle for both
regulators and industry to keep up to
date. Thus, everyone attending, among
whom [ would include the presenters
themselves, most likely came out of

the meeting with at least some new in-
formation or a new insight on an old
issue.

Content still relevant
today

The workshop started with some
overviews of AAFCO, how products
are regulated and an inside look at how
petfoods are developed and manufac-
tured. 1 especially enjoyed the dis-
cussion on the history of the Model
Pet Food Regulations and how issues
that affected the industry in the 1960s
are still relevant in today’s regulatory
environment.

The bulk of the workshop was a
breakdown of the Model Pet Food
Regulations themselves. In general
the discussion followed the format of
the AAFCO Pet Food Regulations La-
bel Review Checklist as found in the
AAFCO Official Publication and the
AAFCO Pet Food and Specialty Pet
Food Labeling Guide. (In fact, hav-
ing copies of both of these publications
was a requisite for participating in the
workshop.)

Most of the individual topics—for
example, product name, guaranteed
analysis, feeding directions—were
presented by pairs of speakers, one
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from the government and one from in-
dustry. Many pairs chose to present the
information via a dialogue between the
two, with the industry person asking
questions and the regulator offering
sage responses. While the presenters
perhaps did not quite reach the level
of a George Burns and Gracie Allen
comedy routine, that style of presenta-
tion proved enjoyable to the audience
and hopefully facilitated the learning
process.

The
workshop
was not just

for the new
folks.

A few topics merited discussion
in this venue but didn’t fall under the
checklist format. Near the end of the
workshop, I offered a brief discussion
of issues specifically pertaining to
specialty pet foods, nutritional sup-
plements, treats and chews. Another
presenter spoke on issues related to
products that do not easily fall within
AAFCO’s purview, such as herbal sup-
plements and other similarly marketed
products.

What if you missed it?
Unfortunately, the workshop was
not video or audio recorded. Report-
edly, the slide set used in the presenta-
tions will be posted on both AAFCO’s
and PFI’s websites. Check www.aafco.
org and www.petfoodinstitute.org reg-
ularly for updates. ([

Dr. Dzanis is a writer and
independent consultant 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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Ingredient Issues v
Has the time for DDGS arrived?

he production of ethanol has

meant many things to the

petfood industry—much of

which hasn’t been pleasant
because of the pressure it has placed on
grain supplies. Okay, so a cheap dollar,
high fuel costs and a few natural disas-
ters have had their impact as well.

But, maybe there is some redemp-
tion for ethanol production that pet-
food companies have overlooked these
last few years. Redemption in the way
of an ingredient—specifically the pro-
tein-enriched, spent-fermentation co-
product known as distillers dried grains
with solubles (DDGS). Currently, only
a few of the “value brands” of petfood
are brave enough to incorporate DDGS
in their formulas. Considering consum-
ers generally have a favorable view of
“green” ethanol and petfood companies
have a need to recapture some lost mar-
gin encountered with rising commodity
prices, it may be time for the broader
industry to explore its use.

Availability not an issue
The basic steps for today’s ethanol

production follow the same steps as that

of distilled spirits:

» Grain is milled and fermented with
yeast;

» The alcohol is removed by distilla-
tion; and

» The remaining wet residue is fed
directly to livestock (predominantly
cattle) or dried for use as an ingredi-
ent in the feed industry.

With DDGS, a dry milling process
is used rather than a wet milling process
that results in corn gluten feed or meal.
Both types of processing are deployed
for ethanol production, but the dry mill-
ing that results in the production of
DDGS is more efficient, less capital in-
tensive and subsequently more popular.
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Is now the right

time for this value-

based ingredient in

mainstream petfood?
— Greg Aldrich

This means availability is not an
issue. Last year, 2.3 billion bushels of
grain were used in the production of
ethanol with nearly one-third of the
starting biomass recovered as distillers
grains. In other words, over 3.5 million
metric tons of DDGS was produced.

Variability the theme

What do we know about DDGS? As
it turns out, we know quite a bit about
its nutrient composition, but only a
smattering about its application in pet-
foods. Regarding nutrient composition,
the theme of the day is variability. Most
reference texts place protein concentra-
tion at around 27% or more. Fat, fiber
and ash are also concentrated as the
starch is fermented off (9.0%, 8.5%, and
4.7%, respectively; NRC, 2006). The
proximate composition varies between
seasons (Belyea et al., 2004) and among
producers (Spiehs et al., 2002) with no
established industry or regulatory stan-
dard nutrient composition.

Adding to this variability, not all
DDGS come exclusively from corn.
Other feed grains can be and are used
in the production of DDGS, and the
net result will be an ingredient that is

)More online

Check out the archive of
“Ingredient Issues” columns at www.
petfoodindustry.com/ingredients.aspx.

somewhat reflective of the parent mate-
rial. For that reason, the “predominating
grain shall be declared as the first word
in the name” on labels, according to the
AAFCO 2006 Official Publication.

The amino acid profile differs little
from that of the native grain, and the
yeast fraction can contribute nearly half
the amino acids. The fiber fraction is
fermentable and a rich source of hemi-
cellulose. The mineral composition is
also variable with sodium content re-
ported to fluctuate the greatest (Batal
and Dale, 2003).

Direction from research
Work to evaluate this ingredient in
petfood began nearly 50 years ago when
distillers” grains were derived from the
beverage and solvent industry. Since to-
day only a small percentage of the over-
all DDGS supply is derived from this
source, the research that was started in
the late 1950s and continuing through
to the 1980s doesn’t completely apply. It
does, however, give us some direction.
To summarize this battery of studies,
the inclusion of DDGS at up to 30% of
dog diets was reported to be acceptable;
but, digestibility, stool consistency and
palatability were measurably dimin-
ished. At intermediate levels of 9 to 16%
of the diet, dry matter and energy di-
gestibility were reported to decline 2 to
5 percentage points with an increase in
stool volume. Including DDGS in diets
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at less than 8% did not affect dry mat-
ter or energy digestibility, alter nitrogen
retention, hamper puppy performance
or affect gestation or lactation. Unfortu-
nately, no studies have been found that
evaluated DDGS in cat foods.

More recent evaluations indicate that
the protein quality of DDGS is superior
to corn gluten meal; but this was due to a
better amino acid profile rather than bet-
ter digestibility (de Godoy et al., 2008).
Protein utilization of DDGS, especially
the digestibility of the essential amino
acid lysine, is sensitive to heat damage
during the drying process (Fastinger et
al., 2006). This may be seen as a dark-
ening or browning and can be a rough
“eyeball” check for quality and process
consistency.

No impact on extrusion

DDGS are seldom, if ever, found in
wet petfoods or treats, but in extruded
diets may be added at 5 to 12% of the
formula. At these levels, the ingredient
won’t have an impact on extrusion or
kibble appearance versus corn or other
grains as it relates to expansion or cell
structure.

However, if higher inclusion levels
displace grains and protein meals like
soy or corn gluten meal, expansion and
functionality may be compromised due
to lower starch content and a decline in
functional proteins. Further, the fiber
fraction of DDGS may require a fine
grind to prevent the kibble from having
a “fuzzy” surface.

Potential drawbacks

One drawback to DDGS is the poten-
tial to concentrate mycotoxins, especial-
ly given that fermentation and distilling
do not destroy these mold metabolites.
Nor is the ethanol industry obligated to
operate under the same restrictions as
the food and feed industries. In one ex-
tension report from South Dakota State
University, mycotoxin concentrations
for 2000 through 2007 were reported to
be measurable in each testing year. Af-
latoxin averaged 2.12 ppb (+/- 2.49), and
vomitoxin averaged 3.62 ppm (+/- 4.12).

To put this in context, the USDA
action levels for aflatoxin are 20 ppb.

Vomitoxin was reported to affect palat-
ability at levels greater than 4.5 to 7.7
ppm and cause vomiting and diarrhea at
8 to 10 ppm for dogs and cats, respec-
tively (Hughes et al., 1999). So, while
reported levels were below these thresh-
olds, it points to the need for vigorous
monitoring efforts. [ ]

A Commitment

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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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
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with advanced technologies that surpass market

System) productivity and quality trends. You can trust

= Liquid/Powder
Coating Systems

= Pneumatic
Conveying Systems

= Multi-Color Extrusion
Die Assemblies

= Replacement parts
for major brands
of extruders

= Re-manufactured
extruders and dryers

= Re-conditioning
Services

g HO{ R

Extru-Tech, Inc. to continue to provide solutions
based upon our solid reliable foundation.

Corporate Office
PO. Box 8 = 100 Airport Road

phone: 785-284-2153

fax: 785-284-3143
extru-techinc@extru-techinc.com

WWW.extru-techinc.com
e
¥,

Eﬂvil.l‘i:;_ INC, sabetha, KS 66534, USA
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Petfood Forum new for 2009!

Including a brand-new follow-up workshop

Petfood A

April 20-22

The premiere event for the petfood industry just keeps getting better. This
exclusive, industry-leading conference offers even more learning and network-
ing opportunities than ever to help you continue to grow your business:

» Keynote speaker Marty Becker, DVM, popular veterinary author and regular
contributor to Good Morning America. His specialty is the power of the bond
between pets and their people. He applies the insights he’s cultivated—from
a career writing on, speaking about and treating animals—to the unique
opportunities facing our industry.

« Informative sessions on market trends, functional ingredients, feeding trials
and other key topics—presented by speakers specially selected through
a rigorous call for papers program. Roundtable discussions featuring panels
of experts on provocative subjects like petfood politics, guerrilla marketing
and more.

All-new poster presentations on the most important topics for the industry.
All-new networking event exclusive to Petfood Forum guests.

Petfood Forum is the best way to gain essential knowledge and connect
with the industry leaders you need to help you move your company forward.

You can't afford to miss it!

New

Petfood )

ESSENTIAL TRAINING

April 22-23

Thanks to the industry’s booming growth,
petfood companies continue to add new
professionals every year. These newcomers
need a strong, basic grounding in the overall
petfood industry—and even long-time industry
professionals can use a refresher course

on how everything works.

Introducing Petfood Workshop: Essential
Training. This seminar provides a thorough
overview of the petfood market, its structure
and key players, plus the important growth
driver of new products and how they impact
the industry.

Plus, can't miss break-out sessions delve
into four fundamental areas of petfood:
- Nutrition and ingredients

- Processing

- Safety and regulatory

- Packaging

This essential workshop also offers plenty of
opportunities for you to network with other
industry professionals, along with veterinarians
and pet retailers who can benefit from learning
all about the dynamic petfood industry.

Seating for this workshop is limited—sign
up today!

Both events take place at the Hyatt Regency O’Hare Hotel near Chicago, lllinois, USA.

For more information or to register, visit: www.petfoodindustry.com/petfoodforum.aspx
Or contact Nancy Grossnickle at: ngrossnickle@wattnet.net or +1.815.966.5574.

Peliped WATT

S| FIE WL UTICRS WITTER

REGISTER FOR BOTH EVENTS
and SAVE MORE THAN 25%
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Product News

to 10 different products, according to curved sealing bars, depending on cus-
the company. It provides controllable tomer need.

sealing temperature, time and pressure Pack-Tech

for use with all bag brands and thick- +1.888.314.2152

nesses. Pack-Tech offers straight and/or

FAWEMA FA438 bagger

The FA438 bagger from FAWEMA @Xy\ @@m Pm@mﬁ@m

has been designed for simple operation
and packaging versatility for all dry pet-

food products. The bagger makes clean, Higher delta tocopherol antioxidant
perfectly shaped and closed bags, paper naturally increases product shelf life.
or plastic for weights from 1-22 Ibs, all L.

at high speeds, according to the com- Powder or Liquid

pany. Optional features are available for
zippers, sliders and carrying handles.
According to company information, lat-
est developments include a high-density
bag magazine and servo controls for
quick changeovers with easy-to-use op-
erator interface.
FAWEMA
+1.908.232.1145

www.fawema.com/en

A NOSE FOR PETFOOD.

Premium feed needs premium ingredients!

The basis for the best quality of our products is intensive development and an
extensive quality management system. Take advantage of the experience and
know-how of our team of experts. We offer you the right active ingredients
and are the partner you need to develop special
formulations for individual nutrition concepts.

Pack-Tech rotary 5
chamber machine AVIZANT. LOVIT

Pack-Tech’s new RC-1820 rotary

. ¢ .
vacuum chamber machine features all @@XHG@@D THEROL LOXIDAN

LOHMANN

stainless steel construction and a pat- BRI ANIMAL HEALTH
ented sealing system. Micro-processor | LOHMANN ANIMAL HEALTH GmbH & Co. KG

controlled, this packaging machine of- i | Heinz-Lohmann-Str. 4 - 27472 Cuxhaven - Germany

fers ease of operation and monitoring | | Tel. +49 4721-747 0 - Fax +49 4721-747124 - www.lah.de

with setting storage capabilities for up

October 2008 | Petfood Industry | 41


http://www.fawema.com/en
http://Ameri-Pac.com
http://www.lah.de

Research Notes

Fiber vs. fat cats
This study investigated the effects
of feeding two foods with elevated

fiber (TDF > 11.5% dry matter basis).
The foods were fed to two groups of 10
cats for a period of 16 weeks in order
to determine the effect of total dietary
fiber on satiety. During the study, cats
were given ad libitum access to the
foods throughout the day. Food intake
was recorded daily and body weight
was recorded weekly to determine the
effects of fiber on satiety and weight
maintenance.

levels of total dietary fiber on satiety
in cats. Both foods were formulated to
contain similar levels of total dietary

PRIVATE & CUSTOM \

Co-Pack and Private Label Extrusion

» Domestic ingredients anly
o Tatal traceshility

* Rigoraus testingin & aut: Safe feed-safe food member .
> Fiber vs.

» Nan ruminant: FCI certifiedfacility
fat cats

* Packaging: 4# to 50#

o Clasures: Fold over, sew, band sealiandismall SUP

Satiety and body

o Extrusian; Customizedishapes and sizes available | Weighf”czn be ol
—— , , consumers controlled in cats te
o Treats and Biscuits: Many shapes and sizes available ( X
o supply ad libitum with foods

o [agistics: Regionaltransportation, truck load and LTL

distributing co.

containing > 11.5%
total dietary fiber.

www.Consumers-Supply.com

During the study, body weight and
intake did not change for both treat-
ments. There were no differences be-
tween the two treatments for intake or
body weight at week 1 or 16 indicat-
ing that the level of TDF in both foods

DINNISSEN gaa=

0RS
60 YEARS PROCESS TECHNOLOGY

VACUUM CORE COATING WITH
PEGASUS® PADDLE MIXER

Multiple layer coater

+ 0,1% to 25% extra liquid into
pelleted products

- Fat or multiple liquids into core
of pellet

« Homogeneous coating of
vitamins, digest and additives

+ Hygienic processing

YOUR PROCESS...
...OUR CARE

PREMIUM QUALITY PELLETS
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was efficacious in promoting satiety
in cats. The results of this study dem-
onstrate that satiety and body weight
can be controlled in cats fed ad libi-
tum with foods containing > 11.5%
total dietary fiber.

Source: R.M. Yamka, et al., 2008.

Effect of total dietary fiber on satiety
in cats. FASEB J. 22: 1117.2

)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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» Employment
Wanted: Packaging Sales Professionals

— Are you tired of growing your sales but not
your income?

— Is your incentive plan a moving target that
works more as a dis-incentive plan?

— If you are ready for real change Gateway
Packaging is ready to talk to you.

— Flexible packaging, labels and multiwall bags.
— Two plants. Industry innovator. On the move.

Send your resume to: resumes@gatewaypkg.com
or call 618-219-4415.

Only serious calls.
Only sales pros.

GATEWAY

» Equipment

Rebuilt and Used Eqmpment for Sale

100 cu ft Mixing system, Scale hopper,
Scott mixer, and Surge with discharge
conveyor

Two 1,000 cu ft per hour Spray Dynamics
coating drums with spray bars

Two 1,000 cu ft per hour Mistcoaters with
Centriflows and pellet feeders

Jacobson P241D hammermill

1201 FOURTH AVE. » LAKE ODESSA, MI 48849 USA
PH. 616-374-1000 » FAX 616-374-1010
WWW.apecusa.com
e-mail sales@apecusa.com

Petfood Industry norkeiplace

» Equipment

WWW.EXTRUDER.NL / WWW.EXPANDER.NL

ALMEX

———extrusion tect niques

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.nl

e Hammermills
¢ Pellet Mills
e Conditioners
e Crumblers
e 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

CONTAINER WASHERS?
www.vandevecht.com -~
)

ot
A

Handling Tons of Pet Food Daily,
ﬁ Maximizing Cleanliness and

USDA and FDA Listed and
In Full Conformance

of Sanitary Requirements,
Deamco Bucket Elevators,
Clean-In-Place(CIP) Systems,
Vibratory Conveyorsand !
Bulk Storage Systems,

Deamco
Clean-In-Place

DESIGN, ENGINEERING & ASSOCIATED MANUFACTURING COMPANY

6520 East Washington Blvd.., City of Commerce, CA 90040-1822
(800) 933-2620 or (BBY) 933-2620 » Fax (323) 890-1139
www.deamencom * email: deamco@deamen.com

Cablevey Conveys
Crunchy Bits

B41.673.8451
wiwwt, cohlevey. com

. (630) 629-9900

wWww I'ra nEroop.iEm

Manufacture Quality Product
with the
Best Altima Hammermill

Proven, Trouble Free Performance
In difficult grind applications.
Mill Technology Company, Inc.

W 763-553-7416
ar

888-799-5988
mill-technology.com
Fast/Friendly Service
HIGH QUALITY WEAR PARTS
For most common Extruders
sk Cast D-2 Knives & Wear Rings

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

Parts =
Manufactured to OEM or Customers Specifications.

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

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

1-800-684-0042

Home page: www.newtechnology.com
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» Ingredients

MARINE
& VEGETABLE

OILS

Surprisingly Competitive Pricing

nRrRiSTO

Since 1930

1-800-ALL-OILS

ARISTA INDUSTRIES, INC.
557 Danbury Road, Wilton, CT 06897
www.aristaindustries.com

203-761-1009

Arkansas
Rice Mills, LLC

P.0O. Bow 2338 = Jonesboen, AR 72402

WE ARE THE miLt/

Tel 870-268-7500 Fax 870-268-7501
Joneshoro, Arkansas
www.arkansasricemills.com

Your source for:
¢ Pet Food Blends ¢ Pet Food Ingredients
e Trace Mineral Premixes
e Custom Blending e Packaging Services

Baltzell Agri Products
6930 F Street, Omaha, NE 68117
Ph: 402-331-0244
Fax: 402-331-0530

CE&C Q  Cereal Byproducts Company

@ . BARLEY PRODUCTS
* OAT PRODUCTS
* RICE PRODUCTS
« DRIED BREWERS YEAST
« DRIED WHEY ¢ BEET PULP
55 E. Euclid Ave., Suite 410
Mt. Prospect, lllinois 60056
PH: 847-818-1550
Web Site:

FAX: 847-818-1659

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

Industry | October 2008

3D MDB
3D HDB

Semi load lots
Satisfaction Guaranteed

barrfood @yahoo.com
Fax: {715) 267-7214

B00-526-2341

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

de Rosier, inc.

SPECIALIZING IN PET FOOD
INGREDIENTS MILLED FROM:
e corn * wheat * rice
* barley *

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

A e
Yoousr Crafm Menagement:
Rrocuremend@ompany;

Wheat - Oats - Spelt - Flax - Rye - Durum

[ Barlex - Triticale - Specialty Grains =

_, V'eT ins to the food and pet

vndusmerWé"aq %rﬁg all brgqp:p gmms
@ USDA =

e
For More Information call 800.243.7264 Déa vi;it'wwmhesco-inc.com

TOMATO
POMACE

High Quality
LaBudde Group
262-375-9111

Jedwards International, Inc.
Leading supplier of Omega-3 Oils
Supplier of Bulk Specialty Oils
to the Food, Dietary Supplement
and Cosmetic Industries

‘ tel: 617-472-9300
( J fax: 617-472-9359
! www.bulknaturaloils.com

Ingredient Supply

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

www.ingredientsupply.com

Wild Alaskan Salmon Oil

Salmon Protein Hydrolysate

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

Petfood Industry o keioloce

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

Product solutions from concept to completion

LANSING

TRADE GROUP, LLC

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

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

NATIONAL

RICE

COMPANY

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

www.hationalrice.com

) W

;”MARSHALL"}

INDUSTRIAL DRIED GOODS
Your Complete Source
for Dried Fruit Products
Producing High Quality,
Dehydrated Fruit and

ble Ingredients
et Food Manufacturers!

zing in Alternative

Pegzey 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

Product of USA

Identity Preserved Ingredients
Certified Organic & Conventional Non-GMO

. Bea.ns
* Grains Flaxseed and Flax Meal

* Seeds

* Flours

* Meals .

* Brans/Germs

« Oils/Vinegars

+» 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!

c‘;ﬁr"yéd ﬁ Botarnses

INGREDIENTS
Natural bulk ingredients for
your formulation needs.
Experts in botanical, fruit and vegetable
powders for the petfood industry.

(C, Sanimax

Your one-stop pet food
ingredient solution

v peo fibre [ €love

\/ Peos - Voriovs UA&e?
v povery meal

Ve duek mw‘

v Qenieoy\ meol

v 7 ;?or\s meal

N
V' beewers rice ‘}

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

Products in stock for immediate shipment.

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

Organic ingredients/blends

Dehydrated Potato!/
Potato blends

Oatmeal Pellets

For Dietnils Please Contact
Mary Jo Langenccker
mlangeneckeriiuscommodities-ag com

Mike Johnson
mjchnsoniuscommadities-ng.com

Paul Baisclair
phoisclarialngmalion. om

A=B00C987-1070 IE\?I":*«:*:
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» Ingredients

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, Mi

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

VITALFA® brand
Alfalfa Nutrient Concentrate
A Natural Green Coloring Agent

Vitalfa, LLC VITA ’: FA

7121 Canby Ave

PO Box 306
Reseda, CA 91335 USA

Tel: 818-T05-4100 + Fax: 818-B81-6370

E-mail: rbrewsterivitalfa.com

Website: www.vitalfa.com

WILBUR-ELLIS

SPECIALIZING IN:

EU LAMB MEATS, MEALS &
ORGANS

IMPORTED/DOMESTIC MARINE
PROTEIN MEALS

VENISON, BEEF & POULTRY
PRODUCTS

POTATO AND PEA PRODUCTS
FISH AND VEGETABLE OILS
TOMATO POMACE & ORGANICS

JUST-IN-TIME DELIVERIES FROM
INTERNATIONAL MARKETS

1613 649-2031 (PH)
DAFELSKI@WECON.COM
WWW.WILBUR-ELLISFEED.COM

CONTACT US:

» Services

» Testing

==
Bachelor Controls, Inc.

25 Years of Systems Integration Excellence

stem |
Integrator

of the YeaAr

Sabetha * Kansas City * Memphis

Blue Ridge Kennel

USDA registered research
facility performing petfood
testing since 1975.

Traditional and in-home
panels available.
Contact: Paul Plessner
telephone: 334/567-8195

Batching ¢ Extrusion ¢« MES Integration

www.bachelorcontrols.com * 785.284.3482

United Pet Foods, Inc.
Midwest — Greater Chicago Area
We have immediate capacity and space
to co-pack dry dog and cat food for your

company.
Over 30 years experience.
(574) 674-5981

Product Development

Pet Food Formula Consulting
Prototype Development

WHERE NEW IDEAS BEGIN

newproducts@petfoodingredients.com
Toll Free (800) 843-4148  FAX (843) 881-1710

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

KeNNELWOOD INC.

Twenty-five years of pet food testing for

» Packaging

FAWEMA
North America %’ ti?\’

Bag Packaging Equipment

FAWEMA North America

615 Sherwood Pkwy, Mountainside, M) 07082
Tal 908.232.1145 - Fax 908.232.9502

Industry | October 2008

» Used Equipment

FOR SALE
i Reconditloned Cookmg
‘Extruders & Dryers
'S_ingle & Twin Screw Designs
= CLEXTRAL *WENGER

palatability and nutritional adequacy.

217 356-3539

email: dowatts@aol.com

Romer Labs, Inc. offers:

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

+ Using HPLC and TLC Official Reference Methods
+ Laboratory Equipment

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

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

email: office@romerlabs.com

» Used Equipment

CUNTINEMTAL ALHA
ETUIPMENT, INC

+ New Conex Extruders and rebuilt extruders
+ Replacement parts for Insta-Pro® Model 2000 & 2500 extruders

1400 S. Spencer Rd., Newton, KS 67114
Ph: 316-283-9602 * Fax: 316-283-9584
E-mail: gary@continentalagra.com « Web: www.continentalagra.com
=S
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ADF-Amer Dehydrated Foods.........cccovviriiriirinrnrinrnrinnenn, 3
www.adf.com

ACr0glide COTP ovvvverviieriereierereie e 33
www.aeroglide.com

AFB International..........c.cccooevervieererriereeieeeieeennnn 24225
www.afbinternational.com
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www.dsmnutritionalproducts.com
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Kemin Nutrisurance Inc ........cocevevveveeeeeeeeneeeennan 18-1
www.kemin.com
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& Co - Petfood Additives..........ccovvvevveeeereeeenennn 32, 41

LONZA GIOUP ..ot 16
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NULTACEA ...ttt 35
WWW.Rutracea.com

Peel Plastic Products Ltd. .........ccocoeeeeveeeeceeeeenne, 13
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www.thepetersoncompany.com

Royal Canin SA .......cccooveeeeeee e, 21
www.royal-canin.fr
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www.spf-diana.com

Summit Ridge Farms.........cccoveevevviernieneesieceeenenns 29

Trouw Nutrition USA LLC ..oovveeeieeeeeeeeeeeeeeeee, 1BC
WWW.trouw-nutritionusa.com

Virgo Publishing LLC ......cccoevveieeeieeeeeeeiiens 34
WWW.vpico.com

Wenger Manufacturing Co ........cccevereeeieeeiennens 15,BC

Wwww.wenger.com

Essentia

Nutrition. Commitment. Solutions.

y Pet

Don’t miss any of the essential
information that DSM has to offer.

By subscribing to Essentially Pet, you can have
the next issue delivered directly to your inbox!

Subscribe today at
http://watt.netline.com/essentiallypet
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BY DEBBIE PHILLIPS-DONALDSON

Keys to new product success

f the continuing growth of our
industry is driven by trends such
as humanization, health and
convenience, those trends are
manifest in new product development

(NPD), which is exploding around the

globe (see p. 26).

To delve into this important area, we
convened a roundtable at Petfood Fo-
rum this past April in Chicago, Illinois,
USA. Panelists included:

» Greg Aldrich, PhD, owner of Pet
Food & Ingredient Technology Inc.
in Topeka, Kansas, USA (and author
of “Ingredient Issues,” p._38);

» David A. Dzanis, DVM, PhD,
DACVN, owner of Dzanis Consul-
ting & Collaborations in Santa Cla-
rita, California, USA (and author of
“Petfood Insights,” p.36);

» Patrick Moeller, a vice president with
AFB International in St. Charles,
Missouri, USA; and

» Robert Vigoureux, a consultant with
Facta International Business Sys-
tems in Belgium.

These experts had many insights and
tips, but a few themes stood out.

Blue sky or gut hunch?

Good ideas for new products or ser-
vices can come from anywhere. Usually
the process starts with customers (often
via the sales force) and may encompass
the supply chain and looking to other
industries, such as human food, phar-
maceutical and livestock/feed.

Google is famous for encouraging
its employees to spend time working
on projects that might lead to new

)Hear it online!

Go to www.petfoodindustry.
com/0810PETnpdroundtable.aspx to
listen to an audio recording of the new
product development roundtable.
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You need a clear
definition, agreement
on the timeline and

priorities.

products. But it’s not just huge Inter-
net companies that foster this type of
innovation. Moeller described AFB’s
approach: “Our technical people have
an opportunity to spend a percentage
of their time on what we call ‘blue
sky’ work,” he explained. “No targets;
they have an idea, think of something,
they try it out, demonstrate a proven
principle.”

Sometimes a less formal NPD pro-
cess works best, especially in smaller
companies, Aldrich said. Some of his
customers’ best ideas come when the
“CEO has a gut hunch, and they get it
into the market quickly, give it a test
drive and see if consumers embrace it.”

Time to shake it up

Thanks to increased consumer and
industry focus on safety, our experts
believe people are willing to consider
big changes now. But developing truly
innovative products may take a “dis-
ruptive technology,” something that
requires changes in existing infrastruc-
ture—shaking up the status quo.

One example the panelists cited
was Mars’ WholeMeals product for
dogs (see www.petfoodindustry.com/
0804PETwhole.aspx). It didn’t fit under

the guise of adding a new ingredient or
health claim, as many new products or
line extensions do, Aldrich said. Rather,
it was based on observing how dogs
feed and adapting a product’s form and

function to that behavior. And, “it’s dis-
rupted existing investments in manu-
facturing capabilities, packaging equip-
ment, logistics software, warehousing
and transportation to stores,” he added.

The growing number of less pro-
cessed petfoods—often frozen or re-
frigerated—also require new ways to
transport and display them in stores, as
well as new processes such as pasteuri-
zation or irradiation. Dzanis described
the latter as a “great additional step in
ensuring safety from a microbiologi-
cal standpoint” but acknowledged that
consumers and manufacturers might be
reluctant to embrace it.

Don’t miss the window
Education is often key to how a new
technology or product fares in the mar-
ketplace. But first it has to get out the
plant door. For a successful new product
launch, our experts said, you need clear
definition of the product, agreement
by all involved on the launch timeline
and priorities. “Separate what you want
from what you need—the ‘must haves’
from the ‘nice to haves’,” Moeller said.
“If those distract you from your needs,
you may miss your window.” o

Phillips-Donaldson is editor-
in-chief of Petfood Industry
magazine. E-mail her at
dphillips@wattnet.net.
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You see, the real story is the customer solutions we deliver,
and the lifelong business relationships we cultivate by continually
surpassing expectations. Wenger will offer you more
knowledge and skill in all aspects of extrusion and

drying than anyone, anywhere.

Talk to Wenger today, and surround yourself with
unrivaled resources for exceeding your
processing goals.

Lafe Bailey, Vice Preside
of Sales and Services ++
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