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A unique network of sales and industrial facilities (11 plants)

www.spf-diana.com

North America Latin America Pacific - Asia Europe

SPSPF North USA
Phone +1 715 926 3841
s a l e s @ s p f - u s a . c o m

SPF South USA
s a l e s @ s p f - u s a . c o m

SPF Argentina
Phone +54 34 884 61 888
consultas@spf-argentina.com.ar

SPSPF Colombia sales office
For The Andean Countries
Phone 00 57 1 341 7003
sales@spf-colombia.com

SPF Do Brasil
Phone +55 19 3583 9400
infos@spfbrasil.com.br

SPF México
Phone +52 442 221 57 62
info@spf-mexico.com

SPSPF Australia
Phone +61 2 4964 4399
c o n t a c t @ s p f a u s . c o m

SPF China sales office
Phone +86 21 52 39 29 76
c o n t a c t @ s p f . c o m . c n

SPF France, Head Office
and Research  Center
Phone +33 (0)2 97 93 80 80
contact@spf-diana.com

SPSPF España
Phone +34 973 18 42 04
informacion@spf-espana.com

SPF United Kingdom
Phone +44 1302 391 026
i n f o @ s p f - u k . c o . u k

SPF Hungary
Phone +36 30 63 60 774
spf@spf-hungary.com

superior

selective

secretive
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Dear China: Thanks for your 
low labor costs and the low-
priced petfood ingredients. 
Also, thanks for letting us 

outsource our pollution to you, your 
fast, flexible modern manufacturing 
systems and for allowing us to make 
bigger profits. But, for our relationship 
to remain strong, please do something 
about your sad lack of adequate qual-
ity assurance. You need a much better 
regulatory infrastructure.

So far, the economic relationship 
with you has been beneficial overall for 
most countries. But I’m worried about 
the long-term. Will our relationship 
lead to stifled opportunity for workers 
in developed nations and a weakening 
of our efforts to stay ahead in the global 
economy? I know these are not really 
your problems. I guess it’s time for us to 
make better choices in our relationship 
so that we can protect our future.

China makes, 
the world takes

The preceding was inspired by an 
article I just read on the the Atlantic 
Monthly website (www.theatlantic.
com). The article, “China makes, the 
world takes,” is by James Fallows, a 
journalist based in Shanghai. In it, he 
points out that, for brand owners, the 
real money is in brand name and re-
tail—the two areas where developed 
economies are strong. China’s strength 
is in fast and low-cost manufacturing, 
at least for now.

Companies often turn to China when 
they have built up a brand name and re-
lationships with retailers and need to 
save time and money in manufacturing 
a product. That is where China can help, 
says Fallows, because it has factories for 
many products that are better than fac-
tories in any other country.

Happy with crappy?
At the moment, the primarily young 

women in Chinese factories are not tak-
ing jobs from highly developed econo-
mies, says Fallows, because in such 
countries these assembly-type tasks 
would be done by machines. But the 
Chinese goal is to build toward some-
thing more lucrative. 

Many predict the climb to more lu-
crative jobs will be slow for Chinese in-
dustries, because they have so far to go 
in bringing their design, management 
and branding efforts up to world stan-
dards. China has a limited pool of exec-
utives with adequate foreign-language 
skills and experience working abroad, 
notes Fallows. Another problem is that 
too often the Chinese outlook toward 
quality control is “happy with crappy.” 
But that is changing.

Are high-paying 
jobs next?

Fallows emphasizes that higher-
paying jobs are associated with in-
novations that stem from areas where 

China is weak:
Strong universities with good 
independent research;
Intellectual property protection;
The rule of law and sanctity of 
contacts; and
An ethic of trust.

Developed economies need not be 
hostile toward China’s rise, according to 
Fallows, but they should be wary about 
its eventual effects. He contends, “The 
US is the only nation with the scale and 
power to try to set the terms of its in-
teraction with China rather than just 
succumb.” So starting now, we need to 
consider the economic, environmental, 
political and social goals we care about 
defending as Chinese influence grows. 

Finally, consider what President 
John F. Kennedy said in 1963: “Liberty 
without learning is always in peril. To 
govern is to choose and making wise 
decisions requires the best of all of us. 
We must move ahead swiftly.” Mean-
while over the past 30 years, at least in 
the US, high school graduation rates 
have plummeted. ●

➤

➤
➤

➤

6 l   l December 2007

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

Dear China: Thanks

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

We need to consider 
the economic, 
environmental, 
political and social 
goals we care about 
defending. — Tim Phillips

Online extra!
To hear an audio of President 

Kennedy’s remarks, go to www.

petfoodindustry.com/JFK.aspx.

➤
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Industry News

Patent awarded to 
Seasons Petfood 

Roman Versch, the owner and 
founder of the Los Angeles based Pet 
Depot chain, has made a career of 
studying the shopping habits of dog 
and cat owners. “I’ve always been 
somewhat surprised that despite all of 
the attention paid to developing healthy 
petfood, no one has really looked at the 
role that the changing seasons play in 
the life of a dog or cat,” says Versch.

In October 2006, the US Patent 
Office awarded 
Versch a patent 
entitled “Selected 
Climate Change 
Control of Pet-
food Formulation 
and Distribution.” 
Following up on 
his patent, Versch 
founded Seasons 
Petfood Co. with 
the idea of selec-
tively licensing 
his formula to 
companies capa-
ble of global and 

multichannel petfood distribution. 
“Shedding is a profound, and per-

haps the most obvious, effect that sea-
sonal changes have on dogs and cats, but 
it is by no means the only one,” declares 
Versch. “These seasonal changes make 
different demands on pets, so it makes 
sense to address the changes in a pet’s 
diet. When you neglect seasons, you’re 
ignoring one of the most profound in-
fluences in the lives of almost every 
animal.” Seasons Petfoods are formu-
lated to increase protein and fat in the 
winter and decrease protein and fat and 
increase omegas for the summer.

Hills donates food, Iams 
establishes helpline

Iams established an emergency as-
sistance helpline for Southern Califor-

nia pet owners affected or displaced by 
the wildfires devastating the area at the 
end of October. Pet owners concerned 
about their animals or dealing with 
evacuation-related issues were encour-

aged to call the 
Iams Pet Helpline 
at +1.800.508.9275 
for information or 
to speak with a pet 
wellness profes-
sional.

Through its 
Friends for Life 
Fund, Iams also 

donated two 9,000 pound shipments of 
dog and cat food to its partner, the Hel-
en Woodward Animal Center, located 
in Rancho Santa Fe, California, USA. 
The petfood donation helped support 
the many animal shelters and rescue 
organizations in and around Southern 
California.

Hill’s Pet Nutrition Inc. shipped 

about 50,000 pounds of Science Diet 
and Prescription Diet to relief orga-
nizations in California to help feed 
displaced pets. Hill’s representatives 
worked with veterinary clinics and pro-
vided them food for dogs and cats that 
were kenneled or had special needs and 
normally eat one of Hill’s Science Diet 
or Prescription Diet formulas.

New safety program 
for petfoods

Natural Balance Pet Foods un-
veiled its new safety program, the 
Consumer Buy With Confidence Pro-
gram, during Backer’s 41st Annual 
Pet Industry Trade Show, which took 
place in October in Chicago, Illinois, 
USA. The program allows petfood 
consumers to see exact safety testing 
results of every product the company 
offers. The online screening is acces-
sible at http://naturalbalanceinc.net/
petfoodscreening.tpl. 

Speakers announced for 
Petfood Forum Asia 

Petfood Forum Asia will take place 
March 5, 2008, in Bangkok, Thailand, 
in conjunction with Victam Asia 2008 
(www.victam.com). Keynote speakers 
for this highly anticipated, international 
event include: 

Maria Trombly, Trombly Ltd. 
—global and Asian petfood sales 
trends. 
Julie Lenzer Kirk, Interstates Com-
panies—petfood safety and trace-
ability. 
David Southey, Southey Consultants Ltd.—advances in pet nutrition. 
Dr. Anton Beynen, Vobra—new and functional ingredients.
Chris Nelson, Kemin—advances in palatability. 
Brian Kim, E-mart—the future of petfood retailing.
Will Henry, Extru-Tech—treat extrusion. 

Registration for Petfood Forum Asia, Petfood Forum 2008 and Petfood Fo-
cus on Safety is now available via a new online system, accessible at www.
petfoodindustry.com/petfoodforum.aspx. Register today!

➤

➤

➤
➤
➤
➤
➤
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HOOK UP WITH THE BIGGEST STABILITY

AFICIONADOS AROUND.
Before fi sh oils became a 
mainstream source of 
omega 3 fatty acids in pet 

food, Dr. Bill Gamble, Tracy Tanner, 
and their fellow scientists at Kemin 
saw the trend in human nutrition and 
started researching this over-sized 
stabilization challenge. They knew 
these oils are some of nature’s most 
diffi cult to stabilize.
 After 3 years of exhaustive 
research and development, they 
created our PARAMEGA™ brand, the 
fi rst, all-natural antioxidant line that 
made it possible to offer petfood diets 
that are both rich in omega 3 fatty 
acids and long on shelf life.

GONE F ISHING.  AGAIN .
Today, Bill, Tracy, and their colleagues 
in the Kemin Innovation Center are 
working on solutions to maximize 
production output and effi ciency by 
manipulating the interaction of several 
key variables. All we can divulge 
is they’re very close to landing a big, 
big discovery.

BRAINS  FOR HIRE .
If you have a problem that requires 
people with encyclopedic knowledge 
of things like delta:gamma homologue 
ratios, call Kemin today. We’ve got the 
biggest fi sh in stabilization chemistry.

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, AFICIONADOS ARE STANDING BY. WWW.KEMIN.COM

BILL GAMBLE & TRACY TANNER
Senior Researchers, Kemin Innovation Center

Part of the team that developed the fi rst 
second generation antioxidants for fi sh oils.

0712PETnews.indd 90712PETnews.indd   9 11/20/2007 10:02:00 AM11/20/2007   10:02:00 AM

http://WWW.KEMIN.COM


10 l   l December 2007

News ❯

“Our customers can, from their 
own homes, easily see the full test re-
sults of every product, and rest assured 
that they are giving their pet the safest 
food possible,” says Dick Van Patten, 
founder of Natural Balance.

Del Monte to expand 
Topeka plant

Del Monte plans to build a distribu-
tion center near its existing Topeka, 
Kansas, USA, petfood plant. The new 
427,000 square foot addition will pro-
vide much needed space for finished 
goods, give the company an opportuni-
ty to bid more projects and invest more 
money in new processes, according to 
plant manager Chris Koerber. The ex-
pansion will also bring an addition of 
80 jobs, says Del Monte. Groundbreak-
ing will be in spring 2008.

Purina to boost 
production in Flagstaff

The Nestlé Purina petfood plant 
in Flagstaff, Arizona, USA, plans to 
boost production by 20%, add 50 new 
warehouse and production workers and 
build an addition to its existing ware-
house. Company officials say work on 

the 91,000 square foot warehouse ex-
pansion should begin in January 2008, 
with the warehouse expected to open 
in early 2009. Plant manager Bill Cal-
loway says the expansion will help the 
facility better serve customers in the 
Western US and meet added demand.

Menu Foods to test for 
painkiller in cat food

According to ConsumerAffairs.
com and ExperTox Analytical Labora-
tories, recent laboratory tests have de-
tected the painkiller acetaminophen in 
another brand of petfood. The findings 
came in a composite of three flavors of 
Menu Foods’ Special Kitty food: Spe-
cial Kitty with beef and gravy, Special 
Kitty mixed grill in gravy and Special 
Kitty with turkey and gibblets in gravy. 
The tests were performed in early Oc-
tober by ExperTox, who also detected 
the toxin of melamine in the cat food.

The samples were taken from a 
Rhode Island, USA, pet owner who 
bought the Special Kitty food in Feb-
ruary—one month before Menu an-
nounced the nationwide recall. Accord-
ing to the pet owner, she sent the food in 
the original, unopened pouches which 

she’d saved since March and stored in 
her freezer after her cats fell ill.

The organization Pet Food Prod-
ucts Safety Alliance paid ExperTox 
to test the pet owner’s cat food. Both 
acetaminophen and melamine were 
detected in the samples, according to 
ExperTox, which has led Menu Foods 
to announce that it will test samples 
of the products used in the composite 
sample as soon as possible.

Alcan Packaging CEO 
top woman executive

Ilene S. Gordon, president and CEO 
of Alcan Packaging, has been named to 
Fortune magazine’s 
“Global Power 50,” 
which recognizes 
the most powerful 
women executives 
in international 
business. Ms. Gor-
don was named 
president and CEO 
of Alcan in De-
cember 2006. She 
is responsible for all aspects of Alcan 
Packaging’s worldwide business. She 
currently serves as chair of the Flex-
ible Packaging Association.

PFI to implement recall 
recommendations

The Pet Food Institute (PFI), based 
in Washington, DC, USA, is developing 
a plan to implement the recommenda-
tions it recently received from the Na-
tional Pet Food Commission (NPFC). 
PFI formed the NPFC in April to study 
the findings on the cause of the petfood 
recalls and recommend steps the indus-
try and government can take to further 
build on quality assurance procedures 
and safeguards already in place.

Commissioners included board-cer-
tified veterinarians, state and federal 
feed regulatory officials, nutritionists, 
quality control personnel and ingredi-
ent specialists. The NPFC also recom-
mended actions to the Food and Drug 
Administration, Association of Ameri-
can Feed Control Officials, American 
Veterinary Medical Association and 
other stakeholders.

ASA upholds complaints against Pedigree TV ad
The Advertising Standards Association (ASA) has upheld complaints, includ-

ing one from Burns Pet Nutrition, against a TV advertisement by Mars Petcare 
for its Pedigree Joint Care Plus dog food. Four viewers challenged whether the 
commercial had exaggerated the likely benefits of the dog food and could exploit 
vulnerable viewers. Burns Pet Nutrition challenged whether the ad implied that 
the product provided a medicinal benefit by treating or curing joint stiffness.

As part of its defense, Mars presented details of two clinical trials it had carried 
out on dogs using Joint Care Plus. The company said the trials showed that, after 
six weeks of eating the product once a day, 72% of the dogs had demonstrated 
improved mobility. 

In the opinion of the Veterinary Medicines Directorate (VMD), the dramatic 
difference in the mobility of the dog in the commercial before and after eating 
Joint Care Plus implied that the product would have a medicinal effect. VMD did 
not request withdrawal of the ad because it was intended to run for a short period 
and Mars had agreed to take into account the view of the VMD in future adver-
tisements.

The ASA concluded that the Pedigree ad “misleadingly implied the product 
could provide medicinal benefit to those dogs suffering from joint damage and 
discomfort, by treating or curing that condition” and therefore exaggerated the 
likely benefits of the product.  
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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.

Register now and save! Turn the page or visit 
www.petfoodindustry.com/petfoodforum.aspx.
Or 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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Search for exactly 
what you need

It may seem like the simplest tool available on 
PetfoodIndustry.com, but the Search bar is the quickest 
and most efficient way to find just what you’re look-
ing for when you visit our website looking for specific 

information. Type in a topic, event, company name, keyword 
or product in the Search bar—conveniently located at the top 
of the homepage—and then click the Go button. In moments 
PetfoodIndustry.com will hunt down all relevant articles, 
news items, product releases, webinars, white papers and cal-
endar events linked to the subject you have searched.

Once the Search tool has found all of the available infor-
mation on your topic, you will be taken to the Search landing 
page. Articles and news items will be ranked according to 
their release date, with the most recent dated information ap-
pearing at the top of the page. The keyword(s) you have cho-
sen to look for will be highlighted in the summary area of the 
articles and news items where they appear. This allows you to 
scan through the information on our site quickly, making the 
most of your time while using our site. 

Still having a hard time finding what you’re looking for? 
Make your search even more specific with the Advanced 
Search. This function allows you to refine your search to cer-
tain areas of PetfoodIndustry.com by only searching through 
Webinars and White Papers, for example, or focusing on past 
issues of Pet E-News and Nutrition News. Simply click one or 
more of the Advanced Search option boxes located below the 
Search bar to utilize this helpful tool.

With the help of the Search bar and Advanced Search func-
tion, PetfoodIndustry.com is an easily searchable encyclope-
dia of pertinent information on topics ranging from the palat-
ability of a certain ingredient to the latest in organic dog treat 
buzz. Using the Search function will put all this and more at 
your fingertips in a flash! ●
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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.

❮❮ Just for Puppy from Wellness
Wellness Just for Puppy is a line of treats and dry and canned foods that are holistically 
formulated with increased levels of fat, according to the company. Lamb and salmon are 
combined with fruits, vegetables and whole grains, as well as a guaranteed level of a fatty 
acid called DHA. The natural treats and foods come in a variety of sizes and packages, and 
are available nationwide at independent pet specialty shops. www.wellnesspetfood.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.

➤

❮❮ Vegetarian chips for dogs
Aunt Jeni’s Home Made now offers Snackers, a crispy, chip-like treat for dogs. 
The Snackers are available in Sweet Potato and Apple and are made from 
organic, dehydrated fruits, according to the company. The Snackers are a 
vegetarian alternative to meat-based, high protein treats. Aunt Jeni’s says the 
treats are all-natural with no preservatives, yeast, soy, salt, sugar or grains. 
www.auntjeni.com

Organic, wheat-free dog biscuits ❯❯
Wagatha’s Organic Dog Biscuits has added three new wheat-free bis-
cuit varieties to its product line. The new varieties include the Breakfast 
Biscuit, Cranberry Cheddar and Tuscan Tomato & Herb. According to 
the company, the treats are 100% certified organic, Kosher and contain 
nutrients such as folic acid, calcium, iron, magnesium, phosphorus, zinc 
and vitamins D, E and B complex. www.wagathas.com

Raw pet treats for cats and dogs ❯❯
Carnivore Kisses from Stella & Chewy’s are made from 100% human-grade quality 
meat, free of hormones, antibiotics and steroids, according to the company. The raw meat 
pet treats are available in Kobe Beef, White-Meat Chicken and Bison varieties. Accord-
ing to Stella & Chewy’s, the meat used in the Carnivore Kisses is diced and then freeze-
dried in order to retain the quality of the amino acids and naturally occurring enzymes 
that are beneficial to cats and dogs. www.stellaandchewys.com
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Cargill is no newcomer to the pet-
food industry. It has been pro-
ducing and marketing dog and 
cat foods under its River Run, 

Pro Premium and Nutrena brands since 
the early 1960s.

But with the launch of its new Loy-
all premium line, Cargill is positioning 
itself to become a “significant player in 
the US petfood business,” according to 
Todd Hall, president of Cargill Animal 
Nutrition. “We see it as a natural off-
shoot because of the 80 years of exper-
tise we have in the care and feeding of 
animals.”

Loyalty from the get-go
Hall says the company started plan-

ning strategically about three years ago 
for a stronger role in petfood. That led 
to the promotion of Frank Ziacik to pet-
food category leader, Hall explains, with 
the purpose of developing and launching 
a premium brand.

That brand is Loyall, which Ziacik 

describes as being built on three pillars:

Exclusivity to the agricultural re-
tail (ag-retail) channel (feed and 
farm stores and similar outlets).

A special, patent-pending process 
called Opti-Cook.

Convenient packaging.

Ziacik cites the channel as the real 
driver behind the new line. “As we talked
with our ag-retail customers, people 
we’re selling Nutrena products to today, 
we realized they were frustrated with 
building brands of petfoods to see them 
go across the street to be sold at the ‘big 
box’ stores,” he says. “So in combination 
with the feed products we were already 
selling them, we thought petfood would 
be a great fit to go with that line.”

In fact, Cargill is so committed to 
giving this retail channel its own line 
that when asked if they would ever 

1.

2.

3.

New premium 
petfood line banks on 
processing, packaging 
and channel exclusivity
BY DEBBIE PHILLIPS-DONALDSON

The champions behind Loyall—Frank Ziacik (with 
Sophie), Mark Newcomb and Todd Hall (with 
Carnegie)—are just a few of the hundreds of Cargill 
Animal Nutrition staff involved in the new product line.

Cargill 
becomes 
a player

Headquarters: Minneapolis, 
Minnesota, USA
Key staff: Todd Hall, president; 
Frank Ziacik, petfood category 
leader; Mark Newcomb, technol-
ogy manager
Annual sales: US$4.5 billion for 
Cargill Animal Nutrition
Brands: Loyall, River Run, Pro 
Premium, Nutrena; Kliba, Iso-dog 
and Iso-cat in Switzerland; Dogui 
and Gati in Latin America
Facilities: Manufacturing plants 
worldwide
Distribution: Loyall in US starting 
January 2008; other brands in 20 
countries
Employees: 10,000 worldwide in 
Cargill Animal Nutrition
Websites: www.loyallpetfood.
com, www.nutrenaworld.com

Business basics
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consider selling Loyall to a large pet 
store chain such as PetSmart or Pet-
co—even if approached—the answer 
is immediate. “No,” Hall says flatly. 
“We have products that we might put 
through a PetSmart today. But Loyall’s 
not one of them. It’s going to be very, 
very loyal to the ag-retailer segment.” 
Ziacik adds that’s part of the reason for 
the brand’s name.

The Loyall line will be available 
across the US to more than 12,000 
outlets in that channel. Cargill plans 
to expand distribution to several other 
countries within 12 months; it currently 
produces or sells its other brands, plus 
private label petfoods, in 20 countries.

Like mashed potatoes
The premium line consists of eight 

dry foods, including a cat and kitten 
formula. The seven dog foods cover 
lifestages and conditions such as pup-
py, professional, high performance, ac-
tive adults, adult maintenance, lite, plus 
lamb meal and rice. Depending on the 

formula, ingredients include poultry 
protein and rice, natural preservatives 
and natural sources of glucosamine 
and DHA.

“The marketing feature we really 
think is unique to the product is a sys-
tem we call Opti-Cook,” says Mark 
Newcomb, PhD, technology manager.

With a patent pending, Cargill won’t 
give details on its new process. To ex-
plain it, Newcomb uses the analogy of 
mashed potatoes. “We don’t typically 
eat raw potato because a) it doesn’t 
taste good and b) it can give you an up-
set stomach. And we all know that if 
you cook potato correctly it’s good,” he 
says. “However, if some people are like 
me, and they walk out and watch ESPN 
while the potatoes are cooking, and 
then you look at those potatoes later, 
they kind of have a plasticized look to 
them. Which is the starch in the potato 
becoming overcooked.

“Our Opti-Cook process is related, 
in that we’re managing the cook cor-
rectly such that we don’t undercook or 

overcook the food, but we process it for 
the optimum needs of the dog,” New-
comb continues. That includes optimal 
quality and palatability.

Hall adds that Cargill sees the pro-
cess as a way to set Loyall apart from 
the rest of the market. “We had done a 
lot of testing in the marketplace, and we 
found a large percentage of the petfoods 
we tested were either at the undercooked 

Stepping up safety
“Not a lot keeps me awake at night except food 

safety,” says Todd Hall, president of Cargill Animal 
Nutrition. “I think most pet owners treat their animals as well 
as they do their children in a lot of aspects. So when we’re 
talking about human food safety, petfood safety is very 
similar. It’s becoming increasingly more important as we can 
see from the melamine example earlier this year.”

Because of that philosophy, Hall adds, Cargill is the fi rst 
animal nutrition company worldwide to HACCP-certify all 
of its plants. “I think we have a handful, maybe less than 
10, left out of 170 plants worldwide to be certifi ed,” Hall 
says. “We started a system called Feed for Food, which the 
HACCP certifi cation is part of. But it’s also designed to be 
able to thoroughly link all our employees worldwide and 
assure our customers that feed is part of the food chain and 
that food safety is important in all aspects.”

Though no Cargill products were affected by the 
melamine-related recalls, the company has stepped up its 
safety measures. “China is one of the countries where we 
currently have 15 plants that we own and operate, with 
a purchasing system and quality control system,” Hall ex-
plains. “And so we already had a supplier certifi cation pro-

cess going on, and we just stepped it way up to include site 
visits from our purchasing agents in China as well as testing 
products. We expanded that to all the countries where we 
have plants and buy ingredients from.”

Part of the testing Hall refers to is linked to a propriety 
database of ingredients and suppliers that Cargill Animal 
Nutrition has built over many years, called the Optimum 
Value Supplier (OVS) database. According to Hall, the com-
pany produces 12.5 million metric tons of feed a year.

“That adds a huge database that we maintain on raw 
materials and their suppliers, and that goes back to the 
actual plant of origin,” explains Mark Newcomb, technology 
manager. “And so we understand, very intimately, the vari-
ability that each of our suppliers brings to the party. That 
gives us the opportunity to select those that fi t the product 
line, both from a quality perspective, because we database 
every quality parameter that we measure, as well as nutrient 
variability.”

The data obtained during the supplier certifi cation 
process and site visits now goes into the OVS database, too. 
“Quite frankly, before the recalls happened, no one was 
measuring melamine,” Newcomb says. “I can tell you that 
melamine is now 
databased.”

Comprised of eight dry foods, 
the Loyall line features premium 
ingredients, convenient packaging 
and a process called Opti-Cook.

Online extra!
For a video of the Cargill cover photo session, go to www.petfoodindustry.com/cargillvideo.aspx.

➤
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or overcooked stage,” he says.
Newcomb seconds those findings. 

“Even within different batches of a 
product, you wouldn’t see standardiza-
tion, so you’d have a lot of variability in 
the cook, which we feel gives variabil-
ity in the results your dog experiences. 
So the Opti-Cook process is designed 

to minimize that up-and-down charac-
terization in the cook.”

Consumer convenience
The third part of Loyall’s position-

ing is its packaging: a poly-weave that’s 
tear- and water-resistant, according to 
Ziacik. The bag features an easy-open 

sewn top that is also reclosable.
“When we talked to our consum-

ers, one of the things people are still 
really looking for are packaging con-
veniences,” Ziacik says. “And a July 
survey on your website backed that 
up; convenience still ranked number 
two when consumers talked about pet-
food purchases and what’s important 
to them.” (See www.petfoodindustry.
com/viewnews.aspx?id=14842.)

No stopping now
Don’t expect Loyall to be the only 

news or product announcement to 
come from Cargill over the next several 
years. “We are aggressively looking at 
developing international markets that 
we’re in today,” Hall says. “In Central 
America we’re a leading marketer, but 
China is relatively new to us. So places 
like China are fertile ground for large 
petfood growth in the future. Eastern 
Europe would fall into that category.”

Global expansion is just a start. 
“When it comes to innovation, we’re 
not going to stop,” Ziacik says. “Mark’s 
team has so many things going … Opti-
Cook is just the first step.”

 “For me, it’s exciting to be able to 
help translate what we know from 80 
years of work feeding animals and un-
derstanding animal nutrition, and ap-
ply that to other species,” Newcomb 
adds. “It’s a fun thing technically and 
an exciting thing for the future.” ●

Nutrena has been producing 
petfood since the early 1960s 
and is backed by the 80 years of 
experience of its parent company, 
Cargill Animal Nutrition.
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Cargill ❯
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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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A lthough private label products 
occupy a prominent position 
in the dog and cat food mar-
ketplace, Euromonitor Inter-

national data shows that their overall 
global market value share fell slightly 
from 10.8% to 10.6% between 2003 
and 2006. However, beneath this head-
line decline a more complex picture of 
regional and category trends emerges, 
and, taken together, these trends sug-
gest that private label dog and cat food 
will pose a renewed threat to branded 
products in the medium term.

Premiumization 
hurts private label

The main factor behind the decline 
in the relative importance of private 
label dog and cat foods in developed 
economies has been the premiumiza-
tion of the market. The value share of 
dog and cat food sales accounted for by 

premium brands globally has jumped 
10%, to 43.7%, in the 10 years to 2007, 
while that of economy brands fell from 
18.9% to 16%. Meanwhile, the mid-
price segment fell by 7% during this pe-
riod, to 40.3% of total dog and cat food 
sales by value.

Globally, Euromonitor data shows 
that private label products accounted 
for 42.2% of economy dog and cat 
food value sales in 2006, compared 
with just 3.9% in the premium catego-
ry. Clearly, this shift toward premium 
petfood is depressing the growth of 
private labels. Increasingly aware of 
the impact that this trend is having 
on their bottom lines, private label 
petfood manufacturers are attempt-
ing to increase their presence in the 
premium segment, with Euromonitor 
data showing that their share of value 
sales in this segment rose 1.2% during 
the period 2000-06.

Private label more 
accepted in Western Europe

There is a significant difference 
between North America and Western 

Europe (the only two regional markets 
in which there is a significant private la-
bel presence in the premium segment). 
Private labels accounted for 6.9% of 
premium dog and cat food value sales in 
Western Europe during 2006 (up from 
6.6% in 2000), compared with just 3% 
in North America (albeit up from 0.9% 
in 2000). 

Western European consumers ap-
pear to be more price sensitive than their 
North American counterparts: This is 
reflected in Euromonitor data showing 
that annual expenditure per pet in the 
US rose from US$45.20 to US$63.10 
between 1998 and 2007, while in Ger-
many, spending grew by just US$0.40, 
to US$47.40, over the same period.   

Crucial role of pet superstores
Private label petfood manufacturers 

are appealing to potential customers in 

Will private label 
petfood sales rebound?
Globally, the shift toward 
premium petfood is 
depressing the growth 
of private label petfoods
BY LEE LINTHICUM

vWWWWill private label 
petfood sales rebound?

Petsmart may have built up 
enough equity in their petfood 
private label brand, Authority, 
to convince consumers that 
it offers greater value than 
traditional branded products 
without sacrifi cing quality.

Tell us what you think! 
Post your comments online at www.

petfoodindustry.com/discussions.aspx.

➤
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the premium segment by tapping into 
the same trends as their branded coun-
terparts, using better quality or organic 
ingredients and incorporating func-
tional properties into their offerings in 
order to appeal to the anthropomorphic 
instincts of pet owners, as well as tar-
geting specific life stages. However, 
premium private label products still 
represent something of a counterintui-
tive proposition for consumers, many 
of whom remain skeptical that private 
labels represent an effective substitute 
for branded goods in the premium seg-
ments. It may take some time for this 
perception to be overcome.

Pet superstores could play an impor-
tant role in bridging this gap, as some 
of the more prominent among them may 
have built up enough equity in their re-
tail brands to convince consumers that 
they can offer them greater value than 
traditional branded products without 
sacrificing quality. Although Wal-Mart 
and Target launched their own premium 
petfood products (Natural Life and 
LIFELong, respectively) during 2006, 
it is unlikely that such non-specialist re-
tailers as hypermarkets and supermar-
kets will be able to replicate this type of 
relationship.

German market a harbinger?
This trend is already visible in 

Germany, where Euromonitor data 
shows that pet superstores accounted 
for 28.6% of overall value sales in the 
petfood and pet care market in 2007 
and private labels accounted for 35.7% 
of premium dog and cat food sales in 
2006. In the US (where pet superstores 
have grown their share of petfood 
sales from 19.9% to 22.1% between 
1998 and 2007), the likes of PetSmart 
and Petco are also well positioned to 
emulate this success.  

Developing economies
In the developing world, private la-

bels have only a marginal presence in 
the mid-price dog and cat food segment 
and none at all in the premium seg-
ment. However, they do have a notable 
presence in the economy segment, ac-
counting for 16.2%, 8.2% and 10.1% 

  Mars Inc, 24.6%

  Colgate-

Palmolive Co,

6.4%

  Procter &

Gamble Co,

6.6%

  Nestlé SA, 24.1%
  Del Monte

Foods Co, 3.9%

  Agrolimen SA,

1.4%

  Nutro Products

Inc, 1.3%

  Private label,

10.6%

Other, 21.1%

Dog and cat food: 2006 global market shares
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The market share of private label petfoods fell slightly from 10.8% to 
10.6% between 2003 and 2006, according to Euromonitor.

The shift toward premium petfood 
is depressing the growth of private 
labels, according to Euromonitor.
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of value sales in Eastern Europe, Latin 
America and Asia Pacific, respectively, 
according to Euromonitor data. In these 
regions, volume growth arising from 
a combination of rising rates of retail 
penetration and a reduction in poverty 
rates are the most important drivers of 
increased petfood sales.

In China, for example, local pet su-
perstore chain Cool Baby is beginning 
to shift its expansion strategy away from 
Shanghai and Beijing and toward such 
second-tier cities as Nanjing and Yantai. 
Similar trends are also evident in India, 
provincial Russia and northern Brazil. 
This growth will provide excellent op-

portunities for private label manufactur-
ers to increase their market share, partic-
ularly as many of these new consumers 
will be extremely price sensitive.    

Recalls intensify instability
To a degree, the manner in which 

these developments are played out in 
the longer term, particularly in North 
America, will be influenced by the re-
calls of spring 2007. On the one hand, 
it could prompt a flight to quality as 
consumers seek the reassurance of 
quality they believe branded products 
provide. On the other hand, the fact that 
both branded and private label products 
have been affected by the recall may, to 
an extent, lift the veil from the eyes of 
consumers regarding the true extent of 
the quality differential between branded 
and private label petfood products. This 
could boost private label sales if it makes 
consumers more skeptical regarding the 
advantages of branded petfood.

The interplay of these conflicting 
reactions to the recalls will be complex, 
and branded petfood manufacturers 
will have to increase their marketing 
budgets to protect their market shares, 
as well as paying increased attention to 
their raw material sourcing, as trace-
ability is likely to command a premium. 
The most likely outcome of the recall is 
that it will provide a window of oppor-
tunity for private labels to exploit. ●

Lee Linthicum is the global 
petfood and pet care research 
manager for Euromonitor 
International (www.euromonitor.
com). Contact him at lee.
linthicum@euromonitor.com.

The interplay 
of these 
confl icting 
reactions to 
the recalls will 
be complex.
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But if you need higher production rates out of your extruder parts, we 
have the solution.  Conforma Clad’s brazed tungsten carbide cladding 
extends extruder component life up to 8 times longer while adding the 
following benefits:

 Maintain consistent pellet size & shape
 Allow for predictable and uniform wear rates
 Decrease maintenance & downtime
 Lower cost per ton

Visit us at:
International Poultry & Feed Expo

January 23-25, 2008
Atlanta, GA

Making enough food for 
HIM is no problem with 
“their” screws...

www.conformaclad.com
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knowledge  solutions  success

Register now and save. 
Register for both events to save even more!

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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Petfood companies that export, or want to export, 
can make it as painless as possible by following 
six steps. This article is based on Animal and Plant 
Health Inspection Service (APHIS) guidelines and 

assumes the exporter is from the US. However, much of 
it applies to a petfood exporter from any country, but in-
stead of APHIS the home country’s inspection service 
will be used.

 The role of APHIS
The National Center for Import and Export (NCIE) is 

at the forefront of APHIS’ effort to safeguard the health of 
US agricultural resources. Its many animal health experts 
work closely with other federal agencies, states, foreign 
governments, industry, trade associations, professional 
groups and others to enhance international trade and co-
operation, while preventing the introduction of dangerous 
and costly pests and diseases.

The primary role of APHIS is to assist US exporters 
in meeting the import requirements of other countries. In 
this role, APHIS negotiates with foreign governments to 
establish export requirements. The agency also does the 
following:

Inspects exporting facilities if required by the im-
porting country.
Maintains lists of approved facilities as needed and 
provides this information to foreign governments.
Assists exporters when products are put on hold over-
seas.
Explains APHIS policies to foreign officials and the 
general public.

The exporter’s role
Countries may change their import requirements with-

➤

➤

➤

➤

out notice. In all cases, the exporter has the responsibility 
of having their importer confirm with the responsible au-
thority in the importing country the import requirements 
prior to shipping. The exporter should obtain any required 
animal health product certificates prior to shipping any 
product. Most countries will not recognize zoosanitary 
certificates issued after products have shipped.

1. Use right requirements
The Veterinary Services (VS) branch of APHIS has 

created the International Animal Product Export Regu-
lations (IREGS) to provide exporters of certain ani-
mal-origin products with the requirements of importing 
countries. These IREGS are detailed at www.aphis.usda.
gov/ncie/iregs/products/. IREGS are invaluable for finding 
the latest requirements for exporting petfoods to various 
countries around the world, but should be verified with the 
importer in all cases, because countries may change their 
requirements at any time.

If you have any questions or concerns regarding the 
procedures and requirements to obtain a health certificate 
for an animal product being exported, you should contact 
the VS Area Office covering the area from where the prod-
uct will be exported (or the area in which your office is 
located). To find out the VS Area Office to contact, go to 
www.aphis.usda.gov/animal_health/area_offices/. There 
are two import/export VS Area Offices:

Eastern region, +1.919.855.7242.
Western region, +1.970.494.7370.

➤
➤

6 steps to successful exporting6 steps to successful exporting
APHIS can help US exporters meet the import 
requirements of other countries
BY TIM PHILLIPS, DVM
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The APHIS International Animal Product Export 
Regulations (IREGS) provide US exporters with the 
requirements of importing countries.
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Duke’s bad breath sometimes 
made him an unwelcome 
companion.  A specially 

formulated treat helps him get 
closer to those he loves.

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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Duke Isn’t Perfect.
But With AFB’s Expertise,

His Favorite Snack Is. 
Today, pet food manufacturers are providing more than treats and pet food. They’re developing 

pet foods that address a growing number of conditions in dogs and cats. Making sure that these 
exciting new products taste great to pets is AFB’s job and nobody does it better.

The Maker Of Optimizor® And BioFlavor® Operates
A Unique Resource Center That Delivers

Significant Benefits To Pet Food Manufacturers.

AFB’s new resource center allows customers to more efficiently and effectively develop 
new products for companion animals. It enables them to test the application of palatant 

systems and alternative kibble formulations.  Extruded products may be tested for 
texture and shape acceptance.  Canned, semi-moist and dry products can be evaluated 

in terms of palatability. This unique new resource center is one of the many ways that 
AFB does more for the customers it so proudly serves.

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

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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2. Prepare export certificate
Different countries require different 

paperwork. The VS Form 16-4 is the 
generic export certificate for animal 
products and can be obtained through 
your APHIS area office. It is only used 
for products that contain animal-origin 
ingredients.

For countries that do not accept 
the VS Form 16-4, APHIS uses “Let-
terhead Certificates.” You can apply 
for one by contacting your Veterinary 
Services area office. Once you com-
plete the appropriate form, the area of-
fice will copy it onto their letterhead, 
add a certificate number and then sign 
and seal it.

3. Have all documents
Any export certificate that indi-

cates a product has been tested may 
not be endorsed until the test results 
have been verified. If a negative result 
is cited or a product is said to be “free” 
of something, lab results are needed. 
Test results must clearly support the statement listed on 
the certificate and relate to the lot of material being certi-
fied.

If a statement on the export certificate is not based on an 
affidavit, it must be confirmed by inspection. If the import-
ing country requires the exporting facility to be inspected, 
make sure it is done prior to 
export. Remember, APHIS-
NCIE will not sign a state-
ment they cannot verify.

4. Obtain prior to 
export
Many countries, includ-

ing European Union (EU) 
countries, require export 
certificates to be endorsed 
prior to the date of export. 
APHIS will not predate or 
postdate an export certifi-
cate. VS area offices have 
been authorized to date 
export certificates with the 
date they are received in 
their office. Offices usually 
complete certificates in 24-
48 hours. But, sometimes 
they may be delayed due to 
workload or movement of 
personnel.

5. Request timely  
re-inspections

To meet EU requirements, many fa-
cilities must be inspected and approved. 
Please note that the inspection date is 
the date the facility was physically in-
spected. The approval date is the date 
the facility was actually approved as 
meeting all the requirements. These 
dates can be weeks apart, so it’s impor-
tant for facilities to be aware of both 
dates. Facilities must be re-inspected 
one year from the inspection date. In 
order to prevent lapses in approval, ex-
porters should start the re-approval pro-
cess two months before the anniversary 
of you inspection date.

6. Make inspections efficient
If you are exporting to several dif-

ferent countries and will need several 
export certificates, ask that the APHIS 
inspector do as many inspections as 
possible at the same time.

Useful resources
Exporting your petfood products can be a confusing 

process and keeping up with the most up-to-date informa-
tion can be difficult. The following resources can help. 

Facilitating trade: USDA’s National Center for Import 
and Export (NCIE) helps facilitate trade of agricultural 

products through defining cri-
teria for trade. Go to www.
aphis.usda.gov/ncie.

Import requirements:      
The International Animal 
Product Export Regula-
tions (IREGS) site provides 
exporters with the APHIS 
understanding of importing 
countries requirements for 
certain animal-origin prod-
ucts. These IREGS are de-
tailed at www.aphis.usda.
gov/ncie/iregs/products.

The USDA’s Foreign 
Agriculture Service 
(FAS): provides links and 
information to the offices 
and responsible parties for 
countries around the world. 
If NCIE doesn’t have the 
information you are look-
ing for, FAS contacts can 
often help clarify specific 

Top importers
Country 2006 2006 vs. 2005

Canada 393,364 +16.2%

Japan 235,498 +24.5%

Mexico 93,462 +8.9%

Australia 46,766 +45.1%

Belgium 27,467 +39.6%

Taiwan 25,189 +22.9%

South Korea 21,238 +7.6%

New Zealand 18,550 +25.4%

Hong Kong 16,020 +22.7%

Israel 13,124 +16.6%

United Kingdom 11,823 +7.8%

Philippines 8,462 -16.9%

Make sure you are using 
the most current export 
requirements.
Properly prepare export 
certifi cate and affi davit (if 
needed) to send to the 
APHIS area offi ce.
Have other documents 
as needed (test results).
Ensure that your certifi cate 
is obtained prior to the date 
of export.
If applicable, request rein-
spections of export facilities 
in a timely manner (two 
months prior to export).
Have as many export inspec-
tions done at one time as 
possible.

1.

2.

3.

4.

5.

6.

What exporters 
need to do

Here are the countries that import the most US 
petfood, according to the USDA’s FAS.  Listed 
here are the value of exports to these countries 
(US$ thousands). Rankings based on 2006 data.
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country requirements (www.fas.usda.gov/scriptsw/fasfield/
ovs_directory_search.asp).

APHIS area offices: Area offices provide health cer-
tificate endorsements, are knowledgeable about country 
requirements, provide export certifications and are essen-
tial in facilitation of accurate trade documentation. Go to 
www.aphis.usda.gov/animal_health/area_offices.

Export certificate forms: The VS Form 16-4 is the 
generic export certificate for animal products, and can be 
obtained through your APHIS area office.

Export data: The USDA’s FAS is also a source of a 
plethora of export data from around the world. Go to www.
fas.usda.gov/ustrade/ustexbico.asp?QI.

Export basics: www.export.gov provides information 
regarding export basics, market information, tariff rates, 
trade leads, etc. It is a collaborative effort of 19 govern-
ment agencies. 

Market Access Program
US exports of petfood are growing and exceed $1 bil-

lion. The Pet Food Institute (PFI) uses the Market Access 
Program (MAP), which is part of the FAS within the USDA. 
MAP includes a program that matches marketing funds for 
promoting US petfoods in other countries.

The PFI MAP program was launched in 1993. The pro-
gram currently operates in Japan, Mexico, China, Chile, 
Russia, Taiwan and Central America. In 2007 PFI received 
US$1.3 million for promotion of non-branded US petfood. 
PFI MAP activities focus on consumer education and out-
reach to veterinarians.  The program is a major contributor 
to building markets and maintaining access for US prod-
ucts.

PFI has submitted an application for funding for next 
year. The final award amount is determined by the Farm 
Bill. For more information, contact Kurt Gallagher at PFI 
in Washington, DC, USA, Tel: +1.202.367.1120, kurt@  
petfoodinstitute.org. ●

APHIS negotiates with 
foreign governments 
to establish export 
requirements.

Online extra!
To see a recent presentation on exporting by Dr. Joyce 

Bowling-Heyward of APHIS, go to www.petfoodindustry.

com/export.aspx.

➤
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Improving plant performance and 
upgrading production are constant 
concerns of everyone in our indus-
try from the highest executive to the 

people on the production lines. Focus-
ing on processing developments is often 
the key to a successful investment that 
leads to a good return and a higher stan-
dard of quality in the end product. New 
extrusion products and processing tech-
nologies are the fastest ways to reach 
these goals.

Control product 
characteristics with die design

Innovations in die design including 
hydraulically adjustable dies and die-
interchange systems provide faster and 
simpler changes from one die to another 
during the extrusion process. These im-
provements to die design have also led 
to greater flexibility and control over 
product density and shape.

Extru-Tech Inc. offers the Multi-
Color/Multi-Shape Die System, an 
example of a die-interchange system 
designed for single screw cooking ex-
truders. The die assembly design al-
lows the production of multiple colors 
and multiple shapes of finished prod-
uct simultaneously and is revolution-
ary in the industry, according to the 
company. The system eliminates the 
need for post-run mixing and blending 

of product without reducing produc-
tion capacity, thereby reducing costs 
and improving profit. It is available in 
a variety of configurations—two, three 
and four color—to allow for tailoring 
the number of product colors and prod-
uct shapes in a single production run 
application. 

Amandus Kahl has recently in-
troduced the Kahl Extruder, which is 
different from common, older model 
extruders because the die plate is fit-
ted on a hydraulic piston. The die can 
be removed from the extruder outlet 
during operation. The handling of 
the machine is much less complicated 
compared to a normal extruder with 
a static die because of the easy start-
up and quick pressure relief in case of 
blockages. The extruder can also be 

supplied with steam jacketed barrel 
housing and friction discs.

Use hardware to 
improve process stability

Wenger has new technology for sin-
gle or twin screw extruders with rotat-
ing elements designed to impact more 
shear and mixing compared to mixing 
lobes. Homogenizing screw elements 
improves mixing and is very effective 
for use in high meat recipes and those 
high in internal fat.

An adjustable back pressure valve 
(BPV) has several new features includ-
ing a third position for relief of die pres-
sure, as well as a reject position and 
process position. The stem now accepts 
inserts with round openings and an elec-
tric drive is available on the BPV to re-

Extrusion advances that 
will upgrade production and 
reduce downtime BY JESSICA TAYLOR BOND

IInnnnoovvaattioions ns 
iin n eextrxtruussioionn

Left: According to Clextral, its 
metallurgy signifi cantly outperforms 
standard materials due to its high 
densifi cation, which provides 
increased ductility and hardness. 

Right top & bottom: The Kahl Extruder 
from Amandus Kahl has a die plate 
that is fi tted on a hydraulic piston and 
can be supplied with steam jacketed 
barrel housing and friction discs.

Available in a 
variety of color 
confi gurations, 
the Multi-Color/
Multi-Shape Die 
System from 
Extru-Tech allows 
for the tailoring 
of the number of 
product colors 
and product 
shapes in a single 
production run.
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place hydraulic drives. The BPV varies 
extrusion restriction independent of the 
die, diverts product from the die/knife 
area during startup or maintenance and 
allows for adjustments to be made on-
line while the system is in operation. 
The main benefits of BPV are:

Diverting off-spec product for im-
proved sanitation and quality con-
trol;
The ability to service die/knife/
conveyor without stopping the ex-
truder process;
On-line adjustment of specific me-
chanical energy to control product 
properties;
Improving process stability; and
Eliminating extruder configura-
tion changes.

Also new from Wenger is the Quick-
change Breaker Plate, a plate with holes 
that is inserted between screw and die. 
The filter helps with uniformity of prod-
uct, collects foreign material, controls 
back-pressure and is changeable during 
operation. The Breaker Plate can oper-

➤

➤

➤

➤
➤

ate at up to 10,000 PSI.
Extended Wear knife blades from 

Wenger wear as much as 11 times lon-
ger than originals and decrease wear 
cost by as much as 53%. The knives also 
significantly reduce the amount of time 
necessary to set the blades and mini-
mize the product quality cycles usually 
associated with worn blades.

Reduce wear with metallurgy
Clextral has addressed the extruder 

wear issues of processors by conduct-
ing research in high density metallurgi-
cal solutions for twin screw extruders. 
This led to the development of premium 

metallurgy that increases the operating 
life of extruder screws and barrels four 
to five times when compared to stan-
dard metallurgy, according to Clextral. 
From a processor’s standpoint, this de-
velopment offers multiple advantages: 
reduced downtime for component re-
placement; fewer dollars spent on re-
placement screws, barrels and barrel 
liners; and long-term consistency in 
product quality. Metallurgy is used for 
tips of flights on screws or 100% mono-
block construction as well as on monob-
lock barrels and barrel liners. 

Clextral employs HIP (hot iso-
static pressure) and HIC (hot isostatic 

Powder metallurgy is a method 
that allows for an effective 
marriage of strength and hardness.
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compression) procedures that allow 
multi-materials to be manufactured in 
a homogeneous method using varied 
compositions. This new metallurgy 
significantly outperforms standard 
materials due to its high densification, 
the company says. This is a response 
to thermal, chemical and mechanical 

stresses that are the typical causes of 
screw and barrel damage in the high 
work zones of twin screw extruders.

Powder metallurgy is a method 
that allows for an effective marriage 
of strength and hardness. Numerous 
distinctions are possible in the form of 
powders, and several processes are ca-

pable of simultaneously making them 
denser to obtain a screw or barrel blank 
with a high quality interface. High den-
sity compression along with a sintering 
operation to obtain the metallurgy, a 
new laser fusion technique and the HIP 
process makes the two powder layers 
denser and allows sintering.

This process consists of:
Packaging powders and eventual 
nodes in capsules;
Turning the capsule into a vacuum;
A simultaneous compression and 
sintering stage using a pressure 
oven and a maximum temperature 
of 2,000°C;
A blank extraction by machining 
the capsule and eventual nodes.

According to Clextral research, re-
ducing wear and surface degradation 
often associated with an unchecked 
loss of material is key to reducing en-
ergy losses. Replacing mechanical parts 
means new manufactured parts and 
maintenance, creating additional en-
ergy consumption and financial losses. 
Increasing reliability and the operating 
life of mechanisms limits replacements 
and guarantees system safety.            ●

➤

➤
➤

➤

Homogenizing 
screw elements 
improves 
mixing and is 
very effective 
for use in high 
meat recipes 
and those high 
in internal fat.

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

petfoodindustry.com or post your comments 

online at www.petfoodindustry.com

➤
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EVENT SPONSOR:

A recorded session of 

“L-Carnitine
Nutritional
Benefi ts,” 
a free online seminar, 
is now available! 

Originally presented on 
November 8, 2007 join 
three petfood nutritional 
experts in a discussion that 
covers a basic overview 
of L-Carnitine and how it 
works in the animal’s body.  
The webinar will also cover 
development focusing on 
research, technology and 
future applications for 
L-Carnitine.

This webinar is presented by 
Petfood Industry magazine and 
sponsored by Lonza. 

The recorded session is FREE. 
To log-in and view, go to 
www.petfoodindustry.com

FREE Archive! 

Log-In Today!
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New US federal law 
to affect petfoods

We are beginning to see re-
sults of the US congres-
sional inquiries made 
last spring on the petfood 

recalls. In fact, both houses of Congress 
have proposed a host of new legislation 
in recent months, all related to food 
safety, imports and/or recall authority.

Most notable to date is the Food and 
Drug Administration Amendments Act 
of 2007 (FDAAA). It passed in both 
the US House of Representatives and 
the Senate by large majorities (I think 
unanimously by the latter) and was 
signed into law by President Bush in 
September. 

Most of the FDAAA deals with vari-
ous issues regarding drugs and medical 
devices; only a small portion actually 
pertains to food safety (approximately 
10 out of 156 pages). Much of that food 
safety part applies to all foods under 
FDA jurisdiction, but it includes many 
specific references to petfoods. The 
complete document is available at www.
fda.gov/oc/initiatives/HR3580.pdf.

Effects on FDA
The new law puts the burden on FDA 

to improve its capabilities when deal-
ing with a food contamination incident. 
To help address some of the complaints 
about the agency during the recalls, FDA 
must establish an early warning and sur-
veillance system to help identify adulter-
ation of the petfood supply and outbreaks 
of illness associated with petfood. The 
law suggests emulating or coordinating 
efforts with warning systems already in 
place for human food and animal health. 
Congress has granted FDA only one year 
to put this system in place.  

Another complaint was FDA’s not 

communicating facts about the petfood 
recalls in a timely manner to the public. 
The new act directs FDA to improve its 
ability to collect and compile pertinent 
information from companies, associa-
tions and other organizations and dis-
seminate it quickly and effectively. This 
would include posting all information in 
a single, easily accessible location on the 
Internet with a searchable database, easy 
for the public to understand and use. 

Other aspects of FDAAA include 
coordinating efforts with state authori-
ties on food safety issues and establish-
ing a reportable food registry within the 
next year. Further, within two years, 
FDA must promulgate new regulations 
establishing petfood ingredient stan-
dards and definitions, processing stan-
dards and updated labeling standards 
that include nutritional and ingredient 
information.

Effects on industry
Under the current Bioterrorism Act, 

all food facilities (including animal feed 
and petfood facilities) must be registered 
with FDA. However, except for some 
record-keeping and the requirement for 
companies to provide the agency with 
information on its facilities in case of an 
emergency, the burden this places on the 
industry is arguably little.

But under the reportable food registry 

Key elements of FDAAA
FDA must:

Establish an early warning and surveillance system to help identify 
adulteration of the petfood supply;
Improve its ability to collect and compile pertinent information and 
disseminate it quickly and effectively;
Coordinate efforts with state authorities on food safety issues;
Establish a reportable food registry;
Develop new regulations establishing petfood ingredient standards and 
defi nitions, processing standards and updated labeling standards.

Industry must:
Report to FDA within 24 hours any instance with a reasonable
probability of causing serious health consequences or death;
Investigate the cause within this 24-hour period if the adulteration 
of the food may have originated internally;
Maintain records on any incidents for two years;
Make those records available to FDA inspectors.

➤

➤

➤

➤

➤

➤

➤

➤

➤

Petfood Insights regulations
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It puts the burden on 
FDA to improve and 
new responsibility on 
manufacturers.

— David Dzanis
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as part of the new FDAAA, companies 
must report to FDA, within 24 hours of 
discovery, any instance involving a food 
where “there is a reasonable probability 
that the use of, or exposure to, such article 
of food will cause serious adverse health 
consequences or death to humans or ani-
mals.” Also, the facility must investigate 
the cause of the adulteration within this 
24-hour period if the adulteration may 
have originated internally.

The only exception to the reporting 
requirement is when the adulteration 
originated in the facility, was detected 
before any of the product was shipped out 
and was corrected or the product was de-
stroyed. Facilities must maintain records 
on these incidents for two years. The 
records must be made available to FDA 
inspectors and could be subject to release 
to the public under the Freedom of Infor-
mation Act. This puts a tremendous new 
responsibility on petfood manufacturers.

The new regulations pertaining to 
ingredient, processing and labeling stan-
dards will also likely impose additional 
burdens on the petfood industry, but it is 
not yet known what they might be. FDA 
is directed to consult with AAFCO and 
other stakeholders, including petfood 
manufacturers and veterinary medical 
associations, as the rules are developed.

What’s not affected
Though the safety of imported food 

was identified as a driving force behind 
this legislation, the act mentions little 
about food importation. It has new direc-
tions to FDA regarding inspection of im-
ported seafood and aquaculture products, 
and these new regulations and systems 
will certainly impact imported as well 
as domestic products. However, there’s 
no mention of increased inspection of all 
food imports or new import fees.

Also, there’s no mention of increasing 
FDA authority with regard to initiation 
of recalls under FDAAA. At this time, 
recalls of adulterated products are tech-

nically all voluntary, although with one 
exception I don’t remember an instance 
where a company fought FDA’s “sugges-
tion” to initiate a recall. Still, this was seen 
by some in the US Congress as a great de-
ficiency in existing law, and I expect we 
may see further legislation to grant FDA 
mandatory recall authority. ●

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

petfoodindustry.com or post your comments 

online at www.petfoodindustry.com

➤

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.

CORPORATE OFFICE
Extru-Tech, Inc.   
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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Adverse food reactions and 
food intolerances, hyper-
sensitivities and allergies 
are popular topics of discus-

sion among pet owners and may affect 
8-10% of our pets. These topics also 
constitute a large portion of the feed-
back to manufacturers’ customer ser-
vice lines. Complaints can range from 
vomiting and diarrhea to ear infections 
to skin and coat problems such as “hot 
spots,” lesions, inflammation, redden-
ing and chewing on feet and legs.

These problems are hard to ignore 
because they are so dramatic, uncom-
fortable and messy and strike at the 
very core of pet ownership by becom-
ing a barrier to direct interaction. The 
problems may be linked by a common 
thread: the overreaction of the immune 
system to a dietary component, most 
probably a protein. The ultimate solu-
tion may depend on hydrolysis of pro-
teins to render them hypoallergenic.

Battleship cells in action
True allergies to foods are the result 

of an antigen eliciting an immunoglob-
ulin E (IgE) mediated response. In this 
stimulation of the immune system, an 
offending (antigenic) protein is thought 
to bridge, or crosslink, primed IgE re-
ceptors on the mast cell, a specialized 
“battleship” cell of the immune system. 
The formation of this crosslink causes 
the mast cell to degranulate, releasing 
chemicals such as histamines, cyto-
kines, prostaglandins and enzymes 
into the circulation. Their job is to de-
stroy the offending antigen and shore 
up the defenses at the tissue level—to 
repel and expel the invaders via vomit-
ing, sneezing, swelling, etc.

The initial treatment for these re-

actions falls to modern pharmacol-
ogy to blunt the immune response 
with compounds such as antihista-
mines and corticosteroids. These are 
short-term solutions with numerous 
side effects. The longer term solution 
focuses on eliminating the offending 
agent that has sensitized the animal’s 
immune system.

One approach is to simply avoid the 
antigenic protein. With pets, so-called 
elimination diets have been somewhat 
successful. To really do it right, there 
is a multi-month routine of removing 
suspected proteins and then verifi-
cation by replacing them in the diet. 
This regime can be challenging for pet 
owners, so compliance is iffy. Diets 
containing “novel” proteins are com-
mercially available and often serve as 
a shortcut to the elimination regime. 
However, the efficacy of these diets is 
well below 100%.

Busting up the protein
Another technique first developed 

for human infants with milk hypersen-

sitivities attempts to render the antigen-
ic protein ineffective (hypoallergenic). 
For some proteins, this can be done by 
heat processing and for others through 
ultrafiltration. The most successful ap-
proach has been to enzymatically hy-
drolyze the protein down to the peptide 
level. In other words, bust the protein 
into smaller pieces. 

Then why not just use crystalline 
amino acids? They are expensive and 
challenging to manage: They are hy-
groscopic, diet acceptability (palatabil-
ity) can be poor and they can lead to 
problems of intestinal osmotic balance, 
causing diarrhea. So modification of 
the protein is preferable.

To be effective, the hydrolysis of the 
protein must decrease its size to such 
a point that it can no longer form the 
crosslink between the primed recep-
tors on the mast cell—no bridge, no 
immune reaction. The reduction in size 
is thought to be near the peptide range 
(two or more amino acids).

A popular range cited is less than 
10-12 kD or kilodaltons. But some re-
search indicates the size can be as high 
as 70 kD; at the other extreme are in-
dications that some proteins need to be 
less than 1-2 kD. A kD is the weight of 
a thousand hydrogen atoms, or 1.65 x 
10-21 grams (pretty small). Thus, pro-
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Ingredient Issues nutrition
B Y  G R E G  A L D R I C H ,  P h D

Help for food sensitivities?

Are hydrolyzed 
proteins the solution 
to food-related 
immune system 
problems? — Greg Aldrich

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

petfoodindustry.com or post your comments 

online at www.petfoodindustry.com

➤
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teins that can be as large as 100,000 
kD must be thoroughly demolished to 
evade detection by the immune system 
while still remaining palatable and de-
livering essential amino acids. 

Hydrolysis how-to
In practice, the production of hy-

drolyzed proteins is similar to making 
a flavor digest. A specific blend of en-
zymes is added to the target ingredi-
ent (e.g., chicken, soy) and the pH is 
adjusted to an optimal level. The mix 
is heated in a reaction vessel until the 
desired hydrolysis is achieved and then 
stopped—either through chemical or 
thermal means (too much hydrolysis 
can lead to bitterness and thus palat-
ability issues). The liquefied hydroly-
sate may be filtered and then spray or 
drum-dried.

Once the hydrolysis is complete, 
verification that the proteins have been 
sufficiently hydrolyzed is essential. It 
must be assured that the protein (now 
hopefully peptides) does not exceed the 
previously determined size threshold. 
This is often done by lab techniques 
known as size-exclusion gel-electro-
phoresis or modifications to generally 
accepted chromatography techniques.

Testing via measurement of antige-
nicity against established antibodies 
and animal validation—such as skin-
prick tests and cross-reaction with sera 
IgE of sensitized animals—may be 
necessary to ensure the final outcome 
remains consistent over time. The 
exact nature of the enzyme cocktail, 
reagents, reaction times, process pa-
rameters and analytical techniques are 
fiercely protected by the manufactur-
ers of these ingredients, and rightly so, 
since development takes a substantial 
investment in time and resources.

Sold through 
veterinarians

Diets based on these hypoallergen-
ic hydrolyzed proteins are almost ex-
clusively sold through veterinarians. 
In these diets, extruded or canned, 
hydrolyzed proteins may exceed 50% 
of the mix. So, it is important that 
they be well accepted by the animal 

and be easy to work with for the pet-
food manufacturer. This has not been 
a problem since hydrolyzed proteins 

generally retain good palatability for 
dogs and cats.

Hydrolyzed proteins can also be 
very functional ingredients providing 
binding, gelation and structure to the 
finished products. Protein sources that 
have been evaluated or used in pet diets 
include casein, whey, soybean, chicken 
and chicken liver. 

The general principal behind hy-
drolysis of proteins is fairly simple in 
theory, but practical execution from 
hydrolysis to incorporation into pet di-
ets can be challenging and expensive. 
However, these diets have proven ef-
fective at providing quality nutrition 
while flying under the immune sys-
tem’s radar. ●

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.

December 2007 l   l 39

The 
problems 
may be 
linked by 
a common 
thread: the 
overreaction 
of the 
immune 
system to 
a dietary 
component.
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Market Watch analysis
B Y  H U N T L E Y  M A N H E R T Z ,  P h D

All I want for Christmas 
is a treat

It’s no secret that America has a 
love affair with pets. Pet own-
ers treat their household pets like 
children. In fact, more than one-

half of pet owners in the US report buy-
ing gifts for their pets, according to the 
American Pet Products Manufacturers 
Association’s (APPMA) 2007-2008 Pet 
Owners Survey.

The year-end holiday season is the 
most frequent gift-giving occasion for US 
pet owners, with this breakdown:

57% of dog owners report giving 
their dogs gifts for Christmas or 
Hanukkah, spending an average of 

➤

US$10 per gift;
42% of cat owners say they give 
kitty gifts at this time, spending an 
average of US$11;
32% of small animals owners report 

➤

➤

giving their pets gifts at this time  
and spend an average of US$12; and
27% of bird owners say they give 
their feathered friends holiday gifts, 
spending an average of US$13.

➤

More than one-half of 
US pet owners report 
buying gifts for their 
pets.

— Huntley Manhertz, Jr.

January 22–23, 2008 I Georgia World Congress Center | Atlanta, Georgia

Sponsored by

C O U N C I L

Conference On Pet Food
INGREDIENT QUALITY

Don’t Miss the First

Topics Include:
• Global Outlook for Pet Food and Pet Food Ingredients
• Pet Food Trade Update (and Impact of Melamine)
• Melamine: Catalyst to Focusing on Ingredient Quality
• Pet Food Regulations
• Quality Aspects of Poultry Meals and Fats in Pet Food

Preregister Online for only $30 (USD)!
Get details at www.petfoodconference.com
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Freshwater fish, 12%

Horses, 4% Small animals, 5%
Reptiles, 4%

Birds, 5%Saltwater fish, 1%

Cats, 32% Dogs, 37%

According to the American Pet 
Products Manufacturers Association’s 
2007-2008 Pet Owners Survey, dogs 
and cats are the most popular pets in 
the US, followed by freshwater fish. 
Overall pet ownership has grown to 
71.1 million US households, or 63% of 
total households.

Figure 1:  Percentage of US pet ownership by type

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.
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One of the most popular types of pet 
gifts is treats, says the survey. As many as 
90% of US dogs receive treats, followed 
by 82% of birds, 79% of small animals 
and 69% of cats. On average, dog owners 
spend US$66 per year on treats.

Pet ownership growing
In terms of ownership, 63% of US 

households own at least one pet, accord-
ing to the APPMA survey. This percent-
age has remained steady in recent years; 
the number of pet-owning households 
has grown at the same rate—2.8%—as 
the number of overall US households.

Many in the US own more than one 
pet, with 46% of dog owners reporting 
they also own a cat and 40% of cat own-
ers reporting they also own a dog. While 
dogs and cats are by far the most popular 
types of US pets, freshwater fish, birds, 
reptiles and small animals have steady 
rates of ownership. (See Figure 1 for how 
pet ownership breaks down in the US.)

Specially formulated
The APPMA survey uncovers other 

interesting trends. For example, 64% of 
US dog owners and 58% of US cat own-
ers report feeding their pets specially 
formulated foods. For dogs, the most fre-
quently fed type of food is one formulat-
ed for middle-aged pets, at 16%, followed 
by one formulated to maintain a healthy 
coat (14%), one formulated for senior pets 
(12%) and foods formulated for puppies 
or weight control (both at 10%).

US cats are most likely to eat foods 
specially formulated for kittens (55%), 
followed by ones formulated to manage 
hairballs (34%), foods for indoor pets 
(20%) and foods for senior pets (13%). ●

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

petfoodindustry.com or post your comments 

online at www.petfoodindustry.com

➤

www.columbiaokura.com

■ Easily stacks various
bag sizes, bundles,
trays and pails

■ Speeds up to 24
bags per minute

■ Easy to program

■ Low maintenance

■ 24 Hr. customer
service support

■ Surprisingly
affordable

■ Small footprint

360-735-1952   •   Fax 360-905-1707   •   Vancouver, WA

Robotic Palletizing Experts UL 1740
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Research Notes

Control of fat:
lean body composition

Immune and inflammatory factors 
are linked to the control of fat:lean body 
composition, according to an increasing 
body of literature. Recent progress in 
understanding the control of body com-
position has been made through identi-
fication of inflammatory cytokines and 
other factors produced by adipose tissue 
that affect body composition, often by 
direct effects on skeletal muscle tissue.

Adipose-derived factors such as 
leptin, tumor necrosis factor-alpha, re-
sistin and adiponectin have been shown 
to affect muscle metabolism and/or 
protein dynamics by direct actions. 
This paper summarizes recent results 
that support the existence of a recip-
rocal muscle-to-fat signaling pathway 

involving release of the cytokine inter-
leukin-15 (IL-15) from muscle tissue.

Cell culture studies, short-term in 

vivo studies and human genotype as-
sociation studies all support the model 
that muscle-derived IL-15 can decrease 
fat deposition and adipocyte metabolism 
via a muscle-to-fat endocrine pathway. 
Fat:lean body composition is an impor-
tant factor determining the efficiency 
of meat production, as well as the fat 
content of meat products. Modulation of 
the IL-15 signaling axis may be a novel 
mechanism to impact body composition 
in meat animal production.
Source: L.S. Quinn, 2007. J. Anim. 
Sci. 0458v1. 

New feline 
obesity findings

While obesity was once considered 
merely an aesthetic issue, or perhaps a 
contribution to lameness through in-
creased weight-bearing, it is now recog-
nized as an inflammatory condition. Dr. 
Anne Hickman, DVM, PhD, DACVN, 
discussed advances in knowledge about 
the endocrine function of obese adipose 
tissue. Hormones and inflammatory cy-
tokines released from the adipose tissue 
are collectively known as adipokines. 
According to Dr. Hickman, “Adipokines 
play important and diverse role in mul-
tiple facets of normal metabolism and 

➤ Control of fat:lean body composition
(Quinn, 2007): Several studies support the model that muscle-derived 

interleukin-15 can decrease fat deposition.

➤ New feline obesity fi ndings
(Hickman, 2007): Obesity is now recognized as an infl ammatory 

condition that leads to substances being secreted that can directly lead 
to diabetes mellitus and osteoarthritis.

➤ Chicory fructans contribute to well-being
(Loo, 2007): Prebiotic feeding contributes to performance of livestock 

and to animal well-being—mainly pets but also livestock.

➤ Arginine boosts immunity
(Popovic, 2007): Considerable controversy exists as to the benefi ts 

of dietary arginine, but emerging knowledge promises to clear this 
controversy and allow for arginine’s safe use. K
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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
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0712PETrsh.indd 420712PETrsh.indd   42 11/20/2007 10:10:42 AM11/20/2007   10:10:42 AM

http://watt.netline.com/extru-tech


December 2007 l   l 43

physiology. Adipokines can become dys-
regulated in obesity and may have direct 
causal links to many of the associated 
abnormalities.”  Thus, these hormones 
and other substances secreted from 
body fat tissue can directly contribute to 
diseases associated with obesity, such as 
diabetes mellitus and osteoarthritis.
Source: A. Hickman, 2007. 13th 
Nestlé Purina Nutrition Forum, St. 
Louis, Missouri, USA.

Chicory fructans 
contribute to well-being

The mammalian intestinal tract is a 
nutrient-rich environment because it often 
lacks enzymes necessary to degrade cer-
tain food components. However, certain 
intestinal bacteria are useful for further 
metabolism of nutrients. Intestinal flora 
coevolved with its host and the selection 
was driven by the intestinal architecture 
(morphology and transit scheme) and di-
etary habits of the host. Different animal 
species have different typical profiles of 
intestinal bacterial populations.

Animals in general seem not to be 
able to hydrolyze beta-glycoside bonds, 
such as the chicory inulin beta-(2–1) 
bond. Chicory fructans were shown to be 
prebiotic, selectively interacting with in-
testinal bacterial ecosystem, in humans 
and in animals, including livestock and 
pets. This article describes how prebi-
otic feeding contributes to performance 
of livestock (pig, calf, horse, broiler, lay-
ing hen and fish) and to animal well-be-
ing—mainly pets but also livestock.
Source: J. Van Loo, 2007. J. Nutr. 
137:2594S-2597S.

Arginine boosts 
immunity

For many years, dietary arginine 
supplementation has been used as a 
mechanism to boost the immune sys-
tem. Considerable controversy, however, 
exists as to the benefits and indications 
of dietary arginine due in part to a poor 
understanding of the role played by this 
amino acid in maintaining immune 
function. Emerging knowledge prom-
ises to clear this controversy and allow 
for arginine’s safe use. 

In myeloid cells, arginine is mainly 
metabolized either by inducible nitric 
oxide (NO) synthases (iNOS) or by ar-
ginase 1, enzymes that are stimulated by 
T-helper 1 or 2 cytokines, respectively. 
Myeloid suppressor cells (MSC) ex-
pressing arginase have been described 
in trauma, intra-abdominal sepsis, cer-
tain infections and cancer. Myeloid cells 
expressing arginase have been shown to 
accumulate in patients with cancer. 

MSC efficiently deplete arginine and 
generate ornithine. Low circulating ar-
ginine has been documented in trauma 
and cancer, suggesting that MSC may 
exert a systemic effect and cause a state 
of arginine deficiency. Simultaneously, 
T lymphocytes depend on arginine for 
proliferation, zeta-chain peptide and T-
cell receptor complex expression, and 
the development of memory. T-cells co-
cultured with MSC exhibit the molecular 
and functional effects associated with 
arginine deficiency. 
Source: P.J. Popovic, et al, 2007. J. 
Nutr. 137:1681S-1686S.
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Product News

Horizontal dryer for 
specialty chemicals

The Ross Horizontal Vacuum Dryer 
for drying specialty chemicals is avail-
able in sizes from 1 through 500 cubic 
feet. Features include stainless steel 
construction, internal surfaces pol-
ished to a 240 grit finish, full vacuum 
to 25 psig operation, 185 psig dimpled 

and baffled jacket on trough sides and 
endplates and an pneumatic spherical 
discharge valve.

Charles Ross and Son Co.
+1.631.234.0500

www.foodmixers.com

TFT bag sealer from 
Doboy

Doboy Inc., a division of Bosch 
Packaging Technology, has introduced 
the TFT Bag Sealer for woven poly-
propylene bags. The TFT Sealer trims, 
folds and tapes woven polypropylene 
bagging material to provide a sturdy, 
durable seal, yet is easy to open, ac-
cording to the company. The double 
fold tape is resistant to both hot and 
cold temperatures, and the sealing 
method provides a sift-proof closure 

to prevent leakage during shipping and 
storage.

The TFT comes equipped with 
a standard Allen-Bradley program-
mable logic controller (PLC) and hu-
man-machine-interface (HMI) touch 
screen. With a high speed of 150 feet 
per minute, the TFT unit is suited for 
automatic feeding and is easily inte-
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EXPLOSION PREVENTION • FLOUR MILLING •
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SIEVES • BAG HANDLING • PORT UN/LOADING
• AUTOMATION & CONTROL • COOLING &
DRYING • EXTRUDERS / EXPANDERS •
HAMMER MILLS • RICE PROCESSING •
TURNKEY FEED MILLS • GRAIN & STORAGE
HANDLING • BIOMASS TECHNOLOGY • DUST
EXPLOSION PREVENTION • FLOUR MILLING •
SILOS • CONDITIONERS • PELLET MILLS •

INGREDIENTS & ADDITIVES • ENZYMES •
VITAMINS • MINERALS • AMINO ACIDS •
ANTIBIOTICS • MOULD PREVENTION •
FORMULATION PROGRAMMES • COLOURANTS
• PROBIOTICS • HEALTH PROMOTERS  •
YEASTS • FATTY ACIDS • RAW MATERIALS •
ANTIOXIDANTS • PREMIXES • INGREDIENTS &
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MOULD PREVENTION • FORMULATION
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VICTAM
ASIA2008

Feed 
Ingredients
&Additives
AsiaPacific

2008

The events you need 
to visit

E X H I B I T I O N S & C O N F E R E N C E S
5 – 7 March 2008 • Queen Sirikit National Convention Center, Bangkok, Thai land

Bringing together the world’s premier suppliers of ingredients and processing technology to the 
animal feed, petfood, aquafeed, rice & grain processing industries with compounders, integrators,
co-operatives, hatcheries, large farmers & grain processors from throughout the Asia Pacific markets.

Supported by the following technical conferences and workshops:
The FIAAP Conference ‘The ingredients for success!’ Contact: www.feedconferences.com

Aquafeed Horizons Contact: www.aquafeed.com
Petfood Forum Asia 2008 Contact: gstadel@wattnet.net or www.petfoodindustry.com

The Thai Feed Conference Contact: chirawak@dld.go.th
For further information or to visit the exhibitions FREE of charge register online at:

www.victam.com or www.fiaap.com or email: expo@victam.com or info@fiaap.com
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grated into most high speed automatic 
bagging lines.

Doboy Inc.
+1.715.246.6511

www.doboy.com

Antioxidant FDA 
approved for animals

PPL-240 is an antioxidant that has 
been clinically proven to protect cells 
against the damaging effects of free 
radicals, thereby providing protection 
against certain illnesses, according to 
Gourmetceuticals LLC. The antioxi-
dant is derived from a South American 
fern and, once cultivated, is processed 
into PPL-240.

FDA approved for both human and 
animal consumption, PPL-240 is a nu-
traceutical and functional food compo-
nent available in a highly stable, water 
soluble powder that can easily be added 
to petfood products.

Gourmetceuticals LLC 
+1.307.655.5109

www.gourmetceuticals.com

X-ray technology 
presentation online

According to Mettler-Toledo Safe-
line, processors and packagers in the 
petfood industry face certain chal-
lenges, including detecting contami-
nants, detecting damaged or missing 
products and identifying overfill and 

underfill. A presentation about x-ray 
technology and how it addresses these 
concerns is available for download at 
www.mt.com/xraytechnology. 

The presentation, entitled “X-ray 
Inspection—The Future of Packaging 
Inspection,” explains the technology 
and its specific application to the pet-

food industry. This presentation shows 
that x-ray provides capabilities not 
available in metal detectors or vision 
systems.

Mettler-Toledo Inc. 
+1.813.889.9500

www.mt.com/safelineus

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.

➤
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2007

➤PFIAA Technical Seminar and Annual Dinner, December 
3, 2007, The RACV City Club, 501 Bourke St., Melbourne, Victoria, 
Australia. Contact: John Aird, executive manager, Pet Food Industry 
Association 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 Convention 
Center, San Diego, California, USA. Contact: American Pet Products 

Manufacturers Association (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 National 
Convention Center, Bangkok, Thailand. Contact: Nancy 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, Victam In-
ternational, 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, conferences@aquafeed.com, www.aquafeed.info.

➤Petfood Forum, April 14-16, 2008, Hyatt Regency O’Hare Ho-
tel, Chicago, Illinois, USA. Contact: Nancy Grossnickle, Watt Pub-
lishing Co., Tel: +1.815.734.5674, ngrossnickle@wattnet.net, www.
petfoodindustry.com.

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

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

➤

VACUUM CORE COATING 
WITH PEGASUS® PADDLE 
MIXER
• Multiple layer coater
• 0,1% to 25% extra liquid into 
 pelleted products
• Fat or multiple liquids into core of
 pellet
• Homogeneous coating of vitamins,
 digest and additives
• Hygienic processing

www.dinnissen.nl
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A recorded session of “Sustainability 
in Packaging for Petfood,” a free 
online seminar, is now available! 
Originally presented on October 30, 2007 join Jeff Wooster, 
co-leader of Dow Chemical’s sustainable packaging technology 
team, and David Lummis, lead pet market analyst for Packaged 
Facts, in a discussion about the meaning and impact of sustain-
ability in petfood packaging following an introduction by Mark 
Kitzis, vice president of research for Alcan Packaging. The 
webinar also includes recent research and new materials 
affecting sustainability movement. 

This webinar is presented by Petfood Industry magazine and 
sponsored by Alcan Packaging and Packaged Facts. 

The recorded session is FREE. To log-in and view, 
go to www.petfoodindustry.com

Speakers: Speakers: 

Sustainability Sustainability 
in Packaging in Packaging 
for Petfoodfor Petfood

SPONSORS:

FREE Archive! 

Log-In Today!

0712PETmeeting.indd 470712PETmeeting.indd   47 11/21/2007 11:37:42 AM11/21/2007   11:37:42 AM

http://www.petfoodindustry.com


48 l   l December 2007

 marketplace

➤ Equipment

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

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

www.bliss-industries.com

• Hammermills
• Pellet Mills

• Conditioners
• Crumblers

• Counter Flow Coolers

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

www.ebmmanufacturing.com

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
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➤ Ingredients

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

• 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

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

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

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 purchasing, 

market analysis and consulting 
services to buyers of rice 

and rice co-products

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

INGREDIENTS
Natural bulk ingredients for 

your formulation needs.
Experts in botanical, fruit and vegetable 

powders for the petfood industry. 
Products in stock for immediate shipment.

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

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

➤ Ingredients

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

3D   MDB
3D   HDB

Semi load lots
Satisfaction Guaranteed
barrfood@yahoo.com

0712PETclass.indd 500712PETclass.indd   50 11/20/2007 3:22:24 PM11/20/2007   3:22:24 PM

mailto:barrfood@yahoo.com
http://www.maltproducts.com
mailto:herb@maltproducts.com
mailto:sales@vrg-usa.com
http://www.legacyfoods.com/
mailto:pboisclair@agmotion.com
mailto:mjohnson@uscommodities-ag.com
mailto:mlangenecker@uscommodities-ag.com
http://www.sanimax.com/
mailto:marketing@sanimax.com
http://www.orchardsweets.com/


December 2007 l   l 51

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

➤ Services

➤ Testing

Blue Ridge Kennel
USDA registered research

facility performing petfood
testing since 1975.

Traditional and in-home
panels available.

Contact: Paul Plessner
telephone: 334/567-8195

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

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

➤ Used Equipment

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

For Sale

➤ Used Equipment
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Community, Content, Collaboration
We’ve relaunched www.petfoodindustry.com so you can have Community interac-
tion with industry professionals on an endless variety of topics, access industry 
Content on specifi c 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 fi nd each day:

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.

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.

•
•
•
•
•
•

0712PETclass.indd 520712PETclass.indd   52 11/20/2007 3:22:27 PM11/20/2007   3:22:27 PM

http://www.petfoodindustry.com
http://www.petfoodindustry.com
http://www.petfoodindustry.com
http://PetfoodIndustryJobs.com
http://www.petfoodindustry.com
http://www.petfoodindustry.com/


Ad Index

December 2007 l   l 53

Bruce Plantz, Vice President, Director of Content
bplantz@wattnet.net

EDITORIAL STAFF
Debbie Phillips-Donaldson, Editor-in-Chief

dphillips@wattnet.net
Tim Phillips, DVM, Editor

tphillips@wattnet.net
Jessica Taylor Bond, Associate Editor

jbond@wattnet.net
Candi Teachman, Art Director

EDITORIAL & SALES OFFICE
PETFOOD INDUSTRY, 303 N. Main St., Ste. 500, 
Rockford, Illinois 61101-1018  USA. Tel: +1.815.734.4171, 
Fax: +1.815.734.5649 (Editorial), +1.815.968.0941 (Sales).
Steve Akins, Publisher

sakins@wattnet.net
Tel: +1.919.387.7961, Mobile: +1.815.209.6444

USA ADVERTISING SALES
Michelle Adams, Sales Manager

madams@wattnet.net
Tel: +1.815.734.5603

Ginny Stadel, Sales Associate
gstadel@wattnet.net
Tel: +1.815.734.5691

INTERNATIONAL ADVERTISING SALES 
Tineke van Spanje, European Regional Sales Manager

spanje@xs4all.nl
Tel: +31.495.526155, Fax: +31.495.525126

Ding Ding Li (CHINA only)
Dingdingli@vip.163.com
Tel: +86.21.64474625

PUBLISHING SERVICES
James Wessel, Circulation Director

For subscriptions, address changes, past copies— 
jwessel@wattnet.net

Robert Portillo, Production Manager
For advertising material, deadlines and processing—
rportillo@wattnet.net

ADMINISTRATIVE STAFF
Leslie A. Watt, Chairman Emeritus
James W. Watt, Chairman
Gregory A. Watt, President/CEO
Tim Smith, COO, VP Finance, Corp. Secretary/Treasurer
Joyce Neth, VP/Director of Insight, Research 

and Development

SUBSCRIPTION INQUIRIES/
CHANGE OF ADDRESS
Contact the Circulation Department at 303 N. Main St., Ste. 
500, Rockford, Illinois 61101-1018  USA. Tel: +1.815.734.4171; 
Fax: +1.815.968.0513; E-mail: jwessel@wattnet.net. 
Subscription print edition prices: USA $84.00/yr, Canada 
$102.00/yr, Outside USA & Canada via Airmail $144.00/yr; 
$14.00 per copy unless marked.  Digital edition sent by email: 
$36.00/yr.  Prices in US dollars. Business or occupation 
information must accompany each subscription order. For 
change of address, contact the circulation department listed 
above and give BOTH old and new address.
Photocopy Permission: Permission is granted by the 
copyright owner, Watt Publishing Co., provided the 
appropriate fee is paid directly to Copyright Clearance 
Center, Inc., 222 Rosewood Drive, Danvers, MA 01923 
USA, Tel: +1.978.750.8400, Fax: +1.978.750.4470.
Bulk Reprints: Contact FosteReprints, +1.866.879.9144 or 
www.fostereprints.com.
BPA Worldwide Membership 

Applied for October 2007.
© Copyright 2007, Watt 

Publishing Co. All rights 
reserved

Company Name Page No. Company Name Page No.

3D Corporate Solutions LLC ..........................................................................................................................14-15
1.417.236.9602 Fax: 1.417.236.0039 www.3dcorpsol.com

ADF-Amer Dehydrated Foods ...............................................................................................................................5
1.417.881.7755 Fax: 1.417.881.4963 www.adf.com

AFB International ........................................................................................................................................... 28-29
1.636.281.0040 Fax: 636.272.0880 www.afbinternational.com

Ameri-Pac Inc ....................................................................................................................................................3, 46
1.816.233.4530 Fax: 1.816.233.1702 www.ameri-pac.com

Buhler Inc ............................................................................................................................................................... 17
1.763.847.9900 Fax: 1.763.847.9911 www.buhlergroup.com

Clextral Inc ............................................................................................................................................................31
1.813.854.4434 Fax: 1.813.855.2269 www.clextralgroup.com

Columbia/Okura LLC ..........................................................................................................................................41
1.360.735.1952 Fax: 1.360.905.1707 www.columbiaokura.com

Conforma Clad Inc ................................................................................................................................................24
1.812.948.2118 Fax: 812.944.3254 www.conformaclad.com

Dinnissen BV ..........................................................................................................................................................46
31.77.4673555 Fax: 31.77.4673785 www.dinnissen.nl

Extru-Tech Inc .......................................................................................................................................................42
1.785.284.2153 Fax: 1.785.284.3143 www.extru-techinc.com

Extru-Tech Inc .......................................................................................................................................................37
1.785.284.2153 Fax: 1.785.284.3143 www.extru-techinc.com

Fres-co System USA Inc .......................................................................................................................................45
1.215.721.4600 Fax: 1.215.721.4414 www.fresco.com

Kemin Nutrisurance Inc .........................................................................................................................................9
1.515.559.5100 Fax: 1.515.559.5259 www.kemin.com

NutraCea ..................................................................................................................................................................7
1.602.522.7548 Fax: 602.522.3001 www.nutracea.com

Ometric Corporation ............................................................................................................................................21
1.803.233.4683 Fax: 888.613.8207 www.ometric.com

The Peterson Co .....................................................................................................................................................33
1.269.979.1600 Fax: 1.269.979.9227 www.thepetersoncompany.com

Premier Tech Systs ................................................................................................................................................34
1.418.868.8324 Fax: 418.862.6642 www.premiertechsystems.com

SPF North America .................................................................................................................................................2
1.715.926.3841 Fax: 715.926.5285 www.spf-diana.com

Summit Ridge Farms ................................................................................................................................ 39, 41, 43
1.570.756.2656 Fax: 1.570.756.2826

Trouw Nutrition USA LLC ..................................................................................................................................55
1.618.654.2070 Fax: 1.618.654.6700 www.trouw-nutritionusa.com

U S Poultry & Egg Assn ........................................................................................................................................40
1.770.493.9401 Fax: 1.770.493.9257 www.poultryegg.org

VICAM ...................................................................................................................................................................20
1.617.926.7045 Fax: 1.617.923.8055 www.vicam.com

Victam Intl bv ........................................................................................................................................................44
31.33.2464404  Fax: 31.33.2464706 www.victam.com

Wenger Manufacturing Co ..................................................................................................................................56
1.785.284.2133 Fax: 1.785.284.3771 www.wenger.com
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During the 1992 US presiden-
tial elections, Bill Clinton 
famously (or infamously) 
based his campaign on the 

slogan, “It’s the economy, stupid.” His 
point was that with the US weathering 
a serious recession, the one issue voters 
cared most about was the economy.

Now, in 2007, the US is once again 
engrossed in a presidential race. But 
for the petfood industry—and I would 
argue not just in the US, but through-
out the world—one issue has trumped 
all others this year: product safety. And 
that has repercussions for all food prod-
ucts consumed around the globe.

Connecting elements
“I personally think you can’t separate 

the petfood industry as it relates to the re-
calls from the human food industry and 
things like BSE and E. coli,” says Todd 
Hall, president of Cargill Animal Nutri-
tion. “I believe people want to be increas-
ingly aware of where their food originates 
and how it’s handled, how it’s processed 
and the story that goes along with it. I 
don’t believe in the long run that pet own-
ers are going to be any different.”

Hall shared his thoughts during an 
interview for the cover article of this is-
sue (p. 18). He referred to a safety pro-
gram, Feed for Food, that Cargill has 
had in place since 2003. Key elements 
of the system include annual food safety 
training for all Cargill employees, cer-
tified ingredient suppliers, emergency 
recall and bio-security procedures, 

a traceability system and certified 
HACCP process control of feed plants. 
(Hall says all but about 10 of 170 Car-
gill Animal Nutrition plants worldwide 
are certified, with the rest happening 
soon.) What makes the system unique, 
the company says, is how these separate 
elements are connected via a complex, 
technology-based service.

Intensifying measures
Cargill intensified its safety measures 

in the wake of the US petfood recalls 
earlier this year, even though none of 
its products were involved. It’s certainly 
not the only company that has made 
changes. Nutro Products Inc., which did 
have several products recalled, added 
feeding trials on all products to its safety 
protocols; previously it had done feeding 
trials only on dry petfoods. (See www.
nutroproducts.com/pdf/quality.pdf.)

Of course, Cargill and Nutro are 
both large, US$ multimillion or even 
multibillion corporations with seem-
ingly unlimited resources. But even 
smaller manufacturers have stepped up 
their safety and testing protocols.

In October, Natural Balance Pet 
Foods Inc., which also had products 
recalled, announced its Consumer Buy 
With Confidence program. It allows a 
pet owner to enter the date code on any 
Natural Balance product into an online 

database, which will then display the 
testing results for the specific batch of 
that product (see p. 8). The company 
says it has invested more than US$1 
million in the program.

Mandate for safety
Soon, manufacturers marketing their 

petfoods in the US will have little choice 
when it comes to improved product safe-
ty. New laws are being passed or devel-
oped all the time; for example, see p. 36 
for Dave Dzanis’ report on the Food and 
Drug Administration (FDA) Amend-
ments Act of 2007, passed in September. 
In November, President Bush’s Inter-
agency Working Group on Import Safe-
ty issued its report calling for, among 
other recommendations, the FDA to be 
given stronger recall authority.

But it’s not just the mandate of law 
that’s forcing petfood companies to fo-
cus on safety; it’s the mandate of con-
sumers, too. No matter a company’s 
size or resources, it will soon find that it 
can’t afford not to guarantee the safety 
of its products. That’s the one issue pet 
owners now care most about. ●
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It’s the safety, stupid

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

For the petfood 
industry, one issue has 
trumped all others this 
year.

— 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! 
Send letters to the editor to editor@

petfoodindustry.com or post your comments 

online at www.petfoodindustry.com

➤
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Innovation. That’s How. That’s Trouw.
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