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What's good for my owner,

Exclusively distributed by Trouw Nutrition USA and manufactured by Bergstrom Nutrition, the MSM

pioneers, PurforMSM® meets rigorous quality standards to safeguard the health of your pet. Look for
high quality products made with PurforMSM®.

Contact 800.365.1357 for more information.
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www.adf.com

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

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

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

SUPERIORIBRATING, |\

For more information call: 500.456.3847 or visit us at www.adf.com |
In Europe, please-contact: ADF-CIMA Nutritlon mvt +32 56.61.7151 » E-mall:adfifcima be —_—
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The online communlty for petfood professionals
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1. Petfood Forum blog:
Get the latest updates, find out what
speakers, moderators and other par-
ticipants are planning for this year’s
event—and share your comments.
www.petfoodindustry.com

2. Latest News: Don't miss out on what's happening in the pet-
food world—this top section of our site is updated almost daily! Includes
full articles on hot topics, too. www.petfoodindustry.com

3. Industry Calendar: Keep your schedule synced up with
the most important events in petfood, plus related industries. www.
petfoodindustry.com/EventCalendar.aspx

Exclusive W
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1. NASC and supplement o

safety Read the National Animal Supple- | &%~ fj
ment Council’s full response to the new report |/ r‘ AR . |
on supplement safety. N;::,uw /
www.petfoodindustry.com/ W/ upplement Council
0901PETfeedback.aspx \ < )

2. More on the top 10 Read
in-depth profiles of these key players in the
industry. www.petfoodindustry.com/
0901PETtopl10.aspx

3. Protein alternatives Sonc,
a leading supplier of meat-derived by-prod-
ucts, explains new types of ingredients it's
developing. www.petfoodindustry.
com/0901PETcommodity.aspx.
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Palatability for wellness

% PUBLICIS ACT1V RCS Paris - B 337 934 483 - Photo : Image Source Black® - 80298

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. SPEDa/a Z'ab///Zy

www.spf-diana.com N°1 WORLDWIDE

A Diana Ingredients company
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Pennsylvania pursues
puppy mill reforms

new Pennsylvania law aims
to improve alleged “puppy
mills.” Here are some of the
law’s stipulations:

» It doubles the minimum floor space
for cages;

» It requires regular outdoor exercise
in an area at least twice the size of
the dog’s primary enclosure;

» It prohibits the use of wire flooring
and requires flooring that allows
for moderate drainage;

» It prohibits the stacking of cages;

» Itrequires veterinary examinations
semi-annually;

» It mandates that only a veterinar-
ian may euthanize an animal; and

» It requires unlimited access to water.
In my opinion, these are all steps

in the right direction. The US Depart-

ment of Agriculture-Animal and Plant

Health Inspection Service (USDA-

APHIS) lists more than 4,000 people

and facilities as licensed breeders, so

the law is good news for many thou-
sands of dogs. I hope other states use

Pennsylvania’s law as a model.

Preying on consumers

Puppy mills are nothing new. These
mass dog-breeding operations have
been around for decades. They con-
tinue to thrive because they prey on
unwitting consumers who are smitten
by puppies in pet store windows and
on fancy websites.

But, too often, behind the friendly
facade of the local pet shop, the pas-
toral scenes on a “breeder’s” website
or the neighborhood newspaper ad,
there may lie a puppy mill. These ca-
nine breeding facilities house dogs in
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Enforcement has b
historically been spotty

at best.

— Tim Phillips

shockingly poor conditions.

Life is particularly bad for “breed-
ing stock,” dogs that live their entire
lives in cages and are continually bred
for years, without human companion-
ship and with little hope of ever be-
coming part of a family. These dogs
receive little veterinary care and nev-
er see a bed, treat or toy. After their
fertility wanes, breeding animals are
commonly killed, abandoned or sold
to another mill. The annual result of
all this breeding is hundreds of thou-
sands of puppies, many with behavior
and/or health problems.

Several hundred thousand puppies
are shipped cross-country to be sold
in pet shops, but many are sold via
newspaper classifieds or websites and
are often accompanied by false claims
such as, “We’d never sell puppies from
a puppy mill” or promises that the
puppies are “home raised, farm raised
or raised with kids/grandkids.” The
ploys of the puppy mill are designed
to dupe a well-intentioned family into
buying a puppy and keeping the en-
gine of cruelty working overtime.

Law and order
Because a puppy mill is a business,
the facility is designed purely for prof-

it, not for the well-being of dogs. Laws
are on the books to provide minimum
care standards for puppy-mill ani-
mals, but enforcement has historically
been spotty at best.

The USDA licenses and inspects
“commercial breeding facilities” for
violations of the Animal Welfare Act.
Also, a handful of states have laws that
provide oversight of some breeding
operations. But puppy mills can suc-
cessfully navigate around these laws,
either by selling directly to consumers
(thereby avoiding USDA licensing re-
quirements) or by simply avoiding the
reach of law enforcement (with so few
USDA inspectors and minor fines, it’s
easy to stay in business). Note that
research facilities, such as those that
test petfood palatability, are exempt—
they already are subject to the Animal
Welfare Act.

Congratulations to Pennsylvania
for its humane efforts. It has set a
good example for other states. o

Dr. Phillips is the editor of Petfood
Industry magazine. He can be
reached at Tel: +1.815.966.5544,
E-mail: tphillips@wattnet.net.
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Marketing wanted to tell you that we
had a handle on the latest innovation
in pet food packaging.

Naturally, we had to
put a stop to that.

An innovation this big is something
you don’t announce until it’s rolling
out of the facility. Just the same,
if you want to get an early peek,
contact us today. Our marketing
department will be “freed up” by
then and ready to show you the
future of pet food packaging.

CALL: 1.905.456.3660
CLICK: www.peelplastics.com
EMAIL: sales@peelplastics.com
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Developing the best food ingredients
for Spudz and Libby and all of your pets
isn’t just our “pet project” — it’s our life.
At 3D Corporate Solutions, our passion
is producing quality food ingredients
for the pets that we all love. We offer
creative solutions to meet your needs,
customized with the essential proteins
and fats for our customers’ trusted brands.
The team at 3D Corporate Solutions
offers pet food manufacturers an entire,
value-added package — complete with

sourcing, logistics and exceptional service —
that enhances their brand and makes pet
owners return for more. All of our products
are EU-certified and SAR GAPA-certified.
PROTEIN SOLUTIONS dedicates itself
to providing spray-dried chicken and
spray-dried chicken liver, fresh and frozen
flavored meats, and other gently processed
proteins, fats and specialty products.

PET SOLUTIONS focuses on chicken
meal and chicken fat production through
protein conversion.



“I'm not just
creating solutions
for your pets ...

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

millions of our beloved pets’ bowls worldwide. i

Pets like Spudz and Libby. COI’pOI’CﬂESO'UTlOﬂS
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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Industry News
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Quick hits

The trade magazine
PET in Europe is
changing its title

to PET Worldwide,
effective with the
January 2009 issue.

Canidae All Natural
Pet Foods will be
the primary sponsor
of the Canidae Mo-
toSport Kawasaki
team for the 2009
Monster Energy
AMA Supercoss,
an FIM Champion-
ship, and the Toyota
AMA Motocross
Series.

Bentoli AgriNu-
trition plans to
intensify focus in
South and Central
America.

K9 Confections
introduces a new
website, Www.
k9confections.com,
and announces a
new line of pre-
mium all-natural
organic dog and cat
treats.

Buhler Inc.
announces the
achievement of
American Customer
Satisfaction Index
and Net Promoter
Score ratings that
exceed national
averages.

New Petfood Forum blog—

plus early bird savings!

A new Petfood Forum blog at www.petfoodindustry.com

will keep you abreast of new speakers, presentations and other
exciting news about Petfood Forum 2009 and the new Petfood

Workshop: Essential Training.

And, if you register by February 20, you can save up to 15%.
Visit www.petfoodindustry.com/petfoodforum.aspx.

Petfood Forum 2009 will take place April 20-22, 2009, at

the Hyatt Regency O’Hare Hotel near
Chicago, Illinois, USA. The key-
note speaker will be 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.

Petfood Workshop: Essential Train-
ing will take place April 22-23, 2008.
This seminar will provide a thorough
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Informative sessions
include:

>

Rick Rockhill, VP of dog
food consumables for Petco,
on what pet retailers want
from the petfood industry;
Petfood market update: the
value equation, David Lum-
mis, Packaged Facts;
Guerrilla marketing strate-
gies, Vicki Lynne Morgan,
Russmor Marketing Group;
The changing world and the
impact upon new product
development, John Adams,
consultant;

Packaging and market-

ing to the new age of pet
parents, Jim Morris, Morris
Packaging and Heartland
Ingredients;

Health and wellness in the
global petfood market, Lee
Linthicum, Euromonitor;
Performing Veterinary Oral
Health Council protocols,
Amy Dalickas, Summit
Ridge Farms;

Probiotics in veterinary
nutrition, Anton Beynen,
Beynen Nutrition;

Chelated trace minerals,
Ron Rompala, Blue Seal,
and Tom Best, Trouw;

Petfood's biggest hurdle:
ingredient approval, Jarrod
Kersey, American Feed
Ingredients Association;
The supplement side of
ingredient safety and
regulation, Bill Bookout,
National Animal Supple-
ment Council;

Creating and managing
household panels, John
Presutti, Market-i Research
Services;

Cytotoxicity testing and
quality management, Jen-
nifer Radosevich, Kemin;
How energy sources impact
production costs, product
characteristics and the
environment, Galen Rokey,
Wenger;

Functional properties of
plasma proteins, Javier
Polo, APC Europe;

New European petfood
regulations, Dr. Wolfgang
Trunk, European Commis-
sion; and

Managing your unsaleables
(damaged product), Debbie
Grosh, DLD Strategies.
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DUPLICATING ORIGINAL, FREE RADICAL
THINKING IS EASIER SAID THAN DONE.

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

Do you really want to trust the freshness of your brands to cheap imitations? With Naturox®, you not only
get originality, you get the industry standard in quality, consistency and efficacy. You're also supported by
the unmatched expertise of the scientific minds that invented natural antioxidants for pet food. Our
Customer Laboratory Services team can advise you on precisely when, where and

how much to apply. Our ingredient specialists can help custom-design a blend for each diet to ensure
optimum protection from start to finish. It's a commitment to freshness that can’t be duplicated.
To get the 100% original facts, contact your Kemin representative or visit www.kemin.com.

US 1-877-890-1462 EU +32 14 2597 80 Asia +61-2-9482 2357 South America +55 (19) 2107 8052
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Champion Petfoods blames Aus-
tralian government. Champion
Petfoods of Alberta, Canada, said it is
pulling out of the Australian market
after independent tests on its Orijen
brand of cat food showed dangerous
levels of irradiation, which is mandat-
ed by the Australian government. The
levels of irradiation, according to the
company, depleted levels of vitamin
A and caused the outbreak of serious
illness among Australian cats.

Australia is the only country of the 50
that import Orijen cat food that de-
mands petfood be irradiated, Champi-
on says. The irradiation is required be-
cause the food is not highly processed
or cooked at the same high tempera-
tures as other imported petfoods.

A spokesman for the Department of
Agriculture, Fisheries & Forestry said
Australia required all dry and semi-
dried petfood to be either heat-treated
or irradiated, and Orijen was just one
of a number of petfood manufacturers
that export to Australia.

China admits to melamine use.
Chinese authorities have admitted
that some ingredients used to make
petfood did contain melamine. Ac-
cording to a report in USA Today, the
admission led to increased investiga-
tions into two Chinese companies and
their links to extensive animal food
recalls here. It also noted that China
claims melamine did not harm pets.

“There is no clear evidence showing
melamine is the direct cause of the poi-
soning or death of the pets ... China is
willing to strengthen cooperation with
the US side ... to find out the real cause
leading to the pet deaths to protect the
health of the pets of the two countries,”
Beijing’s Ministry of Foreign Affairs
was quoted by US4 Today.

The US Food and Drug Administra-
tion announced it will be going to
China to conduct inspections.
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FINDING WAYS TO BUILD STRONG BODIES g *
AT THE MOLECULAR LEVEL IS AN EXERCISE 4
OUR SCIENTISTS COULDN'T RESIST. Py 4

—_—

Introducing the Kemin Functional Ingredient Line.

Today’s pet owners understand nutrition is key to their pet's well being, and they actively look

for brands that offer unique functional benefits. It's what got our scientists all pumped up

about developing our new Functional Ingredients line. Nutrikem”brand enzymes to improve nutrient
bioavailability and digestive health. XanthaGLO® brand lutein as a nutritive antioxidant and for eye
health. KemTrace® brand Zinc Plus to supplement pet diets with zinc propionate. And Subactil," that
maintains a healthy balance of gut microflora for gastrointestinal health. Each of these ingredients
not only maintain pet health, they help build stronger petfood brands.

To learn how, call your Kemin representative or visit www.kemin.com.

US 1-877-890-1462 Asia +61-2-9482 2357

@ INSPIRED MOLECULAR SOLUTIONS" .}*
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19th Annual Feeds & Pet
Food Extrusion Short
Course, February 1-6, 2009,
Texas A&M University, College
Station, Texas, USA. Contact: Dr.
Mian Ruiz, Tel: +1.979.845.2774,
Fax: +1.979.458.0019, mnriaz(@
tamu.edu, www.tamu.edu/extrusion.

Global Pet Expo, February
12-14, 2009, Orange County
Convention Center, Orlando,
Florida, USA. Contact: APPMA,
Tel: +1.203.532.0000, Fax:
+1.203.532.0551, globalpetexpo.org/
contactus.asp, globalpetexpo.org.

March
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ZooExpo, March 21-22,

2009, Exporama Trade Fair
Centre, Oslo, Norway. Contact:
Norwegian Pet Trade Association
(NZB), zooexpo@nzb.no, www.
nzb.no.
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H.H. Backer Spring
Trade Show, April 3-5,2009,
Atlantic City, New Jersey, USA.
Contact: H.H. Backer Associates
Inc., Tel: +1.312.663.4040, Fax:
+1.312.663.5676, hhbacker@,
hhbacker.com, www.hhbacker.
com.

Petfood Forum, April
20-22, 2009, Hyatt Regency
O’Hare, Chicago, Illinois,

USA. Contact: Jackie Thrash,
Tel: +1.404.760.2823, Fax:
+1.404.760.0998, petfoodforum@
meetingexpectations.com, Www.

petfoodindustry.com.

Petfood Workshop:
Essential Training, April
22-23,2009, Hyatt Regency
O’Hare, Chicago, Illinois,

USA. Contact: Jackie Thrash,
Tel: +1.404.760.2823, Fax:
+1.404.760.0998, petfoodforum@
meetingexpectations.com, Www.
petfoodindustry.com.

A complete listing of 2009 events

is available at PetfoodIndustry.com

For daily interaction with the petfood market visit
the new Petfoodindustry.com!

Community, Content, Collahoration

We've relaunched www.petfoodindustry.com so you can have

Community inferaction with industry professionals on an endless variety
of fopics, access industry Content on specific topics and Collaborate
with partners on current projects.

Look for more information on www.petfoodindustry.com in
coming issues of Petfood Industry, Pet E-News and Petfood

Industry’s Nutrition News.

Petlfg ustry

www.petfoodindustry.com

KNOWLEDGE SOLUTIONS | SUCCESS
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UK petfood market gains
from humanization

UK pet owners’ tendency to humanize their animals has
led to a greater willingness to indulge them with accessories
and treats, according to an article on Brand Republic.com.

This has created market expansion that mimics those
found in items for humans including treats, gifts and ser-
vices such as grooming. Petfood is the biggest category in
this market, and thanks to the rise in premium products it

has grown in value, though it is uncertain whether this will We n g e r I n d u Stry PO I |

continue in the economic downturn.

Petfood mirrors the trends seen in groceries as a whole— § I
convenience, improved packaging, natural ingredients and Ad d yo u rin p Ut
a shift to premium products are noticeable. In health terms, tO th e d Ia | 0 g ue.
pets are suffering from similar complaints as their owners,
such as obesity and age-related problems. To answer the poll question, log on to

UK spending on petfood and pet care rose 14% between www.petfoodindustry.com

2003 and 2007, says the article, and Mintel predicts the mar-
ket will reach a value of almost £3 billion (US$4.6 billion)
in 2008. Mintel also anticipates that by 2013 the market will
be worth £3.4 billion (US$5.2 billion)—a rise of 14% since
2008. With inflation taken into account, this equates to 2%
growth in real terms, said the article.

WENGER®

<ZXTTTIes '0Ur Sourcetor Dried Producis

Producing High QUALITY, Dehydrated Fruit and Vegetable
INGREDIENTS

Ingredients for Pet Food Manufacturers!

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

Contact Us About Contract Drying Opportunities

1-800-796-9353

Visit our new Website
waw.murshu|hngredlenis.mm'

]
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News >

Del Monte has high
expectations for 2009

With an 18.7% increase in pet product sales during the
second quarter, Del Monte Foods Co. of San Francisco,
California, USA, has high expectations for its fiscal year
2009, according to a story from PetProductNews.com.

The company expects sales for the year to grow be-
tween 8 and 10% during fiscal year 2008 (earlier forecasts

predicted between 6 and 8%). According to the story, the
company had pet product sales of US$409.1 million for
its second quarter ending October 26, 2008, compared to
US$344.6 million in the same period in 2007.

Del Monte said increasing pet product growth, outpac-
ing an overall sales growth rate of 11.5% for the quarter,
is due to pricing actions for petfood and pet snacks, new
product volume (primarily from Meow Mix product in-
troductions) and existing product volume growth.

Alltech Young Scientist
Program receives record
number of applicants

Alltech, a global leader in animal health and nutrition,
has received a record number of applicants to its Young
Scientist Program—842 students have already submitted
applications globally.

“In a year of gloom and doom in the world economy,
it is thrilling for us to see so many young minds inter-
ested in our industry,” said Dr. Pearse Lyons, president
and founder of Alltech. “The Alltech Young Scientist
Program is an incredible venue for undergraduate and
graduate students to involve themselves professionally in
animal science on a global level.”

The winners of the undergraduate and graduate Young
Scientist Awards will be announced during Alltech’s
25th International Animal Health and Nutrition Sympo-
sium May 17-20, 2009, in Lexington, Kentucky, USA.

122

Certified

Women’s Business Enterprise
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Your customers will be pleased
when you specify natural-source
OxyGon® or synthetic OxyBlock®
antioxidants to help maintain
freshness and top quality in
your pet foods.

In the current economic situations,
why pay more for other stabilizers?

Keep your profits UP and the
complaint folder EMPTY
with Ameri-Pac antioxidants.

Ameri-Pac’

800.373.6156
www.Ameri-Pac.com
St. Joseph, Missouri
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LOoNza

Victam, Petfood
Forum announce
new events

Victam recently announced two
events—Victam Asia 2010 & FIAAP
Asia 2010 and GRAPAS Asia 2010,
according to FeedLink.

The former will be held March 3-
5, 2010, at the Queen Sirikit National
Convention Center in Bangkok, Thai-

land, with a

’ greater  em-

VICTAM hsis o

biomass and

Asqu\ bio-energy.
Petfood  Fo-

rum Asia 2010 will be a one-day con-
ference as part of Victam Asia 2010.

GRAPAS Asia 2010 will include
suppliers of equipment, technology
and ingredients for flour milling and
grain and rice processing.

For more information, visit www.
victam.com.

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

Websites give
food to shelters

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
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Feedback

NASC responds to report

am writing in response to “NRC
publishes new report on supple-
ment safety” (“Petfood Insights,”
November 2008, p. 36).

The report came from a commit-
tee formed by the National Research
Council (NRC). While not a commit-
tee member, as president of the National
Animal Supplement Council (NASC)
I was asked to make presentations and
submit information. In addition, I and
other experts reviewed the committee’s
findings and provided comments.

While I believe some of the report’s
conclusions are technically correct with
respect to safety under the current sys-
tem of evaluating and approving feed in-

gredients, animal owners who use these
products and businesses who sell them
should realize this is complex. Readers
of NRC’s oversimplified brief or articles
based on it may have the impression that
the animal supplement industry has not
made an effort to monitor product qual-
ity, safety and risk or establish a system
of responsible conduct. Those familiar
with NASC know this is inaccurate.
NASC was established in 2002 be-
cause current laws were developed prior
to the widespread use of animal supple-
ments. Most stakeholders agree that ap-
plying drug laws or feed laws to animal
supplements under existing regulations
does not work. NASC’s mission is to

work cooperatively with state and fed-
eral regulatory agencies to ensure ani-
mal owners continue to have access to
these products, while creating rigorous
systems to ensure quality and risk man-
agement for products and ingredients.

[

Bill Bookout, President
NASC
Valley Center, California, USA

- when you are looking for real value
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Do business with BH]...
- and serve the best for pets!

e Nutrition
e Palatability
e Treats

100

&0

"% of intake

Head office +45 74 35 35 35

www.bhi.com

= Corn Wet Milling Yeast

Brewtech” Dried Brewers Yeast
Palatability for Pet Foods

Dogs Cats

Brewtech

ops and cats preferred Brewiech™ 2:1.
Dog I cats pref 1 B tech™ 2:1

(research available upon request)

INTERNATIONAL INGREDIENT CORPORATION

5t. Louis, Missouri
Ph: 636-343-4111
iica com
WWW. L0
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i-'_:L_ast Chance to Receive Early Bird Rate

Learn How To Leverage the Human-Pet Bond - #1 Factor Driving Petfood Market Growth

New

PetfoodWorksho%

: ¥ h ESSENTIAL TRAINING
i . - : April 22-23

Register Today to Receive Early Bird Rate

PEt O O d FO r u % for Petfood Workshop: Essential Training

. New to the petfood industry, or need a refresher
Aprll 20-22 course? Petfood Workshop: Essential Training

_ _ offers extensive knowledge and peer networking
Join Petfood Industry magazine at Petfood Forum opportunities through roundtable discussions

2009 to learn about the major reasons the petfood and panels:
industry is experiencing such phenomenal growth
— the human-pet bond — and how your business can

+ Thorough overview of the petfood market

- Industry structure and key players

benefit. And don't miss out on the early bird SangS, . New product introductions are at record levels.
Find out how new product growth impacts

Learn from Human-Pet Bond Expert Marty Becker, ) :
the petfood industry, as well as your business.

DVM, and author of The Bond as he focuses on this

unique connection — and how petfood companies should market to this Workshop Break-out sessions delve into
audience - in Petfood Forum’s first-ever keynote address. four fundamental areas of petfood:
Other sessions will include: - Nutrition and ingredients

+ Processing

- Regulatory
Information on the latest market trends - Packaging

Rick Rockhill, Petco VP, on what retailers want from the petfood industry

Guerrilla marketing strategies
You can SAVE UPTO 15% Here’s How...

Register for both Petfood Forum 2009 AND Petfood
Workshop: Essential Training by February 20, 2009,

for $1,360 — you save nearly 15%. Seating is limited
Petfood’s biggest hurdle: ingredient approval for the Petfood Workshop.

Packaging and marketing to the new age of pet parents
Creating household panels

Performing Veterinary Oral Health Council protocols
Cytotoxicity testing
« The changing world and its impact on new product development

Attending the Petfood Workshop: Essential Training

only? Register by February 20 and receive the
How energy sources impact production costs, product characteristics “Early Bird" rate of $645, nearly 15% off the retail

and the environment rate of $750.

SAVE 15% - SIGN UP FOR PETFOOD FORUM 2009 TODAY
When you register for Petfood Forum 2009 before February 20, 2009,
receive the Early Bird rate - $855, nearly 15% off the show day rate!

Log on to www.petfoodindustry.com/petfoodforum.aspx for more information.

Peffood WAIT
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Attendee Registration Form

Or register online at www.petfoodindustry.com/petfoodforum.aspx

Petfood 2 Petfoo

dWorkshop%

ESSENTIAL TRAINING
April 20-22, 2009 April 22-23, 2009

Petfood Hyatt Regency O'Hare Hotel | Chicago, lllinois, USA VVA IW l

Industry
T Petfood Forum One-day rate Exhibit-hall only
Registration date (full event) April 21,2009 pass
Prior to or on February 20, 2009 Us$855 $515 US$350
After February 20, 2009 US$995 US$595 US$350

Petfood Workshop
Petfood WorkShOP discounted rate if also registered
only
for Forum
uss$645 $505
USS$750 $595

Please type or print CLEARLY, IN CAPITAL LETTERS (as you would like it to appear on your name tag):

Name (last, first)

Job title Company name

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

URL

Additional attendees

Organizational function (e.g., marketing, management, R&D, etc.):

Industry segment (e.g., manufacturer, supplier, government, etc.):

Product segment (e.qg., dry, wet, treats, etc., or equipment, ingredients, etc.):

Do you subscribe to Petfood Industry magazine? (Circle one.)  Yes No

Method of payment: Check [T Money order (1 MasterCard CIVISA 1 American Express (1 Discover

Name on credit card Card number

Signature

Expiration date

Event registration includes all refreshment breaks, receptions and meals except dinner. Exhibit-hall-only pass includes only refreshment breaks and reception.

Please return this form with full payment
(payable to Meeting Expectations—Petfood Forum/Workshop 2009) to:
Petfood Forum/Workshop 2009
c/o Meeting Expectations
3525 Piedmont Road NE, Building 5, Suite 300
Atlanta, Georgia 30305-1509 USA
Fax +1.404.240.0998

NOTE: Registrations will not be processed without payment. Rate is determined by date payment is received.

Prior to February 20, 2009, attendee registration fees are refundable minus a cancellation fee; contact Tara Smalley at
petfoodforum@meetingexpectations.com or +1.404.760.2823. Substitution of regi 1p |is available at no charge.
WATT Publishing Co. reserves the right to substitute speakers and change schedule asnecessary. If anyone in your party requires

special assistance, please contact us.

PLEASE MAKE HOTEL RESERVATIONS
DIRECTLY WITH THE HYATT REGENCY
O’HARE HOTEL

In the US, Canada and territories, call
+1.800.233.1234. All others, call
+1.847.696.1234. Or visit http://ohare.hyatt.
com/groupbooking/chirowatt2009. Be sure to
identify yourself as a Petfood Forum 2009 or
Petfood Workshop: Essential Training participant
prior to April 1,200, to receive our special
group rate. Room availability is limited;
reservations will be handled on a first come, first
served basis.
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_ New on the Shelves
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Nutri-Vet salmon puffs >>

Nutri-Vet now offers Alaskan Salmon Puffs treats for dogs. Omega-3 essential fatty acids
from wild, non-farmed Alaskan salmon, natural blueberries, cranberries and sweet potatoes » d ”‘mk,ﬂl
all are in the puffs. According to the company, the treats contain no artificial colors, preserva- “ II Pﬂ f_f
tives or flavors and are available in a 4-ounce resealable bag. www.nutri-vet.com

i

VITALITY <« Dry food for dogs

Dogswell recently added dry food for dogs to its line. The company’s Happy

L = Hips and Vitality Chicken & Oats Recipes feature chicken, carbohydrates,
fresh fruits, vegetables and minerals. Happy Hips was designed for adult
dog joint maintenance, and Vitality contains omega-3 and 6 fatty acids and
vitamins A and E to help maintain healthy skin and shiny coats for dogs.

www.dogswell.com

CHICKEN &
OATS RECIFE

Grain-free dog food »

Canidae offers Grain Free Salmon Meal Formula for dogs, made with 80% meat protein
and 20% fruits and vegetables, designed to increase energy levels. The grain-free product
contains no corn, wheat, soy, grain fractions, glutens or fillers, according to the company.
The formula is available in 5-, 15- and 30-pound bags. www.canidae.com

INN{WA p—

{(C Natura relaunches Innova

Natura Pet Products recently relaunched its flagship Innova

brand. Products in the brand follow a holistic formula and

include ingredients from meat, dairy, vegetable, fruit and

grains groups, according to the company. Included in the
relaunch are the company’s Adult Dog Food-Large
Bites and Cat and Kitten Food. www.innovapet.com
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orldwide retail sales of dog
and cat food topped US$45
billion in 2007, according
to data from Euormoni-

tor International. That’s a total growth
of almost 43% from the 2002 amount
of US$31.57 billion, and according to
Euromonitor, global retail sales of pet-
food will only continue to grow. Market
researcher David Lummis of Packaged
Facts contends there are three primary

trends driving growth in the interna-
tional petfood and pet treats market:
humanization, convenience and health.
Even with the world going through an
economic crisis, indicators continue to
bode well for the ongoing expansion of
the global petfood market, which just
may be recession proof.
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Running with the big dogs

The global petfood market is cur-
rently riding a strong wave of growth,
especially in emerging markets. Take
Brazil, for example, whose companies
Total Alimentos SA and Nutriara Ali-
mentos Ltda. have already begun climb-
ing from last year’s positions in the top
10 to more secure spots in the ranking.
Dropping off the list this year is Nutro
Products Inc., which was bought by
Mars Inc. in May 2007. Replacing it is
Japanese company Nisshin Petfood Inc.,
subsidiary of Nisshin Seifun Group.

1, Miges e,

World headquarters: Mclean,
Virginia, USA (Mars Petcare: Franklin, Ten-
nessee, USA)

Approximate 2007 global retail
sales: US$11.8 billion

Officers: Luc Mongeau, president, Mars
Petcare US

Top brands: Pedigree, Cesar, Sheba,

Nutro, Goodlife Recipe, Whiskas, Greenies,
Royal Canin
New products: Sheba Premium Cuts,
Cesar Single Pouches, Whiskas Oh
So ... (UK), Whiskas Steam Cooked
Pouches, Whiskas Purrfectly
Chicken, Whiskas Purrfectly Fish,
Pedigree Joint Care Dog Treats
(UK), Royal Canin Mini Dachs-
hund, Royal Canin Medium
Bulldog, Royal Canin Active
Mature for Cats

Websites: www.mars.com;
www.morspetcare.com
There are more variet-
ies of Pedigree dog food
than any other petfood
brand in the US, and Whis-
kas cat food is available in
more than 40 markets world-
wide, according to Mars Pet-
care. The pet division of Mars
Inc. can continue to make such
impressive boasts as the petfood
giant remains on top of the heap,
while always innovating and growing.
Sales across its core brands, such as Ce-

sar, Whiskas and Sheba, have remained
strong despite a voluntary US recall in
late 2008 because of possible Salmo-
nella contamination.

O’ Roy dog food
and Special

Kitty  cat

food were removed from

grocery shelves, and consequently

the Everson, Pennsylvania, USA, plant

where the contamination was first de-
tected was shut down.

Regardless of such setbacks, newer
brands such as Goodlife Recipe, Whole-
Meals and Nutro (which Mars acquired
in May 2007) are adding great depth to
this petfood monolith’s ever-growing
portfolio of products. Not only topping
the chart in total sales of dog and cat food
(see Table 1), Mars Petcare also finds it-
self leading the pack when it comes to
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new product launches, with 254 SKUs in
cat food products and 248 SKUs in dog
food products (see Tables 3, p. 25, and 4,
p. 28). With its acquisitions over the past
few years, pet products are now a larger
part of Mars North America sales than
its snack foods division.

2o Nesdi6 SA

World headquarters: Vevey, Swit-
zerland (Nestlé Purina PetCare: St. Louis,

Missouri, USA)

Approximate 2007 global retail
sales: US$10.9 billion

Officers: W. Patrick McGinnis, CEO,
Nestlé Purina PetCare; Terrance Block,
president, PetCare NA; Rock Foster, CFO

Top brands: Puring, Purina One, Alpo,
Beneful, Busy Bone, Chew-rific, Deli-Cat,
Dog Chow, Fancy Feast, Friskies, Gour-
met Gold, Mon Petit, HiPro, Kibbles and
Chunks, Kit ‘N Kaboodle, Mighty Dog,
Pro Plan, TBonz, Purina Veterinary Diets,
Whisker Lickin’s

New products: Pro Plan Shredded
Blends, Alpo Chophouse Originals, Beneful
Playful Life, Beneful Snackin’ Slices, Pro
Plan Selects Dry Dog Food

Websites: www.nestle.com; www.purina.
com

According to Euromonitor, Nestlé
had a 5% year-to-year sales growth from
2006 to 2007 (see Table 2, p. 24). Last
year (2007-2008), Purina PetCare gener-
ated sales growth of about 6% to 7%, de-
pending on foreign exchange rate vari-
ables considered, according to St. Louis
Business Journal. The division achieved
9.5% organic growth during the first
three months of 2008, including double-
digit growth in markets outside the US
and Europe, according to its first-quar-
ter report. “(Purina PetCare) organic
growth continued to be driven by stra-
tegic brands, new product launches and
product mix improvements,” Nestlé
stated in the report.

Superpremium brands appear to be a
growing strength for the division. Purina
PetCare consumer research found there
was an unmet demand for “a dog food
that went beyond keeping dogs healthy
and active,” according to its annual re-

Table 1: Top 10 in global petfood

Approximate global dog and cat food sales in 2007 place these 10
companies at the top of the petfood chain. Source: Euromonitor international

2007 retail sales

Year-on-year

growth %
Company USS$ billions 2006-07
Mars Inc. US$11.8 9.8%
Nestlé SA Us$10.9 5%
Colgate-Palmolive Co. US$3.0 8.3%
Procter & Gamble Co. US$2.99 3.4%
Del Monte Foods Co. US$1.7 1.5%
Agrolimen SA US$.61 4.3%
Uni-Charm Corp. US$.31 4.1%
Nutriara Alimentos Lida. US$.27 391%
Total Alimentos SA US$.23 19%
Nisshin Seifun Group US$.20 1.9%

port. Purina PetCare conducted a limited
launch of Beneful in the US beginning
in 2006 and has captured 6% market
share in its targeted markets, according
to the St. Louis Business Journal 2008
article. In the hope of expanding on that
success, the company rolled out the
Beneful product line—

includingthe
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new Play-

ful Life blend and the

Snackin’ Slices dog treats—na-
tionally during first quarter 2008.
In addition to Beneful, Purina
PetCare’s superpremium cat foods un-
der the Fancy Feast, Gourmet Gold and
Mon Petit brands also are performing
well, according to the company.

REEolcatesRAIMOLive

World headquarters: New York, New
York, USA (Hill’s Pet Nutrition: Topeka,
Kansas, USA)

Approximate 2007 global retail
sales: US$3.0 billion

Officers: Robert Wheeler, Hill’s Pet Nutri-
tion CEO; Neil Thompson, Hill’s Pet Nutri-
tion president of Americas; Janet Donlin,
Chief Veterinary Business Channel

Top brands: Hill's Science Diet, Hill's
Prescription Diet

New products: Healthy Development
Original Puppy and Kitten, Nature’s Best
Dog and Cat, Tender Chunks in Gravy Cat

Websites: www.colgate.com; www.
hillspet.com; www.hillsvet.com

Hill’s Pet Nutrition just squeaked by
P&G Pet Care in total global retail sales,
according to Euromonitor, with US$3
billion (see Table 1). With a strong 8.3%
year-to-year growth rate (Table 2, p. 24),
Hill’s continues to measure its success
by building and strengthening relation-
ships in the veterinary profession, while
focusing on continuous innovations in
health, wellness and therapeutic petfood
nutrition.

Holding the third and fourth posi-
tion in new product launches for cats
and dogs, respectively, Hill’s continues
to expand its core brands with Science
Diet Healthy Development Original
Puppy and Kitten formulas, Science
Diet Nature’s Best dry food for Cats and
Science Diet Tender Chunks in Gravy
Cat. Hill’s also relied on its veterinary
alliances to help spotlight a variety of
pet health concerns and spread consum-
er awareness this year, including about

Petfood Industry
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dental health, canine cancer, pet obesity
and proper pet diet.

4, IProciar & Gambils

World headquarters: Cincinnati, Ohio,
USA (P&G Pet Care: Dayton, Ohio, USA)

Approximate 2007 global retail

sales: US$2.99 billion
Officers: A.G. Lafley, CEO and chairman
Top brands: Eukanuba, lams

New products: lams Veterinary For-
mulas Feline and Canine (in wet and dry),
Eukanuba Naturally Wild Dry Dog Food

Websites: www.pg.com; www.eukanuba.

com, www.iams.com

Capture The Power
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PERFECTING THERMAL PROCESSING WORLDWIDE

Conveyor Driers, Truck/Tray Driers, Impingement Ovens,
Advanced Control Systems, High-Sanitary Design

www.aeroglide.com/petfood
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Despite

much speculation

whether Procter & Gamble would

sell their petfood brands after the 2007

recalls and dropping sales and shares,

P&G Pet Care remains a fixture on this

year’s top 10 list, although falling one

position from the previous year. P&G

Petcare managed a healthy US$2.99 bil-

lion in retail sales in 2007, with a strong

showing in new product launches in

both dog and cat food (Tables 3, facing
page, and 4, p. 28).

The company has followed trends
this year such as health and wellness,
humanization and natural with its US
product launches. P&G’s lams brand
released Veterinary Formulas for cats,
dogs and puppies in both wet and dry
varieties, including formulas targeting
skin and coat, intestinal problems, uri-
nary problems, multistage renal, weight

Table 2: Top 10 global
growth leaders

These petfood companies
experienced the highest % of
year-on-year growth (2006 to
2007). Source: Euromonitor International

Dog and o

cat food % change
Nutriara Alimentos o
Ltda. Sl
Total Alimentos SA 19%
Mogiana Alimentos o
SA 17.3%
Prosper de Mulder =
Ltd. 10.7%
Mars Inc. 9.8%
Colgate-Palmolive 8.3%
Co.

Champion SA 7.4%
Nestlé SA 5%
VIP Petfoods Pty Ltd. 4.4%
Agrolimen SA 4.3%
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Table 3: Top 10 new cat Smnld hseli.ds Sliced Treats, Nature,s Recipe year in a row, earning US$1.7 billion in
raaucHlauncha: Healthy Skin & Coat Treats, Nature’s Recipe 2007 and 1.5% vear-to-vear erowth rate
P Joint & Hip Treats, Nature’s Recipe Teeth & D70y yearg

The top companies for new Breath Treats, Pup-Peroni 50 Calorie Snack ~ (1able 1, p. 23). “T am pleased with the
global cat food product Pouch, Kibbles ‘n Bits Wholesome Medley company’s (sales) performance driven
launches in 2008. Source: Mintel Website: www.delmonte.com by strong Volume, primarﬂy 1n consum-
Global New Products Database ' ' er products, as well as effective pricing
Number of Del Monte Pet Products grabbed actions and successful new product
Company new products* the number five position for the second sales,” said CEO Richard G. Wolford in
Mars Inc. 254
Nestlé SA 178
Colgate-
Palmolive Co. &4
Procter &
Gamble Co. £
Nisshin Seifun
31
Group
Del Monte
Foods 22
Almo Nature 19
Affinity Petcare 14
MPM Products 13
Bennet 13
Total 1,135
Sample

*January 1, 2008 through December 2, 2008

loss, weight control and joint health. c A" B AE
Eukanuba also introduced a new line :

of dry dog food named Naturally Wild :

in formulas such as New Zealand Veni- : T“ I s Fnsp
son & Potato, North Atlantic Salmon B

& Rice and Country-Grown Turkey &
Multigrain. The natural formulas tout
natural fish oil, antioxidants and a claim
of no meat by-products or corn, accord-

ing to the company. pT- K_ a;oo
5 Dol Momtsoods | OPEN-MOUTH WR

World headquarters: San Francisco,
California, USA

Approximate 2007 global retail
sales: US$1.7 billion

Officers: Richard G. Wolford, chair-
man, president and CEO; Jeff Watters, Del
Monte Pet Products senior VP

Top brands: Meow Mix, Kibbles n’ Bits,
9lives, Milk-Bone, Pup-Peroni, Pounce, :
Gravy Train, Jerky Treats, Canine Carry - oy

Outs, Snausages, Nature's Recipe (Cat and g 3 PHF'HHPF Tflfh
Dog), Alley Cat, Meaty Bone " Systems

New products: Nature’s Recipe Farm

)

January 2009 | Petfood Industry | 25


http://www.delmonte.com
mailto:info@premiertechsystems.com
http://WWW.PETFOODBAGGING.COM

north america 636.634.4378 800.218.5607

latin america 54.11.4894 8570
latinoamerica@afbinternational.com.br

europe 31.73.56325777 asia/pacific 61.398.799093

northamerica@afbinternational.com europe@afbinternational.nl khall@afbinternational.com
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Alice Isn’t Perfect.
But With AFB’s Technologies,
Her Supper Is.

Today, pet food manufacturers aren’t just providing nutrition, they’re providing
solutions to many of the problems dogs and cats experience. Making sure that these
exciting new specialty foods 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 works closely with pet food manufacturers worldwide to meet their objectives

in custom product development. Laboratory methodology, superior formulations and
nutrition delivery are just a few of the ways in which ongoing developmental assistance
is provided. Just as importantly, AFB’s customer service team insures consistent,
customized product availability whenever and wherever in the world it is needed.

To learn more about AFB’s remarkable custom capabilities, contact a sales director
listed below or visit www.afbinternational.com.

AFB

» | International®

austraia 61.359.711105 ( Optimizor' ( BioFIavor' ( Enticer'
Iselefto@inghams.com.au | Palatability /. | Palatability | Palatability
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Table 4: Top 10 new dog
product launches

Top 10 companies for new global
dog food product launches in
2008. Source: Mintel Global New Products
Database

Compan Number of
pany new products*

Mars Inc. 248

Nestlé SA 139

Del Monte Foods 35

Colgate- 33

Palmolive Co.

Pets at Home 31

Procter & 25

Gamble Co.

Nature’s Gift 20

Lion Corp. 19

Herrmanns 18

Hundefutter

Progetto Europa 17

Total Sample 1,868

*January 1, 2008 through December 2, 2008

a 2008 statement. “However, our busi-
nesses continue to be negatively impact-
ed by inflationary cost pressures ... and
cost increases.” One of the contributors
to reduced profits and higher expenses
was an undisclosed amount of general
and administrative expenses related to
Del Monte centralizing the marketing
and certain related functions of its pet-
food operations in San Francisco, Cali-
fornia, USA, relocating the operations
from Pittsburgh, Pennsylvania, USA,

OxOASE0N Premiumm

the company said.

Del Monte snagged 35 SKUs in new
dog product launches this year (Table
4), with the help of such products as the
50 Calorie Snack Pouch treats for dogs,
which relied heavily on the humaniza-
tion and pet wellness trend. Marketers
for Del Monte in 2008 followed another
trend by developing television programs
that are centered on their products. The
Meow Mix line of cat food from Del
Monte underwrote a game show for the
Game Show Network cable channel in
the US.

® Agraltimem SA

World headquarters: Sant Cugat
del Vallés, Spain (main plants/facilities: El
Monjos, Spain; La Chapelle Vendoméise
and Moulins, France)

Approximate 2007 global retail
sales: US$0.61 billion

Officers: Mario Franques, markets man-
aging director; Joan Sanahujes, VP market-
ing; Franc Andreu, operations managing

director; Frances Blanch, VP R&D

Top brands: Affinity, Ultima, Brekkies,
Brekkies Excel, Advance, Advance Veteri-
nary Diets, Premium Dog, Rubadub (treats)

New products: Brekkies Excel Tender
& Delicious, Ultima Cat Sterilized & Ultima
Dog Sterilized, Ultima Cat Shine & Beauty,
Ultima Cat Senior, Ultima les Repas Equili-
bre, Brekkies Excel Cat Original

Websites: www.affinity-petcare.com

Affinity Petcare has been striving to
produce novel, healthy products for pets
for more than 40
years. Ranked
number six in
our annual list,
the  company
offers a wide
range of prod-
ucts, from spe-
cial veterinary
diets to super-
premium foods

real challenger in the petfood category.
With plenty of years of experience in
the industry and the kind of success to
make even larger manufacturers take
notice, Affinity Petcare seems poised to
keep running with the big dogs in the
future.

Affinity products are distributed
mainly in the European Union, but the
company is building a distributor net-
work within the fast-growing Eastern

European  petfood

market, too.

Russia, Turkey and Ukraine now
carry Affinity products, and petfoods
are even available in specialty stores in
countries such as Israel and Kenya. The
company has many growth opportuni-
ties in terms of geographic expansion
and hopes to extend its presence in other
markets having high pet ownership con-
centrations.

7. Uni-Clharm Cerp.

World headquarters: Tokyo, Japan

Approximate 2007 global retail
sales: US$0.31 billion

Officers: Toshio Takahara, chairman;
Gumpei Futagami, president/CEO

Top brands: Aiken Genki, Neko Genki,
Gaines

New products: Ginno Sara Kyono
Gohobi (treats)
Website: www.unicharm.co.jp; www.
uc-petcare.co.jp

Unicharm PetCare Corp. is a divi-
sion of Tokyo-based conglomerate Uni-
Charm Corp. and is continuing to take
advantage of Japan’s steadily growing

Higher delta tocopherol antioxidant

naturally increases product shelf life.

Powder or Liquid

Amer

Petfood Industry

i-Pac.com 1 -800-373-6156

to value-priced
products  for
cats and dogs.
Affinity attests
that it is the next

pet population. Unicharm PetCare of-
fers the Aiken Genki, Neko Genki and
Gaines brands. These products aim to
achieve an ideal nutritional balance for
each pet in light of its age, physical attri-
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butes, physical condition and preferenc-
es, according to the company. To dif-
ferentiate itself from other fast-growing
Japanese petfood manufacturers, like
Nisshin Petfood Inc., Unicharm empha-
sizes the speed of converting consumer
needs into products and applying tech-
nology to premium foods.

The company must be doing some-
thing right, with US$0.31 billion in
sales in 2007 (Table 1, p. 23), despite not
raking in a high number of SKUs in new
petfood products. To continue a healthy
growth, Unicharm faces challenges in
improving product quality, safety con-
sciousness and gaining profits in an
environment where raw materials are
increasingly expensive for everyone.

8. Nurtriara

World headquarters: Arapongas,
Parand State, Brazil

sty

LEAVE YOUR EDITORIAL
EXPOSURE OUT THERE

REPRINTS ARE IDEAL FOR:
New Product Announcements
Sales Aid For Your Field Force
PR Materials & Media Kits
Direct Mail Enclosures

Customer & Prospect
Communications/Presentations
Trade Shows/Promotional Events
Conferences & Speaking Engagements
Recruitment & Training Packages

For additional information, please contact Foster Printing
Service, the official reprint provider for Petfood Industry.

FOSTER

PRINTING SERVICE

Call 866.879.9144 or
sales@fosterprinting.com

Approximate 2007 global retail
sales: US$0.27 billion

Top brands: Foster, Freddy’s, Bybos, Dog
Show, Blog Dog, Dog Friends, Tommy, Full-
dog, Floop, Dunga, Ringo, Pitoko Mix, Pitty,
Bidu, Street Dog, Pitukdo Pitukinha, Gatto,
Pitukats, Mingau, Bancook, Show Dog
New products: Bancook Big, Bancook
Nifio, Show Dog Soft Bone, Show Dog Kid
Bone, Show Dog Palititos

Website: www.nutriara.com.br

The first of our two returning pet-
food companies from Brazil, Nutriara
Alimentos Ltda. was founded in 1991.
Initially production was directed at
birds, pigs, bovine and equine breed-
ers—it wasn’t until 1996 that the com-
pany opened the pet segment of its busi-
ness. Nutriara expanded its activities
and facilities, changed over its produc-
tion lines and began focusing its invest-
ments solely on petfood. The company
experienced radical growth this year,
with a staggering 39.1% growth rate
from 2006 to 2007 (Table 2, p. 24).

PID)
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This year, Nutriara introduced two
new dog treat brands: Bancook and
Show Dog. With an almost overwhelm-
ing range of products for both cats and
dogs—many of which are top sellers not
only in Brazil but in other South Ameri-
can markets including Argentina, Uru-
guay, Paraguay and Chile—Nutriara
continues to strive to offer pet products
for animals of all ages, sizes and special
health needs. According to company
literature: “From the product’s formula-
tion to its arrival in the Brazilian con-
sumer’s homes, the Nutriara business
structure creates jobs and brings quality
of life to those who participate in the ev-
ery day of the company—either directly
or indirectly.”

9, Tzl Alffentos SA

World headquarters: Trés Coragdes,
Brazil

Approximate 2007 global retail
sales: US$0.23 billion

(]
[111

Nugy
Mugg

e |

(,-lu.... C
)~
Qe
PPy,
~'ll--..

I,!"'[
”IIIII... =

Organic ingredients/blends

Dehydrated Potato/
Potato blends
Oatmeal Pellets

For Details Please Contact:

mlangenecker@uscommodities-ag.com

Mary Jo Langenecker

mjohnson@uscommodities-ag.com
pboisclair@agmotion.com

(1280029 8/724(0/70]

Mike Johnson

Paul Boisclair

An AgMotion Company

Petfood Industry
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Officers: Antonio Teixeira Miranda Neto,
president; Paulo Tavares, financial director;
Anderson Duarte, technical director

Top brands: Familia Max, Big Boss,
Lider, K&S, Equilibrio, Naturalis, Natural
treats

New products: Naturalis Dry Dog Food,
Natural Chicken Breast Jerky Treats

Website: www.totalalimentos.com.br

Though its petfoods have only been
available since 1995, Total ranked as
the ninth largest petfood company in
the world the past two years, having ex-
perienced year-to-year growth of 19%
(Table 2, p. 24) in 2007. That growth has
leveled off recently, but the company is
still launching dozens of new products,
expanding its global distribution and
reaching new heights of quality and
safety. To keep quality and service high,
Total maintains a large sales force sell-
ing directly to 12,500 pet store and oth-
er retail accounts. As the company has
expanded globally, it has opened sales
branches in China, US and Europe.

Today, petfood comprises 70% of
the company’s sales. Besides being one
of the largest petfood producers selling
to the Brazil market, Total exports its
cat and dog foods to 33 countries.

10, Nisdifm Saittm

World headquarters: Tokyo, Japan

Approximate 2007 global retail
sales: US$0.20 billion

Officers: Osamu Shoda, chairman; Hiro-
shi Hasegawa, president

Top brands: Run, Carat, Lovely
Websites: www.nisshin.com

Nisshin Flour Milling Co. Ltd., which
reorganized into the Japanese hold-
ing company Nisshin Seifun Group in
2001, owns subsidiary Nisshin Petfood
Inc., which rounds out the top 10 com-
panies for last year. The company has
an integrated manufacturing, sales and

finished product quality. They'’re all typical comments of petfood
producers that have consulted with Extru-Tech® to achieve best in
market process solutions.

At Extru-Tech, we're determined to elevate the industry’s production to
higher levels, using less energy. By utilizing our collective resources,
we're engineering the next generation of petfood processing today.
Now that’s innovation driven by Extru-Tech.

Corporate Office
P.O. Box 8 ® 100 Airport Road ® Sabetha, KS 66534, USA
Phone: 785-284-2153 e Fax: 785-284-3143
extru-techinc@extru-techinc.com ® www.extru-techinc.com

Petfood Industry

research

system that en-

ables it to provide products

that promise a new era in pet care, the
Nisshin website attests.

Just this year Nisshin has already in-
troduced 35 new cat food product SKUs
(Table 3, p. 25). The lineup, which in-
cludes the dog food brand Run and cat
food brand Carat, has found high ac-
ceptance among Japanese dog and cat
owners. The Lovely brand has also been
developed for small pets.

The company provides a pet advice
and consultation service, website and
various other forms of communication
to continuously gather up-to-the-minute
feedback from pet owners concerning
their problems and needs. [
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No matter what your hag,
we've got you covered.

With 60 years of manufacturing experience in Flexographic printing, Laminating, Bag and Pouch conversion we have
your needs covered. It is no surprise North State Flexibles offers extensive pouch and bag product lines to meet your
many packaging needs. Being a early pioneer of Doyen, Round bottom, Gusseted bags and Pouches, today we offer
a wide range of products for point of purchase impact including 150 line process printing for optimum graphic impact.

Doyen
2-Slde Seal Pouch 3-Slde Seal Pouch Round Bottam Pouch Round Bottom Bag Stand-up Pouch

- AR |

Slde Gusset Pouch
[ B 171

Reclosable Press-To-Close (PTC zipper

New Side Gusset Pouches (Fill through or Fill behind)
Round Bottom Bags and Pouches

Doyen Standup Pouches

Solventless Laminating

Barrier Films and Laminates

10 Color Gearless Presses

Total Capability In-House Prepress

North State Flexibles LLC
2619 Phoenix Drive
Greensboro, NC 27406

336 544-4132 Brenda Ganim FLEXIBLES LLC /|

brenda.ganim@nstatepkg.com e Quality i Y

336 292-8467 fax : ._-,m"": FPN
www.nsflexibles.com g S

Count on the experts of North State Flexibles to deliver packaging that stands out in the retail environment.
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Key indicators offer clues to
future changes in petfood
ingredient costs

BY DEBBIE PHILLIPS-DONALDSON

h, for a crystal ball ...

Though businesses usually rely on financial data and expert
analysis to predict how their costs might change, petfood profes-
sionals in charge of tracking raw material prices could be forgiven

for wanting a magical device to help them see into the future.

At this point a year ago, signs were starting to point to a rapid rise in
the price of commodity ingredients common to petfood. Last summer saw
a frightening spike, followed almost as quickly by a deep dive this past fall.
For example, the price of a bushel of corn—at about US$4 exactly a year
ago—zoomed to a high of US$7.38 in early July 2008, according to the Ja-
cobsen Publishing Co. (see Figure 1). By October it had fallen to below USS$S5,
then all the way down to US$3.79 at the time of this writing.

The fluctuation in prices is no surprise considering the current global
economy. And not all commodity prices are declining; for example, poul-
try ingredient prices are still trending higher due to demand issues and
uncertainty with key suppliers. The volatility is enough to keep any pur-
chasing manager—not to mention supplier—guessing. “It reminds me of
skiing,” says Gregg Griffin, sales manager of American Dehydrated Foods
Inc. (ADF, www.adf.com). “We’re used to skiing on green slopes, and now
we’ve come to a black slope and have no choice but to go down the black.”
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Figure 1. The rise and fall

of corn prices

From the beginning of November 2007
to the beginning of December 2008, the
price of a bushel of corn spiked and then
plummeted dramatically—from US$7.38
at its peak in July to US$3.79 as of

December 22.
Source: The Jacobsen Publishing Co.
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As energy goes ...

Besides the overall economy, Grif-
fin and others tie commodity prices
directly to energy costs, particularly
the oil and natural gas that fuel
several key cogs in the food and

feed supply chain. Griffin cites

examples such as transporta-
tion—shipping raw materials
and finished products around
the world by road, train, air
and sea—and plant opera-
tions—keeping machines run-
ning to produce those materi-
als and products. For instance,
Griffin says ADF is a “huge
consumer of natural gas to oper-
ate our spray dryers.”

Graphs and charts showing energy
prices over the past year follow similar

lines and curves as the ones for corn
and other commodities. Case in point:
Light crude oil, from which gasoline
is made, closed at just over US$42
a barrel at press time—more than
USS$100 less per barrel than its peak
in mid-July 2008.

Some people believe that if you
take an even longer view, the link
between energy and commodity

prices canprovidesignificantclues
for the future. “When you chart the
prices of grain and oil since 1970, you
can clearly see that price spikes for both
are aligned,” said Giovanni Gasperoni,
executive VP of sales and marketing for
Novus International Inc., in the July/Au-
gust issue of Feed International (WWW.
feedindustrynetwork.com).

Demand and speculation

Joel Newman, president and CEO of
the American Feed Industry Associa-
tion (AFIA, www.afia.org), agrees fuel
prices have a definite impact on com-
modity prices, but he gives other rea-
sons for the dramatic pricing changes
over the past few years. “Because of the
current global economy, demand has
declined,” he says. Before the recession,
global demand for food and feed ingre-
dients had increased significantly.

Newman also cites financial specu-
lation in crude oil and commodities,
particularly the proliferation of specula-

tive index funds. In 2000,
regulations were changed
to allow exemptions of such
index funds, leading to ag-
gressive investment and
soaring prices.

“Prior to those changes,
the market allowed us-
ers to effectively hedge
their positions, off-set by
speculative positions, and
the market converged as
contracts moved to termi-
Newman

nation dates,”

At its plant in Burgum,
Netherlands, Sonac
processes innovative
petfood ingredients—
such as hydrolyzed
proteins—from the
slaughter of animal
protein and fat by-
products.

explains. In other words,
prices moved in conjunc-
tion with normal supply
and demand.

One of AFIA’s key ac-
tivities, he says, is working
with the US House of Rep-
resentatives ~ Committee
on Agriculture to remove
those exemptions. “We’re
also working to have all
commodity trades regu-
lated by the Commodity

Online extra! More from
Sonac at www.petfoodindustry.

com/0901PETcommodity.aspx.

Protein alternatives
BY STEFANIA PES

hough worldwide prices of key petfood ingre-

dients such as corn and rice have declined in
recent months, dramatic increases a year ago cas-
caded to the food and feed chain. Prices of animal
proteins and fats remain high.

“Petfood players are facing unprecedented chal-
lenges highly connected to the raw material issue,”
states Geert van der Velden, sales manager of
Sonac, a leading European supplier of ingredients
derived from slaughter by-products. It is part of the
Ingredients division of the Vion Food Group, based
in the Netherlands.

Petfood companies
need flexible, reliable
partners enabling them
to fulfill customer requests
such as finding alternative
solutions, diversifying for
competitive advantage,
being more creative and
looking for a “second gen-
eration of raw materials,”
van der Velden adds.

This is especially true
for materials that are not
as available as before or
have increased greatly in
price. For example, Kerapro is a newly developed
product from feathers, with better quality, improved
digestibility and bioavailability than feather meal,
says Jarig Komrij, sales manager for dry petfood.
It's also high in protein and low in ash content.

In Sonac’s view, innovation includes picking up
on trends and market opportunities, so the com-
pany is closely watching the hypoallergenic market.
Although Sonac still has “exotic” protein sources
such as lamb and duck meal in its portfolio, it's
looking at what it considers the next and best solu-
tion: hydrolized proteins.

These proteins—also called peptides—are cut
in small pieces so the body does not recognize
them as proteins and the allergic reaction does not
occur. “Then we look to functionality,” says van der
Velden, citing examples such as plasma powder
and gelatin based binders. “We are also focusing
on gelatin hydrolizates for joint problems, an alter-
native to products like chondroitin sulfate.”

Stefania Pes is a consultant and writer
for Mediatic (www.mediatic.it), a
communications agency serving the pet
industry.
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Futures Trading Commission,” he adds.
Currently that commission, created by
Congress in 1974 as an independent
agency to regulate commodity futures
and option markets in the US, does not
have authority for over-the-counter and
foreign exchange trades. (See http:/
www.cftc.gov/index.htm.)

No huge spikes?

No one is comfortable predicting
specific commodity price changes this
year, but it’s a safe bet to watch energy.
Currently the US government and most
economists are expecting oil prices to
stabilize and possibly increase slightly
from their low levels at the end of 2008.

Pet Food Regulatory

.
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The annual average price is now pro-
jected to be US$51 per barrel in 2009,
says the Energy Information Adminis-
tration (EIA), in charge of energy statis-
tics for the US government (http:/www.
eia.doe.gov/steo). “The condition of the
global economy and production deci-
sions by the Organization of Petroleum
Exporting Countries are expected to re-
main the crucial factors driving world

A key indicator

o watch is the
global stock-
to-use grain
ratios.

oil prices,” says EIA. Falling demand
now may create supply problems later.

Newman agrees we will probably
not see the huge spikes of 2008 in oil
or grain prices, but grain will likely not
drop all the way back down to its previ-
ous low, which was US$2 to $2.50 for
a bushel of corn. He suggests another
factor impacting commodity prices will
be planting costs, which include seed,
fertilizer, fuel for field work and trans-
portation. “Currently planting costs are
estimated to be about 25% more per
acre than a year ago, which will require
a higher floor level of pricing,” he says.

A key indicator to watch is the global
stocks-to-use grain ratios: the amount of
inventory at the end of the year relative
to what is normally used annually. The
ratio had dipped precariously in recent
years and is still too low, Newman says,
which tends to drive prices up. “It will
take more than one good harvest year to
improve global inventory levels.”

The fact that the 2008 US corn har-
vest ended up being the second highest
ever will help, too, at least with that
grain, according to the November issue
of Feed Management.

While crystal balls may be in short
supply, these clues may help you track
pricing for key petfood ingredients. @
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Amino acids, buffers,

direct fed microbials, flax,
enzymes, flavors, milk replacers,
minerals, natural pigments,
pelleting agents, phosphates,
specialty ingredients,

vitamins and surfactants.

Bill Barr & Co., Inc.

8800 Grant Ave. = Overland Park, KS 66212

1-800-336-BARR * FAX (913) 599-0425
www.billbarr.com * e-mail: Bill@billbarr.com

This is Barr Country.

We source the world.

We deliver in bag or bulk,
by transport or rail. For
fastest ingredient service,
call or fax your order today.
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“We’re looking to get every piece of metal out
that we can. We have zero tolerance,” says
Jeff Bedrick of Channel Fish, explaining the
importance of their Safeline PowerPhasePRO.

gy

Petfood ‘manufacturing
processes to keep your
product’s infegrity-intact

BY JESSICA TAYLOR

tringent petfood, pet treat and

feed safety standards are placing

escalating demands on petfood

producers for high levels of con-
taminant detection and inspection ca-
pability. “We are protecting our equip-
ment, protecting our brand and, most
importantly, protecting our customers’
brands,” explains Jeff Bedrick, IT man-
ager at Channel Fish Co.

In the past, basic metal detectors
met that need. Now X-ray detection is
allowing for even more capability and
sensitivity. If you can save time and en-
ergy while maintaining a secure, sterile
processing line, not only are you on the
right track as a business, but consumer
confidence in your product will sky-
rocket—and who doesn’t want that?

Safety you can see
Thermo Scientific POWERx sys-
tems feature state-of-the-art X-ray de-
sign and image analysis software that
optimizes sensitivity and probability of
detection. A wide range of models for
upright and horizontal package orien-
tations are available, providing appli-
cation flexibility from a single vendor
with years of X-ray experience, accord-
ing to the company. POWERX products
are backed by Thermo Fisher Scientif-
ic’s global service organization. Com-
prehensive service capabilities include a
standard remote access feature allowing
certified Thermo technicians to connect
offsite to your POWERX and optimize
performance at any time.
According to Thermo Scientific, the
advantages of X-ray inspection include:
Easily complies with your customer
inspection mandates and/or govern-
ment regulations;
Detects more than just metal—finds
other dense foreign objects such as
glass, stone and some plastics;
Improves your detection sensitivity
where metallic packaging—canned
for wet foods—impacts the perfor-
mance of metal detectors;
Verifies assembly of your product
(e.g., presence/absence, counting,
breakage, placement), guarantee-
ing the highest level and a superior
brand;



» Uses mass measurement software
(optional) to maintain ideal product
weight; and

» Creates and saves detailed records
for traceability and process improve-
ment, including information-rich
images of rejected products.

Case study:
Channel I'}ilsh utilizes Safeline
Channel Fish Co. processes fish
destined for major cat food canneries.
Producing to the highest quality stan-
dards, Channel Fish relies on a Power-
PhasePRO metal detector from Mettler-
Toledo Safeline to ensure the safety of
the fish product they process every day.

Compliance
is key

Gefﬁng your plant certified in

one or more safety programs
is an important step in showing
customers they can have complete
assurance in your products. EtQ
(www.etg.com) is enterprise quality
and compliance management soft-
ware for identifying, mitigating and
preventing high-risk events through
integration, automation and col-
laboration. The company uses best-
in-class integrated modules and
enterprise application integration to
manage and measure quality and
compliance processes and execute
organizational change, says EtQ.
Environmental Health & Safety
(EHS) Management Software from
EtQ is a flexible software package
that guides companies through
compliance with:
> 15O 14001:
» OHSAS 18001;
» SO 9000; and
> ISO/TS 16949.

The Web browser-based system
for your intranet, extranet or the in-
ternet he|ps you through the full life-
cycle of achieving and maintaining
safety software compliance. With
the EtQ EHS Management System,
all the information related to your
company’s specific environmental
health and safety compliance is
easy to input, access and report on,
according to the company.

“We're looking to get every piece of
metal out that we can. We have zero tol-
erance,” noted Bedrick of Channel Fish.
“We won't ship product that hasn’t gone
through the metal detector. If the metal
detector goes down, we’ll stop the line.”

Before installing the new Safeline
metal detector in May 2008, the metal

detector in use at Channel Fish was prob-
lematic, according to the company. Chan-
nel Fish had to rely almost entirely on the
magnets at the end of the line to assure it
was shipping metal-free product, and this
system just didn’t cut it.

“We judge how well the metal detec-
tor is working by what’s on the magnets.

DHA omega-3: Every family member
deserves a healthy start in life.

Pets can also benefit from an
adequate supply of DHA omega-3.
Made from algae grown in
fermentation tanks, DHA GOLD®
contains no ocean-borne
contaminants such as those

potentially found in fish by-products.

Made in the USA from a sustainable,
vegetarian source, DHA GOLD
provides a minimum 15% DHA.

For your free sample of the new
gold standard in DHA omega-3:

- call 1-800-662-6339

- email animalnutrition@martek.com

- visit www.martek.com

OO
MARTEK O

life enriched”

Why use Martek’s
DHA GOLD®?

DHA GOLD is from a
vegetarian source (algae)
you can trust - not from fish

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

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

DHA _
GOLD

January 2009 | Petfood Industry | 37


http://www.etq.com
mailto:animalnutrition@martek.com
http://www.martek.com

For Quality
Petfood

Ingredients

Count On

Scoular People

www.scoular.com/petfood

Ingredients:

e Marine Proteins & Qils

e Animal Proteins & Oils

e Pea Protein, Fiber & Flour

e Soy Protein, Fiber & Flour

e Frozen Fish & Variety
Meats

e Specialty Starches &
Flours

e Organic, Natural & IP

e Fruits, Vegetables &
Pomaces

e Grain Products

Services:

¢ Blending

e Co-Packing

e Procurement

¢ Risk Management
e | ogistics

Contact Us:

250 Marquette Avenue
Suite 1050

Minneapolis, MN 55401
Ph: 800-875-7870
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+ Extinguish before the filter.
* Divert hazardous material flow.
* Detect heat build up in silos,

Safety >

We used to find much more on the mag-
nets—now we barely find anything,”
said Bedrick.

The power of PRO

To maximize detection sensitivity,
the PowerPhasePRO features high fre-
quency coil technology and advanced
head geometry that zero in on all types
of metal contamination, from common
ferrous and non-ferrous tramp metal
to the most difficult to detect stainless

‘We won't
ship product
that hasn't
gone through
the metal
detector.’

» Detect sparks and
burning embers.

bag houses and storage bins.

+ Trigger extinguish and deluge valves,

\/

abort gates and fire traps,

equipment shutdown or PLC actions

GreCon Spark Detection Systems can reduce your risk of
fires and dust explosions in transport and collection systems
as outlined in NFPA 69 and 654

steel fragments. To virtually eliminate
false rejects, a faraday screen, located
between the detector coil system and
the product being inspected, filters out
signals that can interfere.

“This is the worst environment you
can imagine for a metal detector,” Bed-
rick said. “Our product is wet and very
salty. The room is humid and cold dur-
ing operation, and humid and hot dur-
ing the sanitation shift. We think mois-
ture was one of the biggest problems
we had with our old metal detector.
Knowing the system can withstand our
high pressure, hot water wash down is
really important.

“We measure the success of the
metal detector based on detection
sensitivity and reliability,” concluded
Bedrick. “We’re confident that we’re
shipping metal-free product. And our
maintenance guy hasn’t had to touch
the Safeline metal detector since we
installed it.” [

Reduce Your

(503) 641-7731
ywww.grecon-us.com
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Food Safety = Petfood Safety. The safety and quality of your products is the top
priority; for your customers, for their pets, for your business and for us. Buhler
brings a wealth of knowledge from the human food industry to the petfood indus-
try. With the addition of Aeroglide™ to the Buhler family, we can now offer one
of the most complete lines of process technology available anywhere; from raw
ingredient receiving and extrusion through drying and coating. A full line of
equipment, combined with in-house process engineering and unrivaled after sale
support, equals customized solutions without limits.

Buhler Inc., 13105 12th Ave N., Plymouth, MN 55441, T 763-847-9900
buhler.minneapolis@buhlergroup.com, www.buhlergroup.com/extrusion

The solution behind the solution. @ BUHLER
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Petfood Insights |

regulations

BY DAVID A. DZANIS, DVM, PhD,DACVN

‘No by-products’ no more?

ome people within the Associa-
tion of American Feed Control
Officials (AAFCO) have never
cared for negative claims on
petfood labels—statements such as, “no

” 113

" or“  free” Although cur-
rently there is no model regulation, poli-
cy or guideline that explicitly addresses
this issue, some regulators believe that
even when such statements are techni-
cally true, claims regarding absence of
an ingredient in a product may cause
false disparagement of that safe and ac-
ceptable feed ingredient.

Personally, I do not care for nega-
tive claims, and for reasons apart from
regulatory issues, I think in the long
run they do a disservice to the petfood
industry. Regardless, at this time most
negative claims are generally tolerated
by state feed control officials provided
they are factual and do not elaborate on
the purported rationale for absence of a
particular ingredient.

One negative claim that has gained
a lot of attention of late is “no by-prod-
ucts.” Over the past six months or so at
least a few states have been seriously
challenging such statements on a num-
ber of companies’ petfood labels. The
basis for objection appears to be that the
product label bearing the no by-prod-
ucts claim does in fact contain by-prod-
ucts, causing the claim to be false and
misleading.

Not without controversy
AAFCO defines “by-products” pretty
broadly: “Secondary products produced
in addition to the principal product” (2008
AAFCO Official Publication, p. 240).
This could apply to many AAFCO-
defined feed ingredients, yet only a
fraction of those incorporate the term
into their definitions. Starting about
a decade ago, there was considerable
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This negative claim is
gaining attention from
state regulators.

— David Dzanis g

discussion between AAFCO and the
industry regarding certain ingredients,
particularly poultry by-product meal
(AAFCO #9.10). The concern was that

Liver: meat or
by-product?

One ingredient that some

state regulators toss into

the by-product category is liver.
Admittedly, it is included among
the examples of tissues in meat by-
products (AAFCO #9.3), but in my
opinion, that definition presumes it
is commingled with the other non-
meat tissues as a single ingredient.
However, liver differs from most
other examples in the definition in
that it is often segregated from the
by-product stream as a popular
human food item. Thus, consumers
don't seem to have the same nega-
tive connotation toward it as they
do toward things like spleens, lungs
and udders.

| was involved in a civil court
case where the judge opined that
liver is normally construed as meat
by most consumers. So, it can be
argued that the liver has at least
the same inherent value as the
meat itself and, when included in a
petfood as a separate ingredient, it
is not a secondary product as con-
templated by AAFCO’s definition of
a by-product.

mandatory use of the term created a
competitive disadvantage compared to
ingredient names unencumbered by the
negative insinuation that by-products
has with the consumer. The proposed
solution was to eliminate or replace it
with a more consumer-friendly term—
for example, poultry protein meal.

It is unfortunate that the by-product
term creates such a negative perception
with the public, as that certainly was not
AAFCO’s intent. I have long held that
properly processed by-products can be
perfectly safe and nutritious ingredients.
Ideally, companies would help educate
consumers about the merits of such in-
gredients rather than appear elusive—if
not embarrassed—about their inclusion
in formulations. In my opinion, an at-
tempt to obfuscate the issue by further
hiding the nature of an ingredient from
the public is not the correct tack.

Whatever one’s position on this con-
troversy, no company should take unfair
advantage of the situation—claim no
by-products when such is not the fact.
For many years, the predominant means
of validating the veracity of a no by-
products claim appeared to be simply
to verify the absence of the term in the
ingredient declaration. However, at least
for some states, that is no longer suffi-
cient. To these regulators, the presence
or absence of the term doesn’t wholly
determine the presence or absence of
by-products in the petfood.



Growing interpretation

A growing point of view among reg-
ulators is that any rendered meal is, in
fact, a by-product. Certainly, it is appar-
ent from AAFCO definitions that an in-
gredient like meat meal (AAFCO #9.40)
likely contains internal organs and
other non-meat tissues normally under-
stood to be by-products. On that basis,
states question whether it is false and
misleading to then implicitly assert that
the ingredient is not a by-product when
itis similar in composition to something
like poultry by-product meal.

In fact, the states contend that poul-
try meal (AAFCO #9.71), which is com-
prised solely of flesh, skin and bones
(lacks the non-meat tissues normally
ascribed to by-products), is still a by-
product, since it generally meets the
AAFCO definition as a product result-

It is
unfortunate
that the
by-product
term creates
such a
negative
perception
with the
public.

ing secondarily from the processing of
poultry for human consumption.

As I understand it, rendered animal
fats would also fall under the definition
of by-products as the states are inter-
preting it. While perfectly acceptable
ingredients for petfood formulations,
these fats would likely not exist on the
market except for the fact they are an
offshoot of the meat and poultry pro-
cessing industry.

While the focus has been on animal-
source ingredients, it’s likely that many
plant-source ingredients, such as grain

fractions (oat hulls, wheat middlings),
beet pulp and tomato pomace would
also fall under this broad definition.
(See “Ingredient Issues,” p. 42.) Hence,
attempts to qualify the claim—for ex-
ample, no meat by-products—would
likely still be considered misleading by
state regulators.

What this means

While only a few states appear to be
making this a priority now, I think it is
likely to gain sympathy with regulators,
and other states may join in. Though the
basis for action would be a relatively
straightforward case of a false or mis-
leading claim, I would expect the action
would reflect an underlying belief that it
would also help hinder false disparage-
ment of AAFCO-defined by-products
in general. States may also view it as
leveling the playing field, diminishing
the competitive disadvantage of declar-
ing by-product as part of an AAFCO-
defined ingredient name.

Ultimately, companies might not
have a choice in the matter. [ understand
and appreciate the consumer appeal of
a no by-products claim from a market-
ing perspective, but from the scientific
viewpoint, it has no real meaning in
terms of assuring a safe and nutritious
petfood.

So, regardless of state action, I would
advise that this negative claim be given a
positive spin. For example, instead of no
by-products, claims such as, “lamb meal
as the only animal-source protein ingre-
dient” or “just chicken and chicken liver”
can be used to describe the product. @

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.

Pet Food
Testing and
Feeding Trials

for Cats and Dogs

¢ Dental Protocols (as per VOHC)

¢ Palatability Testing

* Digestibility / Metabolism Testing

¢ Stool Quality Analysis

* Blood Level Protocols

* AAFCO Nutritional Adequacy

* Urine pH
* Weight Loss Protocols
¢ Customized Tests Available

* Product Safety Testing

Setting the Standard
for Pet Food Testing
(5700 756-2656 = Fax (570) 756-2626
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nutrition

IngIEdient Issues I BY GREG ALDRICH, PhD

Cheap filler or
nutritious fiber?

heat bran and middlings
are two closely related
by-products from wheat
flour milling that have
traditionally been considered laxatives
for people or feed for livestock. Use of
wheat bran and middlings in petfood
emerged from positive performance in
feed applications and their relatively
low cost when teamed with commod-
ity ingredients like meat and bone meal,
corn and soybean meal in economy or
value brands.

Because of these humble origins,
many would prefer to cast wheat mill-
ing by-products aside. Wheat bran and
middlings can still be found in numer-
ous petfoods today. They remain an
economical ingredient. But as biomedi-
cal research teaches us more about these
“branny coats” of wheat, the negative
connotation of “cheap filler” may be
undeserved and may overlook their nu-
tritional benefits.

Where they originate

To gain some appreciation for these
ingredients, a quick overview is help-
ful. In the process of milling wheat
to flour, wheat kernels are cleaned,
blended, conditioned (water added),
then repeatedly ground and sifted to
extract the starchy endosperm from
the outer layers. Flour of the desired
grade is collected at each step, leaving
the “tail of the mill” fractions—bran,
germ and the aleurone, along with
wheat screenings and flour not mak-
ing the grade.

These milling by-products go by
numerous collective names. Wheat
bran is defined as “the coarse outer
covering of the wheat kernel as sepa-
rated from cleaned and scoured wheat”
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Negative perceptions
about wheat bran
and middlings may be

undeserved.

— Greg Aldrich

(AAFCO, 2008). Names for wheat bran
plus increasing levels of those tail of
the mill fractions include wheat mill
run, wheat middlings, wheat shorts and
wheat red dog.

Depending on the flour mill, the by-
product fractions may be kept separate
or collected into a single bin and mer-
chandised as wheat middlings. In the
big picture, wheat bran and middlings
differ only in the dilution of fiber from
bran with starch from the tail of the
mill fraction. Regardless of name, these
milling by-products:

» Make up some 25% to 30% of the
initial grain;
» Have slightly higher protein than the

Wheat

bran and
middlings
carry a
higher
protein
content than
other grains.

starting grain; and
» Contain more than double the amount
of oils, fiber and minerals.

Irony in the mill

So, in an ironic twist, these nutri-
tionally valuable components (among
many others) are concentrated in the
milling by-products rather than in the
more prized flour that drives their pro-
duction. However, many folks consider
wheat bran and middlings as fillers or
cheap by-products.

While their scorn may have a thread
of truth because the ingredients are rela-
tively inexpensive and helpful in filling
formulation gaps, it shouldn’t diminish
their value to the formulation. That is
because wheat bran and middlings car-
ry a higher protein content than other
grains without the ash penalty of many
protein meals, and the bran serves as a
functional fiber (approximately 50% of
total dietary fiber) to promote gastroin-
testinal health. Thus, judicious use can
be quite effective.

Wheat bran and middlings fit well in
dry extruded petfoods, especially wheat
middlings because of their higher starch
content. Wheat by-products also do well
in palatability tests compared with other
grains. Wheat middlings have been a
perennial favorite in semi-moist foods
and treats and in “ration” style wet pet-



foods to aid in moisture management
and texture.

Research shows benefits
In dogs, wheat bran has been proven
comparable in digestibility, fecal output
and defecation frequency to other fiber
sources such as beet pulp and tomato
pomace (Fahey et al, 1990). Wheat
middlings have also yielded compa-
rable short chain fatty acid levels to that
of beet pulp, soy fiber and pea fiber in in
vitro fermentation models using canine
fecal inoculum (Bosch et al., 2008).
These positive levels may be par-
tially due to the relatively rich content
of fructooligosaccharides in wheat
bran and wheat middlings (4.0 and
5.07 mg/g, respectively) compared to
other fiber sources such as beet pulp,
rice bran and soybean hulls (0.05,
0.14 and 0.12 mg/g, respectively; Hus-
sein et al., 1998). Further, wheat bran

The nutrient
composition
of wheat
bran and
wheat
middlings
can vary a
great deal.

contains a number of beneficial phy-
tochemicals (Ferguson et al, 1999)
that have been linked to markers for
reduced colon cancer tumorigenesis
(Quet al., 2005).

The challenge is that when wheat
middlings are used like a grain (13.2%
of the diet) in an economy corn, soy,
meat and bone meal diet versus a pre-
mium poultry by-product meal and rice
diet, the overall digestibility is lower
while stool volume is higher (Swanson
et al., 2004). This is a difference pro-
moted by petfood companies manufac-

turing those premium diets.

However, research in swine suggests
the lower digestibility of wheat mid-
dlings compared to grains was primar-
ily attributable to the fiber components
rather than the protein or starch (Lin et
al., 1987). So, wheat bran and middlings
are probably a reasonable alternative
for other fibers but not a direct replace-
ment for grains if diet digestibility and
stool consistency are the drivers. Yet the
higher fiber content and diminished di-
gestibility of wheat bran and middlings
could be an effective tool for lowering
caloric density of a “lite” petfood.

When to avoid

Wheat bran and middlings should
probably be avoided in dogs or cats
with wheat protein hypersensitivities.
Further, ingredients derived from wheat
(and other small grains) susceptible to
fusarium molds should be closely moni-
tored for the mycotoxin deoxynivalenol
(DON, also known as vomitoxin). At

elevated levels in the diet (approach-
ing 15% to 20%), attention to mineral
fortification (such as phosphorus, cop-
per and zinc) is critical to overcome
any reduction associated with phytate
(Collings et al., 1979) and soluble fiber
content (Bergman et al., 1997).
Because wheat flour quality, not the
milling by-products, drives the flour
milling operation, the nutrient com-
position of wheat bran and middlings
can vary a great deal (Cromwell et al.,
2000). The variation must be monitored
closely with an eye toward leveling the
highs and lows. But if used properly,
wheat bran and middlings can be a nu-
tritious and healthy component of com-
panion animal diets. ([

Dr. Greg Aldrich is president
of Pet Food & Ingredient
Technology, Inc., which
facilitates innovations in foods
and ingredients for companion
animals.
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= High-Speed Stacking Capabilities
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= 24 Hr. Customer Service Support ";“:h" g |

: The study aimed to evaluate the
www.columbiaokura.com : variation in fermentation activity
i along the distal canine gastrointesti-
nal tract (GIT) and assess fermenta-
tion kinetics and end product profiles
of 16 dietary fibers for dog foods us-

The E T h " " ing canine fecal inoculums. Among
xtr u- ec n l C l a n i substrates, large variations in fer-
:  mentation kinetics and end product

,,,,,, profiles were noted.

: Sugar beet pectin, fructans and
guar gums were rapidly fermentable,
indicated by a greater maximal rate
of gas production (Rmax) compared
¢ with all other substrates (P < 0.05),
—_— e —— i whereas peanut hulls and wheat fiber

i were poorly fermentable, indicated by
the least amount of gas produced (P
< 0.05). Sugar beet fiber, sugar beet
pulp, soy fiber and wheat middlings
were moderately fermentable with a
low Rmax. Citrus pectin and pea fi-
ber showed a similar low Rmax, but
the time at which this occurred was
later compared with sugar beet fiber,
sugar beet pulp, soy fiber and wheat

brought to you by

EHI HU-T;(H, INC

¢ middlings (P <0.05).
To register for your own digital issue of The Extru-Technician, Results of this study can be used
please go to http://watt.netline.com/extru-tech. . to formulate canine diets that stimu-
It’s FREE and the next issue will be delivered right to your inbox. late dietary fiber fermentation along

the distal GIT that may optimize GIT
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> Fermentation of
canine fiber sources

(J. Anim Sci. 86:2979-
2989, doi:10.2527/jas.2007-
0819) Results of this study can
be used to formulate canine
diets that stimulate dietary
fiber fermentation that may
optimize gut health and stimu-
late the level of satiety.

>» Age-related changes
in nutrient usage

(Annu Rev Nutr. 28:425-
45) Genomic biology offers
promise fo help elucidate in
greater detail how nutrient us-
age is affected by age of the
dog and cat.

health and stimulate the level of sati-
ety in dogs.
Source: G. Bosch, ef al,, 2008. Comparative

in vitro fermentation acfivity in the canine distal
gastrointestinal tract and fermentation kinetics
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Avoid the risk.
Choose Schenck AccuRate.

| Schenck AccuRate offers loss-in-weight,
vibratory, weighbelt, 3-A sanitary and USDA
accepted feeders to meet your specific pet
food manufacturing application needs. Our
feeding systems are optimized to attain
the highest accuracies resulting in top
product quality. We offer the widest
range of bulk solids metering products
in the industry. Put over 40 years of
feeding experience to work for you.
Call today!

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

(877) 498-2670
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we make processes work

of fiber sources. J. Anim Sci. 86:2979-2989, schenckAc

doi:10.2527/jas.2007-0819.

www.accuratefeeders.com
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Schenck AccuRate is a unit of Schenck Process ~ ©2008 Schenck AccuRate

Age-related changes in
nutrient usage

As companion animals age and
pass through various lifestages from
in utero to the geriatric state, nutri-
ent requirements change along with
how nutrients are used by the various
organ systems in the body. From the
regulatory perspective, recognized
lifestages  include  maintenance,
growth and gestation/lactation. Other
important lifestages include in utero,
neonate and senior/geriatric.

Age affects digestive physiological
properties, too, and factors such as
gut microbiota, digestive hormones,
gut morphology, gut immunity and
nutrient digestibility are modified
as the animal becomes older. Each
of the nutrients is affected in some
manner by age, some more than oth-
ers. Genomic biology offers promise
to help elucidate in greater detail how
nutrient usage is affected by age of
the dog and cat.

Source: G.C. Fahey Jr., et al, 2008. Age-elat-

ed changes in nutrient utilization by companion
animals. Annu Rev Nuir. 28:425-45
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Product News

Technical support Feed forming machine Mycotoxins test kit
Petfood Specialties offers technical NuTEC  Manufacturing  offers Vicam recently introduced a multi-
services and support for the petfood the 745 Food Forming machine. The analyte testing solution called
industry. According to the company, its hydraulic, — mi- Mycob6inl LC/
services are dedicated to petfood pro- croprocessor MS/MS, a test
ducers and deliver complete factory and controlled, multi- offering  detec-
production line proj- outlet  forming tion and measure-
ects. The company machine features ment of 12 species
also offers outsourc- a portable design. of  mycotoxins.
ing support for facto- The company has According to the
ries in areas such as a brochure for the company, the test is
marketing, nutrition, machine includ- designed to ensure
recipes, raw materi- ing a detailed well-separated ~ peaks
als, equipment, pro- photo,  product with minimal interferenc-
duction, product test- specifications and electrical specifica- es from matrix impurities. The kit has
ing and other key functions. tions. been validated for analysis in corn.
Petfood Specialties NUuTEC Manufacturing Vicam
+48.46.833.94.40 +1.815.722.2800 +1.617.926.7045
www.petfood-service.eu www.nutecmfg.com www.vicam.com

ISOTHERMS FOR THE PETFOOD FORMULATOR

AWEBINAR g

Moisture sorption isotherms (aka product fingerprints) characterize the
relationship between water activity and moisture content. Information from
isotherms can help produce desirable petfood products that can possess
extended shelf life.

Join Brady Carter, a research scientist at
Decagon Devices Inc., as he discusses:

Brady Carter e different types of isotherms

e measurement methods for isotherms
e practical applications of isotherms
e and much more!

DECAGON

DEVICES Register today for this FREE online seminar to be presented by

Petfood Industry on January 21, 2009 at 2 p.m. Eastern.
PeElfdou&g To register visit: www.petfoodindustry.com/webinars.aspx
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“Efficiency.

Deamco
Clean-In-Place

: s
6520 East Washington Blvd.., City of Commerce, CA 90040-1822 N ' R T
(800) 933-2620 or (BEH) 933-2620 » Fax (323) 890-1139 !
wiww.deameocom * email: deameoBdeamco.com

el )
DESIGN, ENGINEERING & ASSOCIATED MANUFACTURING COMPANY A — g L

641.672.8451
wwrw.cnhlevey.com

* Hammermills
* Pellet Mills » Services
e Conditioners
e Crumblers
¢ Counter Flow Coolers

Petfood Specialities *

[ |
* Complete plant design and production

line projects for investors.

* Outsourcing support for operating factories.
1415 W. Summit Ave, P.O. Box 910

. i ion: .p -service.
Ponca City, OK 74602 USA More information: www.petfood-service.eu

P 380705 TI8T < 005097787 Fast/Friendly Service WHERE NEW IDEAS BEGIN
ax: - -

www.bliss-industries.com HIGH QUALITY WEAR PARTS New Products
For most common Extruders (g Formula Consulting
- % Cast D-2 Knives sk Wear Rings [ '.-"-""3"- A} Protolype Development
Manufacture Quality Product % Insert Dies % Knifeholders MU TtM Sl e s
Y A

with the % Die Plates sk Misc. Machined
Best Altima Hammermill

Toll Free (B00) 8434148 FAX (843 B21-5402

Parts
Manufactured to OEM or Customers Specifications.
Proven, Trouble Free Performance Over 15 years experience supplying precision parts Batching ool
In difficult grind applications. to the Feed & Petfood Manufacturing Industry. Extrusion ENGINEERNG

; New Technology Inc. MES Systems stem
Mil Tech;ng);?sgs)' SS(ZITgany, Inc. 11063 Highway 59 North, Graggi, AR 72736 In¥erat0r

Telephone: 479-787-6772 Fax: 479-787-9957
888-799-5988 1-800-684-0042
. Home page: wiwwnewtechnology.co Bachelor Controls, Inc.
ary@mill-technology.com

=== bachelorcontrols.com + 785.284.3482

Pelfioed
PeffRag

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

FOSTER.
For additional information, please contact Foster Printing Service, the official reprint provider for Petfood Industry.
Call 866.879.9144 or sales@fosterprintina.com | PRINTING SERVICE

January 2009 |
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» Ingredients

Enzymes for
Flavors
Enzymes fo_r
Processing
Enzymes for

Nutrition

Enzyme Development Corp
360 W 31st, Ste 1102
New York, NY 10001

www.EnzymeDevelopment.com
info@EnzymeDevelopment.com

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

262-375-9111

Product solutions from concept to completion

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

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

EADCED 12
TRADING %
COMPANY, INC.

POULTRY MEAL LAMB MEAL
MEAT & BONE MEAL  RAW TRIMMINGS
BLOOD MEAL FISH MEAL
FEATHER MEAL TALLOW

BEEF & LIVER MEAL ~ SPECIAL BLENDS

BADGER TRADING COMPANY, INC.

9400 W. Highland Rd.
Mequon, WI 53097
Or
P.O. Box 423
Thiensville, WI 53092
PH: 262/238-1100 ¢ FAX: 262/238-1501
E-mail: bluehrnt@aol.com
Web Site: badgertrading.com

TOMATO POMACE

LaBudde Group
262-375-9111

BARLEY PRODUCTS

OAT PRODUCTS

RICE PRODUCTS

DRIED BREWERS YEAST
DRIED WHEY « BEET PULP

de Rosier, inc.
SPECIALIZING IN PET FOOD
INGREDIENTS MILLED FROM:
* corn * wheat * rice
* barley *
* flax  rye ¢ oats
John M. de Rosier 612-339-3566
E-Mail: jderosier@derosierinc.com
Roberto Bari 612-339-3599
E-Mail: rbari@derosierinc.com
Fax: 612-339-3568

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

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

VEGETABLE
BLEND

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

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

Product solutions from concept to completion

LANSING

TRADE GROUP, LLC

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

LANCE LAUGEN
800-227-8237

lance@lansingtradegroup.com

Extrusion Processing:
Technology and Commercialization
An International Grains Program
Short Course

August 11-14, 2009

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

Early Bird Registration Deadline
June 26,2009
For Details and Registration Information
Please Visit the IGP Website
<www.ksu.edu/igp>

/ . OrContact:
GRAINSCIEMCE  Anita McDiffett

!1 & INDUSTRY  Email: almgret@ksu.edu
Ph: 785-532-4080

o

Industry | January 2009

MARINE
& VEGETABLE

OILS

Surprisingly Competitive Pricing

nRiSTO

Since 1930

1-800-ALL-OILS

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

203-761-1009
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Petfood Industry norkeiplace

Product of USA|

€%
5K FOOD

FNTERNATIONAL

Identity Preserved Ingredients
Certified Organic & Conventional Non-GMO

Brown & Golden
Flaxseed and Flax Meal

e —

op
«,;;g‘l

* Beans

« Grains

* 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!

NATIONAL

RICE

c O P A NY

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

www.hationalrice.com

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

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

Arkansas
Rice Mills, LLC

P.O. Box Z338 = Janesborm, AR 72402

WE ARE THE miLts

LA

Tel 870-268-7500 Fax 870-268-7501

Jonesboro, Arkansas
www.arkansasricemills.com

WILBUR-ELLIS

¢ EU LAMB MEATS, MEALS &
ORGANS

IMPORTED/DOMESTIC MARINE
PROTEIN MEALS

VENISON, BEEF & POULTRY
PRODUCTS

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

JUST-IN-TIME DELIVERIES FROM
INTERNATIONAL MARKETS

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

CONTACT US:

Ingreii'iéﬁ-if;uppl?

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

www.inaredientsupplv.com

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

pu g

AVAVAYA

LACWCOMPANY

Conventional and
Organic Whole Grains

e T

w

¥ OAT FLAKES
OAT FLOUR

OAT BRAN

ORGANIC OATS

BARLEY

L 4
w
W OAT FIBER
L 4
L 4
4

WHEAT

105 Hwy. 35 » Cochrane, WI 54622
I1-800—441-5411 * www.lacrossemilling.com

| SLorply SSSGTLURYE A e T

@&

RICE PROTEIN CONCENTRATE (40% TO 75%)
and RICE SWEETENERS

Product from Hahbib-ADM ua. facility in Pakistan
Non GM Conventional and / or Certified Organic

SPECIALTY INGREDIENTS, INC.

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

Industry

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

For additional information, please contact Foster Printing
Service, the official reprint provider for Petfood Industry.

Call 866.879.9144 or sales@fosterprintina.com

FOSTER

PRINTING SERVICE

January 2009
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Petfood Industry norkeiplace

Indusitiry

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

For additi al information, please contact
Foster Pri g Service, the official reprint
provider for Petfood Industry.

Call 866.879.9144
or sales@fosterprintina.com

F OS T E R

PRINTING SERVICE
» Testing

*» Mycotoxin, Melamine and GMO Test Kits —
offered in Qualitative and Quantitative Formats

* Analytical Services using HPLC and LC-MS/MS
Technology
* Consulting and Ingredient Audits

» Total Quality Assurance, Ingredient and
Mycotoxin Risk Management Programs

Romer Labs, Inc.
1301 Stylemaster Drive
Union, MO 63084

636-583-8600
www.romerlabs.com

e-mail: office@romerlabs.com

KENNELWOOD

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

217 356-3539

email: dowatts@aol.com

ROMER

RAomnmr Labs

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

sin Midwest
“# Laboratories

www.midwestlabs.com
13611 B St ® Omaha NE 68144-3693

» Packaging

FISCHBEIN

500T HPS™ .
Synchronous Tape Sewing System

« Fully synchronous,
variable-speed
drive system

+ Changes sewing
speeds instantly

* Handles bags 4-26" -
wide, 45" high

» Powered crepe-tape
drive system

* Easy-to-read analog

pneumatic gauges

Smart Solutions™ From Fischbein

704.871.1159
www.fischbein.com

Fischbein is a registered trademark of Fischbein Company.

» Used Equipment

FOR SALE

Reconditioned Cooking
Extruders & Dryers

Single & Twin Screw Designs

=CLEXTRAL *WENGER

= EXTRU-TECH = AEROGLIDE
-TECH, IN

CONTINENTAL-AGRA
= EQUIMENT, 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

For Salle

Used pellet mills, hammer mills,
mixers, extruders and dryers.
Pyramid Processing Equipment LLC
Stilwell, KS 66085
Phone: 913-681-2996 ¢ Fax: 913-681-5925
e-mail: wentwor@msn.com

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

USDA registered research
facility performing petfood
testing since 1975.

Traditional and in-home
panels available.

Contact: Paul Plessner

EQUIPMENT FOR SALE

> Used Sprout 775 Extruder System

w/gravity flow surge bin, pressure
feeder screw and cooker.

> Counterflow cooler, motel 3200 X

3800. Two conveyors w/motors.
14'6" x 106"
Call 602-621-4944

Nestlé Purina PetCare

telephone: 334/567-8195

The MARKETPLACE is a special advertising section which contains no
editorial material. Formatis similartoaclassified section. MARKETPLACE
ads are also placed on the PetfoodIndustry.com website for maximum
exposure! Advertising is grouped. Seperation from competing advertising
cannot be guaranteed. Advertising in the MARKETPLACE may not be
combined with display advertising for frequency discounts. Maximum
size in MARKETPLACE is 3 inches (75mm).

Industry | January 2009

Rate per inch per issue: $150.
Rate per inch, 3 insertions; $145.
Rate per inch, 6 insertions; $140.
Rate per inch, 9 insertions; $135.
Rate per inch, 12 insertions; $130.
Visa and MasterCard accepted

Nestlé Purina PetCare Company is a premier global
manufacturer of pet products, with North American
headquarters in St. Louis, Missouri. Due to changes
and upgrades, we have used and sometimes new
pet food packaging and process equipment for
sale, such as: Can fillers, shrink and stretch wrap-
ping, bag closers, case packers, labelers, etc.

Visit our website to view entire inventory —

or contact:

Nestlé Purina PetCare, Investment Recovery Group
5100 Columbia Ave., St. Louis, MO 63139

Phone: 314/982-5115 or FAX 314/982-5159
e-mail: sandra.schroeder@purina.nestle.com
website: www.investmentrecovery.com

To order: Ginny Stadel gstadel@wattnet.net
Tel: +1.815-966-5591 Fax: +1.815-968-0941
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www.adf.com
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Something to Chew On I BY DEBBIE PHILLIPS-DONALDSON

US sales still growing

his year is starting off on

a sour note, as the reces-

sion takes its toll around the

world. Every day brings new

headlines about companies cutting jobs
or more people losing their homes. What
does this mean for petfood? While find-
ing up-to-the-minute data is difficult,
one source shows that at least in the US,
dog and cat food sales are still growing.
According to Information Resources
Inc.’s Infoscan Reviews, US dog food
sales increased 11.6% overall in the

The good news is that
most pet owners are
feeding their dogs and |
cats well. |
— Debbie Phillips-Donaldson

six months ending November 30, 2008
(Table 1). US cat food enjoyed a 12.3%
gain overall in the same period.

Not all product segments grew at the
same rate, and some not at all. With dog
food, for example, dry grew at a robust
15.2%. But wet increased only 2.4%.

Nearly every segment within cat
food increased in sales, with dry the
biggest winner (16.2%). Wet also saw a
gain, at 8.7%, and the raw/frozen seg-
ment grew more than 2,000% (though
at very small numbers).

As you look at changes in volume,
you could conclude that much of the

Table 1. Changes in US sales, last half of 2008

From June through end of November 2008, cat and dog food sales (in US$ and
volume) in supermarkets, drugstores and mass merchandise outlets (except
Wal-Mart) increased overall and in most categories.

Source: Infoscan Reviews, Information Resources Inc.

US$ millions Volume (millions of pounds)

% %o

06/15/08 11/30/08 06/15/08 11/30/08

change change  sales gains probably came from price in-

Dog food creases and sales of higher-priced prod-

,°'g| $250.9 $280.0 11.6%  282.9 295.7  4.5%  qycts. The growth in dog food volume for

biscui the same six months was only 4.5%, less
POQt iscuits/ $52.2 $58.7 8.6% 16.6 17.3 4.2% than half of the sales increase. For cat
reais food, volume growth at 9.2% was closer
FDW dd°9 $1432  $1650  152% 2203 2332  59% tothesales growth percentage.

o0 What’s most encouraging is that the
Semi-moist s B month-to-month data between June and
dog food Ve 87 7% 33 32 30% November 2008 show that growth held
Wet do . . steady or became even stronger toward
food ° $499 $511 2.4% 42 4.5 1.2% the end of the year, at the same time the
e/l US economy was getting much worse.
dog food $2.1 $1.5 -28.6% 0.64 0.45 29.7% We can’t ignore that millions of

food consumers globally are suffering; and

tCa't I°° $170.6 $191.6 12.3% 125.7 137.3 9.2% we’re hearing more reports of pets be-
ora ing turned in at US animal shelters. The
Cat treats $]]6 $]26 86% ]3 ]4 77% good news is that most pet owners are

Dry cat food $82.9 $96.3 16.2% 82.8 92.3 11.5% still feeding their dogs and cats well. @
f;"}'oro"j S $398  $400  05% 0.5 048  20%

o o Phillips-Donaldson is editor-
Wet catfood ~ $76.1 $82.7 8.7% QN5 436 5.1% in-chief of Petfood Industry
:;ﬁi';{;“w $0.001  $0.020 2122.2%  0.000 0005 24000% '™agazine. E-mail her at

dphillips@wattnet.net.
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http://www.thepetersoncompany.com

DON'T GO WITH THE FLOW!
Geel

world’s highest efficiency
world’s lowest downtime

Geelen Counterflow / T +31-475-592315 ®
Geelen Counterflow USA Inc. /T +1-772-559-4338 Geelen Counterﬂow
Geelen Counterflow América Latina /T +54-9-2362-418899 COOL AND DRY!
E info@aeelencounterflow.com /| www.aeelencounterflow.com
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