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In 1985 we had one customer, 
one employee and one product.

800.373.6156 • St. Joseph, MO • www.ameri-pac.com

Today, Ameri-Pac offers over 30 customized 

antioxidant formulations of our 

OxyGon® natural-source antioxidant 

and our OxyBlock® synthetic line.

Can Ameri-Pac 
customize an 

antioxidant for you?

Thankfully, we’ve grown since then.
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There is no such thing as no 
risk for living creatures. Life 
is risk. But reducing risk, 
that’s another story, and it’s 

the story of Royal Canin’s mission. In 
my opinion, it should also be the mis-
sion of all dog and cat breeders.

 Royal Canin has formulated a spe-
cial food for Golden Retrievers by con-
sidering the breed’s health risks and 
metabolic particularities. That’s what 
I heard about at Royal Canin’s Canine 
International Symposium focused on 
the Golden Retriever. The event, held 
in Chicago, October 10-12, was invigo-
rating and time well spent gathering 
petfood related information. Here are 
highlights and comments from some of 
the presentations I attended.

Hip dysplasia 
and cancer

Dr. Gail Smith, professor of or-
thopedic surgery at the University of 
Pennsylvania’s School of Veterinary 
Medicine, gave a fascinating talk on the 
genetics of canine hip dysplasia (CHD) 
and osteoarthritis. He believes the Dis-

traction Index, used in the PennHip 
program, is 
presently the 
best way to 
screen for 
CHD. But, 
he notes 
that breed-
ing CHD 
out of some 
breeds is 
an incred-

ibly difficult task. On the bright side, 
he had data showing restricted feeding 
can work remarkably well in postpon-
ing or eliminating the pain often asso-
ciated with CHD.

Dr. Michael Lucroy, associate pro-
fessor in oncology at Purdue Univer-
sity, emphasized that cancer risk and 
prevention can be profoundly affected 
by nutrition. He also discussed what 
might be the next big thing: epigenetics, 
the study of heritable changes in gene 
function that occur without a change in 
the DNA sequence. We now know that 
epigenetic mechanisms play a vital role 
in gene activation and inactivation.

Supporting 
a lustrous coat

Dr. Denise Elliot, director of scien-
tific communications for Royal Canin 
USA, talked about the nutrients that 
can promote healthy skin and a beauti-
ful coat. She asserts that:

The luster of the coat is related to 
the presence of sebum, which helps 
prevent tangling. Sebum quantity 
and quality are improved with a 
balance of animal fat, fish oils and 
vegetable oils (borage and soy). 

➤

Antioxidants, especially work-
ing in synergy, reduce oxidative 
stress. Various antioxidants in-
clude vitamin E, vitamin A, tau-
rine, carotenoids and flavenoids.
The long-chain omega-3 fatty ac-
ids EPA and DHA inhibit the syn-
thesis of arachidonc acid, which 
causes inflammatory reactions.
Biotin, niacin, panthothenic acid, 
choline, inositol and histidine 
work to improve the protective 
skin barrier. Vitamin A, working 
in synergy with zinc and sulfur 
containing amino acids, helps 
combat seborrhea and dandruff.

Not a gimmick
 I confess I used to consider breed-

specific nutrition as mostly a gimmick. 
But over the past few years my opinion 
has changed. Breed-specific feeding 
makes a lot more sense to me now. ●

➤

➤

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

Feeding based on 
breed-specifi c problems

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

Cancer risk and 
prevention can be 
profoundly affected by 
nutrition.  — Tim Phillips

Royal Canin has formulated a special food for 
Golden Retrievers by considering the breed’s 
health risks and metabolic particularities.

Online extra!
See a scene from the Royal Canin 

conference at www.petfoodindustry.com

➤
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Industry News

Grand jury focuses on 
petfood plant

In Muskogee, Oklahoma, USA, in 
September, a federal grand jury in-
vestigating political corruption heard 
testimony from former state Rep. Joe 
Hutchison and former state Sen. Gene 
Stipe’s estranged business partner, 
Steve Phipps. While grand jury pro-
ceedings are secret, the lineup of wit-
nesses indicates the testimony may 
have centered on financial transactions 
involving a McAlester dog food plant 
built largely with state and city tax-
payer money. 

Phipps is co-owner of National Pet 
Products, which incorporated in June 
2002. Four months later, the company 
received US$419,000 in state money 
earmarked by then-state Rep. Mike 
Mass, US$250,000 from the city of 
McAlester and US$100,000 from the 
McAlester Foundation, a quasi-private 

entity. An FBI affidavit alleges Stipe 
arranged for the state funding and 
picked the plant’s location—a piece of 
property he owned. Records show Stipe 
received US$190,000 for the property, 
which he had bought five years earlier 
for about US$75,000.

Phipps has agreed to cooperate with 
the ongoing investigation as part of his 
guilty plea to a conspiracy charge. 
Phipps admitted paying kickbacks 
to three legislators who secured state 
money for his businesses.

Industry heal thyself
Food industries and federal regula-

tors are, according to the Wall Street 
Journal, increasingly advocating “pre-

ventive controls” following a rash of 
food-borne illnesses: Have companies 
police themselves and take action to 
prevent outbreaks. But this system of 
preventive controls has worked in the 
past only with adequate regulatory en-
forcement and industry support—nei-
ther of which is guaranteed.

Mike Taylor, a food-safety expert 
who worked in the administrations of 
George H.W. Bush and Bill Clinton, 
was quoted as saying, “The reason you 
have regulation is some companies 
don’t have the market incentive to meet 
high food-quality standards. The pub-
lic doesn’t trust a system that leaves it 
entirely to the industry.”

A White House cabinet-level group 
set up to address import safety prob-
lems has recently touted preventive 
controls as a solution. The FDA is like-
ly to advocate the same in a new food-
safety plan to be released soon.

Find more news at 
PetfoodIndustry.com➤

Register online for 
Petfood Forum events

Registration for Petfood Forum 
Asia, Petfood Forum 2008 and Petfood 
Focus on Safety is now available via a 
new online system, accessible at www.
petfoodindustry.com/petfoodforum.
aspx.

Petfood Forum Asia will take place 
March 5, 2008, in Bangkok, Thailand, 
in conjunction with Victam Asia 2008 
(www.victam.com). Topics for Petfood 
Forum Asia include global and Asian 
petfood sales trends, petfood safety and 
traceability, and new and functional in-
gredients.

The US events at the Hyatt Regency 
O’Hare Hotel, Chicago, Illinois, USA, 
are both scheduled for April. Petfood 
Forum 2008, April 14-16, features net-
working opportunities and exciting, in-
formative sessions such as:

Ingredient popularity and trends. ➤

Preventing brand theft. 
Packaging case study. 
The natural and organic markets. 
Sustainability and carbon foot-
prints. 
Petfood safety management 
systems. 
Weight loss through prebiotics. 
Alternative petfoods and the 
melamine fall-out. 
Ranking the importance of private 
label worldwide. 
Managing palatability for treats. 
Global trade issues. 

The Petfood Focus on Safety sympo-
sium, April 16-17, gives you an in-depth 
look at:

Crisis contingency planning. 
Good purchasing practices. 
Adverse event reporting and 
preferred vendors. 
Finding the right insurance. 
Case studies on quality/safety 

➤
➤
➤
➤

➤

➤
➤

➤

➤
➤

➤
➤
➤

➤
➤

programs at a petfood supplier and 
a manufacturer. 
ISO 22000—the world’s most 
advanced food safety management 
system.

Plus, for the first time, the Focus 
symposium will include a panel discus-
sion on the consumer connection: how 
best to communicate with consumers, 
especially during a safety crisis. 

➤
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News ❯

AFIA to discuss import 
ingredient safety

AFIA will be hosting a national di-
alogue on Import Ingredient Safety on 
November 28-29 in Chicago, Illinois, 
USA. Information on the registration 
for the meeting is available at www.
afia.org. The topic of discussion will 

be AFIA’s draft Guidance for Industry
created for the US Food and Drug Ad-
ministration (FDA) to issue as safety 
guidelines for purchasing ingredients.

The national dialogue will be two 
half-day meetings and begin with a 
presentation of FDA’s perspective on 
the import safety issue of melamine. It 

will be followed by a panel of import-
ers detailing their procedures to ensure 
safe imports. Then two groups will 
be formed to discuss two parts of the 
AFIA draft Guidance for Industry and 
will conclude the first day.

The second day will begin with the 
two groups concluding their discus-
sions and preparing recommendations 
on the draft, which will be considered 
by all attendees. When completed, the 
draft will be presented to the AFIA 
Executive Committee for action before 
the end of this year.

Natural petfood the 
future of the industry?

Natural, Organic and Eco-
Friendly Pet Products in the US 
(2), the latest report from Packaged 
Facts, says that the 2007 recalls of 
petfood has contributed to a huge shot 
in the arm for the natural pet products 
market.

According to Packaged Facts, until 
the early 2000s natural pet products 

PetSmart cuts 
profit forecast

Continuing to recover from the 
petfood recalls, PetSmart Inc. cut its 
third quarter and 2007 profit fore-
casts last week, citing weak con-
sumer spending, sending its shares 
down by 5%. CEO Philip Francis 
said weak consumer spending, 
along with unusually warm weather 
that hurt sales in key cold weather 
categories, will cut into business. 
For the current quarter, PetSmart 
expects earnings of US17 cents to 
US20 cents a share. Previously, the 

0711PETnews.indd 100711PETnews.indd   10 10/23/2007 3:01:21 PM10/23/2007   3:01:21 PM

http://www.afia.org
http://www.afia.org
http://www.vicam.com
http://www.vicam.com/pub/pfi


November 2007 l   l 11

fell mainly in the scope of smaller 
marketers, few of which had annual 
sales of more than a few million dol-
lars. Since then, top petfood players 
like Nestlé Purina, Mars, Del Monte, 
Hill’s and Iams have been steadily in-
creasing their presence in the natural 
segment. Packaged Facts suggests the 
natural pet products market will grow 
from US$1.3 billion in 2007 to US$2.5 
billion by 2012.

Coupled with the recalls, Packaged 
Facts points to “...the growing clout 
of premium pet demographics, the 
trends toward pet humanization and 
‘functional pampering’ and the aging 
pet population...” as causes of a 500% 
rise in sales of petfood in the segment 
during the 52 weeks ending July 15, 
2007.

Packaged Facts charts further 
movement beyond organic to “human-
grade” and locally grown and sourced 
ingredients.

Fresh petfood 
big trend at expo

The major food trend at this year’s 
Natural Products Expo East show in 
Baltimore, Maryland, USA, was fresh 
petfood. The cooked, sliceable food 

showcased was packaged either like 
rolls of sausage or in resealable plastic 
containers. Companies like Deli Fresh 
and Freshpet are confident they are on 
the verge of huge sales, due in no small 
part to this year’s recalls. Earlier this 
month, Deli Fresh puppy and adult dog 
food became available through Ama-

zon.com.
“It may take some retraining on the 

part of the grocers to find a place for 
fresh petfood on the refrigerated aisle,” 
said Cathal Walsh, COO of Freshpet. 
“But other countries are well on their 
way. Fresh petfood accounts for 20% 
of the Australian market.”

company forecast US21 cents to 
US23 cents.

Francis said the recalls would 
cut PetSmart sales by “some tens of 
millions of dollars” by the end of the 
year. He expects to have all brands 
back on shelves by the second quar-
ter of next year. PetSmart, which 
already cut third quarter same-store 
sales outlook in August citing the 
recalls, said sales would come in be-
low its original forecast of a rise in 
the low- to mid-single digits.

For the full year, the company 
forecast earnings of US$2.02 to 
US$2.07 a share, including a gain 
from the sale of shares of MMI Hold-
ings Inc. which operates PetSmart’s 
in-store veterinary hospitals. It pre-
viously forecast US$2.08 to US$2.10 
a share.
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Feedback

Following are responses to an 
online survey of Petfood In-
dustry readers in September 
2007. Of 52 respondents, 26 

replied to this ques-
tion: Do you believe 
Menu Foods will be 
able to recover ful-
ly from the recalls 
earlier this year? 
Why or why not?

Thirteen respon-
dents said no, 11 
said yes and two said 

maybe. Here are some of the comments:
Maybe. This will be a big blow 
to them and it really depends on 
how deep their pockets are. I think 

➤

some customers are still avoiding 
foods produced at Menu. We need 
a wet petfood plant in Canada, so 
if Menu becomes insolvent, I’m 
sure they would be purchased by 
some other consortium.
No. I don’t think Menu Foods will 
recover. Pet owners treat their pets 
like they are human and don’t want 
to take any chances when choos-
ing their food. There are hundreds 
of companies out there that were 
not affected by the recall.
Yes. Even though they lost a lot a 
business and had to sell their North 
Dakota, USA, plant to Mars, Menu 
Foods is a solid company and will 
get by this recent adversity.

➤

➤

No, because their reputation will 
be difficult to repair.
Yes. Their manufacturing is vital 
to the industry.
No. Their business is primar-
ily private label or co-packing for 
other brands. Some of their big-
gest accounts are moving to other 
co-manufacturers or building their 
own plants.
Yes. They will improve quality 
control of incoming ingredients. 
Also, the industry needs Menu’s 
capacity. ●

➤

➤

➤

➤

September 2007

Menu CEO 
talks recalls

Paul Henderson, p. 20

Selling safety

Genetic tools 
boost palatability

2007 lab directory

Will Menu Foods survive?

Please post your comments on the 
Discussion Board at www.
petfoodindustry.com/discussions.
aspx.

➤
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knowledge  solutions  success

For more information or to register 

for either event, turn the page or visit 

www.petfoodindustry.com/petfoodforum.aspx.

Or contact Nancy Grossnickle at ngrossnickle@wattnet.net 

or Tel: +1.815.734.5674.

Petfood Forum 2008
April 14-16, Hyatt Regency O’Hare Hotel, 
Chicago, Illinois, USA

The petfood market continues its rapid pace of growth, 
despite recent crises. Find out the best opportunities for 
expansion and how to lead them in your organization!

Petfood Forum 2008 connects you with the people 
and information you need to continue to advance. This 
premier event for the petfood industry features plenty of 
networking opportunities and exciting sessions such as:

 Ingredient popularity and trends.
 Preventing brand theft.
 Packaging case study.
 The natural and organic markets.
 Sustainability and carbon footprints.
 Petfood safety management systems.
 Weight loss through prebiotics.
 Alternative petfoods and the melamine fall-out.
 Ranking the importance of private label worldwide.
 Managing palatability for treats.
 Global trade issues.

Plus! These insightful 
roundtables:

Top petfood company CEOs 
discuss the state of the industry.
Leading pet retailing executives 
highlight consumer trends.
Experts on new product 
development debate the push and pull between science 
and marketing, R&D and production.

•
•
•
•
•
•
•
•
•
•
•

•

•

•

Petfood Focus on Safety
April 16-17, Hyatt Regency O’Hare Hotel, 
Chicago, Illinois, USA

Every petfood company around the world is placing a 
renewed emphasis on safety and quality. The Petfood 
Focus on Safety symposium gives you an in-depth look at 
information you can’t afford to miss:

 Crisis contingency planning.
 Good purchasing practices.
 Adverse event reporting and preferred vendors.
 Finding the right insurance.
 Case studies on quality/safety programs at a petfood 
supplier and a manufacturer.
 ISO 22000—the world’s most advanced food safety 
management system

New this year!
A panel discussion on the 
consumer connection: how 
best to communicate with 
consumers, especially during a 
safety crisis.

•
•
•
•
•

•

2008

For information on exhibiting at Petfood Forum 2008, 

please contact Ginny Stadel at gstadel@wattnet.net or Tel: +1.815.734.5691.
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Attendee Registration Form
Or register online at www.petfoodindustry.com/petfoodforum.aspx

Petfood Forum 2008 Petfood Focus on Safety
April 14-16, 2008 April 16-17, 2008

 Hya   Regency O’Hare Hotel Hya   Regency O’Hare Hotel
 Chicago, Illinois, USA Chicago, Illinois, USA

Choose your event(s): Petfood Forum 2008 only  Petfood Focus on Safety only
Both Petfood Forum and Petfood Focus

Please type or print CLEARLY, IN CAPITAL LETTERS (as you would like it to appear on your name tag):
Name (last, fi rst) 
Job title Company name 
Address City
State/province Zip/postal code Country
Phone Fax E-mail
URL
Additional a  endees

Organizational function (e.g.,marketing, management, R&D, etc.):
Industry segment (e.g., manufacturer, supplier, government, etc.):
Product segment (e.g., dry, wet, Safety, 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

Registration for Petfood Forum 2008 includes four meals, two receptions and three refreshment breaks; 
for Petfood Focus on Safety, one reception, one breakfast and one co  ee break.

Please return this form with full payment (payable to WATT Publishing Co.—Petfood Forum/Focus 2008) 

to:Petfood Forum/Focus 2008
WATT Publishing Co.   
303 N. Main St., Suite 500
Rockford, Illinois 61101-1018 USA
Fax +1.815.968-0941

2008

Registration Date Petfood Forum Petfood Focus on Safety Petfood Focus discounted rate if 
also registered for Petfood Forum

Prior to January 15, 2008 US$815 US$615 US$485

January 15- March 1, 2008 US$885 US$645 US$505

After March 1, 2008 US$975 US$715 US$575

NOTE: Registrations will not be processed without payment. Rate is determined by date 
payment is received. Prior to March 1, 2008, a  endee registration fees are refundable 
minus a cancellation fee; contact Nancy Grossnickle at ngrossnickle@wa  net.net or 
Tel: +1.815.734.5674. Substitution of registered personnel is available at no charge. 
WATT Publishing Co. reserves the right to substitute speakers and change schedule as 
necessary. 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 h  p://ohare.hya  .com/
groupbooking/chirowapu2008.

Be sure to identify yourself as a Petfood Forum 2008 or Petfood Focus on Safety participant prior to March 26, 2008, to 
receive our special group rate. Room availability is limited; reservations will be handled on a fi rst come, fi rst served basis.
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PetfoodIndustry.com makes it easy to keep track of 
upcoming petfood industry events with the Indus-
try Calendar function. Simply click on the Industry 
Calendar icon on the upper right of the homepage 

to find a plethora of trade shows, symposiums, short courses 
and other dynamic events, all at your fingertips.

After clicking on the Industry Calendar tab, this month’s 
calendar will appear on your screen, with upcoming events 
viewable by date. Use the left and right arrows at the top of 
the calendar to view other months, listing past and future 
events. Scroll over an event you’re interested in for a brief 

description or click on a particular event to view more spe-
cific details.

Once you have chosen a particular event to view, you will 
be taken to the Event Details page. Here you will find the 
starting and ending times, the location, contact information 
for registration and a brief description of the event.

The Industry Calendar is not only a great tool for plan-
ning your schedule around industry events, but also an easy 
way to keep an eye on what’s going on in the industry around 
the world. The Industry Calendar is also a supplement to the 
Meeting Planner section of this magazine – if you need fur-
ther information on an event you see listed in print, simply 
log on to PetfoodIndustry.com and check the Calendar for 
more details. 

Don’t see an upcoming event on our Industry Calendar? 
E-mail Jessica Taylor Bond at jbond@wattnet.net with all 
relevant information, and Petfood Industry will make your 
important industry event searchable on the Industry Calen-
dar in no time! ●

PetfoodIndustry.com

Save the date and plan ahead

0711PETweb.indd 150711PETweb.indd   15 10/23/2007 3:09:04 PM10/23/2007   3:09:04 PM

http://PetfoodIndustry.com
http://PetfoodIndustry.com
http://PetfoodIndustry.com
mailto:jbond@wattnet.net
http://petfoodindustry.com/
http://petfoodindustry.com/
http://petfoodindustry.com/
http://petfoodindustry.com/


16 l   l November 2007

New on the Shelves Editor’s note: Submissions and feedback are welcome. Contact Jessica Taylor 
Bond, Tel: +1.847.795.7685, Fax: +1.847.390.7100, jbond@wattnet.net.

❮❮ Because dogs like veggies too
Veggie Life is an enhanced line of treats made with vegetables, fruits and chicken and avail-
able in Happy Hips and Vitality formulas. The treats and chews come in a variety of flavors 
like Chicken & Sweet Potato, Chicken & Carrot, Chicken & Apple and Chicken & Banana. 
www.dogswell.com

Find more new products at www.petfoodindustry.com. 

To submit products, contact Jessica Taylor Bond, Tel: +1.847.795.7684, Fax: 

+1.847.390.7100, jbond@wattnet.net.

➤

❮❮ Food line for small breed dogs
Royal Canin has introduced MINI Miniature Schnauzer 25, MINI Toy Indoor Adult 25 
and MINI Indoor Puppy 27 to their MINI dog food line, intended for dogs weighing 
less than 20 pounds at adulthood. MINI Miniature Schnauzer has a lower fat content to 
help decrease the risk of cholesterol deposits, a common occurrence in the breed. MINI 
Toy Indoor Adult is meant for dogs reaching only 6 pounds at adulthood, and according 
to the company, can help minimize the effects of exposure to viral or environmental 
contaminants. MINI Indoor Puppy is designed to support nutrition and curb obesity 
starting at a very young age in the less active indoor dog. www.royalcanin.us

Dog treats perfect for training ❯❯
Crazy Dog Train-Me! Training Rewards are available in bacon, liver, beef 
or chicken flavors. The treats are small enough to prevent overfeeding as a 
repetitive training reward, but big enough to satisfy large breed dogs. Train-
Me! Treats come in a resealable package, which keeps the treats fresh, moist 
and easily accessible, according to the company. www.cardinalpet.com

Omega Sauce for cats and dogs ❯❯
NuHemp Omega Sauce, which is designed for both cats and dogs, 
features hemp oil, a source of omega 3, 6 & 9 essential fatty acids, 
according to Kicx Nutrition. The line of supplements includes flavors 
such as Roasted Chicken, Sizzling Bacon, Luscious Liver and Peanut 
Butter Smoothie. The holistic Omega Sauce “Plus” is for dogs and cats 
with joint, hip or digestive problems and has MSM, glucosamine and 
FOS. www.nuhemp.com 
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1-905-456-3660 
Visit: www.peelplastics.com

Call:1-905-456-3660 

New

It’s a dog eat dog world on the retail shelf. Say “NO” to

torn, wet or infested paper bags. Choose Peel Plastics’

easy-open, easy-close, flexible SlideCube. New low slip

matte or high gloss finishes ensure your brand dwarfs 

the competitive clutter that surrounds it!

Your brand’s success is in
the bag with Peel Plastics.

Low slip matte finish option 
eliminates glare, greatly improves
shelf visibility and readability.

New Full panel base ensures 
full branding on the shelf.

5 Panel Design!

Vibrant printing delivers your brand 
message repeatedly at point of purchase
and every time your customer uses the
resealable packaging.

No need for scissors or knives!
Hands both young and old can easily open 
and close our resealable slider opening. Inside 
is a simple poke-thru tamper evident strip. 

Specify bright 
matte or gloss finishes,
combine foils, even add 
clear product “windows”.
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L
eigh Kirtley is a “machine,” ac-
cording to her banker. In the past 
year, she has launched 10 new 
petfood products, established 

her OmniPro superpremium petfood 
line in 21 countries outside of North 
America and set in motion an ambi-
tious US launch to start in early 2008. 
Until recently she has done all this on 
her own in the male-dominated pet in-
dustry from an office in tiny Madison, 
Mississippi, USA.

“It’s a lot to manage,” she says. 
“When my banker said I was a ma-
chine, I replied, ‘I have to be!’”

But her management achievements 
this year have included finding key 
support people and partners and devel-
oping a plan for what she insists will 
be controlled growth. “Companies 
can grow themselves out of business,” 
she says, “so we are targeting a 50% 
growth rate because we feel this is the 
most we can manage.”

Through the back door
Kirtley started OmniPro in 2004 

to complement her export business, K 
& K Pet Products Export Inc., which 
she opened in 2000. After successfully 
exporting products from Chomp Inc. 
(treats), Nutri-Vet Nutraceuticals LLC 
and Feline Fresh (cat litter) to 51 coun-
tries, she decided she needed petfood to 
round out the line. To better control the 
product line in what she saw as an ever-
changing regulatory environment, she 

launched her own petfood company.
“For now we are a boutique op-

eration in a highly competitive niche 
market, one of the main reasons we de-
cided, from a marketing standpoint, to 
come in through the ‘back door,’” Kirt-
ley says. “We established dominance 
in the less competitive overseas market 
first to achieve a stable base of repeat 
customers. We simply found a need in 
the global market and filled it. And, I 
had established contacts through trade 
shows and referrals in the industry.”

Kirtley’s college degree is in inter-
national trade, and she had worked as a 

Bringing 
home 
success

After 
prospering 
overseas, a 
woman-owned 
business brings 
innovation to 
the US
BY DEBBIE 
PHILLIPS-DONALDSON

Headquarters: Madison, Missis-
sippi, USA
Offi cers: Leigh Kirtley, president; 
Bill Porter, CFO; Sheri New,
customer service
Brands: OmniPro Superpremium 
dry foods, OmniPro Holistic canned 
foods
Facilities: All production done by 
contract manufacturers
Distribution: Available in 21 
countries in Asia, the Middle East 
and Europe. Will be available at 
major US pet retailers starting in 
the fi rst quarter of 2008
Employees: 6
Website: www.omnipropet.net

 Business basics 

OmniPro is unique in being owned 
and managed by a woman—a rarity 
in the male-dominated petfood 
industry.
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trade specialist for the state of Missis-
sippi, helping companies import and ex-
port. When she decided to leave that job 
and start her own business, she chose 
the pet industry because of its high vol-
ume, which she had noticed while doing 
research for other companies. “It was a 
numbers game,” she says.

Unique ingredients
OmniPro began with a line of su-

perpremium dry foods that has grown 
to 23 SKUs for all lifestages. The 
formulations were developed using 
chicken and rice or lamb and rice as the 
base, plus other ingredients designed 
for export to the European Union and 
other countries with strict regulatory 
environments for imports, according 
to Kirtley.

She explains that she worked with 
experts at her contract manufacturers 
to develop the formulations. “I tried to 
keep them clean so they would clear 
customs in all the countries,” she says, 
referring to the dry food formulations.

When it came time to develop a wet 
food line, Kirtley had three goals:

Innovation;

Humanization;

Health. 

The result was OmniPro Holistic 
canned foods with unique ingredients 
such as caviar, sweet potatoes and 
pheasant. The base protein for most of 
the wet products is salmon because, 
Kirtley believes, “You don’t have to ex-
plain the health benefits of salmon. It’s 
delicious with exceptional nutritional 
value (omega 3 essential fatty ac-
ids) found in few other foods.

“For the carbohydrate, I 
didn’t want rice or potato be-
cause everyone has it, and it’s 
bland. I wanted something differ-
ent,” she adds. “The caviar was a 
natural for me because I go to the 
sushi bar, and I get that all the time.”

To Kirtley, adding caviar was also 
a way to humanize the product—and it 
worked. Sales doubled, she reports, af-

1.

2.

3.

ter the first four flavors hit the market 
in September 2006.

Kirtley built on the initial success 
by adding lifestages to the wet foods 
line. These include puppy and kitten 
formulas with a double protein source 
(chicken added to the salmon), plus lite 
products with a second main ingredient 
(besides the salmon) of sweet potato.

Kirtley is positively bullish on the 
latter ingredient. “The sweet potato not 
only adds an all-natural flavor to the 
product but also delivers health benefits 
without the extra calories,” she says. 
Plus, her home state of Mississippi is a 
major producer of this crop, 

and it’s a staple in many cultures around 
the world where OmniPro products are 
sold.

Building a team
With the global success of Omni-

Pro, Kirtley believes other elements are 
aligning to launch it in the US, which 
she’s planning for the first quarter of 
2008. But rather than continuing to 
go it alone, now she’s reaching out to 
a team of experts to help, including a 
transportation manager and CPA, both 
part-time and off-site.

Kirtley also relies on customer ser-
vice representative Sheri New and a 
national sales firm that is working to 
get the products into major US pet and 
natural food retailers. Also joining the 
team is Bill Porter, a local businessman 
with a wealth of experience working 
with small, minority-owned companies 
and now serving as OmniPro’s part-time 
CFO.

Porter sees more success and 
profit ahead for the company because 
of Kirtley’s passion to create unique 

A MAP for exporting US petfoods
To market OmniPro and other pet products outside the US, Leigh Kirtley 

arranges an exclusive distributorship in each of the countries to which 
she exports. “We use the Market Access Program, or MAP, which is part of 
the Foreign Agriculture Service (FAS) within the US Department of Agriculture 
(USDA),” Kirtley explains. MAP includes a matching marketing funds program, 
which allows her distributors to receive 50% back on their marketing plans for the 
products they sell for her companies.

According to the FAS website (www.fas.usda.gov), MAP uses funds from 
the USDA’s Commodity Credit Corp. to “help US producers, exporters, private 
companies and other trade organizations fi nance promotional activities for US 
agricultural products. MAP encourages
the development, maintenance and 
expansion of commercial export 
markets for agricultural commodities.” 
The program provides funding for 
consumer promotions, market research, 
technical assistance and trade servicing.

The OmniPro Holistic canned line 
features unique ingredients like 
caviar, pheasant and sweet potato, 
with salmon as the base.

Working with an exclusive 
distributor in each of 21 countries 
outside the US, OmniPro uses 
a USDA program that gives the 
distributors matching marketing 
funds. This delivery van belongs to 
the distributor in Finland.
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products that the market wants. “Those 
are usually the best sellers, especially 
in a small company,” he says. “You live 
it, go to sleep with it, wake up the next 
morning and it’s still yours. And you’re 
just so committed, and I’ve always felt 
that’s the best.”

For the US launch Kirtley is also 

relying on her existing partners at her 
contract manufacturers to deliver the 
volumes needed for the US market. 
Both the dry and canned food manufac-
turers have doubled capacity this year, 
with the final phase of expansion for the 
canned manufacturer due in the first 
quarter of 2008.

Made in the USA
Kirtley sees her relationships with 

these vendors as key to OmniPro’s suc-
cess. “None of the plants I work with 
were involved in this year’s recalls 
because none of them import ingredi-
ents,” she says. (The lone exception is 
the lamb used in some OmniPro dry 
foods, which comes from New Zea-
land. According to Kirtley, because the 
US has had cases of BSE, other coun-
tries require lamb used as an ingredient 
to be from New Zealand or Australia.)

Kirtley says the fact that all other 
OmniPro ingredients are US grown or 
produced has been a major selling point. 
“Our whole concept is ‘Made in the 
USA.’ We have the American flag on 
everything,” she explains. “In overseas 
markets, ‘Made in the USA’ carries a lot 
of weight, because it’s perceived that we 
can make a higher quality food than can 
be made in other countries.”

Kirtley believes that perception 
means the industry will continue to 
prosper, despite the US recalls. “I still 
think the US makes the best petfood on 
the planet, and everybody knows that,” 
she says. “Our plants are booming.”

Her long-term goal is to come out 
with a dry petfood line to match the 
holistic canned line. “That will be the 
only dry food on the market with caviar 
in it,” she says. “Conventional wisdom 
says that a healthy diet is one low in fat 
and—invariably—short on flavor. I beg 
to differ.” ●

Tell us what you think! 
E-mail editor@petfoodindustry.com 

or post your comments online at www.

petfoodindustry.com/discussions.aspx.

➤

“You live it, go 
to sleep with 
it, wake up the 
next morning 
and it’s still 
yours.”
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OmniPro ➱
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Seize the opportunities at Petfood Forum Asia! This is the 
debut of the Asian edition of Petfood Forum, the premier 
event for the petfood industry for 15 years.

As part of Victam Asia 2008, Southeast Asia’s leading agrifeed 
event, Petfood Forum Asia will be the meeting place for pet-
food professionals from around the world. You will fi nd new 
products and the latest innovations as you network with your 
peers and industry experts. And you will learn about:

Global and Asian petfood sales trends.
Petfood safety and traceability.
Update on nutrition.
New and functional ingredients.
Advances in palatability.
Hot product trends.
And more!

For updates on the program, bookmark

www.petfoodindustry.com/petfoodforum.aspx.

•
•
•
•
•
•
•

Victam Asia 2008 brings together exhibitors, conference delegates 
and visitors from the animal feed, aquafeed, petfood and grain pro-
cessing industries. The show also features conferences presented by 
the Thai Department of Livestock Development and Aquafeed.com 
USA. For more information, visit www.victam.com.

To register, turn the page or go to 
www.petfoodindustry.com/petfoodforum.aspx.
For more information, contact Nancy Grossnickle at ngrossnickle@wattnet.net 

or Tel: +1.815.734.5674.

Registration includes a light 
breakfast, generous bu  et lunch and 
co  ee break. Register by January 15, 
2008, and save more than 15%!

Early-bird registration 
fee (through January 15, 
2008): US$225

Registration fee a  er 
January 15, 2008: US$275

Petfood Forum Asia

March 5, 2008

10:00 to 17:00

Queen Sirikit National 

Convention Center

Bangkok, Thailand
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Registration Form
Or register online at www.petfoodindustry.com/petfoodforum.aspx

Petfood Forum Asia 2008
March 5, 2008
Queen Sirikit National Convention Center
Bangkok, Thailand

Register by January 15, 2008, to save over 15%!
Registration fee through January 15: US$225  •  Registration fee a  er January 15: US$275

Registration includes all conference sessions, a light breakfast, generous bu  et lunch and co  ee break.

Please type or print CLEARLY, IN CAPITAL LETTERS (as you would like it to appear on your name tag):
Name (last, fi rst) 
Job title Company/organization name 
Address   City
State/province/region Zip/postal code 
Country Business telephone
Business fax  E-mail URL
Additional a  endees

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

Please return this form with full payment (payable to WATT Publishing Co.—Petfood Forum Asia 2008) to:

Petfood Forum Asia 2008
WATT Publishing Co.   
303 N. Main St., Suite 500
Rockford, Illinois 61101-1018 USA
Fax +1.815.968-0941

NOTE: Registrations will not be processed without payment; rate is determined by 
date payment is received. Prior to January 15, 2008, registration fees are refundable 
minus a US$50 cancellation fee; a  er January 15, no refunds are available. 
Substitution of registered personnel is available at no charge.

For more information, please contact Nancy Grossnickle at ngrossnickle@wa  net.net 
or Tel: +1.815.734.5674

Petfood Forum Asia 2008 is held in conjunction with Victam Asia 2008. Registration to Victam Asia is 
free if made online at www.victam.com prior to March 5, 2008. For information on hotels and travel 
packages, please visit www.victam.com.

For information on exhibiting, contact Victam or 
Ginny Stadel at gstadel@wa  net.net or Tel: +1.815.734.5691.
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T
he total US market for petfood and supplies, adjusted 
for inflation, grew more than 34% from 2002-07, ac-
cording to IRI Infoscan data in an August 2007 report 
from Mintel (www.mintel.com). The study attributes 

some of that growth to pet owners spending more on prod-
ucts for their pets that are less utilitarian and more fun. Con-
sumers are also becoming more discerning about the quality 
and makeup of products they feed their pets in light of the 
wide-scale petfood recalls that began in March 2007. Min-
tel expects the market to continue dynamic growth through 
2012 as consumers continue to treat their pets as well as, or 
better than, they treat themselves. 

For its report, Mintel commissioned exclusive consumer 
research through Greenfield Online to explore pet owner-
ship and care. Fieldwork was conducted in May 2007 among 
a nationally representative sample (weighted against the to-
tal population for estimation) of 2,000 adults aged 18+. The 
report also includes data from Simmons Research, using the 
National Consumer Survey (NCS) and IRI’s Infoscan data. 
Wal-Mart sales are not included in the IRI data, but Mintel 
estimates US sales of petfood and supplies through Wal-
Mart will be US$3.7 billion in 2007, accounting for 15% of 
sales. Value figures are at retail selling prices (rsp) excluding 
sales tax. 

Key findings
Hispanic outreach. Hispanics, a quickly growing part of 

the US market, are more likely than non-Hispanics to own 
a dog. Marketers should consider more outreach through 
channels that Hispanics are apt to use.

Changing channels. Mass merchandisers command 
34.5% of the total market for petfood and supplies, com-
pared to 22% for supermarkets and 19% for pet specialty 
stores. Mass merchandiser prices are 13-18% lower than the 
prices in traditional supermarkets, according to Progres-
sive Grocer. On the other hand, pet specialty stores offer a 
“warm and fuzzy” shopping experience and frequent shop-
per programs.

Pets as reflection of self. The shifting perception of the 
family pet, from companion to reflection of oneself, con-
tinues unabated. Pet owners are increasingly interested in 
products and services on the higher end of the pet care spec-
trum. 

The recall effect
A May 2007 Greenfield Online survey found that 93% of 

pet owners were aware of the petfood recalls. Asked if the 
petfood recalls changed their petfood purchases, 30% said yes 
and specified as follows:

I changed the brand of petfood I buy ....................62%.
I made homemade petfood for my pet ................. 28%.
I switched to organic petfood ................................16%.
I changed the retailer from which I buy petfood .....15%.
Other reasons.........................................................18%.

This shows that some pet owners will go to great lengths 

➤
➤
➤
➤
➤

US US 
petfood petfood 
sales gosales go  
boomboom
Up 34% with more 
spending on products 
that are less utilitarian 
and more fun
BY TIM PHILLIPS, DVM
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to care for their pets and keep them safe. Manufacturers have 
their work cut out for them in rebuilding trust with these 
consumers. However, Mintel believes that most of the organ-
ic/all- natural converts who switched due to the recall will 
not stay with these versions into 2008. Food safety scares 
often change consumers’ behavior just temporarily. 

Market drivers
Pet populations. According to the American Pet Products 

Manufacturers Association, there are approximately 88 mil-
lion pet cats in the US today. Cats outnumber dogs by 14 mil-
lion; however, the number of dogs increased 1.2% between 
2005 and 2007, and the number of cats declined by 2.4% dur-
ing that period.

Green products. Pro-environmental products and ser-
vices for pets seem to have an especially bright future. Expect 
aglines like “Love your pet; love your Earth.”

Obesity solutions. Pet owners are addressing pet obesity 
much as they would for themselves, creating opportunities for 
both traditional weight loss solutions and weight loss “short-
cuts” for pets. Mimicking some human weight loss solutions, 
such as Jenny Craig for dogs, could be beneficial.

Aging pets. A significant percentage of U.S. pets have 
reached the mature lifestage—15% of dogs and 17% of cats 
are over the age of 11. More pet owners will be purchasing 
more expensive lifestage- and condition-specific foods, sup-

plements and treats, like those that address joint and digestive 
health, as well as those that maintain vision. 

Dog food sales
Among US dog owners, dry food is the preferred type. 

The most cost-effective of the three types, dry dog food 
is available in larger sizes than wet and semi-moist variet-
ies are. However, dry food does not have the same image 
of freshness that some wet foods have. Manufacturers like 
Pedigree have attempted to change this perception by intro-
ducing its products in resealable zipper bags.

Because the recent recalls primarily affected wet pet-
foods, Mintel expects to see a notable shift in 2007, with 
wet food buyers shifting to dry foods. More than three in 
four dog owners say they buy biscuits or treats. Like dry dog 
food, biscuits and treats were largely unscathed by the re-
calls; however, major manufacturer Del Monte did announce 
the recall of a number of its treat products on suspicion of 
contamination. 

While use of dry dog food was scattered across a number 
of brands, wet dog food buyers appear to have a clear prefer-
ence for the Pedigree and Alpo brands.

The Pedigree brand was not a part of the recall, which 
means that household penetration should remain steady or 
increase in 2007. An increase is likely as wet products from 
Alpo, Iams and Eukanuba were all voluntarily recalled, 

Simmons NCS data indicate that in 
US households, between January 

and October 2006, the most popular 
brands for these petfood segments were 
as follows.

Dry dog foods
Pedigree (Mars)............................16%
Iams (P&G) ................................ 12 %
Ol’ Roy (Wal-Mart) .................... 12 %
Kibbles n Bits (Del Monte) ............11 %
Purina Dog Chow (Nestlé Purina) .... 9 %

Wet dog foods
Pedigree (Mars)........................... 37%
Alpo (Nestlé Purina) .................... 28%
Mighty Dog (Nestlé Purina) ...........11%
Cesar (Mars) ................................. 7%
Iams (P&G) ................................... 6%

Dry cat foods
Friskies (Nestlé Purina) ..................17%
Meow Mix (Del Monte) .................15%
Purina Cat Chow (Nestlé Purina) .... 15%
Iams (P&G) ..................................11%
9Lives (Del Monte) ......................... 8% 

Wet cat foods
Friskies (Nestlé Purina) ................. 38%
9Lives (Del Monte) ........................31%
Fancy Feast (Nestlé Purina) .......... 30%
Whiskas (Mars) ........................... 18%
Hill’s Science Diet (Colgate) ............ 4%

Post-recall messages
The role of marketing communica-

tion has been heightened in the petfood 
market in the aftermath of the petfood 
recalls of early 2007, says Mintel. With 
products from more than 100 brands 
recalled, many consumers were and 
are unclear as to which brands and 
products are safe. Companies that had 
no contaminated products are distanc-
ing themselves from those that did, 
proclaiming that their brands were not 
affected and providing information as 
to the sourcing of their ingredients. 

Some brands, such as Purina Cat 
Chow, have taken a “less is more” 
approach, simply stating that their prod-
ucts have not been recalled and leaving 
it at that. The Pedigree brand goes 

further. This brand also has a statement 
in small print at the top of its home-
page asserting that the brand is “safe 
and not part of the recent nationwide 
petfood recall.” However, site visitors 
requiring more information are then 
directed to a longer, more specifi c state-
ment, disavowing any relationship with 
Menu Foods, the manufacturer cited as 
the source of many of the contaminated 
products. 

For companies that were directly 
impacted by the recalls, recovery efforts 
have been more extensive and more 
costly. In April 2007, Procter & Gamble, 
parent company of the Iams and Eu-
kanuba brands, took out full-page ads 
in 59 US newspapers. The company 
assured consumers that, even though 
a small number of its wet petfoods 
under the Iams and Eukanuba labels 
were impacted by the recalls, products 
remaining on shelves were safe, a claim 
supported by an independent task force 
of veterinarians. 

Popularity contest
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Boom ➱
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and some wet food consumers have switched brands as a 
result. 

Cat food sales
Dry cat foods tend to be the staple foods used by US cat 

owners surveyed, although there appears to be a great de-
gree of overlap in types of products used, with nearly half 
of cat owners saying they also use wet food. Dry cat food 
buyers are twice as likely as wet cat food buyers to say they 
use a light variety, which is not surprising given that wet cat 
food typically carries an indulgent positioning.

There appears to be a fair amount of overlap in the brands 
of treats/snacks used by cat owners. With cat owners be-
ing more likely to buy treats on impulse (as opposed to the 
planned purchase of food), it is likely that pet owners buy a 
regular treat that they know their pet likes and some other 
brand that looks good to them at the time. 

The fact that not even 20% of cat owners use any one par-
ticular brand of listed dry cat food brands points to a highly 
populated dry cat food segment. As companies continue to 
merge (e.g., Del Monte acquiring Milk-Bone and Meow Mix 
in 2006), it will become even more important for manufactur-
ers to evaluate product lines to discontinue non-performers 
and possibly merge brands where products overlap.

Just as was seen with wet dog food, cat owners have clear 
brand preferences, with the largest percentage reporting that 
they use Nestlé Purina’s Friskies brand. Another 30% say they 
use the company’s Fancy Feast brand. 

Sunny forecast
Mintel uses the SPSS time series package to forecast the 

market to 2012. SPSS correlates historic market size data with 
key economic and demographic determinants, identifying 
factors having most influence on the market. Mintel expects 
US sales of petfood and supplies to rise to US$35.3 billion by 
2012, an increase of 26% (adjusted for inflation).  ●

Contact Katie Koziol at +1.312.943.5250 or kkoziol@
mintel.com to receive a free table of contents for this 
report.

Food safety scares often 
change consumers’ 
behavior just 
temporarily. 

Online extra!
For additional information from the Mintel report, go to 

www.petfoodindustry.com/US2007.aspx

➤

COMPLETE
PROCESS
LINES

www.andritzsprout.com • andritzsprout@andritz.com

G L O B A L  P R E S E N C E

Denmark • Netherlands • Germany • France • UK • USA 

Venezuela • Brazil • Chile • Mexico • Australia • R.P. China

Your leading 

global supplier of 

technology and 

solutions for the  

petfood industry
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I
n the petfood industry we use 
massive amounts of energy. With 
the combination of ever increas-
ing energy costs and public and 

legislative pressure to reduce energy 
use, now is the time to increase ef-
forts to measure and minimize en-
ergy costs.

Most major retail chains have made 
commitments to drastically slash the 
carbon footprint for their own opera-
tions, with a parallel target of adding 
a carbon label to all of their products. 
It is in our interest as an industry to 
tackle these issues urgently.

Start at the top
I recommend a unified method for 

approaching the subject, thus prevent-
ing fragmentation of standards and 
techniques. The first issue with any 
company is to ensure the project is ful-
ly endorsed by all of the key decision 
makers, starting at the top. One senior 

person is normally designated as en-
ergy manager. For smaller companies 
this can be an existing manager.

Often there is a need to bring in sup-
port from outside the company, usually 
in the form of consultants with the ap-
propriate skills. The company need not 
rely on any one organization, as there 
will be a lot of expert help available 
from existing suppliers.

Define scope and implement
The next step is to define the over-

all scope of the project. This may be a 
simple definition of targets for energy 
reduction or may be much more com-
plicated, covering corporate ambitions 
to achieve ISO 14000 environmental 
quality management accreditation.

As with all projects, poor planning 
produces pretty poor performance (5 
Ps). Initial planning should be thor-
ough. There are plenty of public re-
sources available that can help. Use the 
Web to check federal, regional and state 
resources. These will help with advice 

on implementation strategies, financial 
assistance available and regulatory is-
sues. Also study models of strategies 
used by companies around the world.

When implementing the plan follow 
these rules:

Plan and re-plan before doing 
anything.
Measure consumption before 
acting.
Make changes to improve perfor-
mance.
Validate the beneficial effects of 
the changes.

Look at overall consumption
Overall consumption can be re-

ported in several ways, usually cost 
per unit of product—expressed either 
as monetary value of product or as 
weight. Expression as cost per weight 
of product is more convenient because 

➤

➤

➤

➤

Pre-warm conditioning water
For faster hydration; quicker 

warm-up in conditioner, effectively 
increasing size of conditioner; use 

less steam to warm up water

     Use misting injector to 
condition steam

   For more rapid heating; more 
homogenous heating; 

better absorption of steam thus 
reducing waste

Use pulse jet injection 
For better control of injection rates; 

avoids conditioning steam rat- 
holing, giving better absorption

The major 
retail chains 
have made 
commitments 
to drastically 
slash carbon 
footprints.

Following is an overall strategy 
for measuring direct energy 
costs. Also presented are ideas 
for improving extrusion plant 
performance that can save up to 
25% on energy costs (see ideas in 
the purple backgrounds).

Save energy
It’s time to tackle carbon 
footprint issues urgently
BY COLIN MAIR
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Figure 1: Typical process diagram for the production of petfood

 1. Surge bin
 2. Loss-in-weight live bin
 3. Feeder screw
 4. Dual conditioning cylinder
 5. Cooker/extruder
 6. Knife drive
 7. Pneumatic conveying system
 8. 2-pass dryer
 9. Dryer dust control system

 10. Dryer discharge belt conveyor
 11. Sieve
 12. Weigh belt/surge hopper assembly
 13. Vacuum coater
 14. Liquid digest feed system
 15. Oil/fat feed system
 16. Powder digest feed system
 17. Vertical cooler

Map out your processes 
before starting detailed 
measurements or 
committing money to 
expensive instrumentation.
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historical comparisons can easily be 
made as the project progresses, espe-
cially where external influences pro-
duce large changes in product pricing. 
However, energy costs as a proportion 
of product value is important, especial-
ly when looking at added value prod-
ucts vs. low margin products.

Map before measuring
Map out the process before starting 

detailed measurements or committing 
money to expensive instrumentation. 
This can be in the form of block flow 
diagrams, plan maps of the facility or a 
process flow chart of the plant (Figure 
1, p. 27).

Use the process map to identify 
key points for energy measurement. 
It is a good exercise to measure no-
load and full-load power consumption 
of all electric motors, but at the very 
least target the large motors with the 
most potential for savings. Also have 
product samples tested thoroughly for 
quality characteristics, as these will be 
used later for comparison.

It’s ideal if the entire plant has all its 
parameters measured for every product 
when running under equilibrium con-
ditions, with all the motors also mea-
sured when under no-load conditions. 
This will allow a snapshot view of key 
performance indicators (KPIs) for each 
product. The following list indicates 
some useful baseline KPIs per unit of 
product, whether this is measured in 
weight or value.

Total direct energy costs;
Extruder specific mechanical 
energy;
Extruder total electrical energy;
Extruder/conditioner specific 
thermal energy;
Dryer thermal energy costs per 
unit of product;

➤
➤

➤
➤

➤

Use water from barrel cooling
 For conditioner water or boiler 

make-up water; avoid capital and 
energy expense of chillers
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Save energy ➱

Pre-dampen cereal grains 
For removing moisture variations 

and improving hydration and cook 
before grinding

Pre-dampen mixed powders
 For more rapid and homog-

enous heating and hydration in            
conditioner

AVAILABLE SPRING 2008

A POWERFUL NEW PROTEIN SOURCE FOR DOG AND CAT DIETS. 

Contact Eric Bell at 402.533.4220 or eric_bell@cargill.com for details.
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©2007 Land O’ Lakes

The facts are in. Pets enjoy a variety of flavors … especially when they’re enhanced with 
LAND O LAKES® Cheese.With LAND O LAKES® Pet Food Cheese, you can add depth
and dimension to the flavor of your pet foods — while substantially enhancing the palatability.
It’s simple: think cheese, add flavor and palatability, see results!

Call Either Number Below To Find Out More About Pet Food Cheese.

Exceptional Service Since 1953
(269) 979-1600

80 Years of Quality & Service
(651) 481-2222 ext. 2060 • 1-800-328-9680 ext. 2060

LAND O LAKES
INGREDIENTS
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Alice’s life was an uncomfortable one because of hairballs. 
A specially formulated cat food now makes life good.

Alice’s life was an uncomfortable one because of hairballs. 
A specially formulated cat food now makes life good.

north america  636.634.4160 

bdunham@afbinternational.com 

north america  636.634.4129 

dkrestel-rickert@afbinternational.com 

north america  330.474.1629 

rvaudt@afbinternational.com 

latin america  54.2322.480747 

alusa@afbinternational.com.br
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Because Of The Advanced Technologies Behind
The Optimizor® And BioFlavor® 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.

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.

europe  31.73.5325777 

j.vergeer@afbinternational.nl

asia/pacific  61.398.799093 

khall@afbinternational.com

australia  61.359.711105 

jseletto@inghams.com.au
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Dryer thermal energy costs per 
unit of water evaporated;
Dryer electrical costs;
Extruder cooling water costs;
Loading factors on dryer and 
cooler exhaust air systems;
Loading factors on pneumatic 
conveyor;
Energy cost of pneumatic con-

➤

➤
➤
➤

➤

➤

veying; and
Power factors.

This baseline can be examined 
against known standards. 

Improving performance
The ideas presented in the purple 

boxes throughout this article are strat-
egies that have been used to reduce 
energy costs and/or improve rate and 
product quality. These are opportuni-
ties, in some cases, to save up to 25%. 
These savings are over and above all 
the other savings that can be realized.

Reducing energy costs is highly 
complex and should be approached in 
a highly systematic way—ideally re-
flecting methodologies and practices 
recommended by government authori-
ties and the many initiatives intro-
duced by retail chains. There are many 
competent organizations that can help 
us audit our energy costs and carbon 
footprint, but it is in our own industry 
that we have the skills to address the 
heart of our processes to minimize 
these costs. ●

Colin Mair has worked for 30 
years in product and process 
development. He is the founder of 
Cormal Technology, which develops 
technology to support thermal 
processing systems. Contact him 
at colinmair@btinternet.com or 
Tel: +44.1526 344495.

➤
Pre-heat dryer 

By using warm air from cooler or 
dryer; reduces drying costs, espe-

cially in winter in cold climates; also 
reduces drying variability

Increase humidity in 
fi rst drying 

By using steam injection; increases 
heat transfer effi ciency, giving 

increased drying effi ciency

Online extra!
For Colin Mair’s complete, original 

article, go to www.petfoodindustry.

com/energy.aspx.

➤
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THE FACE of HEALTH

For more information contact us today at:
www.fortifeed.com

800-522-4682

© 2007 GTC Nutrition

F o r t o d a y ’ s
Naturally Healthy Animals

FortiFeed® is a natural soluble prebiotic fiber comprised of a pure form
of short-chain fructooligosaccharides (scFOS®) that selectively stimulates
the growth of beneficial microflora in the intestines of animals. FortiFeed
adds value to pet foods by supporting:

immune health • digestive function • nutrient utilization

0711PETfootprint.indd 320711PETfootprint.indd   32 10/24/2007 9:07:37 AM10/24/2007   9:07:37 AM

http://www.fortifeed.com
mailto:colinmair@btinternet.com
http://www.petfoodindustry.com/energy.aspx
http://www.petfoodindustry.com/energy.aspx


Real-time 
In-line Process

Control. 

California, 1:37 PST Colorado, 2:37 MST Illinois, 3:37 CST Georgia, 4:37 EST

Total Control.
With SpectrInline® from Ometric®,
you can be in total control of your
manufacturing process, 100 percent
of the time, from anywhere in the
world. 

SpectrInline® measures concentrations
of critical process variables - such as
moisture, fat, proteins, ash, color,

Revolutionary Technology.
SpectrInline’s patented Multivariate
OpticalTM Computing technology
enables spectroscopy directly in
industrial process lines, at the 
speed of light.

SpectrInline® does!

brix, etc. - in real time, in-line, 
24/7 —allowing you to manage
your process, on-site or remotely, 
for consistent quality and enhanced
profitability.

Give us samples,
we’ll give you control.
Through our Easy-Fit® process, we
will analyze samples of your products
and provide you with SpectrInline 
performance specs for your process.
We will then install SpectrInline in 

Unmatched Support.
Through our Evergreen®

program, Ometric will constantly
control the performance of your
SpectrInline system remotely, 
maintaining it and upgrading it for
the life of your contract.

Take Control.
It’s time to experience the power of
Ometric’s real-time, in-line Process
Control Solutions for yourself. Call
Jason Williamson: 803.233.4683, or
email him at: jasonw@ometric.com.
Or visit www.ometric.com

Sampling does not tell the 
whole story.

your process line and demonstrate 
its real-time, in-line capabilities in
your plant - all free of charge!
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I
magine your favorite song, sonata or symphony. Hear the 
beauty and elegance of all the instruments working in har-
mony to create a composition that has the ability to evoke 
emotion or quiet the soul.

Suddenly that same musical piece digresses from the per-
fect; one or more key instruments are out of tune or missing 
altogether. Now a completely different sound is heard. For the 
inexperienced listener, this new piece might not be objection-
able. For the experienced, however, it would be unbearable. 

Successful product introduction should be more like the 
full musical experience. All pieces of the business enterprise 
need to work in concert to successfully launch a new product. 
The required components of the ensemble include a compa-
ny’s marketing, regulatory, research, operations/production 
and sales divisions. Each area has unique and specific obliga-
tions for the launch and product introduction. Communication 
between these functional units is the key.

The functionally connected organization
Virtually anyone in an organization can come up with a 

moneymaking or moneysaving idea. Employee empower-
ment is the key. Companies that encourage everyone in the 
organization to think about new products provide a powerful 
network of connectivity. From the salesperson in the field to 
the research scientist on the bench, the functionally connect-
ed enterprise with a clearly stated and understood vision and 
mission and open lines of communication will maximize its 
capacity to introduce new products and grow its business. 

As the advertising and development costs associated with 
product launches have increased dramatically while product life 
cycles have shrunk, the rate of success for new products has de-
creased considerably (Dalens et al., 2002). Little insight has been 
provided on the role of functional business units and the impor-
tance of communication within the product launch process.

The launch process
Figure 1 shows how an idea might proceed from the prod-

uct launch perspective. Since marketing is ultimately respon-
sible for product launches in most companies, this department 
plays a central, linchpin role. Marketing acts as the media-
tor between the functional units. It’s tasked with discerning 
what products the customer wants and communicating that 
to the organization, along with how to position and sell new 

Virtually anyone in an 
organization can come 
up with a moneymaking 
or moneysaving idea.

© Photographer:
 Alfred Wimmer | 
Agency: Dreamstime.com

Make your 
new product 
a hit
For a successful 
product launch, 
all pieces of 
the business 
need to work 
in concert
BY STEVE SIEMBIEDA

34 l   l November 2007

0711PETlaunch.indd 340711PETlaunch.indd   34 10/24/2007 9:08:03 AM10/24/2007   9:08:03 AM

http://Dreamstime.com


products. Defining product qualities based on customer needs 
is one of the first steps in the product launch. 

The functional units’ interactions generally take the 
following path:

The research and regulatory departments 
(square 1) are involved heavily in the initial 
stages of product launch.
Next, regulatory and operations (square 2) 
must provide assistance and guidance in gain-
ing regulatory approval and engineering the 
production process.
Finally, operations and sales (square 3) finish the 
product development process as they manufacture, intro-
duce and sell the product to the customer. 

Marketing plays pivotal role
Miscalculations at the marketing stage are likely to doom 

the product to failure, no matter how well subsequent units 
execute. The marketing department must determine the ideal 
market segment in which to sell the product, applying the four 
P’s of marketing: product, place, promotion and price.  

Along with understanding what the market/customer wants, 
marketing personnel must have a strong technical understand-
ing of the product. They must be aware of physical, chemical, 
biological or other constraints while establishing the essential 
characteristics of the new product. Marketing must also sift 
through and incorporate ideas coming from other functional 
units, determine potential, formulate a position statement and 
eventually create a full-blown market plan.

Finally, good marketers must know how to differentiate the 
product from the competition. The ultimate goal is to make 
the product number one or two in its product class. 

Regulatory requirements
The regulatory department’s focus is to work with the 

appropriate government agencies to obtain certificates of 
approval/registration for the new product. Often this is the 
last department to be consulted in the product launch. The 
experienced company knows, however, that consulting with 

➤

➤

➤

regulatory personnel should be the first stop, since fulfilling 
requirements usually consumes significant time and money.

Managing expectations of senior management is crucial 
when government approval is required for a new product. 
Most companies have limited control over the approval pro-
cess aside from response time to office actions requested by 
the agency. Providing realistic estimations of the current ap-
proval timelines as well as evidence of frequent contact with 
the agency can address concerns from senior management.

Research and development
Patented, proprietary products that have the potential to 

achieve number one or two in a given market are critical to 
maintaining an edge over competitors. The main role of re-
search and development is to discover novel technologies and 
conduct relevant research to support a product launch.

In a commercial setting, designing experiments that sup-
port regulatory and marketing claims is essential to the prod-
uct launch. Concomitant research to understand how the prod-
uct works is often necessary and completed simultaneously 
with the efficacy studies.

Research studies can generally be divided into three areas:
Basic research;
Safety research;
Clinical/efficacy study research.

If one set of experiments can fulfill the requirements of 
more than one of these research areas, both time and money 
can be saved. 

Manufacturing’s focus
The main role of the operation/production department 

is to build the product to specified parameters (as designed 
through the launch process) and make a quality product con-
sistently and efficiently. Standard operating procedures, pro-
cess controls (such as HACCP) and an understanding of good 
manufacturing procedures are all important. Generally, the 
operations department is also in charge of inventory control 

➤
➤
➤

SalesR&D

Vision and mission 

2
1 3

Regulatory Operations

Marketing

In the product launch process, marketing acts as the 
mediator between the functional units as it discerns 
what products the customer wants and communicates 
that to the rest of the organization. The numbered 
boxes indicate key interactions between units.

Virtuoso performance
To successfully launch a new product, various 

functional units of a company must perform 
together like a virtuoso musical ensemble.  
Required “instruments” include:

Marketing;
Regulatory;
Research and development;
Operations/production;
Sales.

➤

➤

➤

➤

➤

Figure 1: Organizational product launch map
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Miscalculations at the 
marketing stage are 
likely to doom the 
product to failure.

and production scheduling.
During product launch, changes to the manufacturing process 

are common; however, defining an established process to make 
the product within the allotted specifications is the ultimate goal. 
Early and excessive process optimization, with the otherwise ad-
mirable goal of reducing costs and improving final products, can 
result in costly delays in product launch. To ensure a successful 
and timely launch, validated quality control assays should be de-
veloped prior to final equipment placement and adjustment. 

Sales: on the front lines
Members of the sales department are ultimately respon-

sible for selling the new product to the customer base as de-
fined by the marketing department, so a considerable amount 
of communication between these two departments is a must. 
During a product launch, a representative from the sales team 
should be involved in the later stages so he or she can antici-
pate and express the concerns of future customers. An expe-
rienced sales manager will ensure the sales team is on board 
with the concept and desirable features of the new product.

Outside of early market research focus groups and con-

sumer test panels, the company’s sales force is the first to see 
customer response to a new product at the grass roots level. 
Enlightened company management will encourage salespeo-
ple to report their observations of customer reactions, both 
positive and negative. This information can be used to im-
prove the product, including highlighting ways to market it 
more effectively or in conjunction with other products.   

Successfully launching a product is a difficult task. It re-
quires the proper company focus, well-coordinated functional 
units and motivated employees. Communication between the 
functional units can assist in not only creating the best prod-
ucts but also moving them into the market in a timely manner.

Steve Siembieda is former assistant marketing director 
for Kemin Nutrisurance (www.kemin.com) and now 
COO of Advanced Analytical (www.aati-us.com).

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

editor@petfoodindustry.com or post your comments online at 

www.petfoodindustry.com/discussions.aspx.

➤

New product ❯
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When roaring flames in a 
plant shut down two of its 
antioxidant injection systems, 

one leading petfood manufacturing 
customer quickly alerted Kemin.
 Engineer Pierrick Soulage and 
his fellow responders in Technical 
Support came to the rescue. Every 
lost day was burning up revenue. In 
no time flat, the Kemin team had 
the systems back on line. All it took 
was a phone call, a day in the plant 
and a few spare parts.

HOT ON OPT IMIZAT ION.
These days, Pierrick  continues to 
commit his time to making Kemin
customer service one of the 
hottest properties around. He’s 
always looking for ways Kemin can 
put its in-depth technical skills to 
work helping customers optimize 
their production and products. 

KEMIN TO THE  RESCUE .
If you have a technical problem 
smoldering in your system, alert our 
squad of technical experts. It’s the 
closest thing to 911 for petfood 
manufacturers you can get.

W H E R E  S C I E N C E  B E C O M E S  F R E S H  S O L U T I O N S™

CALL 877-890-1462, FIRED-UP KEMIN ENGINEERS ARE STANDING BY, WWW.KEMIN.COM

IN CASE OF FIRE
PULL IN A HOTSHOT KEMIN ENGINEER TO
EXTINGUISH THE PROBLEM.

PIERRICK SOULAGE, SALES ENGINEER
DESS Management and Quality, DEUG Biology, 
MST Animal Production

A fi rst responder when problems occur, 
he helped one customer quickly get 
production back on line after a fi re in the plant.
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Last month, I reported on some 
of the pertinent happenings 
from the annual meeting of 
the Association of American 

Feed Control Officials (AAFCO), held 
in August. This month includes news 
from other AAFCO committees that 
may affect the petfood industry.

Dual declarations
The Model Bill & Regulations Com-

mittee (MBRC) rectified a matter re-
garding policy statement #29. If passed, 
this policy would allow for certain claims 
relating to nutritive value of ingredients 
on petfood labels without prompting the 
need for supportive guarantees for those 
nutrients. Unfortunately, the proposal 
to accept the policy came to AAFCO’s 
board of directors through the Pet Food 
Committee, not MBRC, so it was turned 
down for procedural reasons. MBRC has 
now sent the proposal to the board.

After discussion, MBRC accepted 
draft language to amend the Model Bill, 
model animal feed and petfood regula-
tions to require net quantity declarations 
in both avoirdupois (e.g., pound, quart) 
and metric units. The Food and Drug Ad-
ministration had proposed amendments 
to federal regulations to implement these 
requirements under the Fair Packaging 
and Labeling Act in the mid-1990s. 

For some reason, the proposed rule 
was never finalized, even though dual 
avoirdupois-metric declarations have 
become the standard. Assuming these 
amendments are eventually enacted by 
AAFCO, they should help clarify the is-
sue for both regulators and industry. 

Carb considerations
The Carbohydrate Working Group 

under the Feed Labeling Committee 
(FLC) recommended that policy state-
ment #1 stay as is, effectively consider-

ing “carbohydrate” guarantees as mis-
leading in that the term is too broad to be 
meaningful to the consumer.

However, the group also recommend-
ed that the AAFCO Feed Term Defini-
tion for “starch” be amended to better 
describe its nutrient content and that new 
feed term definitions be established for 
“sugars” and “fructans.” These steps 
would allow for guarantees for these 
components—e.g., “sugars and starch 
(max)…. 11%”—thus providing a means 
to include carbohydrate-related informa-
tion on the label. While FLC accepted 
the recommendations, this item has to go 
to the AAFCO board for further action.

Also important to note, there’s been 
no discussion to date as to applying de-
scriptive terms to these nutrient compo-
nents, e.g., what constitutes “low sugars 
and starch.” So, without a consensus on 
that aspect, the prudent approach ini-
tially would be for any associated claims 
to be comparative in nature (e.g., “___% 
less sugars and starch than ___”).

Raw milk requirements
FLC also accepted proposed amend-

ments to impose labeling and other re-
quirements on raw milk products sold as 

animal feed. New labeling requirements 
would include a very prominent “not for 
human consumption” statement with ad-
ditional warning regarding the potential 
for presence of harmful microorganisms 
in the product.

The new regulations would also re-
quire the products be decharacterized via 
addition of food coloring, be sold only in 
containers so they do not resemble hu-
man milk products and not be sold at 
retail in the vicinity of human milk prod-
ucts. This all appears to have been done 
to address some states’ concerns regard-
ing sale of raw milk under the guise of 
animal feed but in fact intended for hu-
man consumption.

While the feasibility of the minimum 
size of the required warning statement 
was discussed, there was little other ob-
jection. However, I do not believe any 
manufacturers that would be directly af-
fected by the new regulations were pres-
ent at the meeting. 

Shift in oversight?
The Feed Manufacturing Commit-

tee put final touches on the draft Model 
Good Manufacturing Practices (GMPs) 
for Feed and Feed Ingredients docu-
ment before sending it to the board and 
MBRC. If eventually enacted, this new 
set of regulations would represent a ma-
jor shift in how animal feeds, including 
petfoods, may be subject to oversight by 
feed control officials.

AAFCO news, part 2
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Committees discussed 
key proposals such as 
a possible shift in the 
oversight of animal 
feeds. — David Dzanis

More from AAFCO
Read part 1 of Dave Dzanis’ roundup 

on the AAFCO annual meeting at www.

petfoodindustry.com/0710insights.aspx.

➤
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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.

Amino acids, buffers, direct feed 
microbials, enzymes, flavors,

milk replacers, minerals,
natural pigments, pelleting 

agents, phosphates,
specialty ingredients,

vitamins and surfactants.

Order up from
“THE BARR”!

AJINOMOTO HEARTLAND LLC
AJINOMOTO ANIMAL NUTRITION

bbio Matrix

Natural 
Pigments

Bill Barr & Co., Inc.
8800 Grant St. • Overland Park, KS 66212

1-800-336-BARR • FAX (913) 599-0425
www.billbarr.com • e-mail: Bill@billbarr.com
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Dr. Dzanis is a writer and 
independent consultant for 
the petfood and animal feed 
industries on matters related to 
veterinary nutrition, labeling and 
regulation. He can be reached 
at Tel: +1.661.251.3543, Fax: 
+1.661.251.3203, E-mail: dzanis@
aol.com.

Presently, only medicated feeds and 
low acid canned foods are subject to 
GMPs. These new regulations would re-
quire that all feed facilities meet specified 
manufacturing standards, including how 
they process feeds, store and transport 
ingredients and final products, maintain 
sanitation and keep records. 

The Model Bill has always identi-
fied adulteration as a prohibited act, but 
enforcement has largely consisted of in-
spection and testing of the end product, 
with little regulatory emphasis on the 
process by which the product got there. 
The new regulations would now include 
process control requirements as well as 

product requirements, and as I interpret 
it, not following them could be consid-
ered evidence of adulteration by itself.

For example, if an inspector found 
that a facility failed to follow adequate 
sanitary procedures to minimize the risk 
of adulteration with pathogenic microor-
ganisms, that finding could be interpret-
ed as a de facto sign of adulteration, even 
without testing the end products. Even 
if my interpretation is overreaching the 
regulations’ intent, it’s clear that firms 
will be subject to a host of manufactur-
ing stipulations that weren’t looked at 
with much importance before.

Not related to recalls
Development of these GMP regula-

tions was initiated years before the pet-
food contamination incident this year. 
Because of that incident’s unique circum-
stances, it’s likely that even if the regula-
tions had been in place, they would not 
have prevented the problem.

Regardless, these measures appear 
prudent and, in my estimation, for the 
most part reflect the commonsense pro-
cedures manufacturers should be fol-
lowing anyway for their own protection, 
whether or not dictated by regulation.  ●

Dual 
avoirdupois-
metric 
declarations 
have become 
the standard.

40 l   l November 2007

Insights ❯

CORPORATE OFFICE
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P.O. Box 8 • 100 Airport Road
Sabetha, KS 66534, USA
PHONE 785-284-2153
FAX 785-284-3143
extru-techinc@extru-techinc.com
www.extru-techinc.com

At Extru-Tech, our entire universe is built around 
positioning our petfood customers as “Team Leader” and 
helping them achieve extraordinary results. We call on 
every part of our company to add value to our customers’ 
bottom line.

People throughout the industry turn to Extru-Tech to 
provide the innovation and engineering to take production 
to higher rates, while improving process efficiency and 
profitability. Call us today at 785-284-2153 or visit us 
online at www.extru-techinc.com.
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•  Feeding Systems
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•  Pneumatic
 Conveying Systems

•  Multi-Color
 Extrusion Die
 Assemblies
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Community - Content - Collaboration 
We’ve relaunched www.petfoodindustry.com so you can have Community
interaction with industry professionals on an endless variety of topics, access industry 
Content on specific topics and Collaborate with partners on current projects.

You read Petfood Industry’s in-print publication, you visit our in-person events like 
Petfood Forum and you can now access all of this and more online at www.petfoodindustry.com. 
Here’s what you’ll find each day:

Soon, we’ll launch our new podcast feature. Look for more information on www.petfoodindustry.com 
in coming issues of Petfood Industry, Pet E-news and Petfood Industry’s Nutrition News.

Read the most recent petfood industry news as it happens, 

Access and contact specifi c suppliers directly from our unique online 
directory,

Visit our brand new Discussion Boards and Collaborate with fellow 
petfood pros,

Create your own unique profi le and begin generating content specifi cally 
tailored to your informational needs on each visit,

View educational webinars, and download white papers and research 
specifi c to your own project work,

Sign up to view archived Petfood Forum presentations on a 
pay-per-view basis,

Search our content database for information on issues such as the latest - 
Headlines and industry news,
Petfood recall information,
Organic and natural petfood trends,
Treat trends,
Manufacturer profi les,
Regional and international updates and information on petfood initiatives 
worldwide.

Search or post jobs within www.petfoodindustry.com with our job site 
powered by PetfoodIndustryJobs.com.

•
•
•
•
•
•
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Methionine is one of the 
10-plus essential amino 
acids that are required 
by both the cat and dog. 

It is a non-polar, glucogenic amino 
acid and, according to the 2006 US 
National Resource Council (NRC) 
report, it is typically the first limit-
ing amino acid in cat diets and the 
first or second limiting amino acid in 
dog diets.

A partial explanation for its first or 
second limitation status is due to its 
ability to donate or receive constitu-
ent groups. At the whole-animal level, 
methionine is part of body proteins 
and is important for skin and coat 
condition, eye health, heart health and 
more. At the metabolic level, methio-
nine is a methyl (CH3) group donor 
through formation of the co-enzyme 
S-adenosylmethionine necessary for 
methyl group transfer. It is a sulfur 
donor and thereby an indicator of B-
vitamin status.

Methionine is also an initiator of 
protein synthesis. It serves as a pre-
cursor to other amino acids like cyste-
ine which can then be converted into 
taurine. Methionine can also be con-
verted into glutathione, an important 
physiological antioxidant, and into the 
cat pheromone felinine. It is an amino 
acid that is vitally important to the 
long-term health of the dog and cat. 

Dietary methionine
Common petfood ingredients rich 

in methionine include animal proteins 
such as meat and poultry and their as-
sociated protein meals, egg products, 
marine proteins such as fish and fish 
meals, corn co-products such as corn 
gluten meal and brewers dried yeast. 

Many diets that contain these ingre-
dients are adequate in methionine 
and do not require any supplementa-
tion. For diets that contain minimal 
amounts of meat proteins, are heavily 
weighted to vegetable proteins like 
soy or are low calorie foods diluted 
with inert ingredients such as cereals 
and cellulose, there may be a need for 
supplemental methionine.

There are also some petfoods in 
which the basal diet is likely more 
than adequate in methionine, but 
contain supplemental methionine 
as well. This may occur for several 
reasons, not all of which are to meet 
the animal’s minimum requirements. 
Probably the biggest reason is to 
demonstrate to those purchasing the 
petfoods that it addresses the amino 
acid needs of the cat (predominately) 
and dog.

Secondly, some do so to help pro-
mote the palatability of the diet, as 
cats have been reported to have an 
“appetite” for methionine. In addi-

tion, methionine has been used in cat 
diets to help support urine acidifica-
tion for those with concern regarding 
urinary tract health. It can also be 
used as a substitute for a portion of 
the dietary choline. 

Complex 
chemical synthesis

Unlike many of the other amino 
acids, a fermentation method to pro-
duce methionine has not been de-
veloped—though many have tried. 
Instead, supplemental methionine 
is produced in a complex chemical 
synthetic process. There are numer-
ous companies and locations around 
the world that produce DL-methio-
nine commercially; and there are 
hundreds of patents that describe the 
subtle nuances regarding DL-methio-
nine synthesis and purification.

Regardless of company, geography 
or patent, the general process is fairly 
similar and yields a racemic (50:50) 
mix of D and L isomers. Animal tis-
sues require the L form for active 
protein synthesis. The D form can be 
inverted and effectively utilized by 
both the dog and cat. Conversion of 
the D form to the L form has been 
reported to be approximately 80-90% 
in cats. 
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DL-methionine: 
several vital functions

Methionine has been 
used in cat diets to 
help support urine 
acidification.

— Greg Aldrich

Tell us what you think! 
E-mail editor@petfoodindustry.com 

or post your comments online at www.

petfoodindustry.com/discussions.aspx.

➤
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Dr. Greg Aldrich is president 
of Pet Food & Ingredient 
Technology, Inc., which 
facilitates innovations in foods 
and ingredients for companion 
animals. Tel: +1.785.271.0238, 
E-mail: aldrich4@cox.net.
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The starting materials for produc-
tion of DL-methionine are acrolein 
(a 3-carbon aldehyde) derived from 
propylene (a petroleum derivative), 
methyl mercaptan derived from 
methanol and various sulfur sources 
and hydrocyanic acid (HCN). Acrole-
in and methyl mercaptan are reacted 
to form a relatively stable interme-
diate, 3-methylmercaptopropional-
dehyde, known as MMP. The MMP 
is then reacted with HCN to form a 
rudimentary mix of DL-methionine 
and contaminants which is further 
refined through clean-up steps.

In general, there are two principal 
commercial products available in the 
petfood and feed market, a dry crys-
talline DL-methionine (99% purity) 
and a liquid hydroxy-methionine an-
alog (HMA; 88% purity; chemically 
known as 2-hydroxy-4-(methylthiol) 
butyric acid). Other forms also avail-
able, but seldom encountered, include 
a calcium-bound dry hydroxy analog 
(86% purity) and a sodium salt (DL-
methionine Sodium; 45.9% purity).

Use in petfood
Crystalline DL-methionine has 

become the standard of the petfood 
industry. It is a white to light tan free-
flowable powder. It fits well with the 
small and intermittent formula-de-
pendent use of supplemental methio-
nine needed by many companies.

While less expensive, the HMA is 
a corrosive liquid that requires spe-
cialized equipment and plumbing for 
addition to the ingredient mix. Thus, 
use of HMA is more suited for mills 
in which methionine is applied at a 
constant and significant level.

Further, HMA requires physio-
logical oxidation and transamination 
(addition of nitrogen) in the liver of 
the animal to become DL-methio-
nine. For this reason, HMA is often 
considered to be less biologically 
available than crystalline DL-me-
thionine. However, studies in dogs 
indicate that on a molar basis the two 
forms of the ingredient are the same. 
Both of these products, while start-
ing from very caustic materials, are 

relatively stable in standard food pro-
cessing conditions, during time on 
the shelf or during exposure to nor-
mal environmental conditions.

So, the decision regarding the DL-
methionine source to use falls not to 
nutrition concerns, but to cost, han-
dling and labeling considerations. ●

Easy to handle, blend and extrude;

Sustainable domestic supply;

Vegetarian source of DHA;

Non-GMO;

Safe — no exposure to oceanborne contaminants;

cGMP facilities;

High levels of DHA omega-3;

Consistent quality and price;

High-quality ingredient that will not compromise
     taste, texture or aroma.
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This year we have experienced 
many positive and not so 
positive social and economic 
factors that have impacted 

the US petfood market. Now that we’re 
in the fourth quarter, let’s look at the 
state of the market and future trends.

Reaching nearly US$25 billion in 
sales for 2007, the US petfood and pet 
supplies market has grown by 54% in 
current terms and 35% in constant terms 
since 2002, according to Mintel. Given 
what we have seen, heard and experi-
enced, the five-year prognosis is fore-
casted to be bullish, with total US sales 
of petfoods and pet supplies expected to 
grow at an annual average rate of 7.3% 
in current dollars and increase 4.7% per 
annum after adjusting for inflation.

The market dynamics this year were 
fueled by increased retail competition via 
channel switching and consumer tastes, 
as customers purchased more premium 
pet consumables for the past three years. 

Sales through mass merchandisers and 
pet special stores were major contribu-
tors to the overall sales growth in 2004 
and 2005, with these channels acquiring 
more market share from traditional gro-
cery stores. Mass merchandisers offered 
pet owners lower prices and a wider vari-
ety of products, while pet specialty stores 
offered a wider variety of products and a 
wider price range.

Movement due to recalls
In addition, this year witnessed a va-

riety of quality concerns about petfood 

with the massive recalls in the spring. 
Despite that, this year’s category sales 
are expected to be higher than last year’s. 
The recalls did not push consumers out 
of the market for obvious reasons: Pet 
owners still needed food for their pets. 
Hence, this episode only fueled cross-
subcategory purchases, from segments 
impacted by the recalls to segments 
where there was no impact. In addition, 
re-evaluating the affected segments 
shows that losses due to the recalls were 
limited to a small group of brands, most 
of which were low-margin items. 
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How is the US market 
trending?

The five-year prognosis 
is forecasted to be 
bullish.

— Huntley Manhertz, Jr.

For Quality Petfood Ingredients
Count on Scoular People

www.scoular.com/petfood 

800-875-7870 • 250 Marquette Ave., Suite 1050 • Minneapolis, MN  55401Count on Scoular People

Blending • Co-Packing • Procurement • Risk Management • Logistics

• Marine Proteins & Oils

• Vegetable Proteins & Oils

• Starch & Starch Derivatives

• Animal Proteins & Fats

• Organic, Natural & IP

• Soy Proteins & Flour

• Wheat Gluten

• Variety Meats & Fish

• Grain Products
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Evidence from both retailers and 
manufacturers indicates that a notable 
share of concerned petfood consumers 
switched to more expensive natural and 
organic foods in response to the recalls 
(16%, Mintel says). This movement 
would serve to sustain market sales.

Pampering technology
Innovation and personalization have 

encouraged pet owners to continue to 
pamper their pets more than they did 
even a year ago. Technology also plays 
a major role in the lives of some pet own-
ers. For example, after reading a 52-page 
user guide, a pet owner can use the auto-
mated Perfect Petfeeder to set the feed-
ing time and amount of food for a pet.

Impact of older pets
Wellness is another trend that will 

drive growth. According to an October 
2007 article in Prepared Foods, a signif-
icant percentage of US pets have reached 
the mature lifestage—15% of dogs and 
17% of cats are over the age of 11.

In the short term, a large number 
of doting owners will pay a premium 
for products and services that enhance 
and lengthen the lives of these pets. For 
some this will likely include the pur-
chase of more expensive lifestage and 
condition-specific foods, supplements 
and treats, like those that address joint 
and digestive health, as well as those 
that maintain vision. One example is 
Purina One Adult Dog Total Nutrition, 
said to ensure the health of the immune 
system, bones and joints, digestion, 
skin, coat, eyes and teeth. ●
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Tell us what you think!
If you have a market related topic 

you would like to see addressed, e-mail 
editor@petfoodindustry.com or post your 
comments on the Discussion Board at www.
petfoodindustry.com/discussions.aspx.

➤

Dr. Huntley Manhertz Jr. is a 
CPG market researcher and an 
independent writer. He can be 
reached at Tel: +1.813.699-4682, 
hmanhertz@yahoo.com.

Analytical Testing 

and Petfood Quality
Eurofins, the most trusted name in food testing, has extensive 

experience in analyzing pet food products for nutrition and 

food safety.  Our services are backed by our reputation for quick 

turnaround time, accurate data, and superior customer service.

Melamine Testing

Regulatory Consulting and Traceability Programs

Comprehensive Analytical Portfolio

To learn more, call 515-265-1461, visit www.eurofinsus.com or 

email us at info@eurofinsus.com.
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Need more fatty acids?
“Petfoods are manufactured to 

maintain the health of healthy pets 
and already contain adequate essen-
tial fatty acids (EFAs),” says Dr. John 
Bauer, a professor of clinical nutrition 
at Texas A&M University’s College of 
Veterinary Medicine. “But some pets 
may need more EFAs in their diet from 
time to time.” Bauer is one of the au-
thors of a study investigating the role 
of EFAs in canine skin health.

“The best example is how a dog 
with dry, maybe scaly skin, would 
benefit from having some additional 
oil containing EFAs added to its diet,” 
Dr. Bauer says. “But, pet owners 
should not self-medicate. A veterinar-
ian should recommend an appropriate 
amount of oil to be added to the diet.”

Dr. Bauer and his colleagues fed 
dogs with skin and coat problems dry 
petfood mixed with higher amounts of 
oil and noticed improvements in about 

28 days. The most noticeable improve-
ments were seen at seven weeks.
Source: Kirby, et al, 2007. JAVMA, 
Vol. 230, No. 11, pages 1641-1644. 

➤ Need more fatty acids? 
(Kirby, Hester, Bauer, 2007): Petfoods contain enough essential fatty ac-

ids (EFAs) for most pets. But, some pets may need more EFAs in their diet.

➤ Improving cognitive function 
(Milgram, et al, 2007): Long-term maintenance on alpha-lipoic acid  

and acetyl-L-carnitine may be effective in attenuating age-associated 
cognitive decline by slowing the rate of mitochondrial decay and cellular 
aging.

➤ Kitten milk intake constant 
(Hendriks and Wamberg, 2007): The milk intake of suckling kittens 

remains relatively constant throughout the fi rst four weeks of lactation. K
ey
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Don’t Miss the First
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Improving cognitive 
function

Nutritional supplements have suc-
cessfully been used to improve the 
memory, ability to learn and cogni-
tive function of old dogs—and might 
be able to do the same thing with hu-
mans. This according to a new study 
published in the FASEB Journal, pro-
duced by the Federation of American 
Societies for Experimental Biology.

In this study, Beagle dogs between 
7.6 and 8.8 years of age received a
twice daily supplement of alpha-li-
poic acid (LA) and acetyl-L-carnitine
(ALC) over two months. They made 
significantly fewer errors in reaching
the learning criterion on two land-
mark discrimination tasks compared 
to controls administered a methylcel-
lulose placebo. This research suggests
that long-term maintenance on LA 
and ALC may be effective in attenu-
ating age-associated cognitive decline 
by slowing the rate of mitochondrial 
decay and cellular aging.

The study builds on similar find-
ings made several years ago, done 
with mice and published in Proceed-
ings of the National Academy of Sci-
ences. In that research, the activity 
and energy level of old rats taking 
these same supplements almost dou-
bled, and memory and cognitive func-
tion improved.
Source: Milgram, et al, 2007. Or-
egon State University press release.

Kitten milk 
intake constant

The daily milk intake of 14 domes-
tic short-haired kittens from five lit-
ters was estimated during 1–4 weeks 
postpartum using the isotope dilution 
technique. Kittens received a single in-
traperitoneal injection of tritiated wa-
ter, and blood samples were obtained 
from the jugular vein for radioactivity 
measurements at 2 and 96 hr. after in-

jection. One kitten in each litter was 
used as a control to allow calculation of 
recycling of tritiated water. The mean 
(± SEM) biological half-life of tritiated 
water in the kittens increased from 2.4 
± 0.1 d in week 1 to 4.9 ± 0.2 d in week 
4 postpartum. Recycling of tritiated 
water accounted for (mean ± SEM) 5.9 
± 0.8, 12.0 ± 0.5, 7.7 ± 1.3 and 10.0 ± 
1.3% of the kittens’ daily water intake 
during postnatal week 1–4, respec-
tively. Daily milk intake of the kittens 
during 1–4 weeks postpartum was 47.3 
± 0.8, 47.4 ± 1.5, 48.7 ± 1.6 and 43.7 ± 
2.0 g, respectively. There was no effect 
of gender on milk intake.

The daily metabolizable energy re-
quirement of suckling kittens, estimat-
ed by multiple regression analysis, was 
356 kJ/kg0.75, whereas the metaboliz-
able energy required per gram of gain 
was estimated to be 7.8 kJ/d. The milk 
intake of suckling kittens remained 
relatively constant throughout the first 
four weeks of lactation, and during this 
period, they seemed to have a lower en-

ergy requirement for maintenance. 
Source: Hendriks and Wamberg, 
2007. J. Nutr. 130: 77-82. 

Online extra! 
To see more of our Research Notes, 

please visit www.petfoodindustry.com

➤
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Product News

Double Planetary Mixer 
for vacuum mixing 

The new Ross model of its Double 
Planetary Mixer (DPM) is available 
in sizes from ½ pint to 750 gallons 
working capacity. The DPM is used 
for vacuum mixing of high viscosity 
materials up to 8 million cps. Features 
available include three mix blade de-
signs, jackets for heating or cooling, 
variable speed drives, sanitary con-
struction and discharge systems to as-
sist in the unloading of highly viscous 
materials.

Charles Ross and Son Co.
+1.631.234.0500
www.foodmixers.com

Slider technology for 
large format bags

The Zip-Pak Slider is specifically 
designed to enable brands featured in 
large format bags to provide consumer 
convenience, while maintaining pack-
age integrity. According to the com-
pany, the Slider is the first of its kind to 
be applied without the need for pack-
age alteration or modification to equip-
ment. The Slider is meant for packages 
ranging from 1 to 55 pounds. The tech-
nology can be used on multi-wall paper 
and laminate pouches, and is the only 
slider system available for use on wo-
ven pouch formats.

Zip-Pak
+1.815.468.6500
www.zippak.com

Newly designed tine 
dough feeder

The Peerless Tine Dough Feeder 
has been re-designed for enhanced 
sanitation and maintenance, according 
to the company. Meant for dry and/or 
agglomerated doughs, the Tine Dough 
Feeder efficiently breaks, spreads and 
forwards the dough for even feeding of 
downstream dough-forming machines. 
Designed and certified to BISCC stan-

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

It’s FREE and the 2nd issue will be in your in-box by mid-January.

TheExtru-Technician
The digital magazine for pet food extrusion.

brought to you by

Introducing...
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dards, the machine’s components can 
withstand washdown sanitation. The 
units can be fed by multiple mixers and 
integrated with the Peerless propri-
etary Automated Conventional Batch 
Mixer (ACBM) system.

The Peerless Group
+1.800.999.3327

www.thepeerlessgroup.us

Immune booster  
According to Gourmetceuticals, 

GLPH-1 is a polysaccharide extract de-
rived from botanical yeast that has been 
proven to boost immune health in more 
than 20 clinical trials. GLPH-1 works 
as an anti-inflammatory agent through 
multiple mechanisms, including stimu-
lating the immune system’s white blood 
cells. The extract is available in a highly 
stable water-soluble powder that can 
easily be added to food products.

Gourmetceuticals, LLC
+1.307.655.5109

www.gourmetceuticals.com

Ergonomic extruder
Clextral’s Evolum LT 145 extrud-

er offers optimum torque and higher 
screw speeds for maximum through-
put, according to the company. The 
Evolum LT 145 operates at throughputs 
from 5-10 tons per hour and incorpo-
rates temperature control for managing 
complex recipes in the processing of 
premium dry and semi-moist petfoods. 
The machine includes ergonomically 
designed anti-slip steel foot mounts, as 
well as a handrail and foot rail. 

Clextral Inc.
+1.813.854.4434
www.clextral.com

Correction: This product was mis-
identified on p. 36 of the October issue. We 
regret the error.

Do you risk inconsistent flavor and quality using 

inaccurate feeders?  Schenck AccuRate's MECHATRON®

handles even difficult-to-feed dry materials with 

superior accuracy. Disassembly from the non-process 

side allows for easy cleaning and quick product changeovers.

FAST DISASSEMBLY
EASY CLEAN-OUT

(877) 498-2670
mktg@accuratefeeders.com www.accuratefeeders.com

Our sanitary-grade 
DEA open frame weighbelt
offers easy wash-down, all
stainless steel construction in
12" and 24" wide belt sizes.

Trusted by Pet Food
Manufacturers
for over 40 years!

©2006 Schenck AccuRate
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➤China International Pet Show, November 15-18, 2007, Chi-
nese Export Commodities Fair, Pazhou Complex, Guangzhou, China. 
Contact: China Great Wall International Exhibition Co. Ltd., Tel: 
+1.0086.10.68748621, Fax: +1.0086.10.68748993, wangxinyu@263.net, 
www.cipscom.com.

➤PFIAA Technical Seminar and Annual Dinner, December 
3, 2007, RACV City Club, 501 Bourke St., Melbourne, Victoria, Aus-
tralia. Contact: John Aird, executive manager, Pet Food Industry As-
sociation of Australia (PFIAA), Tel: +61.3.9722.1857, info@pfiaa.com.
au, www.pfiaa.com.au.

2008

➤North American Veterinary Conference (NAVC),
January 19-23, 2008, Orlando, Florida, USA. Contact: NAVC, 
Tel: +1.352.375.5672, Fax: +1.352.375.4145, info@tnavc.org, www.
tnavc.org.

➤Conference on Pet Food Ingredient Quality, January 22-
23, 2008, Georgia World Conference Center, Atlanta, Georgia, USA. 
Contact: Jarrod Kersey, American Feed Industry Association, jkersey@
afia.org, John Starkey, Poultry Protein & Fat Council, jstarkey@
poultryegg.org, www.petfoodconference.com.

➤International Poultry and Feed Expo, January 23-25, 
2008, Georgia World Congress Center, Atlanta, Georgia, USA. Tel: 
+1.770.493.9401, www.ipe08.org.

➤PETS International Global PETS Forum, January 24-25, 
2008, Grand Hotel Kempinski, 19 quai de Mont-Blanc, 1211 Geneva, 
Switzerland. Contact: Corine van Winden, Tel: +31.33.4225833, Fax: 
+31.33.4225838, corine@pets.nl, www.petsinfo.net.

➤18th Annual Practical Short Course on Feeds and Pet-
food Extrusion, January 27-February 1, 2008, Food Protein R&D 
Center, Texas A&M University, College Station, Texas, USA. Contact: 
Dr. Mian N. Riaz, Tel: +979.845.2774, Fax: +979.458.0019, mnriaz@
tamu.edu, www.tamu.edu/extrusion.

➤13th International Industrial Trade Fair, Cereals, Mixed 
Feed and Veterinary, February 5-8, 2008, All-Russia Exhibition Cen-
tre, Moscow, Russia. Contact: Alexandra Zharko, Tel: +7.495.956.41.52, 
Fax: +7.495.730.19.32, garko@intourist.ru, www.intourist.ru.

➤Global Pet Expo, February 14-16, 2008, San Diego Conven-
tion Center, San Diego, California, USA. Contact: APPMA, Tel: 
+1.203.532.0000, Fax: +1.203.532.0551, www.globalpetexpo.org

➤India International Pet Trade Fair, February 29-
March 2, 2008, National Small Industries Corporation (NSIC) Expo 
Complex, Okhla Industrial Estate, New Delhi, India. Contact: Binoy 
Sahee, Tel: +91.989.101.3797, www. iiptf.com.

➤Petfood Forum Asia, March 5, 2008, Queen Sirikit Na-
tional Convention Center, Bangkok, Thailand. Contact: Nancy 
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Meeting Planner events
N O V E M B E R  2 0 0 7

For a complete list of 2007 events, visit Petfood 
Industry Online at www.petfoodindustry.com

Send meeting dates to Jessica Taylor Bond at jbond@wattnet.net. Include 
dates, location, contact name, address, phone, fax, e-mail and website.

➤
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Grossnickle, Watt Publishing Co., Tel: 
+1.815.734.5674, ngrossnickle@wattnet.net, 
www.petfoodindustry.com.

➤Victam Asia, March 5-7, 2008, Queen 
Sirikit National Convention Center, Bangkok, 
Thailand. Contact: Henk van de Bunt, Vic-
tam International, Tel: +31.33.246.4404, Fax: 
+31.33.246.4706, expo@victam.com, www.
victam.com. 

➤Aquafeed Horizons Asia, March 6, 
2008, Queen Sirikit National Convention 
Center, Bangkok, Thailand. Contact: Suzi 
Fraser Dominy, Tel: +1.808.732.7499, con-
ferences@aquafeed.com, www.aquafeed.
info.

➤Petfood Forum, April 14-16, 2008, 
Hyatt Regency O’Hare Hotel, Chicago, Il-
linois, USA. Contact: Nancy Grossnickle, 
Watt Publishing Co., Tel: +1.815.734.5674, 
ngrossnickle@wattnet.net, www.petfood
industry.com. 

➤Petfood Focus on Safety, April 
16-17, 2008, Hyatt Regency O’Hare Hotel, 
Chicago, Illinois, USA. Contact: Nancy 
Grossnickle, Watt Publishing Co., Tel: 
+1.815.734.5674, ngrossnickle@wattnet.net, 
www.petfoodindustry.com.

➤H.H. Backer Spring Trade Show,
May 4-6, 2008, Baltimore, Maryland, USA. 
Contact: H.H. Backer Associates Inc., Tel: 
+1.312.663.4040, Fax: +1.312.663.5676, 
hhbacker@hhbacker.com, www.hhbacker.
com.

➤Interzoo, May 22-25, 2008, Exhibition 
Centre Nuremberg, Nürnberg, Germany. 
Contact: WZF Wirtschaftsgemeinschaft, 
Zoologischer Fachbetriebe GmbH, Tel: 
+49.911.86.068646, Fax: +49.911.86.068640, 
interzoo@nuernbergmesse.de, www.
interzoo.com.

➤IFT Annual Meeting and Food 
Expo, June 26-30, 2008, New Orleans, 
Louisiana, USA. Contact: Institute of Food 
Technologists, Tel: +1.312.782.8424, Fax: 
+1.312.782.0045, info@ift.org, www.ift.org.

➤AVMA/AAAP Annual Convention,
July 19-23, 2008, New Orleans, Louisiana, 
USA. Contact: AVMA, Tel: +1.847.925.8070, 
Fax: +1.847.925.1329, avmainfo@avma.org, 
www.avma.org.

➤National Annual Pet Indus-
try Trade Show, September 21-22, 
2008, Toronto, Ontario, Canada. Con-
tact: Pet Industry Joint Advisory Council 
- Canada (PIJAC), Tel: +1.613.834.2111, 
Fax: +1.613.834.4854, executiveoffice@
pijaccanada.com, www.pijaccanada.com. 

➤SuperZoo West, September 24-26, 
2008, Mandalay Bay Convention Center, 
Las Vegas, Nevada, USA. Contact: World 
Wide Pet Industry Association (WWPIA), 
Tel: +1.800.999.7295, www.wwpia.org. 

➤H.H. Backer Christmas Trade 
Show, October 3-5, 2008, Donald E. Ste-
phens Convention Center, Rosemont, Illi-
nois, USA. Contact: H.H. Backer Associates, 
Tel: +1.312.663.4040, hhbacker@hhbacker.
com, www.hhbacker.com. 
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The Pappas 225 DPE
Emulsifier features our
unique “floating knives.”
It works equally well
with the driest and 
the wettest inputs.

If any of these comments sound familiar, call us now at 
313-873-1800. You will talk with a person who actually
knows petfood manufacturing, understands your problem,
and will offer a solution. You will find that our flagship 
products are stainless steel, sanitary, heavy duty, 
low maintenance and made in the USA.

575 E. Milwaukee  • Detroit, MI 48202  • 1-800-521-0888
Outside US: 313-873-1800  • Fax: 313-875-7805 
Email: sales@pappasinc.com  • Website: www.pappasinc.com

Problems?
We solve ‘em daily
for petfood 
manufacturers 
worldwide

“We need output
capacity of 500 to
2,000 pounds or
more per minute”

“We’re spending
too much time
dismantling
and cleaning”

“We’ve too
many particles
left in the
machine when
we emulsify
bones”

“Our emulsifier
begins to struggle
when materials are
20°F or colder”

MMark your calendar!ark your calendar!
For Petfood Forum Asia, March 5, 2008, in Bangkok, Thailand:

www.petfoodindustry.com/petfoodforum.aspx.
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➤ Employment ➤ Equipment

COMPANY DESCRIPTION:
Pactiv is a $3.0 Billion dollar consumer packaging company 
located in the northern suburbs of Chicago.  Pactiv’s Hefty® 
brand is one of the nation’s most widely recognized brands.  
More than 80% of Pactiv’s sales come from market sectors 
in which we hold the No. 1 or No. 2 market position.  Please 
see the attached Company profile for additional information 
or our website at www.pactiv.com.

POSITION DESCRIPTION:
This is an entry level sales position based out of our 
Corporate Headquarters in Lake Forest, IL.  We are an 
international organization focused on the sale of the Slide-
Rite® patented closure system and proprietary attachment 
equipment.  Our customer base includes large consumer 
packaged goods companies such as Sargento, Masterfoods, 
and Perdue.  This is a technical sale typically requiring a 
consultative selling approach. 
We are rapidly growing without losing our entrepreneurial 
feel.  As a result, the position is highly visible and offers 
the opportunity to quickly gain a wide range of 
experience and responsibility.
For the selected individual, we offer a competitive salary and 
benefits, company car, very lucrative incentive plan and an 
extensive training program. 

POSITION QUALIFICATIONS:
• BS in Packaging 
• Demonstrated project management skills.
• Ability to effectively communicate to a wide range of 
audiences required. 
• Must be willing to travel overnight approximately 25-60%.
• Knowledge of high speed machinery and packaging 
machinery is a plus
• Basic knowledge of polymer materials preferred.
• Demonstrated leadership in extra-curricular activities 
strongly preferred.

Send resume and cover letter:
Chad Rupert

crupert@pactiv.com
Pactiv is an Equal Opportunity Employer  M/F/D/V/

SLIDE-RITE®
ACCOUNT MANAGER

MARKETING MANAGER
SPF North America, Inc., the worldwide leader of 

palatability solutions for the pet food industry 
is seeking a MARKETING MANAGER.

Primary responsibilities will be management of projects 
related to product development, range management, 
market intelligence and communication. Qualifications 

include a minimum of B.S. in chemistry, animal science, 
biological science or biochemistry and minimum of five 

years experience as project manager.  Experience in pet 
food field and/or companion animal business is preferred.

Submit your resume, 
with salary requirements, to HR Manager at 

jgehler@spf-usa.com

➤ Equipment

The OS10 CONTINUOUS 
DryBlender/Solid-Liquid

MIXER
THE OS10 IS
EFFICIENT!
LESS HP – LESS SPACE
MORE OUTPUT

THE OS10 IS
FRIENDLY!
NO MECH. SEAL OR 
GEARBOX TO 
MAINTAIN

THE OS10 IS
CLEAN!
EASY DISASSEMBLY
SELF-PURGING

THE OS10 IS
THOROUGH!
COMPLETE WET-UP 
AND EVEN DISPERSION

30” X 30” X 14” - 10 HP - 600+ lb/minute

Autocon Mixing Systems, Inc.
www.theosten.com • 800 225 6192

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

EBM Manufacturing, Inc.
1014 Sherwood Rd.  Norfolk, NE 68701
402-370-4949 • 877-370-4948 • Fax: 402-371-9117

www.ebmmanufacturing.com
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➤ Ingredients

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

➤ Equipment
3D   MDB
3D   HDB

Semi load lots
Satisfaction Guaranteed
barrfood@yahoo.com

• DRIED WHOLE EGGS
• RICE PRODUCTS
• DRIED BREWERS YEAST
• DRIED WHEY • BEET PULP
• STABILIZED FLAXSEED MEAL

55 E. Euclid Ave., Suite 410
Mt. Prospect, Illinois 60056

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

Cereal Byproducts Company

➤ Ingredients

Providing a Wide Range
of Solutions For All 
Types of Pet Food

Gum Blends
Functional Systems

Texturants
Specialty Sweeteners

Antioxidants
Emulsifiers

Danisco
Pet Food Ingredients

Tel: 416-757-4126
Fax: 416-757-9243

Contact: 
fi zul.bacchus@danisco.com 

Tel: 416-757-4126
Fax: 416-757-9243

Mobile: 416-896-4487

Providing a Wide Range
of Solutions For All
Types of Pet Food

Gum Blends
Functional Systems

Texturants
Specialty Sweeteners

Antioxidants
Emulsifi ers

Cultures
Enzymes

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

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

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

We supply “super clean” organic and conventional 
whole and processed grains including:  

Wheat, flax, durum, barley, oats, rye, triticale and fiber

www.ingredientsupply.com
1-800-984-4460

LA CROSSE MILLING COMPANY

** Oats (Commercial and Organic),
Barley, Corn, Oat fiber **

• Oats: Steamed, rolled, ground, crimped and 
race horse oats

• Organic oats: groats, rolled, ground
• Oat fi ber: conventional or organic
• Barley: Pearled, cracked, rolled and ground
• Corn: Steam rolled
• Custom milling and pulverizing 

Cochrane, WI 54622  *  1-800-441-5411
www.lacrossemilling.com or ghartzell@lacrossemilling.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
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Jedwards International, Inc.
Leading supplier of Omega-3 Oils

Supplier of Bulk Specialty Oils 
to the Food, Dietary Supplement

and Cosmetic Industries
tel: 617-472-9300
fax: 617-472-9359

www.bulknaturaloils.com

➤ Ingredients

FIBER SOLUTIONS
Apple

Blueberry
Cranberry

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

Product solutions from concept to completion

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

LANCE LAUGEN
800-227-8237

lance@lansingtradegroup.com

Providing Organic, Natural, and Nutritious Sweeteners for the enhancement of 
palatability and nutritional value

MALT EXTRACT (dry or liquid)  •  MOLASSES (dry or liquid)
Rice Syrup, Agave Syrup, Tapioca Syrup

The leader in the humanization of pet food

MADE IN THE USA

Tel: 800-526-0180; 201-845-4420  •  Fax: 201-845-0028
www.maltproducts.com  •  herb@maltproducts.com

Providing purchasing, 
market analysis and consulting 

services to buyers of rice 
and rice co-products

John Welisch: 415-925-8500 
 www.nationalrice.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

Wild Alaskan 
Salmon Oil

Salmon Protein Hydrolysate
Bulk Sales - Private Label

Veterinary Resource Group
1-253-581-1880

email: sales@vrg-usa.com

The MARKET PLACE is a special 
advertising section which contains no editorial 

material. Format is similar to a classifi ed section. 
Advertising is grouped. Seperation from competing 
advertising cannot be guaranteed. Advertising in the 
MARKET PLACE may not be combined with display 
advertising for frequency discounts. Maximum size in 
Market Place is 3 inches (75mm). 

Rate per inch per issue: $135, 
Rate per inch, 3 insertions; $130. 
Rate per inch, 6 insertions; $125. 
Rate per inch, 9 insertions; $120. 
Rate per inch, 12 insertions; $115. 

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

Visa and MasterCard accepted
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QUALITY INGREDIENTS FOR PET NUTRITION
Chicken Meal

Chicken Fat (EU Approved)
Chicken By Product Meal

Low Ash Chicken By Product Meal (EU Approved)
Poultry By Product Meal

QUALITY FRESH & FROZEN INGREDIENTS
FOR PET NUTRITION

Chicken Livers
Chicken Heart and Livers

Chicken Heart, Liver, and Lungs
Chicken Hearts

Chicken By Products Viscera
Chicken Mechanical Debone Meat

Chicken Eggs
Contact: Michael Gammel

mgammel@pilgrimspride.com
903.575.3924 • 972.290.8354

Pizzey’s Milling
Angusville, MB. Canada

Enhance the nutritional
Value of your feed with

PIZZEY’S MILLED FLAXSEED
Premium 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: linda@pizzeys.com

WE SPECIALIZE IN:
EU Certified Lamb Meal, Lamb MDM, Lamb Organs

Import and Domestic Fishmeals
Venison, Pork, Beef & Poultry Products

Spray Dried Brewers Yeast
Dehydrated Potatoes, Potato Protein & Potato Fiber

Peas, Pea Fiber and Pea Flour
Tallow & Vegetable Oils

Tomato Pomace & Organic Ingredients

VALUE ADDED SERVICES:
Custom Blending & Formulations

Custom Packaging & Antioxidant Applications
Just-In-Time Deliveries from International Markets

CONTACT US:
613 649-2031 (ph)  613 649-2034 (fx)

dafelski@wecon.com

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

➤ Ingredients

➤ Packaging

126 Avenue C
Battle Creek, MI 49015-1940

(269) 962-5525  Fax: 269-962-7041
www.robertspackaging.com

Stand-Up Pouch Machinery
• Fill/Seal

• Form/Fill/Seal
For all your stand-up pouch requirements
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➤ Services

➤ Testing

➤ Used Equipment

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 Detection Test Kits: Fluorometric, 
  ELISA, and Lateral Flow - offered in 
  Qualitative and Quantitative Formats
• Using HPLC and TLC Official Reference Methods
• Laboratory Equipment

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

Stephanie Tinsley, Sales Manager 
Romer Labs, Inc.
1301 Stylemaster Drive, Union, MO 63084
636-583-8600   www.romerlabs.com
email: stephanie.tinsley@romerlabs.com

WE BUY AND SELL USED FEED AND GRAIN EQUIPMENT

• Pellet Mills • Coolers • Dryers • Roller Mills
 • Flakers • Cleaners • Sewing Lines • Mixers

 • Legs • Dust Filters • Air Pumps • Complete Feed Mills
• All replacement parts for Instapro extruders

• New Conex extruders & replacement parts for
Instapro Model 2000 & 2500 rebuilt extruders.

LARGE INVENTORY IN STOCK

1400 S. Spencer Rd., Newton, KS 67114
Ph: 316-283-9602 • Fax: 316-283-9584
E-mail: gary@continentalagra.com
Web: www.continentalagra.com

Nestlé Purina PetCare

Nestlé Purina PetCare, Investment Recovery Group
5100 Columbia Ave., St. Louis, MO  63139
314/982-5115 or FAX 314/982-5159
e-mail:  sandra.schroeder@purina.nestle.com
website:  www.investmentrecovery.com

FOR SALE
SMALL BAG PACKING LINE CONSISTING OF:

• (2) DUPLEX SCALES WITH BAG PLACERS
• FISCHBEIN DRC300 BAG SEALER
• BAG CLOSING CONVEYOR

NEW-NEVER USED! 
Plus many more items too numerous to list here...

For more information or to request a quote contact:

For Sale

➤ Used Equipment

ELISA Technologies, Inc.
Laboratory Testing Services & Test Kits

“Committed to Food/Feed Safety – Veterinary Diagnostics”

MEAT SPECIATION  •  MYCOTOXINS
ALLERGENS  •  ANTIBIOTICS  •  HORMONES  

Tel: 352-337-3929    Fax: 352-337-3928
4581-L NW 6 Street, Gainesville, FL  32609

Web: www.elisa-tek.com  Email: info@elisa-tek.com
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I write this just a couple days af-
ter the Pet Food Institute’s (PFI) 
annual meeting, which fea-
tured the initial report from the 

National Pet Food Commission. PFI 
formed the commission in April to re-
view the petfood recalls happening in 
the US then and develop recommenda-
tions for the industry and government 
on how to prevent future incidents.

As of our press time, the commission’s 
recommendations were not formally 
released, but by the time you receive 
this issue, we will likely have informa-
tion available on our website (www.
petfoodindustry.com) and in our e-news-
letters (also accessible on our site). Mean-
while I can share some highlights.

Communication, safety
Many of the recommendations cen-

tered around greater interaction and 
communication among all relevant 
stakeholders, including petfood manu-
facturers, government and feed control 
agencies and the veterinary community.

Another theme was an emphasis, not 
surprisingly, on food and ingredient safe-
ty. This echoed remarks made earlier in 
the meeting by Stephen Sundlof, director 
of the US Food and Drug Administra-
tion’s Center for Veterinary Medicine. 
He talked about a task force directed by 
the US president to look at import safety, 
including for food. (The report from that 
committee’s work is also due soon.)

For me, this was somewhat of a con-
trast to another petfood meeting I had 
attended just days before.

Escalating costs
At a seminar held by Wenger Manu-

facturing in Istanbul, Turkey, for many 
of its European petfood-producing cus-

tomers, discussion during meals and 
breaks focused on the escalating cost 
of ingredients, caused by high demand 
and declining supplies.

Only one person mentioned that the 
US recalls had an effect on his busi-
ness; everyone else was worried about 
how long their companies could con-
tinue to absorb those high ingredient 
prices without passing them along to 
consumers. Or, if they are already pass-
ing them along, whether the humaniza-
tion and premiumization driving sales 
growth in mature petfood markets has 
a ceiling: Just how much will owners 
be willing to pay for their pets’ food?

Feeling more pain
 Coincidentally, the issue of USA 

Today (October 16, 2007) I read on my 
flight home from my travels included an 
article on the cost of grain-based ingre-
dients and how that was affecting food-
related industries worldwide. The article 
confirmed what I had heard during the 
Istanbul event: European food producers 
are feeling additional pain because Euro-
pean Union policies on imports are much 
more stringent than those in other parts 
of the world (for example, not allowing 
genetically modified grains).

The article also said that produc-

ers around the world—including in the 
US—are scrambling to find consistent 
sources for grain-based ingredients as 
crops are affected by bad weather, the 
increasing human population spurs de-
mand and a growing emphasis on biofu-
els gobbles up crop yields.

Turning to China?
Will US petfood producers even-

tually find ingredient shortages and 
high prices a bigger problem than 
safety? Will more producers around the 
world—including even in Europe—be 
forced to turn to places like China, the 
source of the contaminated ingredients 
behind the US recalls, because of its 
more abundant supplies? ●
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Ingredients: 
a tale of two markets

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

Producers around the 
world are scrambling 
to find consistent 
sources for grain-based 
ingredients.

— Debbie Phillips-Donaldson

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

Tell us what you think
If you have insights or ideas as to 

where this situation is headed, please 

share them. Post your thoughts on our 

Discussion Board at www.petfoodindustry.

com/discussions.aspx or e-mail them to 

editor@petfoodindustry.com.

➤
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UNEQUALED STRENGTH
Molded with 35% more prime virgin resin
throughout the entire bucket – not just at

critical wear points – for superior strength
and long life.

INCREASED SAFETY
Nonmetallic materials eliminate the 
possibility of explosion-causing sparking
from bent and torn steel buckets.

EASE OF INSTALLATION
Lighter weight aids in mounting
buckets and reduces load on belt
and running 
components.

TESTED & PROVEN 
Uniform profile shape
assures consistent discharge
characteristics over the
entire bucket range.

ACCURATE & RELIABLE CAPACITY RATINGS

Equal or greater carrying capacity of 
equivalent size steel buckets. 

Smooth, rounded front lip aids 
in filling of bucket.

STRAIGHT 
DISCHARGE

Untapered sides 
provide direct and

compact 
discharge 
pattern.

Anatomy of a Tapco Style CC-XD
(Xtreme Duty) Elevator Bucket

+1 800 AT TAPCO (+1 800 288 2726)  • +1 314 739 9191  • Fax: +1 314 739 5880

80% of Design Engineers, Contractors and Bucket Elevator Manufacturers specify Tapco buckets*.

www.tapcoinc.com

*Grain Journal, Country Journal Publishing Co., Inc., Decatur, Illinois, U.S.A.  The color blue, when used in connection with elevator buckets, is a U.S. registered trademark owned by Tapco Inc.  
© 2007 Tapco Inc.®  All rights reserved.

®

ELEVATOR BUCKETS - ELEVATOR BOLTS

St. Louis, Missouri  U.S.A.

◆

◆

•

■

■

•

Available in Nylon, Urethane and Polyethylene.
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Wenger Petfood Systems . . . for those who 
crave superiority in production.

new Waste Recycling System, any wet, under-processed prod-

uct from system startup can be totally recycled for improved

plant efficiency. 

As the world’s longtime leader in petfood production,

Wenger is uniquely positioned to give you the tools you need to

succeed – whether you already know which

tools you want or you need our process

expertise to guide you.

Put a Wenger system to work in your

operation and discover the type of quali-

ty and performance that pets around

the world will always appreciate.

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

But, the unparalleled performance, versatility and cost-sav-

ings potential of Wenger’s petfood systems are tremendously

appealing to manufacturers and processors worldwide.

Product shapes, texture, density and palatability can all be

maintained within the strictest quality control limits.

Our extruders feature on-line control of mechanical energy

to meet specific target density or texture. And via Wenger’s

USA 816 891 9272 / EUROPE 32 3 232 7005 / ASIA 886 4 2322 3302 / WWW.WENGER.COM    
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