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“The popular press is full 
of stories of people 
who, through their 
strong relationship 

with their pets, have found a reason to 
go on living despite illnesses,” notes 
Marty Becker, DVM. This strong rela-
tionship, this bond, will be the topic of 
Dr. Becker’s keynote address at Petfood 
Forum 2009 on Tuesday, April 21, 2009 
at the Hyatt Regency O’Hare in Rose-
mont, Illinois, USA.

Why is this bond so powerful? Evi-
dence points to the fact that it gives us 
nonjudgmental, close relationships. 
Such relationships can help lower our 
heart rates, decrease blood pressure 
and enhance our mood. All this makes 
me happy that there is an organization 
called Delta Society devoted to foster-
ing this bond.

Fostering the bond
Delta Society (www.deltasociety.

org) is a service organization dedi-
cated to promoting the human-animal 
bond. It seeks to improve human health 
through therapy and service animals. It 
also works to increase awareness of the 
positive effects of animals, reduce the 
barriers that prevent the involvement of 
animals in everyday life and expand the 
therapeutic role of animals in society.

Vision quest
Founded in 1977 and based in Bel-

levue, Washington USA, Delta Society 
has these goals:

Advance knowledge. The group 
works to educate health care and oth-
er professionals, as well as the gen-
eral public, about the healing powers 
of animals. They promote the ongoing 
advancement of research designed to 
demonstrate how animals positively im-
pact human lives.

Empower individuals. By con-
necting people with disabilities with 
resources and tools they need to utilize 
service animals, Delta Society enhances 
the quality of their lives.

Heal people. The organization en-
courages people to share the bond they 
have with their pets with others in need 

of the unconditional love that only an 
animal friend can bring. 

Delta Society programs
 Following are some of the resources 

available through Delta Society:
The human-animal bond resource 
center has articles and abstracts for
learning more about the wide variety 
of health benefits people of all ages 
gain through animals. Subject matter 
includes the healing power of pets for 
children, adults, seniors and families.
The service animal resource center 
is  a Web-based program provid-
ing information and resources for 
people with disabilities, as well as 
their friends and family, who are 
considering getting a service animal 
or who are currently partnered with 
a service animal.
The Pet Partners program trains and 
screens volunteers and their pets for 
visiting animal programs in hospi-
tals, nursing homes, rehabilitation 
centers, schools and other facilities.
For more information contact Delta 

Society, 875 124th Avenue NE, Suite 
101, Bellevue, WA 98005, USA. Tel: 
+1.425.679.5500; Fax: +1.425.679.5539; 
joannt@deltasociety.org. ●

➤

➤

➤
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Editorial Notes comments
B Y  T I M  P H I L L I P S ,  D V M

Tapping into pet power

Dr. Phillips is the editor of Petfood 
Industry magazine. He can be 
reached at Tel: +1.815.966.5544, 
E-mail: tphillips@wattnet.net.

The group works 
to educate health 
care and other 
professionals.

— Tim Phillips

Teamwork 
The Delta Society educates Pet 

Partners teams that are regis-
tered (not certifi ed). This education 
covers topics such as infection con-
trol procedures, how to effectively 
engage with different populations 
and how to recognize stress signs 
in pets and the people they visit.

The human with its animal part-
ner is also screened using a 22-part 
evaluation process. Once the team 
passes these requirements, plus a 
health-screening from their veteri-
narian, the team can then register 
with Delta Society. The organization 
requires new evaluations, animal 
health screenings and renewal 
registrations every two years.
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Industry News

Quick hits
Thai Union Frozen 
Products reports that 
canned petfood ac-
counted for 9% of its 
record sales in 2008.

Jean Grunenwald 
is the new CEO 
of Nestlé Purina Pet 
Care Germany.

Nupro All Natural 
Pet Supplements is 
celebrating its 20th 
year in business in 
this month.

Bentoli AgriNutri-
tion Inc. announced 
the appointment 
of Larry G. Henry 
as its new territory 
sales manager for 
the Midwest, USA.

Del Monte Foods 
has named
Draftfcb its inte-
grated marketing 
agency of record for 
its entire portfolio 
of pet products.

Key Technology has 
launched its new 
online training pro-
gram, www.key.net.

Mocon Inc. is 
partnering with 
Clemson University 
and Sealed Air to 
support the new 
Cryovac Flavour 
Mark Retort Labo-
ratory.

➤

➤

➤

➤

➤

➤

➤

Last chance for early bird registration 
for Petfood Forum & Workshop 2009

Petfood Forum 2009 will take place April 20-22, 2009, at the Hyatt Regency O’Hare 
Hotel near Chicago, Illinois, USA. The premiere event for the petfood industry offers even 
more learning and networking opportunities than before. Early bird registration for this 
exciting event is still available. A new Petfood Forum blog is also updated regularly on 
PetfoodIndustry.com to keep you abreast of new speakers, presentations and other excit-
ing Forum news. For example, check out the latest post from keynote speaker Dr. Marty 
Becker, DVM.

Petfood Workshop: Essential Training will take place April 22-23, 2009. This seminar 
will provide a thorough overview of the petfood market, its structure and key players, plus 
the important growth driver of new products and how they impact the industry.

Turn to p. 22 of this issue for a list of topics and speakers for Petfood Forum and Pet-
food Workshop. For more information, contact Jackie Thrash, Tel: +1.404.760.2823, Fax: 
+1.404.240.0998, E-mail: petfoodforum@meetingexpectations.com or contact Ginny St-
adel, Tel: +1.815.966.5591, Fax: +1.815.968.0941, E-mail: gstadel@wattnet.net.

Increased petfood prices strain sales 
Surging petfood expenses are pinching the profit margins of pet store owners, who say 

the cost increases and the declining economy are driving customers to cheaper supermarket 
or price club brands, according to an article from The Record, a 
newspaper in Bergen County, New Jersey, USA. 

Petfood makers point to rising costs of energy, ingredients, 
packaging and transportation, though many of those prices have de-
clined in recent months. Corn, a main ingredient in many dog foods, 
climbed to a record US$7.99 a bushel on June 27, 2008, abetted by 
the push to use corn-based ethanol in gasoline. Oil prices surged to 
more than US$147 a barrel in July, driving up transportation costs.

Industry experts and analysts have cited the pet products industry 
as one of the few to be insulated from economic troubles, but small 
pet store owners believe the economic slump has finally caught up 
with pet owners and they are shifting to the cheaper supermarket and price club brands.

“I can’t make money if people stop coming in because things are too expensive,” says Janet 
Kaine, owner of Oak Ridge Pet Food and Supply in Newfoundland, New Jersey, USA. “We’re 
trying to not go any higher than we absolutely must.” 

At discount retailer Target Corp., dog and cat food sales have been up in the past 12 months 
and “are performing above our projections and exceeding expectations,” said spokesman Josh-
ua Thomas in the article.
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News ❯

Don’t miss any of the essential 
information that DSM has to offer.
By subscribing to Essentially Pet, you can have 
the next issue delivered directly to your inbox!

Subscribe today at 
http://watt.netline.com/essentiallypet

EssentiallyPet
Nutrition. Commitment. Solutions.

Manufacturers launch Global Data Synchronization in 
Russia. Global manufacturers Kraft Foods, Nestlé Pu-
rina and Procter & Gamble, along with German-based 
retailer Metro Group, have extended the use of the 
Global Data Synchronization Network to synchronize 
data in Russia.

The companies intend to synchronize their product 
catalogs in multiple countries with Metro Group repre-
sentation and expect benefi ts such as reduced paper-
work and strengthened service levels.

In addition to Russia, Metro Group is currently syn-
chronizing GDSN data in Germany, Poland and the UK 
and is working toward rolling out its efforts to other 
countries, such as Denmark and Hungary.

China pet show draws record crowds. The 2008 
12th China International Pet Show drew 25,000 trade 
visitors and 476 exhibitors to the Beijing Exhibition 
Centre from November 6-9, 2008, according to show 
organizers.

Exhibitors came from China and 18 other countries, 
and the number of international trade visitors rose by 
30%. Nürnberg Global Fairs and China Great Wall 
International Exhibitions organized the show, which 
featured many petfood products.

The 13th China International Pet Show is slated for 
November 12-15, 2009, in Guangzhou at the Chinese 
Export Commodities Fairs Pazhou Complex.
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Free food for 
Obama dog 

Anthony Holloway, owner of 
www.K9Cuisine.com, is willing 
to deliver free dog food to the 
White House doorstep for the new 
First Dog.

“I want to reach out to my former 
Illinoisans’ future pooch,” says Hol-
loway. “First we have to figure out 
how free shipping and delivery is 
handled at the secure White House.”

President Barack Obama re-
portedly is looking for a hypoal-
lergenic dog for his daughters. 
The Obama family has narrowed 
its choices for the new First Dog 
and is looking in Washington-area 
shelters. Daughters Sasha and Ma-
lia soon will own a Labradoodle or 
a Portuguese water dog.

Holloway’s online pet store is 
based in Paris, Illinois, USA, and of-
fers petfood without gluten, soy, corn 
or wheat, according to the website.
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News ❯

“Products Produced in the USA”

A complete listing of 2009 events is available at 

www.PetfoodIndustry.com

February

S M T W T F S

1 2 3 4 5 6 7

8 9 10 11 12 13 14

15 16 17 18 19 20 21

22 23 24 25 26 27 28

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
S M T W T F S

1 2 3 4 5 6 7

8 9 10 11 12 13 14

15 16 17 18 19 20 21

22 23 24 25 26 27 28

39 30 31

ZooExpo, March 21-22, 
2009, Exporama Trade Fair 
Centre, Oslo, Norway. Contact: 
Norweigen Pet Trade Association 
(NZB), zooexpo@nzb.no, www.
nzb.no.

INDUSTRY CALENDAR
April
S M T W T F S

1 2 3 4

5 6 7 8 9 10 11

12 13 14 15 16 17 18

19 20 21 22 23 24 25

26 27 28 29 30

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. 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. Contact: Jackie 
Thrash, Tel: +1.404.760.2823,
Fax: +1.404.760.0998, 
petfoodforum@
meetingexpectations.com,
www.petfoodindustry.com.
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These days we’re not just taking better 
care of ourselves, we’re taking better 
care of our pets, too. 

Carniking® from Lonza contains pure L-Carnitine. 

L-Carnitine is proven to:

— Support healthy cardiac function

— Improve muscle force

— Convert fat into energy

— Support healthy hepatic function

— Ensure optimum energy metabolism for all life stages

Provide your customers with a product that will improve 

the quality of life of their companion animals. They’ll 

love you for it. 

www.carniking.com

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

Carniking®

Carniking®

Carniking® offers pure
L-Carnitine and is a trademark

of Lonza Ltd, Switzerland.

Study shows 
recession is 
affecting 
pet care 

According to a recent US 
study, Economy and Pet Care, 
from Brakke Consulting, the pet 
care industry is not completely 
recession proof. 

The study, which surveyed 
1,500 dog and cat owners and 
225 companion animal veterinar-
ians, found many pet owners are 
cutting back on purchases of pet 
products and services, impacting 
retail and veterinarian sectors. 

According to the research, 
46% of pet owners indicated their 
financial situation was worse in 
2008 than in 2007. More than one 
fourth  —27%  —said the employ-
ment status of the main house-
hold wage earner declined during 
the past year. 

The impact was worse in the 
Midwest region of the US than 
in other parts of the country 
and among families with an-
nual household incomes under 
US$50,000. Services such as 
boarding, grooming and veteri-
nary care took the biggest hits, 
according to the research. Aver-
age transaction charge barely will 
have grown in 2008, according to 
study results. 

For copies of the complete re-
port, contact John Volk at jvolk@
brakkeconsulting.com or by call-
ing +1.773.327.4941.

Tell us what you think! 

Send letters to the editor to editor@

petfoodindustry.com or post your 

comments online at 

www.petfoodindustry.com
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New on the Shelves Find more new products at www.petfoodindustry.com. 

To submit products, contact Tara Leitner, Tel: +1.815.966.5421, 

Fax: +1.815.968.0941, tleitner@wattnet.net.

➤

❮❮ Grain-free cat meals
Wellness brand now offers grain-free Healthy Indulgence Naturally Delicious Every-
day Entrees for cats. The meal pouches consist of sliced morsels in sauce, in Chicken 
& Chicken Liver, Tuna, Salmon & Tuna and Turkey & Chicken flavors. According to 
the company, each entree is rich in antioxidant phytonutrients such as cranberries and 
blueberries to promote urinary tract health. The product contains no grains, wheat or 
wheat gluten, meat by-products, corn, soy or artificial preservatives, colors or flavors, 
Wellness says.  www.wellnesspetfood.com

Biscotti for dogs❯❯
Dr. Harvey’s Healthy Formulations Inc. has created Barkotti—a crunchy biscotti for 
dogs. The vegetarian recipe offers vitamins and minerals from ingredients such as bee 
pollen, fruits and vegetables, according to the company. The barkotti is available in two 
sizes—for small dogs and medium to large dogs.   www.drharveys.com

❮❮ Fish treats for dogs
Pet ‘n Shape Natural Catch from Pet Ventures are fish treats for dogs. Made 
in Iceland, the treats provide omega-3 and 6 fatty acids, according to the 
company. Four varieties are available: salmon, shrimp, lobster and white fish. 
Pet Ventures says the treats can help maintain healthy joints, sustain a smooth 
coat and promote strong muscles.   www.petventures.com

Dental chew bone❯❯
Terrabone—an edible dental chew bone—is available from 
Complete Natural Nutrition. The bone is designed to clean teeth 
and freshen breath with 100% natural and 50% organic ingre-
dients, sourced and made in the US, according to the company. 
Terrabone does not contain wheat, gluten, soy, corn or animal 
by-products. The product is available in two sizes for both small 
and large dogs.   www.completenaturalnutrition.com
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Being a successful player in to-
day’s fiercely competitive pri-
vate label petfood arena requires 
exceptional flexibility and solid 

cost controls. This basic thinking guid-
ed the setup of Fides Petfood—both its 
business model and the 2006 construc-
tion of its plant in Ostend, Belgium. 

Part of Group Depré, Fides Petfood 
operates an ultra-modern plant that 
stems from the decision to establish an 
autonomous, dedicated production site, 
entirely focused on private label dog 
and cat foods. The goal was to improve 
its products and better meet specific 
market requirements.

Headquarters: Group Depré, 
Beernem, Belgium; Fides Petfood, 
Ostend, Belgium
Facilities: Group Depré, Agro 
Division has two facilities (Beernem 
and Antwerpen); Group Depré,  
Petfood Division has two facilities 
(Beduco in Schoten, Fides Petfood 
in Ostend)
Offi cers: Fides Petfood—Kurt De 
Cock, plant director; Dirk Buysse, 
general director
Sales: Group Depré: EUR 150 mil-
lion (US$200 million)
Employees: Group Depré—170 
in four facilities; Fides Petfood—5
Brands: Euro Premium, Fides 
Breeder Line and Mr. Dog
Website: www.groupdepre.be; 
www.fi despetfood.be

Business basics

The Fides Petfood plant in Ostend, 
Belgium, was built in 2006.

Fides Petfood’s single-minded 
attention to maximum efficiency 
has paid off
BY STEFANIA PES

Focusing on 
private label
Focusing on Focusing on 
private labelprivate label
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 A diverse feed mix
Group Depré, one of the top five 

feed companies in Belgium, is a diverse 
mix of animal nutrition endeavors. It 
has produced compound feeds for more 
than 60 years. It entered the petfood in-
dustry in the 1990s, with the production 
of foods for birds, small animals and 
cats and dogs. Fides Petfood represents 
a big step toward expanding the group’s 
branded lines, which are marketed 
through its sister company Beduco. 

“We see Fides as a private label 
company in every respect,” says Kurt 
De Cock, Fides’ plant director. “We 
do produce our own brands like Fides 
Breeder Line and Euro Premium, and 
they are distributed by our sister com-
pany Beduco, but Beduco operates to-
tally separate from us.

“All we do is petfood manufacturing,” 
De Cock continues. “From our point of 
view, Beduco is a customer just like any 
other. However, when it comes to attain-
ing maximum efficiency,” explains De 
Cock, “Fides monitors Beduco stocks, 
thus allowing optimum production plan-
ning for just-in-time delivery.” 

Just-in-time approach
One of Fides’ goals is to use the just-

in-time approach with as many custom-

ers as possible. This produces benefits 
for both sides, but it requires a lot of work 
building partnerships based on mutual 
commitment, according to De Cock.

From the beginning, Fides chose to 
have a very limited warehouse capac-
ity and produce based on customer de-
mand. With a one week lead time, Fides 
fills 95% of its orders.

“On one hand, this eliminates some 
potential clients that need more prod-
ucts in stock,” states De Cock, “but it 
enables us to produce as efficiently as 
possible. Most important for a private 
label company are volume and reducing 
costs. If you can’t control your costs, 
you lose your profits. Cost control and 
the ability to produce on demand are 
what make us different from our com-
petitors,” he says.

Tailor-made kibble
A key issue for Fides is guarantee-

ing the consistency of all tailor-made 
kibbles, which range from superpre-
mium to mass market products. Vari-
ous products are produced for different 
clients in both wholesale and retail (su-
permarkets, horticultural centers and 
specialized pet stores).

Fides responded to this challenge 
with a lean organizational model. This 

was not a reengineering of a pre-exist-
ing, less efficient process, but the ap-
plication of a systematic improvement 
approach, aimed at obtaining greater 
efficiency and reducing wasted effort, 
time, space and cost. In other words, Fi-
des worked toward reducing all activi-
ties that did not add value.

The new factory was designed to al-
low further expansion (e.g., to double the 
extrusion line) with minimum addition-
al investment. It is fully automated and 
needs only eight people to run—mostly 
working on the packing line.

Fides Petfood can therefore count on 
a modern and flexible production line 
that complies with the highest quality 
standards and makes it possible to deal 
with shifting customer demands. The 

Counterfl ow drying advantages
Fides Petfood, seeking optimum energy effi ciency, selected a Geelen 

Counterfl ow dryer. Dryers are the largest energy consumers in any petfood 
facility, notes Kurt De Cock, plant director. According to Geelen, its dryer 
achieves an energy effi ciency that is 20-50% better than available alternatives.

The reason is the use of counterfl ow principles, which enable a more effi cient 
exchange of energy and water between product and air. The dryer’s internal recir-
culation leads to a lower exhaust air volume, a lower exhaust air temperature (typi-
cally only 50-60° C) and a very high relative humidity of exhaust air, Geelen says.

The dryer is made of double walled stainless steel, with material between the 
inner and outer walls providing complete insulation from the ambient environment. 
Thanks to only one controlled air inlet and exhaust, continuous, real-time measure-
ment—displayed on the control screen—of all relevant variables (product fl ow 
rate, actual moisture, temperature and air volume of each drying stage) allows the 
operator to monitor the mass and energy balance of the dryer continuously on-
line. Measuring these fl ows is a critical step toward minimizing energy waste.

An optional microwave moisture sensor allows the dryer to react automatically 
to any changes in moisture of the product or changes in the environment. The 
use of gravity fl ow means the dryer has an absolute minimum of moving parts, 
which are mechanically “overdesigned” to make it nearly maintenance free while 
meeting the highest industry standards for sanitation, Geelen says.

“Dryers are the 
largest energy 
consumers in 
any petfood 
facility.”

Reference samples are 
part of Fides Petfood’s 
quality assurance 
efforts. 
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company has the flexibility it needs to 
deal efficiently with business variability.

Energy efficiency tactics
Establishing the new Fides plant in 

Ostend, Belgium, was a strategic deci-
sion by Group Depré. The company 
has been very careful in selecting every 
supplier and setting up a modern pro-
duction unit with a fully automated, 
PLC-controlled extruder line and state-
of-the-art equipment.

Fides chose Ottevanger Milling En-
gineers, one of the leading European 
companies specializing in equipment 
for processing grain and the produc-

tion of compound feed and petfood. Ot-
tevanger designed the Fides plant and 
managed construction and procurement 
of equipment: a macro dosing system, 
a micro dosing system, a grinding and 
mixing section, an extrusion line and 
a drying, coating and cooling system. 
The plant can produce 6 to 9 tons of pet-
food per hour.

Future improvements
Future improvements include the 

possibility of further automation of 
the packing line, as De Cock explains: 
“So far the majority of our bags are 15 
kg, but the smaller packs are becoming 

more and more popular.
“Now we can do it all on the same 

line, but we have to divert the 4 kg or 
smaller bags to another line where we 
can pack separately,” De Cock contin-
ues. “So this is something we are defi-
nitely looking at right now, but we must 
be sure we can do it with maximum ef-
ficiency.”  ●

Stefania Pes is a writer for Mediatic 
(www.mediatic.it), based in Italy.

Fides aims 
for maximum 
effi ciency, which 
includes complete 
automation, 
optimum 
production 
planning and just-
in-time delivery.

“Fides Petfood 
works towards 
reducing all 
activities that 
do not add 
value.”

800.373.6156
www.Ameri-Pac.com

St. Joseph, Missouri

Customer Complaints
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.

z
z

z
z

z
z

z
z

…
a l l q u i e t h e r e

z z z z z z

Private label ❯

“Fides Petfood 
works toward 
reducing all 
activities that 
do not add 
value.”
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To learn more, turn the page.

Struggling to get 
a grip?

Our latest innovation is designed to make your 
life a little bit easier.
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Even in this tough economy, the 
petfood industry is continuing to 
grow, thanks to key trends such 
as humanization, convenience and 

health. This year’s program for Petfood 
Forum, scheduled for April 20-22 at the 
Hyatt Regency O’Hare near Chicago, 
Illinois, USA, is designed to deliver in-
formation on how to capitalize on those 
trends, starting with the keynote speak-
er—a first for Forum.

Marty Becker, DVM, is a popular 
author and regular contributor to Good 
Morning America. His keynote address 

will include insights on how to leverage 
the human-pet bond to your advantage, 
plus tips on selling premium petfoods 
he’s learned from 30 years as a veteri-
narian and animal hospital owner.

This year’s event also includes other 
exciting speakers such as the Petco exec-
utive in charge of dog food and experts 
on new product development, nutrition, 
plant efficiency and more. Plus, for the 
first time at Forum, you’ll see posters 
showcasing the latest petfood research; 
and you can enjoy many opportunities 
to network with peers.

Immediately following Petfood Fo-
rum on April 22-23, also at the Hyatt 
Regency O’Hare, the brand-new Pet-
food Workshop: Essential Training will 
provide a thorough overview of the pet-
food industry to newcomers and profes-
sionals who need a refresher or better 
understanding of functions other than 
their own. General sessions will cover 
the market’s size and key players, the 
new products driving market growth 
and the industry’s structure.

Then,  attendees will rotate through 
four separate rooms to gain a deeper un-
derstanding of key areas:

Nutrition and ingredients;
Regulatory;

➤
➤

Packaging; and
Production (extrusion).
On pages 26 and 29 you’ll find 

scheduling, speaker and topic infor-
mation as of press time. For updates, 
bookmark www.petfoodindustry.com/
petfoodforum.aspx, and watch for the 
March issue. For specific questions, 
contact Ginny Stadel, gstadel@wattnet.
net or +1.815.966.5591; for help with 
registration, contact Jackie Thrash, 
+1.404.760.2823 or petfoodforum@
meetingexpectations.com. 

➤
➤

preview
Find out how to keep growing your business at 
this year’s event—and the new Petfood Workshop

Petfood 
Forum 
blog
Check out the 
new blog on the 
PetfoodIndustry.
com homepage 
for updates to the 
program and posts 
from speakers, 
including keynoter 
Dr. Marty Becker.

2009 exhibitors
Visit www.petfoodindustry.com/
petfoodforum.aspx for a list of 
Petfood Forum exhibitors, updated 
regularly.

Petfood Forum 2009 promises information you need to succeed and plenty of networking with your peers.

Register online
Registering for Petfood Forum 2009 
and Petfood Workshop is quick and 
easy at www.petfoodindustry.com/
petfoodforum.aspx. Register by 
February 20 and save up to 15%.

Marty Becker, 
DVM, is the keynote 
speaker for Petfood 
Forum 2009.
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With our latest innovation, the Grab ’n’ Go Handle, Peel Plastics makes it easier to 
get a grip. No more struggling to lift a heavy bag of food off the shelf, to the car 

and into the home. Contact us for more information and give your customers 
the convenience they deserve. They’ll give you something in return: 
ever-increasing sales.

905.456.3660
sales@peelplastics.com
www.peelplastics.com

The handle that
changes everything.

The new standard for convenience in
petfood packaging that your customers will love.

call
email

visit
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north america  800.218.5607  
northamerica@afbinternational.com 

latin america  54.2322.480747 
alusa@afbinternational.com.br

europe  31.73.5325777 
europe@afbinternational.nl

asia/pacific  61.398.799093 
khall@afbinternational.com
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australia  61.359.711105 
jseletto@inghams.com.au

AFB International is the pet food industry’s leader in 
palatability technology and has been for more than 
two decades. Our success has come not from dwelling 
on the successes of the present, but by consistently 
focusing on the next technological breakthrough and 
the next level of pet food performance.

The people, facilities and capabilities behind our 
Optimizor®, BioFlavor® and Enticer® brands allow 
AFB to deliver breakthrough palatability solutions to 
customers around the globe. 

Consider our Lovejoy Resource Center which is unlike 
any product development facility anywhere in the 
world. There, we’ve recently developed palatability 
assessment systems which, for the fi rst time, allow us 
to accurately predict palatability performance before 
proposed products are produced.

AFB works closely with pet food manufacturers to 
meet their objectives in product development and 
palatability performance. Working together, we are 
producing exciting new products for an increasingly 
demanding marketplace.

To learn more, contact a sales director listed below or 
visit www.afbinternational.com.

NEW TECHNOLOGIES FOR MAXIMUM PET FOOD PALATABILITY.
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Jumphead ❯

Monday, April 20
1:00-7:30 pm Registration

5:30-7:30 pm Reception

Tuesday, April 21
(Sessions in the same time slot are concurrent.)
7:00-8:00 am Breakfast

8:00-9:30 am 
Keynote: Marty Becker, DVM, shares 
his insights on the human-animal bond 
and how to educate pet owners about 
nutrition.

9:00 am-7:00 pm  Exhibits open

9:30-10:10 am Break

10:15-11:00 am 
General session: Rick Rockhill, VP 
of dog food consumables for Petco, ex-
plains what retailers want from petfood 
manufacturers.

11:05-11:50 am 
General session: Sustainabil-
ity—why is it important for the petfood 
industry? How can you make your 
business more sustainable? (To be 
confi rmed.)

11:50 am-1:00 pm Lunch

1:00-2:00 pm 
Poster presentations/
networking sessions

2:05-2:45 pm 
Guerrilla marketing: Vicki Lynne 
Morgan of Animal Brands discusses 
how tomorrow’s success lies in a target-
ed, 360-degree marketing approach 
using technology and a “guerrilla” state 
of mind.

Ingredient sourcing and cyto-
toxicity testing: Jennifer Radosevich 
explains Kemin Nutrisurance’s new 
early alert program for certain ingredi-
ents to better address safety concerns.

2:50-3:30 pm 
Petfood market update: the 
value equation: David Lummis of 
Packaged Facts shows how communicat-
ing product benefi ts and tapping into 
the potent human/animal bond is more 
important than ever in a tough economy.

Product testing with household 
panels: John Presutti of Market-i 
Research demonstrates that with a new 
product launch, understanding the 
impact of product formulation is best 
assessed via a household panel.

4:20-5:00 pm 
The changing world and new 
product development: John Adams 
of Adams Developments discusses long-
term, fundamental, global movements 
and how they will impact the market. 

Energy source impact on 
production costs, product and 
the environment: Galen Rokey 
of Wenger and Rick Scholtens of 
Interstates review how energy inputs 
common to extrusion and plant opera-
tions can be used to reduce cost and 
environmental impact.

5:00-7:00 pm Reception

Wednesday, April 22
(Sessions in the same time slot are concurrent.)
7:00-8:00 am Breakfast

7:30-10:30 am Exhibits open

8:00-8:40 am 
Probiotics in veterinary nutri-
tion: Dr. Anton Beynen, Bacterfi eld 
SA, explains the many benefi ts of using 
probiotics in petfoods.

New EU petfood marketing rules: 
Dr. Wolfgang Trunk of the European Com-
mission gives an overview of new rules 
to enforce safe feed for pets and provide 
appropriate customer information.

8:45-9:25 am 
The best ways to use chelated 
materials: Tom Best of Trouw and Ron 
Rompala of Blue Seal discuss how differ-
ences in forms of chelated trace minerals 
affect proper use of these ingredients.

Functional properties of plasma 
proteins: Dr. Javier Polo of APC Eu-
rope reviews the benefi ts of spray-dried 
animal plasma for wet petfood produc-
tion and as a palatability enhancer, 
particularly for cats.

9:30-10:00 am Break

10:05-10:45 am 
Health and wellness in the 
global petfood market: Lee Lin-
thicum of Euromonitor explains how the 
proliferation of functional ingredients 
and products addressing food intoler-
ances creates opportunities for petfood 
companies.

Managing your unsaleables: 
Debbie Grosh of DLG Strategies ad-
dresses handling damaged product. 
Managing the problem can improve 
your bottom line and the environment.

10:50-11:30 am 
How petfood affects behavior: 
Dr. Guido Bosch of Wageningen Uni-
versity, Netherlands, shares highlights 
of his research on how certain types of 
petfood ingredients may infl uence pet 
behavior.

Petfood’s biggest hurdle: ingre-
dient approval: Jarrod Kersey of 
the American Feed Industry Association 
explains why identifying a regulatory 
approval mechanism for novel ingredi-
ents would benefi t petfood manufactur-
ers and consumers.

11:35 am-12:15 pm 
Packaging and marketing to 
today’s pet parents: Jim Morris of 
Morris Packaging/Heartland Ingre-
dients offers insights on how today’s 
highly involved pet owners respond to 
marketing and packaging of petfoods.

Regulatory issues for unap-
proved ingredients: Bill Bookout 
of the National Animal Supplement 
Council gives another perspective on 
novel ingredients, following up on Jar-
rod Kersey’s at 10:50 am—including 
approaches used in Canada and by 
other industries.

12:15-2:00 pm Lunch
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New

April 22-23
Register Today to Receive Early Bird Rate 
for Petfood Workshop: Essential Training

New to the petfood industry, or need a refresher 
course? Petfood Workshop: Essential Training 
offers extensive knowledge and peer networking 
opportunities through roundtable discussions 
and panels:

Workshop Break-out sessions delve into 
four fundamental areas of petfood:

SAVE UP TO 15% - EARLY BIRD RATE

limited 
for the Petfood Workshop.

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.

SIGN UP NOW
AND SAVE UP TO 15%

PetfoodWorkshop
ESSENTIAL TRAINING

Register by February 20 & Save 15%
Sign up online today at www.petfoodindustry.com/petfoodforum.aspx

Learn how to leverage the human-pet bond – the #1 reason for industry growth

April 20-22
Join Petfood Industry

the human-
pet bond

Learn from Human-Pet Bond Expert Marty Becker, 
DVM, and author of The Bond as he focuses on this 

unique connection – and how petfood companies should market to this 
audience -  in Petfood Forum’s first-ever keynote address.

Other sessions will include:
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Hyatt Regency O’Hare 
Hotel

www.petfoodin-
dustry.com/petfoodforum.aspx

Registration date Petfood Forum 
(full event)

One-day rate
April 21, 2009

Exhibit-hall only 
pass

Petfood Workshop 
only

Petfood Workshop 
discounted rate if also registered 

for Forum

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.g., dry, wet, treats, etc., or equipment, ingredients, etc.): _____________________________________________________

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

Method of payment: ❐ Check ❐ Money order ❐ MasterCard ❐ VISA ❐ American Express ❐ 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:

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 registered personnel 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.

April 20-22, 2009 April 22-23, 2009

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, 2009, 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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Petfood Forum ❯

Wednesday, April 22
7:00 am-2:00 pm Registration

2:00-3:00 pm 
General session: Lee Linthicum of 
Euromonitor discusses market data, 
forecasts, company profi les and key trends.

3:00-3:20 pm Break

3:20-4:35 pm 
First round of breakout 
sessions (each an interactive 
workshop on one key area of petfood):

1. Nutrition and ingredients: 
Greg Aldrich, PhD, of Pet Food 
& Ingredient Technology gives 
an overview on companion 
animal nutrition and the types of 
ingredients used in petfood.

2. Regulatory: David Dzanis, 
DVM, PhD, DACVN, explains 
what you need to know about US 

petfood and labeling regulations 
to achieve nationwide compliance. 
Includes a fun quiz.

3. Processing/production: 
Galen Rokey of Wenger uses 
a virtual petfood extrusion 
demonstration to showcase 
hardware, software and other 
process control tools in real time.

4. Packaging: A packaging expert 
reviews the types of materials, 
equipment, processes and 
considerations that go into the 
packaging of petfoods.

4:40-5:55 pm 
Second round of breakout 
sessions (groups rotate among the 
four rooms)

6:00-7:00 pm Reception

Thursday, April 23
7:00-8:00 am Breakfast

8:00-8:40 am 
General session: Krista Faron 
of Mintel shows new products and 
explains how they drive growth in the 
petfood industry.

8:45-9:20 am 
General session: Tom Willard, 
industry consultant, gives an overview 
of the structure and fl ow of the petfood 
industry.

9:30-10:45 am 
Third round of breakout sessions
(groups rotate among the four rooms)

10:45-11:05 am Break

11:10 am-12:25 pm 
Fourth round of breakout 
sessions (groups rotate among the 
four rooms)

Corporate Office

Energy consumption down 25%.
Optimizing quality and volume.

Reduced energy consumption.  Higher production volume.  Improved 
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.

“Extru-Tech® has given us 
a true advantage.”

®
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In the wake of the massive 2007 
petfood recalls, the US govern-
ment passed what was intended to 
be sweeping new regulations. The 

Food and Drug Administration (FDA) 
Amendments Act of 2007, or FDAAA, 
requires the FDA to take a much more 
active role in the oversight and safety of 
petfood; yet 18 months later, the rules for 
implementation are still being debated.

Several groups—including the Pet 
Food Institute (PFI), National Grain 
and Feed Association and the Associa-
tion of American Feed Control Officials 
(AAFCO)—recently responded to FDA’s 
call for comments on the new rules. Sev-
eral key themes emerged:

Despite the 2007 recalls, petfood is 
among the most regulated and safest 
products sold in the US;
Any new regulations should align 
with the already established and in-
use AAFCO models; and
All FDA regulations and inspections 
need to be based on sound science 
and risk principles.
Two experts share their specific 

opinions here. For an update on upcom-
ing new European regulations, watch the 
March issue of Petfood Industry.

➤

➤

➤

Science and feasibility are key
DAVID A. DZANIS, DVM, PhD, DACVN, 

DZANIS CONSULTING & COLLABORATIONS

Notwithstanding the 2007 recall of products con-
taminated with melamine and related compounds, 

petfoods have had a good safety record in the US. Yet, 
because of their high prevalence and frequency of use 
in pet-owning households, petfoods receive more than 
their fair share of blame for adverse health events. In 
dog and cat poisoning cases where the causes were 
confirmed, only 1.7% could be attributed to food—far 
below the number for many other household items, 
such as drugs, insecticides, plants, rodenticides and 
cleaning products (Miller et al., 2000).

Despite these statistics, the Internet is replete with 
sites that disparage the safety of commercial petfood 
products, often implicating poor regulatory oversight 
as a major factor. Some of the concerns expressed do 
have legitimate merit, but many others are without 
sound scientific or regulatory rationale. Petfood manu-
facturers who accede to ill-founded concerns for the 
sake of public image or market share may provide a 
façade of improved safety, but these acts do little to improve safety per se. 

For example, there doesn’t appear to be evidence that the manufacturer-initiated 
removal of ethoxyquin from petfoods in response to advocates’ demands in the 
1990s ever accomplished anything beneficial. Routine testing of outgoing product 
for melamine content may be prudent in some cases, but when done at the expense 
of appropriate attention to many other potential safety problems, it serves to offer 
dubious promises to the consumer more than true improved safety.

The future of US regulations
Two industry experts comment on the direction 
new FDA petfood rules should take

Dr. Dzanis is a consultant 
on veterinary nutrition, 
labeling and regulation 
and a regular columnist 
for Petfood Industry 
(www.petfoodindustry.
com/0902PETInsights.
aspx).
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The future of US regulations
This is not to say there isn’t opportunity 

for improvement in petfood safety regulation. 
FDAAA places much of the burden on FDA 
to develop and implement improved methods 
to detect a petfood-borne outbreak in its early 
stages and communicate on such matters 
with industry and the public more effectively. 
While that aspect of the new law only helps 
after a safety problem erupts, the act also 
requires FDA to promulgate regulations to 
improve ingredient, processing and labeling 
standards as a means of proactively address-
ing petfood safety.

As of this writing, proposed rules to 
implement the act are forthcoming, so it is 
unknown what FDA plans to offer in this 
area. Whatever is proposed, it is impera-
tive it be scientifically valid, feasible for 
industry to accommodate and enforceable 
by regulatory bodies.

While additional costs to both govern-
ment and industry should be expected, any 
substantial increase in expenditures must be 
weighed against actual benefit to safety. New 
regulations pertinent to process control (e.g., 
Good Manufacturing Practices) would ap-
pear to be the most useful complement to the 
product control regulations already in place, 
guiding industry to establish procedures that 
can be both efficient and cost-effective in el-
evating the standards for petfood safety. ●

Stay with AAFCO
BY DUANE EKEDAHL, PFI

Commercial petfoods truly are one of the 
amazing products of the 20th century. They 

provide carefully balanced nutrition at an af-
fordable price and have an exceptional safety 
record that compares favorably to human food.

Petfood products are the most highly regu-
lated products on US grocery store shelves, 
with the exception of infant formula. Federal 
and state regulations and guidelines apply to 
virtually every aspect of petfood, including:

Ingredients used;
Process by which products are made;
Nutritional content; and
Information that appears on labels.
The result is that consumers can choose from a wide variety of prod-

ucts that provide all of the nutrition required by their pet cats and dogs.  
The last two years have illustrated a challenge brought about by the new 

global economy that has resulted in greater US government activity aimed 
at ensuring the safety of products—including processed food and ingredi-
ents—that cross international borders. As a result, the US FDA was man-
dated to develop national regulations for petfood pertaining to ingredients, 
manufacturing and labeling. These three areas are already covered by the 
AAFCO Model Bill and Model Regulations, which have been worked on for 
over 40 years and adopted widely by the states. It is because they are in place 
that PFI, in its official comments on the proposed regulations, urged FDA to 
adopt regulations consistent with the AAFCO models.

As the FDA petfood regulations are expected to be released for public 
comment in the coming months, it is important to maintain perspective 
on the long record of production and use of commercial petfood products. 
Continuous research, innovation and expansion of nutritional knowledge 
for companion animals have resulted in a highly competitive and dynamic 
domestic petfood sector. The US petfood industry has set the global stan-
dard for quality, nutrition and yes, safety, for many years, as it will con-
tinue to do for many years to come. ●

➤
➤
➤
➤

Duane Ekedahl is 
president of PFI (www.
petfoodinstitute.org).

Any new petfood regulations should be 
scientifi cally valid and based on sound 
risk principles, experts agree.

Read and discuss online
For comments on FDAAA, see www.regulations.gov 

(enter Docket #FDA-2007-N-0442).
Share your thoughts on FDAAA at 

http://www.petfoodindustry.com/Discussions.aspx.

➤

PFI urged FDA to adopt 
regulations consistent with 
the AAFCO models.
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Behavior is regulated by neu-
rotransmitters and hormones, 
and changes in the availability of 
their precursors may influence 

behavior. But unfortunately, the effects 
of nutrients on behavior are largely un-
known. Following are examples of di-
etary nutrients most likely to have an 
effect on canine behavior:

Phytoestrogens, found primarily in 
soy, may decrease anxiety but in-
crease aggression;
Antioxidants may lessen age-de-
pendent cognitive decline in dogs;
Tryptophan may decrease canine 
aggression and fearfulness.

Preventing euthanasia
At present, few studies have been 

conducted to evaluate the role of nu-
trition in canine problem behavior. 
But studies that explore this relation-
ship may help improve the welfare of 
dogs and their owners.

Polyunsaturated fatty acids 
(PUFA), especially docosahexaenoic 
acid (DHA), have an important role as 
structural constituents in brain devel-
opment. Dietary supply of omega-3 

and omega-6 PUFAs could modify 
aspects of the dopaminergic and 
serotonergic systems and, conse-
quently, cognitive performance 
and behavior.

➤

➤

➤

Dietary nutrients can affect neurotransmitter and 
hormone levels and thus can influence behavior

BY TIM PHILLIPS, DVM
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How diet affects behaviorHow diet affects behaviorHow diet affects behaviorHow diet affects behavior

By increasing serotonin levels, dietary tryptophan 
can help decrease canine fearfulness.
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Finally, persistent feeding motiva-
tion between meals can increase ste-
reotyped behavior and aggression and 
decrease resting time. This feeding 
motivation may be decreased by the 
dietary fiber content of the diet. 

Diet and mood changes
Nutrition and behavior are not usu-

ally considered to be closely related, 
but there are key areas of overlap be-
tween these fields. Behavioral factors 
determine the choice of foods in the 
diet, and any attempt to change dietary 
patterns must necessarily involve the 
central nervous system and may be as-
sociated with mood changes.

That diet influences behavior is an 
ancient human belief. Primitive peo-
ple attributed friendly and unfriendly 
feelings to plants and animals and ex-
pected these feelings to be transferred 
to anyone who ate such foods. The 
reduction of dietary risk factors for 
chronic disease and the development 
of effective means to do so are key to 
good health.

Eating disorders in humans
Although infants do not begin life 

with a choice of foods, some of the 
most obvious reflexes at birth are those 
associated with eating. Infants learn to 

Behavior ❯

Increasing 
satiety
This study (“Comparative in vitro 

fermentation activity in the 
canine distal gastrointestinal tract 
and fermentation kinetics of fi ber 
sources,” G. Bosch, et al.  J. Anim 
Sci, 2008, 86:2979-2989) evalu-
ated the variation in fermentation 
activity along the distal canine  gas-
trointestinal tract. It also assessed 
fermentation kinetics and end 
product profi les of 16 dietary fi bers 
for dog foods using canine fecal in-
oculum. Results of this study can be 
used to formulate canine diets that 
stimulate dietary fi ber fermentation 
along the distal gastrointestinal tract 
and stimulate the level of satiety in 
dogs.

“Infants do not have an inborn 
ability to select a balanced, 
nutritious diet.”

Capture The Power

Conveyor Driers, Truck/Tray Driers, Impingement Ovens, 
Advanced Control Systems

www.aeroglide.com/petfood

PERFECTING THERMAL PROCESSING WORLDWIDE

A Bühler Group Company

Raleigh, NC USA Philadelphia, PA USA +1 215 464 6070
England China Malaysia +60 3 6411 9999
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associate eating with security and re-
lief from anxiety, tension and distress. 
Later, children eat in conformance to 
cultural and familial standards. In-
grained meanings attached to the roles 
of food in society suggest reasons that 
food habits can be changed only with 
difficulty.

Food selection includes multiple 
environmental, cultural, genetic, social 
and sensory variables that interact in 
complex ways. One exception appears 
to be an innate preference for foods 
that are sweet. This preference is ac-
quired in early childhood and contin-
ues throughout life.

Selection of foods for nutritional 
or health reasons is a learned behav-
ior. Infants do not have an inborn 
ability to select a balanced, nutri-
tious diet. The variety of foods avail-
able has an important effect on food 

consumption; the more the available 
foods are varied, the more of them 
people will eat.

Reducing risk for pets
Behavior change is a key element in 

reducing the risk for chronic disease. 
Eating behaviors are acquired over a 
lifetime; to change them requires alter-
ations in habits that must be continued 

permanently—beyond any short-term 
period of intervention.

For humans, dietary advice is of-
ten restrictive and viewed as depriv-
ing. It may also be incompatible with 
cultural or familial standards. Envi-
ronmental factors such as peer pres-
sure, advertising of high-calorie foods 
and alcoholic beverages may strongly 
counteract recommended changes.

Despite these difficulties, con-
siderable evidence supports the ef-
fectiveness of nutrition education 
in changing dietary intake. These 
changes can reduce risk factors for 
many conditions, and the same can 
be true for pets. ●

This article is based on “Impact 
of nutrition on canine behavior: 
current status and possible 
mechanisms,” G. Bosch, et al.
Nutrition Research Reviews
(2007), 20, 1-16.

Source documents
Available online are the 

supporting documents for this article.

“Comparative in vitro 

fermentation activity in the 

canine distal gastrointestinal tract 

and fermentation kinetics of fi ber 

sources.” G. Bosch, et al., 2008. J. 

Anim Sci, 86:2979-2989.

“Impact of nutrition on canine 

behavior: current status and 

possible mechanisms.” G. Bosch, 

et al., 2007. Nutrition Research 

Reviews, 20, 1-16.

Go to www.petfoodindustry.

com/0902PETbehave.aspx to fi nd them.

➤

➤

➤

Persistent feeding 
motivation between 
meals can increase 
aggression.

© cynoclub. BigStockPhoto.com
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Over the past year, there seems 
to be a growing stream of 
price-increase announce-
ments from petfood packag-

ers, suppliers and retailers. As raw 
material and transportation costs have 
edged up, the industry has been forced 
to increase its prices to keep up with 
the accelerating costs of production—
cost-push inflation in which the cost of 
packaging spirals upward and eventu-
ally trickles all the way through the 
chain to consumers.

Hill’s Science Diet raised its price 
several times over 2008, and a 7.4% 
jump came in January 2009. Nutro 
boosted its price 26% in three phases 
since fall 2007 while the company re-
duced bag sizes. The price increases 
have come more often and in larger 
amounts than previous years, pet store 
owners say, according to an article in 
The Record, a newspaper in Bergen 
County, New Jersey, USA.

The price hikes affect virtually all 
petfood and treat packaging materials, 

including film, label, ad-
hesives and inks. These 
are exactly the kind of 
events that can inspire 
structural changes in our 
industry: 

Excess packaging and 
production waste are 
being attacked;
Companies clamor for 
innovations that make 
their processes more ef-
ficient; and
Manufacturers need to 
develop new strategies 
when purchasing raw ma-
terials and developing packag-
ing. 

Reduce waste, reduce price 
The key to successful petfood 

packaging is to select the package 
material and design that best satisfy 
competing needs with regard to prod-
uct characteristics, marketing consid-
erations (including distribution needs 

➤

➤

➤

The Zip-Pak TopZip Jr. retrofi t 
system is economical, upgradable 
and has a smaller footprint than 
traditional stand-alone zipper 
applicators —a money saver no 
matter how you look at it.
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The price of The price of 
premiumpremium  
packagingpackaging
As raw material costs rise, manufacturers find ways 
to cope with technology, ingenuity and creativity
BY JESSICA TAYLOR
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and consumer needs), environmental 
and waste management issues and 
cost. Not only is balancing so many 
factors difficult, but it requires a dif-
ferent analysis for each prod-
uct, consid-
ering factors 
such as the 
properties of 
the packaging 
material, the 
type of petfood 
to be packaged, 
possible pet-
fo o d / p a c k a ge 
interactions, the 
intended market for the product and 
costs related to the package through-
out the production and distribution 
process.

Packaging technology must bal-
ance petfood protection with other is-
sues, including:

Energy and material costs; 
Heightened social and environmen-
tal consciousness; and 
Regulations on pollutants and dis-
posal of waste.
Source reduction encompasses us-

ing less packaging, designing prod-
ucts to last longer and reusing prod-
ucts and materials, according to Food 
Packaging—Roles, Materials and 
Environmental Issues. Specific ways 
to achieve source reduction include 
lightweighting—using thinner gauges 
of packaging materials either by re-
ducing the amount used or by using 
alternate materials—purchasing du-
rable goods, purchasing larger sizes 
(which use less packaging per unit 
volume) or refillable containers and 
selecting toxic-free products.

Technology for an 
economical transition

Zip-Pak has launched the TopZip 
Jr. retrofit system to help ease some of 
the packaging line pain. The new tech-
nology is economical, upgradable and 
has a smaller footprint than traditional 
stand-alone zipper applicators, Zip-
Pak says. This enables companies with 
varying resources to provide brand-
differentiating resealable packaging, 

➤
➤

➤

according to Zip-Pak.
Traditional zipper attachment sys-

tems often require too large an invest-
ment for companies in emerging mar-

kets, or those that 
have recently 
purchased non-
resealable ver-
tical form/fill/
seal equipment. 
The TopZip Jr. 
was designed 
as a baseline 
version, but 
is upgradable 

to run at higher speeds and with 

a wide variety of pouch formats and 
zipper profiles, states the company. 
The upgrades enable Zip-Pak to offer 
a highly tailored solution with a low 
capital investment. The system is ideal 
for applications that can be a challenge 
to store conveniently, or keep fresh. 

The TopZip Jr. applies press-to-
close, and can support pillow, block-
bottom, quad-seal and stand-up 
pouches. Additional upgrades include 
perforation and ultrasonic sealing. The 
technology can run anywhere from 30 
bags per minute without ultrasonics to 
100 bags per minute, depending on the 
upgrade options.

The price hikes affect virtually 
all petfood and treat packaging 
materials, including fi lm, label, 
adhesives and inks.

Online extra!
Read a case study of how Crown 

Packaging is fi ghting the battle 

of rising packaging costs while 

maintaining product quality at www.

petfoodindustry.com/0902PETcost.
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Cutting color and costs
Using a color-harmonization pro-

gram called Project Rainbow, Unilever 
is reducing the more than 100 hues it 
currently uses on its European packag-
ing to just six. The company’s hope is to 
save tens or eventually even hundreds 
of millions of dollars a year. According 

to Advertising Age, if the rest 
of the petfood packaging in-
dustry followed suit, billions 
could be saved.

LFH, the branding and de-
sign group behind the switch, 
said the initial savings for 
Unilever in Europe amount 

to US$13 million to US$26 million. Ac-
cording to LFH, other package-goods 
companies have begun to express inter-
est, and said savings from color reduc-
tion could be applied to other areas of 
marketing as well.

Taking the cost on packaging aes-
thetics into consideration, the current 
economic climate makes a few less 
blues and reds seem a far more attrac-
tive option. Advancements in printing, 
which have added as many as four ad-
ditional colors to the old four-color pro-
cess, have helped make such moves pos-
sible, reducing the needs for specialized 
or “spot” colors to get the right look.

Cost savings and waste reduction, 
according to Graham Hawkins, produc-
tion director of LFH, come from buying 
inks on a greater scale, creating far less 
ink and packaging waste in the process 
of doing changeovers and producing fi-
nal packaging. Reduced complexity can 
improve quality and consistency. ●

Using a color-harmonization 
program called Project Rainbow, 
Unilever hopes to save millions 
of dollars a year on the cost of 
packaging.
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Packaging ❯

• 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 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

Why use Martek’s 
DHA GOLD®?

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

© 2008 Martek Biosciences Corporation.  DHA GOLD® is a registered trademark of Martek Biosciences Corporation.   

If the rest of 
the petfood 
packaging 
industry 
followed suit, 
billions could 
be saved.
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Research Notes

To register for your own digital issue of The Extru-Technician,
please go to http://watt.netline.com/extru-tech.

It’s FREE and the next issue will be delivered right to your inbox.

The digital magazine for pet food extrusion.

Subscribe now 
to get the next issue delivered 
directly to your in-box...FREE.

brought to you by

➤ Probiotics improve 
colon health

(FASEB J. 22:444.6) 
Dietary supplementation of 
Bifi dobacterium improves 
the microbial ecology of the 
canine colon by decreasing 
fecal numbers of the patho-
gen C. perfringens. 

➤ Evaluating probiotics
(FASEB J. 21: 705.17) The 

species Lactobacillus murinus 
ruminis may have the great-
est probiotic potential in the 
canine colon.K

ey
 C

o
n

ce
p

ts

Probiotics improve 
colon health

To determine effects of probiotics on 
canine colon health, 30 dogs were used. 
The dogs were allotted to three similar 
groups and were fed a premium diet twice 
daily to maintain their body weight. Af-
ter 31 days of adjustment to the diet, two 
probiotic groups were given a daily oral 
dose (109 CFU/dog) of Bifidobacterium 
pseudolongum or Lactobacillus murinus 
ruminis. The third group (control) was 
given a placebo during the evening feed-
ing. These treatments continued for 84 

days with fecal samples being collected 
on the day before probiotic dosing and 
days 21, 42, 63 and 84. Results indicate 
dietary supplementation of Bifidobac-
terium improves the microbial ecology 

of the canine colon by decreasing fecal 
numbers of the pathogen C. perfringens.
Source: H.S. Hussein, et al., 2008. 
Effects of probiotic supplementation on 
canine colon health. FASEB J. 22:444.6.

Evaluating probiotics
Results suggest the species Lactoba-

cillus murinus ruminis has the best pro-
biotic potential and galactooligosaccha-
rides have the best prebiotic potential. 

Source: H.S. Hussein, et al., 2008. 
In vitro fermentation characteristics of 
prebiotics by canine probiotic bacterial 
species. FASEB J. 21: 705.17
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In the ever widening search for 
novel petfood ingredients, one 
candidate was literally right un-
der our feet. That is, until the 

last couple of years, when sweet pota-
toes became the “darling carb” of new 
products and increasingly popular in 
specialty petfoods. For example, sweet 
potatoes can now be found in:

Elimination diets for the treatment 
of food hypersensitivities/allergies 
(e.g., salmon & sweet potato);
As an option for pet owners wanting 
to provide variety (e.g., sweet potato 
vs. corn or rice);
As an ingredient in the new no-grain 
and raw formulas; and
As a novelty in boutique and ultra-
premium petfoods.
However, almost nothing has been 

published regarding sweet potato nutri-
tion or usage in companion animal di-
ets. Given we are starting from scratch, 
what information is available?

Not even a potato?
Sweet potatoes (Ipomoea batatas) 

originated in the equatorial forests of 
the Americas (Peru and Ecuador) and 
have been cultivated for 5,000 years. 
They made their way to Europe fol-
lowing the explorations of Columbus 
and then on to Asia in the 16th century. 
Today, global sweet potato production is 
ranked fifth by weight, with more than 
95% produced by developing countries. 
This is in part because sweet potatoes 
are well suited for cultivation on small 
free-holding farms in tropical climates.

Partially due to agronomic and vi-
sual similarities between sweet pota-
toes and yams, there’s confusion about 
the names, but the two are not actually 
related. The yam (Dioscorea spp) is a 
monocot tuber that originates from Af-
rica and Asia, whereas the sweet potato 
is a dicot storage root from the Convol-

➤

➤

➤

➤

vulaceae (morning glory) family.
In fact, despite its name, the sweet 

potato is not even related to the potato 
(Solanum tuberosum). The “Irish” potato 
is a member of the Solanaceae (night-
shade) family, which includes tomatoes, 
red peppers and eggplants and originates 
in the Andean mountain chain of South 
America. While the yam, potato and 
sweet potato are all root crops, the yam 
and potato taste bland and starchy and 
contain insignificant amounts of carot-
enoids. The sweet potato, as the name 
implies, is sweet to the taste, and the or-
ange varieties are high in beta carotene.

That sweet taste
According to the US De-

partment of Agri-
culture (USDA) 
National Nutri-
ent Database for 
Standard Refer-
ence, Release 21, 
raw sweet potato (ed-
ible portion only) is 
mostly water (>77%) 
and carbohydrate (20%). On a moisture-
free basis, the carbohydrate fraction is 
mostly starch (55%) and dietary fiber 
(13%), with the remainder soluble sug-
ars. The protein level is comparable to 
other tubers and grains (~7%), fat is in-
significant (< 0.5%) and ash (~4.4%) is 
a tad higher than other starch sources. 
The sweet potato represents a decent 

source of potassium (~1.5%) and is en-
riched with beta carotene (375 ppm) to a 
level nearly 60% that of carrots.

The sweet taste of sweet potatoes is 
developed by the enzymatic production of 
maltose from starch. Maltose is a disac-
charide-reducing sugar composed of two 
glucose units in a 1–4 linkage and has a 
mildly sweet taste. Maltose content in the 
fresh, raw sweet potato is negligible; how-
ever, during storage and, more important-
ly, cooking, carbohydrate hydrolysis oc-
curs. As cooking temperatures exceed the 
gelatinization temperature (~75˚C), starch 
is hydrolyzed to amylose by β-amylase; 
then β-amylase converts the amylose to 

maltose.
These enzymes 

are stable long 
enough during 
normal cooking 
processes for the 

hydrolysis to occur 
before inactivation 
at around 95˚C. The 
variety of sweet po-
tato, storage condi-

tions and cooking practices all influence 
the production of maltose. Baking is 
more effective at increasing the maltose 
concentration than is boiling (canning). 
The degree to which maltose would 
evolve during extrusion was not found 
in the literature. However, one could 
surmise that the brief residence time 
in conditioning and extrusion during 
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Ingredient Issues nutrition
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Potato, yam or other?

Sweet potatoes are the 
new “darling carb” but 
their use in petfood is 
not well researched.
 — Greg Aldrich

The sweet potato has become an 
increasingly popular ingredient in 
specialty petfoods. 

© bluewren08. BigStockphoto.com
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kibble production would limit maltose 
development.

Sweet potatoes in petfood are well 
liked by dogs and are neutral on pal-
atability for cats. Although the sweet 
potato, like any other plant ingredient, 
contains some anti-nutritional compo-
nents (e.g., trypsin inhibitors), these are 
not identified as an issue. Further, there 
are no case studies available on dogs or 
cats in which toxicity, intolerances or 
sensitivities are an issue.

Processing and sourcing
Unlike other root crops that store 

well, sweet potatoes have a limited shelf 
life. For this reason, their cultivation is 
timed so they can be sold fresh, or they 
are harvested in a “campaign” and fro-
zen, canned or dried to chips or flour.

In canned petfoods, raw sweet pota-
toes can be chopped to incorporate into 
the batter. Upon canning, sweet pota-
toes will retain most of their shape but 
become soft in texture. In dry petfood 
applications, fresh sweet potatoes can 

be a bit more of a handling issue as they 
must be ground and managed with the 
slurry—similar to other fresh ingredi-
ents like meats, fruits and vegetables.

The other option is sourcing dry 
sweet potato as a chip, flake or flour. At 
present, sourcing chips or flakes seems 
more common, although sweet potato 
flour is reportedly used as a wheat flour 
extender during times of scarcity. 

Sweet potato as an ingredient is not 
currently defined by the Association of 
American Feed Control Officials, so the 
name likely follows the nomenclature of 
the common name or USDA standards. 

Cost is a substantial challenge: Sweet 
potatoes can run five to 10 times the 
cost of common grains.

Like other novel ingredients used in 
petfoods, sweet potato will likely have a 
long-term fit. But this will be limited by 
the availability of animal-specific nutri-
tional information and a more petfood-
friendly supply infrastructure. ●

Names and stories
In North America, the sweet potato is often (mistakenly) called a yam. There are 

several stories as to why. In one, slaves of the US’s antebellum South mistook sweet 
potatoes for the yams of their native Africa and called them nyami. Another story 
goes that over-eager marketers in the 1930s, attempting to differentiate their sweet 
potatoes from another, incorrectly labeled theirs as yams—and the name stuck.

Enough confusion still exists that today the USDA requires products sold as yams 
(which are actually sweet potatoes) to carry the extra “sweet potato” identifi cation. 
But, by whichever name they are labeled, sweet potatoes, not yams, are the more 
commonly available ingredient for petfood applications. 

Dr. Greg Aldrich is president of 
Pet Food & Ingredient Technology 
Inc., which facilitates innovations 
in foods and ingredients for pets.

T +31 (0)79 593 22 21 F +31 (0)79 593 11 47 E  mkp@ottevanger.com

Design
Engineering

Manufacturing
Completion

Feed mills
Flour mills

Pet Food plants
Aqua feedmills

Cereal Processing plants

Silos
Handling Systems

Electric control and automation

WWW.OTTEVANGER.COM

CRAFTMANSHIP IN THE ANIMAL FEED AND FOOD PROCESSING INDUSTRY

FOOTING OF ANIMALSPIRITS

100 YEARS A RELIABLE PARTNER
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Product News

Bulk pasteurization system
Radio Frequency (RF) Co.’s new Macrowave Pasteuriza-

tion Systems are designed 
to handle batch or conveyor 
applications for bagged or 
bulk product. In the heat-
ing system, an RF genera-
tor creates an alternating 
electric field between two 

electrodes. A line of energy-saving Macrowave Pasteurization 
Systems operates at 40MHz.

Radio Frequency Company Inc.
+1.508.376.9555

www.macrowave.com

Online machine purchasing
Key Technology now offers an online purchasing option 

for its AVSealer packag-
ing machine, Sliver Sizer 
remover and three standard 
variations of Iso-Flo utility 
shakers.  The online cata-
log offers product specifi-
cations, features and down-
loadable CAD drawings, 
which allow customers to import product drawings into line 
layouts. Online purchasing is available for customers in Canada 
and the US.

Key Technology Inc.
+1.509.529.2161

www.key.net

Resealable tray
Curwood has released 

EZ Peel/Reseal lidstock 
for semi-rigid or rigid 
trays, designed to offer 
optimized shelf life, shelf 
impact and productivity, 
according to the compa-
ny. The product features 
a resealable pressure-
sensitive adhesive layer 
within the film, creating a hermetic package. Lidstock is print-
able in up to 10 colors and is available as rollstock or pre-made 
trays, in clear, pigmented or custom colors.

Curwood
+1.800.544.4672

WENGER Industry Poll

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

Add your input to the dialogue.
NEW Polling question from Wenger now available!
Check out the new question on www.petfoodindustry.com

Higher delta tocopherol antioxidant 

naturally increases product shelf life.

Ameri-Pac.com   1-800-373-6156
Powder or Liquid

New
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➤ Equipment

1415 W. Summit Ave, P.O. Box 910 
Ponca City, OK  74602 USA

Ph: 580-765-7787 • 800-569-7787
Fax: 580-762-0111

www.bliss-industries.com

• Hammermills
• Pellet Mills

• Conditioners
• Crumblers

• Counter Flow Coolers

Manufacture Quality Product
with the

 Best Altima Hammermill
Proven, Trouble Free Performance

In diffi cult grind applications.

Mill Technology Company, Inc.
763-553-7416
888-799-5988

gary@mill-technology.com

➤ Services

• Complete plant design and production
 line projects for investors.
• Outsourcing support for operating factories.

More information: www.petfood-service.eu
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Custom Formulation
Private Label Pet Food

“The Race for 
Quality Has No 
Finish Line.”

Ohio Pet Foods, Inc.
38251 Industrial Park Road

Lisbon, Ohio 44432
330-424-1431

Fax: 330-424-1108
800-THE-1-PET

info@ohiopetfoods.com
www.ohiopetfoods.com

➤ Testing

Blue Ridge Kennel
USDA registered research

facility performing petfood
testing since 1975.

Traditional and in-home
panels available.

Contact: Paul Plessner
telephone: 334/567-8195

KENNELWOOD INC.

217 356-3539
email: dowatts@aol.com

Romer Labs, Inc. offers:
• 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: offi ce@romerlabs.com

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

Call 866.879.9144 or 
sales@fosterprinting.com

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
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➤ Ingredients

BARLEY PRODUCTS
OAT PRODUCTS
RICE PRODUCTS
DRIED BREWERS YEAST
DRIED WHEY • BEET PULP

Jedwards International, Inc.
Leading supplier of Omega-3 Oils

Supplier of Bulk Specialty Oils 
to the Food, Dietary Supplement

and Cosmetic Industries
tel: 617-472-9300
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

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

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

SPECIALIZING IN:
• EU LAMB MEATS, MEALS &
  ORGANS
• IMPORTED/DOMESTIC MARINE
  PROTEIN MEALS
• VENISON, BEEF & POULTRY
  PRODUCTS
• POTATO AND PEA PRODUCTS
• FISH AND VEGETABLE OILS
• TOMATO POMACE & ORGANICS
• JUST-IN-TIME DELIVERIES FROM
  INTERNATIONAL MARKETS

 CONTACT US:
• 1 613 649-2031 (PH)
• DAFELSKI@WECON.COM
• WWW.WILBUR-ELLISFEED.COM

Premium Quality Ingredients
Identity Preserved
Certifi ed Organic & Conventional Non-GMO

P
roduct of U

S
A

4666 Amber Valley Parkway • Fargo, ND  58104 USA
skfood@skfood.com • 701.356.4106 TEL • 701.356.4102 FAX

Visit www.skfood.com for our complete product listing!

Let us be your Best Value - 
Quality, Service, Price - 
ingredient supplier!

• Soybeans
• Grains
• Seeds
• Dry Edible Beans
• Flours/Meals
• Rice Products

• Vegetable Oils
• Vinegars
• Brans/Germs/Fibers
• Instant Powders/Flakes
• Split/Dehulled Soybeans
• Sweeteners

Brown & Golden Flaxseed & Flaxseed Meal
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Providing purchasing, 
market analysis and 

consulting services to buyers
of rice and rice co-products
www.nationalrice.com

Enzymes for 
Flavors
Enzymes for 

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
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Tel 870-268-7500  Fax 870-268-7501
Jonesboro, Arkansas

www.arkansasricemills.com

We Are The Mill!

• White Rice
• Brown Rice
• Full Fat Rice Bran
• Specialty Products
• Rice Hulls

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

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

Product from                             facility in Pakistan
Non GM Conventional and / or Certifi ed Organic

Your Grain Management Company

We supply organic and conventional grains to the food and pet
industries. We are currently contracting all organic grains.

Wheat - Oats - Spelt - Flax - Rye - Durum
Barley - Triticale - Specialty Grains

For More Information call 800.243.7264 or visit www.hesco-inc.com

➤ Used Equipment
 

• 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 Sale

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.

The MARKETPLACE is a special advertising section which contains no 
editorial material. Format is similar to a classifi ed 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).

To order: Ginny Stadel   gstadel@wattnet.net   
Tel: +1.815-966-5591  Fax: +1.815-968-0941  

Visa and MasterCard accepted
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➤ Packaging

Stand Up and Be Counted 
With C.J. Foods’
Custom Pet Food

Processing and Packaging

Sales Office
121 Main Street
Bern, KS 66408
785-336-6132

sales@cjfoodsinc.com

* Custom Creators, Producers, and Packagers
of extruded animal foods and treats

* State-of-the-Art, Fully Automated Production and
Packaging Systems

* Also Specializing in Stand-Up Pouch
(Roll-Stock or Pre-Made) Packaging Services

Our People and Facilities are
Dedicated to Meeting your Production Needs

A.I.B Superior Rating Organic Certified
USDA - APHIS (EU) Certified

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

Call 866.879.9144 or sales@fosterprinting.com

REPRINTS ARE IDEAL FOR:
■ Conferences & Speaking Engagements ■ Recruitment & Training Packages
■ Customer & Prospect Communications/Presentations ■ Direct Mail Enclosures
■ New Product Announcements ■ Sales Aid For Your Field Force  
■ Trade Shows/Promotional Events ■ PR Materials & Media Kits

Petfood Market 
Expertise...

Online Anytime!

Trends in petfood:            
Humanization and beyond
Presented by Petfood Industry magazine

Health and Wellness in the 
global petfood market

Sponsored by Trouw Nutrition

To view archives, visit:
www.petfoodindustry.com/webinars.aspx

All seminars are one hour in length.

View the seminars over the Internet     

(a high-speed Internet connection is required)

Attendance is FREE!

•

•

•

Petfood Industry magazine has compiled a listing 

of webinars by leading industry experts. If you 

missed one, archives of the online seminars are 

available anytime at www.petfoodindustry.com/

webinars.aspx.

0902PETclass.indd   460902PETclass.indd   46 1/28/2009   2:37:00 PM1/28/2009   2:37:00 PM

mailto:sales@cjfoodsinc.com
mailto:sales@fosterprinting.com
http://www.petfoodindustry.com/webinars.aspx
http://www.tollpack.com
http://www.petfoodindustry.com/webinars.aspx
http://www.petfoodindustry.com/webinars.aspx
mailto:info@tollpackaging.com


February 2009 l   l 47

Ad Index
Company Name Page No.

Safety concerns are forcing 
everybody in the food industry 
to track the source and destination
of all components. 

Now more than ever, you need an
automated system that provides
traceability from Beta Raven, a
provider of industry leading innova-
tion for more than 35 years. Our
cost efficient solutions will help you
track your products from the farm
to the fork.

So if problems arise, a touch of a
button will help you find the source.

Do you know 
where your 

feed has been?

We do.

800-552   -2382 | WWW.CPMROSKAMP.COM

ST. CHARLES, MISSOURI

3D Corporate Solutions LLC .....................................................................................10-11
www.3dcorpsol.com

ADF-Amer Dehydrated Foods ........................................................................................ 3
www.adf.com

Aeroglide Corp .............................................................................................................. 34
www.aeroglide.com

AFB International .....................................................................................................24-25
www.afbinternational.com

Ameri-Pac Inc .......................................................................................................... 20, 42
www.ameri-pac.com

Cargill Sweetners N A ..................................................................................................... 5

Clextral Inc ...................................................................................................................... 7
www.clextralgroup.com

Coating Excellence Intl................................................................................................ IFC
www.coating-excellence.com
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DSM Nutritional Prods Ltd ........................................................................................... 12
www.dsmnutritionalproducts.com

Extru-Tech Inc ..........................................................................................................29, 39 
www.extru-techinc.com

Geelen Counterfl ow BV................................................................................................. 33 
www.geelencounterfl ow.com

Intl Ingredient Corp ........................................................................................................41 
www.iicag.com

Kemin Nutrisurance Inc .................................................................................................17 
www.kemin.com

Lonza Group .................................................................................................................. 15
Martek Biosciences ........................................................................................................ 38

North State Flexibles ..................................................................................................... 13 
www.nsfl exibles.com

Novus Intl Inc .................................................................................................................. 9 
www.novusint.com

Ottevanger Milling Eng BV ...........................................................................................41
www.ottevanger.com

Peel Plastic Products Ltd. .........................................................................................21, 23

SPF Diana ....................................................................................................................IBC
www.spf-diana.com

Summit Ridge Farms .......................................................................................... 35, 37, 39
www.srfarms.com

The Peterson Co ..............................................................................................................14 
www.thepetersoncompany.com

Trouw Nutrition USA LLC .............................................................................................. 1
www.trouw-nutritionusa.com

Wenger Manufacturing Co .....................................................................................42, BC
www.wenger.com
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Here’s an experiment to try: 
Type “petfood” in a Google 
search and see how many 
results you get. (I got more 

than 66 million in mid-January.)
Besides websites selling petfood, 

many of these links lead to sites and 
blogs with “information” on pet nutri-
tion and your products. A large number 
seem to have sprung up in reaction to the 
2007 US recalls, so much of the content 
is based on emotion and a new sense of 
activism among pet owners. While such 
involvement is generally positive, it is 
not necessarily a reliable base for sound 
information on pet nutrition.

Now just imagine how many pet 
owners each day perform this same on-
line search. We would like to hope that’s 
not the only way they seek information 
on petfood; ideally they’re talking with 
their veterinarians and reading well-re-
searched publications as well as product 
labels and materials you disseminate.

But let’s face it, for some pet owners, 
the Internet is their main—and some-
times only—source of information. 
That’s pretty scary, isn’t it?

Online “awards”
Case in point: In early January a web-

site called NaturalNews.com posted a 
commentary entitled, “The 2008 Biggest 
Stupid Act in Pet Food Award” (www.
naturalnews.com/z025251.html). The au-
thor, Susan Thixton, bestowed her award 
on several lucky recipients, including:

The US Food and Drug Administra-
tion (FDA), multiple times, for acts 

➤

such as the petfood safety meeting 
it held in May 2008 (“ ... a complete 
waste of time and taxpayer money,” 
Thixton wrote), allowing “federal 
law to be violated” and not inform-
ing US consumers of Chinese im-
ported foods or ingredients;
US Congress—Thixton essentially 
said it aided and abetted FDA; and
A couple industry experts who actu-
ally have the knowledge to write and 
talk credibly about petfood but whose 
insights Thixton didn’t agree with.
You may have come across Thixton’s 

website, the not-so-subtly named www.
truthaboutpetfood.com. She wrote a 
book with the same name in 2006 that, 
according to NaturalNews.com, is be-
ing updated. Neither this site nor her 
own includes any information about her 
education, training or work experience.

But whatever her qualifications may 
be, the fact is, she has a presence online 
and quite likely a following. And she’s 
not alone; there are plenty of other sites 
and articles like this—and that’s what 
many pet owners find online.

What can you do?
Fighting misinformation means of-

fering factual, impartial information:
Make sure your own company’s 
website offers as much non-pro-
motional, science-based yet lay-
man-friendly information about 

➤

➤

➤

your products as you can provide;
Even better, include information or 
testimonials from credible third-
party sources;
Consider partnering with organiza-
tions such as the Pet Food Institute in 
the US or other petfood companies 
to offer non-biased, science-based 
information;
Reach out to bloggers and other peo-
ple writing about pet nutrition.
The last item is the riskiest. With 

some bloggers and writers who consid-
er themselves activists and our industry 
the enemy, it could backfire. But some 
people writing online do have a back-
ground in pet nutrition and are eager to 
expand it. Some might welcome your 
input and want to make their blog or site 
more objective by including informa-
tion from a variety of sources, including 
your company. Try to find an “about the 
author” page on the site, and look for 
authors with documented experience 
or published work as journalists, veteri-
narians, nutritionists or scientists.

Possibly the worst thing you could 
do is nothing. Ignoring misinformation 
won’t make it go away. ●

➤

➤

➤
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Something to Chew On comments
B Y  D E B B I E  P H I L L I P S - D O N A L D S O N

For some pet owners, 
the Internet is their 
main—or only—source 
of information.

— Debbie Phillips-Donaldson

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

Where can pet owners go?
What’s the best way to provide 

sound pet nutrition for consumers online? 

Share your ideas at www.petfoodindustry.

com/Discussions.aspx.

➤
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A Diana Ingredients company

SPF, worldwide leader, innovates and invents the 

Palatability New Generation combining its best performing 

palatants with exclusive solutions for the well-being of cats and dogs. 

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

a true local approach providing you differentiation and competitiveness.

www.spf-diana.com
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We could talk all day about our petfood systems.

But we’d rather 
talk about yours.

Wenger combines the broadest lines of equipment on 
the market, including single- and twin-screw extruders, 

dryers, coolers and control systems, with a wide
range of unique features and options

and the technical expertise to apply them to 

your process requirements. So a Wenger pet

food system is your Wenger pet food system –

uniquely configured and expertly engineered 

to produce optimally for your specific 

application like no other. 

Talk to Wenger today and surround yourself

with unrivaled resources for exceeding 

your processing, energy efficiency and

food safety goals.

SABETHA, KANSAS    USA    785-284-2133    INFO@WENGER.COM    WWW.WENGER.COM

USA      BELGIUM      TAIWAN      BRASIL      CHINA      TURKEY

Superior Technology. Unparalleled Service.

Galen Rokey, Pet Food Process

Technology Manager
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