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Food Safety
Empyreal 75 corn protein concentrate provides pet 
food manufacturers with a minimum of 75% (82% dry 
basis) consistent, pure, safe source of protein for dog 
and cat diets. It is:

  A natural protein source, no preservatives added.

  Produced in a food plant from U.S.-sourced grain. 

  A “patented process,” pasteurized and washed, 
to destroy bacteria and reduce harmful levels of 
mycotoxins and other potential contaminants. 

  Transported in dedicated fl eet of trucks and rail. 

Certifi cate of Analysis issued for every shipment
to ensure quality, food safety, and security.

Certifi ed High Quality

Empyreal 75 is backed by an impressive list of 
credentials. These include: 

  Meets AAFCO defi nition for both corn protein 
concentrate and a natural ingredient.

  New unique label opportunities. 

  Gluten-free, per FDA draft defi nition.

  Produced in an AIB-inspected facility.

  GRAS status.

  Kosher and Halal certifi ed.

Manufacturer-Friendly Protein

Empyreal 75 gives you more than a pure, high-protein 
source. It also:

  Creates “space in the diet” because of high protein 
density for greater fl exibility to vary ingredients.

  Provides opportunities to reduce diet costs by 
complimenting variable animal proteins.

  Provides a cost-effective source of essential amino 
acids—Methionine, Leucine, Valine, and others.

  Cuts drying costs—less water required in extrusion.

  Extends product shelf life with high concentration of 
natural carotenoids and antioxidants.

  Ensures a uniform, consistent kibble with superior 
elasticity, binding, and coating characteristics.

  Delivers excellent ingredient-commingling and 
fat-binding properties.

Empyreal 75 corn protein concentrate is, literally, in a 
class by itself. To learn more, visit empyreal75.com
or call 866.369.5498.

See us to learn more at 
the Pet Food Forum in 
April—Booth 703

Empyreal® 75 gives you more because it gives them more.

© 2009, Cargill Incorporated. All rights reserved. Empyreal is a trademark of Cargill Corn Milling.

Antioxidants, 
Beta-Carotene & 

Zeaxanthin for healthy 
immune systems

Essential Fatty 
Acid, Linoleic 
for healthy 
skin and coat

Lutein and Vitamin A 
promote eye health 

and better vision

Concentrated source 
of Leucine, Glutamine, 
and Methionine 
promotes digestive 
health, lean muscles

Empyreal 75 gives you:

High protein 
builds, repairs, and 

maintains muscle

Low ash and 
magnesium 
for urinary 
tract health

Lutein and Vitamin A 
promote eye health 
and better vision

High palatability; 
Testing shows 
cats prefer higher 
inclusions of 
Empyreal 75

Ideal for low-
carbohydrate diets 

Essential Fatty 
Acid, Linoleic 
for healthy 
skin and coat

Pet Well-Being
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A Diana Ingredients company

SPF, worldwide leader, innovates and invents the 

Palatability New Generation combining its best performing 

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

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

a true local approach providing you differentiation and competitiveness.

www.spf-diana.com
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Editorial Notes comments
B Y  T I M  P H I L L I P S ,  D V M

Not much meat

The March 2009 issue of Con-
sumer Reports contains a 
petfood report with a firm 
grasp of the obvious. Its con-

clusion: “When it comes to buying pet-
food, higher cost doesn’t always mean 
higher quality.”

Who can argue with that? It’s true 
of all products and services. But, the 
article doesn’t tell pet owners how to 
find higher quality petfood options.

Eight experts speak
Consumer Reports asked eight ex-

perts in dog and cat nutrition at seven 
US veterinary schools what consum-
ers get by spending more for petfood. 
(The publication declined to identify 
the experts by name.) They were also 
asked what they served their own pets. 
Most said they use a variety of com-
mon brands sold at pet stores or super-
markets.

The bottom line, says Consumer 
Reports:  It’s more important to look 
for the overall nutrient profile of a par-
ticular petfood brand than it is to shop 
by price or even individual ingredients. 
However, the publication gives no clue 
as to what profile to look for.

“Your main goal is to ensure your 
animal is active and healthy,” says Ja-
mie Hirsh, associate health editor at 
Consumer Reports. “That suggests the 
food you’re buying is doing its job. But 
it’s also important to know you don’t 
have to choose the most expensive food 
to get what’s best for your pet. Look for 
food labeled ‘complete and balanced,’ 
which indicates it can be the pet’s sole 
nourishment.”

Validating adequacy
Hirsh advises pet owners to look for 

labels stating that the food’s nutritional 

adequacy was validated by animal-
feeding tests based on protocols from 
the Association of American Feed Con-
trol Officials (AAFCO), a regulatory 
group. That statement is a step above 
the other one that AAFCO allows—
that a food was formulated to meet the 
group’s nutrient profiles, notes Hirsh. 
“In addition, make sure the package 
has contact information for the food’s 
manufacturer, in case you have ques-
tions,” Hirsh says.

Hirsch adds that consumers should 
also take into consideration the age of 
the pet and whether he or she has spe-
cial needs. For example, cats with kid-
ney or urinary problems might benefit 
from the moisture in wet food, while 
animals with dental issues might do 
better with dry food. 

The meaning of labels
For petfood, there’s no official 

definition of natural, human-grade, 
premium, no fillers or gourmet. Glu-
ten-free foods are generally neces-
sary only for the tiny percentages of 

pets that are intolerant of that protein. 
There’s some evidence that antioxi-
dants—such as vitamin E—and some 
omega-3 fatty acids might enhance 
pets’ immunity or help protect against 
certain diseases, but the experts in-
terviewed by Consumer Reports were 
split on whether consumers need to 
look for them.

Expert advice
Fortunately, the expert remarks 

from the article were sound. Those 
interviewed by Consumer Reports
advised pet owners to be extra
careful about feeding homemade 
diets, to feed age-specific petfoods 
and consider the costs of feeding 
wet versus dry products. For de-
tails, go to www.petfoodindustry.
com/0903PETedit.aspx.

Be aware
So there you have it. The report 

may lack substance, but it’s good for 
petfood company people to be aware of 
it. There will be questions. 

Dr. Phillips is the editor of Petfood 
Industry magazine. He can be 
reached at Tel: +1.815. 966.5544, 
E-mail: tphillips@wattnet.net.

Consumer Reports 
contains a petfood 
report with a firm 
grasp of the obvious.
 — Tim Phillips

Read the report
To read the article from the 

March 2009 issue of Consumer Reports, 

including expert advice, go to www.

petfoodindustry.com/0903PETedit.aspx.
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Industry gearing up for 
Petfood Forum 2009 and 
Petfood Workshop

Petfood Forum 2009 will take place April 20-22, 2009, 
at the Hyatt Regency O’Hare Hotel near Chicago, Illinois, 
USA. The premiere event for the petfood industry offers 
even more learning and networking opportunities than 
years prior. A new Petfood Forum blog is updated regularly on PetfoodIndustry.com to 
keep you abreast of new speakers, presentations and other exciting Forum and Workshop 
news. Check out the latest from keynote speaker, Dr. Marty Becker DVM, for example.

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

For more information on both events, see p. 28 of this issue. Or contact Jackie Thrash, 
Tel: +1.404.760.2823, Fax: +1.404.240.0998, petfoodforum@meetingexpectations.com 
or contact Ginny Stadel, Tel: 
+1.815.966.5591, Fax: +1.815.968.0941, 
gstadel@wattnet.net.

The first veterinary case of a dog 
sickened from tainted peanut products 
has been reported on the US West Coast, 
according to DVM Newsmagazine.

The dog, a 3-year-old mixed breed 
from Oakland, Oregon, USA, developed 
diarrhea after its owners fed it Happy 
Tails Multi-Flavored Dog Biscuits, a treat 
containing peanuts from the Peanut Corp. 
of America (PCA) that was included on 
the Food and Drug Administration’s 
(FDA) recall list and sold at Albertson’s 
grocery stores.

The sickened dog was treated with 
fluids and antibiotics and is expected to 
make a full recovery, according to the 
state veterinarian.

PCA shut down the Blakely, Georgia, 
USA, plant, and the FDA is conducting a 
criminal investigation after discovering 
that the company shipped products even 
after receiving positive Salmonella tests 
on the lot. PCA announced February 10 
that it is also was shutting down operations 
at one of its subsidiary plants in Plainview, 
Texas, USA.

Petfood recall: 
First veterinary case surfaces

Find the most up-to-date information 
when and where you need it - at www.petfoodindustry.com.

Quick hits
Bentoli AgriNutri-➤
tion Inc. announced 
the appointment of 
Dr. K. R. Gunasekar 
as territory sales 
manager in Coim-
batore, India. 

The UK’s Pet Care ➤
Trust Forum, June 
18 to 19, 2009, 
will be sponsored 
by Burns Pet Nutri-
tion. 

Philip Schreiber ➤
has joined Bachelor 
Controls Inc.  

Multivac ➤
Inc. appointed Jim 
Brigman as western 
regional service 
supervisor. 

Tapco recently ➤
added John Paul 
Santangelo and 
Randy LeMaster to 
its staff. 

The DuPont ➤
Qualicon BAX 
system PRC assay 
for Salmonella is 
now certified by 
the Association of 
Analytical Commu-
nities. 

Doggies.com now ➤
has a forum section 
as part of its services 
to the online dog 
lover community. 
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Protect well. Spend less.

©2009 Ameri-Pac, Inc.

It’s as plain as the  
nose on your face.

Protect both your product and your profitability – check out 

Ameri-Pac’s selection of high-quality, affordable antioxidants. 

Our OxyGon® and OxyBlock® antioxidant lines include both 

natural-source and traditional formulations, and are available 

in both liquid and powder forms. Our products are backed 

by experienced, trained technical support and unbeatable 

customer service. 

Isn’t it time you spent less? Call Ameri-Pac.
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1301 Stylemaster Drive
Union, MO 63084-1156, USA

US Toll free: 800-769-1380
Tel: +1 636 583 8600
Fax: +1 636 583 6553
e-Mail: office@romerlabs.com

www.romerlabs.com

News ❯

Refrigerated dog food market grows 

Refrigerated, fresh dog food is a growing market that is predicted to increase 
to US$473 million in annual sales by 2012, research firm Packaged Facts told The 
State Journal-Register (Springfield, Illinois, USA) in a recent online article.

The  Freshpet Select  brand, for example, is a mixture of brown rice, eggs, 
peas, carrots and barely cooked meats (chicken, turkey, beef, liver), plus added 
vitamins and minerals. “It’s been here over a year, and it’s going really well,” said 
Dennis McCaddon, grocery manager at the Schnucks in Springfield. “Customers 
are saying their dogs really love it.”

Packaged Facts attributes the popularity of fresh dog food to convenience, 
technological advances, better distribution channels and heightened food-safety 
concerns.

Salmonella petfood recall expanded 
The list of recalled US dog food and dog treats 

grew in February 2009, as a result of Salmo-
nella-tainted peanut butter that originated from 
the Peanut Corp. of America’s manufacturing plant 
in Georgia, USA, where some of the peanut butter 
was found to be contaminated with Salmonella.

At the start of February, just a few recalled dog 
treats were on the  Food and Drug Administra-
tion’s list of foods that may be contaminated with 
Salmonella. By the latter part of the month, the list 
of recalled petfoods had grown to include many more dog treats and petfoods 
manufactured by American Nutrition Inc. and the Scotts Co. LLC.
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Andritz Sprout 

extruders provide the 

newest technology for 

production of the most 

demanding extrudates 

within the pet food 

industries. 

 
Extrusion
Superior performance, 
quality and controllability 

Extrusion features:

•	Starch	cook	control

•	Bulk	density	control

•	Raw	material	flexibility

•	Nutrient	advantages

•	Optimal	product	uniformity

•	Unique	visual	appearance

Extruder 1250 with Flextex and ECS

News ❯

India pet fair sees increase in 
domestic visitors. The India Inter-
national Pet Trade Fair (IIPTF) ran 
from January 30 to February 1, 2009, 
at the Delhi International Expocentre 
in Noida, India, according to a re-
view by the event’s creator, Creature 
Companion.
The third annual IIPTF 2009 was 
considered a success. While the 
number of visiting foreign exhibitors 
and business delegates/buyers was 
down from previous years, reportedly 
due to the global financial turndown 
(foreign delegates/buyers from 21 
countries at the 2008 edition, whereas 
there were 12 countries represented in 
IIPTF-2009), the number of domestic 
visitors was up substantially. 

According to Euromonitor Inter-
national, the Indian pet market is 
projected to grow at 20% per annum, 
at least until 2011. This is in part due 
to the rise in the number of nuclear 
families and dual-income households.

Grupo Dibaq acquires Rodi Petfood 
Group. The Spanish Grupo Dibaq, 
a leading manufacturer of petfood 
and aquaculture feed in Southern and 
Eastern Europe, acquired 80% of the 
controlling entity of Rodi Petfood 
Group, a leading manufacturer of pet-
food, snacks and biscuits in Central 
and Northern Europe, according to a 
press release.

This acquisition gives Rodi access to 
new capital, according to the press 
release, which will enable it to target 
the northwestern European market 
more effectively.
“The new combination is a perfect 
match,” said Juan Gargallo of Dibaq. 
“We can meet customer demand 
for dry and moist foods, biscuits 
and snacks from manufacturing 
and logistic facilities in Germany, 
Spain, the Czech Republic, Denmark, 
the Netherlands and the United 
Kingdom.”
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To learn more, turn the page.

Struggling to get 
a grip?

Our latest innovation is designed to make your 
life a little bit easier.
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News ❯

Corporate Office

Superior finished product quality.
Energy consumption reduced by 20%.

®

“Dryer technology that 
drives profitability.”

Pets’ top medical conditions of 2008 
Veterinary Pet Insurance (VPI), the US’s oldest and largest provider of pet health insurance, recently analyzed medical 

claims received in 2008 to find the year’s most common pet maladies, according to a VPI press release.
The results indicate that pets visit the veterinarian for many of the same reasons humans visit the doctor, with ear infec-

tions the No. 1 condition for dogs and lower urinary tract disease No. 1 for cats. The top 10 conditions accounted for nearly 
340,000, or close to 25%, of all canine and feline medical claims received in 2008.

“The large number of claims received for these medical conditions attests to their often repetitive or chronic nature,” 
said Dr. Carol McConnell, vice president and chief veterinary medical officer for VPI. “A dog with allergies, for example, 
will most likely require continuing care and a cat with diabetes will be no stranger to the veterinarian’s office.”

Menu Foods rebounds 
from recall 

Menu Foods Income Fund reported a narrower quar-
terly loss on February 18, 2009, as it recovered from the 
lingering effects of the costly petfood recall. Menu Foods 
said it lost CA$3.3 million (US$2.62 million) in the fourth 
quarter, compared with a year-earlier loss of CA$23.9 
million (US$19 million). The company said its results were 
helped by increased sales volumes as its regular customers 
returned to the fold, as well as by three price increases in 
2008 to its private label products.

Ameri-Pac expands with 
new facility 

Ameri-Pac Inc. announced the completion of its newest 
production facility in St. Joseph, Missouri, USA. The new 
plant adds 20,000 square feet of additional manufacturing 
floor space, increasing capacity and production efficiency. 
Dry blending equipment has been moved to the new loca-
tion, and a new blender increases daily dry blending capacity 
by 80%. The additional space also creates an additional 
storage capacity of at least 500,000 pounds of ingredients 
and finished goods.
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With our latest innovation, the Grab ’n’ Go Handle, Peel Plastics makes it easier to 
get a grip. No more struggling to lift a heavy bag of food off the shelf, to the car 

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

905.456.3660
sales@peelplastics.com
www.peelplastics.com

The handle that
changes everything.

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

call
email

visit
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A complete listing 
of 2009 events is 

available at 
www.

PetfoodIndustry.com

March

S M T W T F S

1 2 3 4 5 6 7

8 9 10 11 12 13 14

15 16 17 18 19 20 21

22 23 24 25 26 27 28

29 30 31

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

June

S M T W T F S

1 2 3 4 5 6

7 8 9 10 11 12 13

14 15 16 17 18 19 20

21 22 23 24 25 26 27

28 29 30

IFT Annual Meeting 
and Food Expo, June 6-10, 
2009, Anaheim, California, 
USA. Contact: Institute of Food 
Technologists, 525 W. Van Buren, 
Suite 1000, Chicago, Illinois 60607 
USA, Tel: +1.312.782.8424, Fax: 
+1.312.782.0045, info@ift.org, www.
ift.org. 

April
S M T W T F S

1 2 3 4

5 6 7 8 9 10 11

12 13 14 15 16 17 18

19 20 21 22 23 24 25
26/30 27 28 29 30

H.H. Backer Spring Trade 
Show, April 3-5, 2009, Atlantic 
City, New Jersey, USA. Contact: 
H.H. Backer Associates Inc., 
200 S. Michigan Ave., Suite 840, 
Chicago, Illinois 60604 USA, Tel: 
+1.312.663.4040, Fax: +1.312.663.5676, 

hhbacker@hhbacker.com, www.
hhbacker.com. 
Petfood Forum, April 20-
22, 2009, Hyatt Regency O’Hare, 
Chicago, Illinois, USA. Contact: Tara 
Smalley, Tel: +1.404.760.2823, Fax: 
+1.404.760.0998, petfoodforum@
meetingexpectations.com, www.
petfoodindustry.com.
Petfood Workshop: 
Essential Training, April 
22-23, 2009, Hyatt Regency O’Hare, 
Chicago, Illinois, USA. Contact: 
Tara Smalley, Tel: +1.404.760.2823, 
Fax: +1.404.760.0998, petfoodfo-
rum@meetingexpectations.com, 
www.petfoodindustry.com.

May
S M T W T F S

1 2

3 4 5 6 7 8 9

10 11 12 13 14 15 16

17 18 19 20 21 22 23
24/31 25 26 27 28 29 30

Zoomark International, 
May 7-10, 2009, BolognaFiere, 
Bologna, Italy. Contact: Operative 
Secretariat, Monte Rosa 11, 20149, 
Milano, Italy, Tel: +39.02.4391.1502, 
Fax: +39.02.436763, piesse@zoo-
mark.it, www.zoomark.it.
BIO International 
Convention, May 17-20, 
2009, Atlanta, Georgia, USA. 
Contact: Biotechnology Industry 
Organization, 1225 Eye St. N.W., 
Suite 400, Washington, D.C. 
20005 USA, Tel: +1.202.962.9200, 
Fax: +1.202.589.2545, info@bio.
org, bio.org.
HLASA/CEELA 
Conference, May 23, 2009, 
Budapest, Hungary. Contact: Dr. 
Sandor Fekete, HLASA Chairman, 
Tel: +1.361.478.4250, Fax: 
+1.361.478.4124, Fekete.Sandor@
aotk.szie.hu, www.dietvet.hu.

Industry Calendar

Sergeant’s  
Pet Care 
acquires  
Chomp 

Sergeant’s Pet Care Products 
Inc. has reached a deal to acquire 
Chomp Inc., according to the Asso-
ciated Press. Omaha, Nebraska-
based Sergeant’s is adding to 
its 400-plus products by buying 
the maker of Yip Yap Breath 
Treats and Pit’r Pat Tasty Treats. 
Sergeant’s president and CEO Bob 
Scharf says buying Chomp will 
give his company a greater market 
share in pet treats and pet dental 
care products.

Booth #416 Petfood Forum 2009.

Ever Extruder

636.937.8830 
email: Sales@EverExtruder.com
www.everextruder.com ● Reversible Knives that are self  

 adjusting, easy to install, and
 can be reused many times!

● Carbide Die Plates that are
 incredibly long lasting!

● Extruder Screws that last
 for years!

● Dual Head - Die Plate Change
 out in under 10 Seconds!

der

Reversible Knives that are self  

Carbide Die Plates that are

Extruder Screws that last

 ©2009 Ever Extruder EE-09-01-0002
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New on the Shelves Find more new products at www.petfoodindustry.com. 

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

Fax: +1.815.968.0941, tleitner@wattnet.net.

To submit products, contact Tara Leitner, Tel: +1.815.966.5421, ➤
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❮❮ Freeze-dried treats
Etta Says! offers beef, chicken and lamb liver treats, freeze dried to lock in flavor. 
The products consist of protein, fat, fiber and moisture. According to the company, 
the snacks are all natural.  www.ettasays.com 

Fruit dog treats ❯❯
Fruitables petfood offers several varieties of fruit dog treats, including the Pumpkin 
and Blueberry flavor. According to the company, the treats are a source of vitamin C, 
vitamin K, manganese and fiber.  www.fruitablespetfood.com

❮❮ Organic jerky for dogs
Darford Brand’s True jerky for dogs is 95% USDA-certified organic. The jerky comes in a 
Turkey and Sweet Potato flavor, is grain free and contains no artificial colors, preservatives 
or flavors, according to the company.  www.darford.com

Grain-free entrees ❯❯
Fromm carries grain-free dog entrees in the Surf & Turf flavor, featuring duck, 
salmon, chicken, vegetables, fruit, eggs and cheese. According to Fromm, the 
entrees have a high meat and low ash content and are rich in glucosamine.  
www.frommfamily.com

022-PETshelv_C2201R881.indd   22 2/26/2009   3:36:08 PM

http://www.petfoodindustry.com
mailto:tleitner@wattnet.net
http://www.ettasays.com
http://www.fruitablespetfood.com
http://www.darford.com
http://www.frommfamily.com


Petfood Enterprise Technologies offers a full line of the highest quality, nutritional 
and label friendly ingredients available to the companion animal industry. Many 
of our ingredients are designed to provide optimal benefi ts for the health of 
companion animals.

 ❋ Xalar Salmon Oil ❋ Organic Meats ❋ Botanicals & Herbs

 ❋ Hypoallergenic Proteins ❋ Nutritional Antioxidants ❋ Fruits & Vegetables

  ❋ Organic Grains ❋ Joint Therapy Products              

  ❋ Organic Fruits ❋ Direct Fed Microbials

 Contact us for information on our new ingredients.
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The founders of Pet Promise 
didn’t start out to form a petfood 
company. “We are a mission-
based company that’s dedicated 

to educating consumers on ingredient 
quality and where their ingredients 
come from,” explains Dave Carter, co-
founder of the company. “Our mission 
led us to establish a brand based on 

source-verified protein coming 
from US family farmers.” So 
Carter and his fellow co-found-
ers, Anthony Zolezzi and My-
ron Lyscanycz, set out to help 
farmers and ranchers commit-
ted to quality, sustainability 
standards and the humane 
treatment of animals. 

To help support these 
struggling US farmers and 
ranchers, they conceived 
an idea to make a natural 
petfood with exceptional 
nutrition that comes from 
pure protein sources. “We 
aren’t just a petfood but part 

With a mission to support US 
farmers, natural petfood Pet 
Promise was born
BY JESSICA TAYLOR

A promise 
worth keeping

The company’s commitment to US-sourced 
and hormone-free ingredients is not only 
serious, but serious business.

To help support struggling US farmers and ranchers, 
the founders of Pet Promise, including Dave Carter, 
conceived an idea to make a natural petfood with 
exceptional nutrition that comes from pure protein 
sources.

Headquarters: Boulder, Colo-
rado, USA
Offi cers: Dave Carter, co-found-
er; Anthony Zolezzi, co-founder; 
Myron Lyscanycz, co-founder; Julie 
Mueller, VP of marketing
New products: Large Dog 
Health, Turkey and Brown Rice (dog 
and cat), Chicken and Wild Salmon 
(dog), Turkey and Wild Salmon 
(cat), Chicken and Wild Tuna (cat) 
Website: www.petpromiseinc.com

Business basics
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of the natural foods movement,” says 
Julie Mueller, vice president of market-
ing. “We are a mission-based company. 
That’s how our brand started and is 
why we exist today.”

A formulation for trust
Unlike many companies on the 

market today, Pet Promise describes its 
products based on what isn’t in its for-
mulations. “An educated consumer is 
our biggest opportunity,” attests Cart-

er. “As people become more interested 
in what is going on their plates, they 
want to know what they are feeding ev-
ery member of their family—including 
their pets.”

From the outset, the petfood manu-
facturer made a commitment to “let 
by-products be bygones” (its slogan). 
That meant eliminating the rendered 
proteins that have supplied the foun-
dation for commercial petfoods for 
decades. “One of the most difficult 
challenges is that because of our high 
standards for ingredients, we have to 
work with smaller suppliers and de-
velop strong relationships,” says Cart-
er. “They are not always easy to find 
and you have to work with them on a 
much longer term basis.”

Because of this new 
approach to pet nutri-
tion, the company se-
lected each ingredient 
according to the attri-
butes it would provide 
for its formulations.

Natural meat, poul-➤
try or fish as the 
lead ingredient in 
every product;
Brewer’s rice for ➤
its highly digestible 
carbohydrate quali-
ties;
Corn gluten meal, ➤
which is high in the 
amino acid methi-
onine;
Egg product, high ➤
in lysine and lino-
leic acid;
Oatmeal, provides ➤
energy from carbo-
hydrates & protein;
Pearled barley for its ➤
soluble fiber; and
Soy flour, which is ➤

high in lysine and tryptophan.
This past year Pet Promise intro-

duced Large Dog Health for large dogs 
that have unique nutritional needs, 
according to the company. The for-
mula contains a natural source of 
glucosamine that helps support joint 
health and mobility. Shipments of five 
new wet items (three cat and two dog) 
to increase flavor offerings also started 
at the end of January 2008.

Promise of purity
Mueller describes the company’s 

key to growth as, “Attracting new us-
ers to our brand by our ‘Promise of 
Purity’ message and excellent product 
performance. Once consumers try our 
products, they tend to be very loyal.” 

The power of a 
promise

According to Pet Promise, 
since 2005 the petfood company 
has helped eliminate over 147 
million doses of antibiotics in the 
food chain and more than 28 
million doses of artifi cial growth 
hormones fed to cattle. Not only 
does America’s farmland benefi t, 
but consumers can see the direct 
impact when they purchase prod-
ucts for their dogs and cats, the 
company says.

One year of a pet owner 
feeding his or her dog Pet Promise 
can:*

Help eliminate over 2,000  ➤

doses of antibiotics fed to chick-
ens and cattle;
Help eliminate over 670 doses  ➤

of artifi cial growth hormones 
given to cattle; and
Provide the dog with 80 pounds  ➤

of natural beef or chicken from 
US farmers (and absolutely no 
chicken or meat meal). 
One year of a pet owner feeding 

his or her cat Pet Promise can:*
Eliminate over 1,000 doses of  ➤

antibiotics fed to chickens; and
Provide over 40 pounds of  ➤

natural chicken to the cat.

*Based on the average annual consumption of 
dry and canned petfood per pet and according 
to www.petpromiseinc.com

Shipments of fi ve 
new wet items 
(three cat and two 
dog) to increase 
fl avor offerings 
recently started at 
Pet Promise.
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Promise ❯

This vow means consumers know 
where their protein is coming from—
Promise wants to be known for leading 
the way in source verification—and 
other guarantees, such as:

No animal by-products such as ➤
lungs, spleens, brains, blood, beaks, 
feet and feathers;
No added growth hormones; ➤
No antibiotic-fed protein;➤
No rendered meats such as beef, ➤
chicken or by-product meals;
No factory-farm meat or poultry; ➤
and
No artificial colors, flavors or pre-➤
servatives. 
The company’s commitment to 

US sourced and hormone-free ingre-
dients is not only serious, but serious 
business. “We are very proud that we 
quickly became and continue to be the 
#1 brand in the natural channel,” says 
Mueller. 

Looking to the future, 
naturally

“The overall momentum of natural 
petfood continues to grow and the in-
terest among retailers grows, allowing 
Pet Promise to expand into pet special-
ty,” says Mueller, predicting what she 
sees in Pet Promise’s future. “But it is 
because of our strong interest from the 
natural products consumers that made 
this trend possible.” 

What about the entire petfood in-
dustry? “It’s an industry in transition. 
The petfood industry was developed 
under a model of disposing of waste 
products and developed in a time when 
people looked at pets much differently 
than they do today,” comments Carter. 
“Now that pets are becoming an impor-
tant part of families, people are becom-
ing more concerned about the health of 
their animals, and the petfood industry 
will need to respond.” 

Reveal and GeneQuence
•		 AOAC	Approval
•		 Next	Day	Results
•		 Scalable	
•		 Traceable	Results

800/234-5333 (USA/Canada) or 517/372-9200
foodsafey@neogen.com • www.neogen.com

Your Pet Food Industry Partner

Neogen	offers	the	greatest	variety	of	
simple	and	accurate	testing	solutions	for	
the	pet	food	industry,		including	rapid	
Salmonella	test	kits	to	suit	any	need.	
Whether	for	front-line	ingredient,	
final	product	or	environmental	swab	
testing,	Neogen	has	the	tests	to	keep	
your	brand	and	reputation	safe.

Your trusted partner for mycotoxin testing

Neogen can help with your 
Salmonella testing

When it comes to the name on the package, 
it’s more than a brand, it’s your reputation.

•		 Scalable
•		 Traceable

Promise wants to be known 
for leading the way in source 
verifi cation.

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

petfoodindustry.com or post your comments 

online at www.petfoodindustry.com

Tell us what you think! 
Send letters to the editor to editor@
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How can you keep growing your 
business, even during an eco-
nomic downturn? Come to Pet-
food Forum 2009 to learn new 

ideas, network with key suppliers and 
partners and reconnect with longtime col-
leagues.

Scheduled for April 20-22 at the Hyatt 
Regency O’Hare near Chicago, Illinois, 
USA, Petfood Forum will provide infor-
mation to help you capitalize on the trends 
that are driving continuing growth in the 
industry, including humanization and 
health and wellness. That starts with key-
note speaker Marty Becker, DVM, sharing 

insights on how to leverage the human-pet 
bond to your advantage, and continues 
with Rick Rockhill, the Petco executive in 
charge of dog food. You’ll also hear from 
a consumer researcher on what pet owners 
want in terms of sustainable petfood, plus 
18 other experts on new product develop-
ment, nutrition and ingredients, the latest 
petfood regulations, plant efficiency and 
much more.

Plus, you’ll see posters showcasing the 
latest petfood research and enjoy many 
networking opportunities, including a new 
venue exclusive to Forum guests.

On these pages you’ll find speaker and 

topic in-
formation 
as of press 
time. For 
schedul-
ing and 
updates, 
bookmark 
www.pet-
foodindustry.com/petfoodforum.aspx. For 
specific questions, contact Ginny Stadel, 
gstadel@wattnet.net or +1.815.966.5591; 
for help with registration, contact Jackie 
Thrash, petfoodforum@meetingexpecta-
tions.com or +1.404.760.2823.

Guide to 
Get the most out of this event—plus the new 
Petfood Workshop—to improve your business

Tuesday, April 21
8:00-9:30 am
Keynote: Marty Becker, 
DVM,  is a veterinarian, author 
and regular contributor to Good 
Morning America. He provides 
insights on the human-animal 

bond and how to educate pet owners about 
nutrition and petfoods.

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

11:05-11:50 am
General session: Craig Ostbo, 
principal with Koopman Ostbo, 
a marketing communications 
firm, reveals consumer re-
search on what sustainability 
means to pet owners and what 

they’re looking for in environmentally 
friendly petfood.

2:05-2:45 pm
Guerrilla marketing: Vicki 
Lynne Morgan, president of 
Animal Brands, says that in-
stead of big marketing budgets, 
tomorrow’s success lies in a 
targeted, 360-degree approach 

using three critical elements, technology 
and a “guerrilla” state of mind.

Ingredient sourcing and cy-
totoxicity testing: Jennifer 
Radosevich, director of R&D 
and regulatory affairs, explains 
how Kemin Nutrisurance has 
instituted this testing as part 

of a multi-layered, early alert program for 
certain ingredients to better address safety 

concerns.

3:30-4:20 pm
Petfood market update: the 
value equation: David Lum-

mis, lead pet market researcher for Packaged 
Facts, shows how communicating product 
benefits and tapping into the potent human/
animal bond are more important than ever 
in these tough economic times.

Product testing with house-
hold panels: John Presutti, 
managing director of Market-i 
Research, demonstrates that 
with a new product launch, un-
derstanding the impact of prod-

uct formulation is best assessed through ex-
tended in situ usage, via a household panel.

4:20-5:00 pm 
The changing world and 
new product development: 
John Adams, director of  Ad-
ams Developments,  discusses 
long-term, fundamental, global 
movements—climate change, 

demographic shifts, cost of energy and raw 
material supply— and how they will impact 
the market.

Greg Aldrich, PhD, president, Pet 
Food & Ingredient Technology

Julie Lenzer Kirk, president/
CEO, Path Forward International
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Energy source impact on 
production costs, product 
and the environment: Galen 
Rokey, petfood process tech-
nology manager for Wenger 

(pictured), and Rick Scholtens, project en-
gineer for Interstates, review the energy in-
puts common to extrusion and plant opera-
tions and how those sources can be used to 
reduce cost and environmental impact and 
change product characteristics.

Wednesday, April 22 
8:00-8:40 am

Probiotics in veterinary nutri-
tion: Dr. Anton Beynen, profes-
sor of nutrition and consultant 
to Bacterfield SA, explains the 
many benefits of using probiot-
ics in petfoods.

New EU petfood marketing 
rules: Dr. Wolfgang Trunk, 
policy officer with the Euro-
pean Commission, gives an 
overview of new rules just ad-
opted by the European Union 

to enforce safe feed for pets and provide ap-
propriate customer information.

8:45-9:25 am 
The best ways to use chelated 
materials: Tom Best, manager 
of regulatory affairs for Trouw 

(pictured), and Ron Rompala, VP of nutri-
tion for Blue Seal Feeds, discuss how dif-
ferences in forms of chelated trace minerals 
and a lack of complete understanding about 
their mode of action create questions about 
the proper use of these ingredients.

Functional properties of plas-
ma proteins: Dr. Javier Polo, 
director of R&D and quality 
assurance for APC Europe, re-
views the benefits of spray-
dried animal plasma for wet 

petfood production and as a palatability en-
hancer, particularly for cats.

10:05-10:45 am
Health and wellness in the 
global petfood market: Lee 
Linthicum, head of global food 
research for Euromonitor In-
ternational, explains how the 
use of functional ingredients 

is proliferating, as are products addressing 
food intolerances. This creates many oppor-
tunities for petfood companies.

Managing your unsaleables: Debbie 
Grosh, president of DLG Strategies, address-
es the problem most companies would rather 
not deal with: handling damaged product. 
But managing the problem can improve your 
bottom line and the environment.

10:50-11:30 am
How petfood affects behavior:  Guido 

Bosch, PhD, professor of 
animal nutrition at Wagenin-
gen University, Netherlands, 
shares highlights of his re-
search on how certain types 

of petfood ingredients may influence pet 
behavior.

Petfood’s biggest hurdle: 
ingredient approval: Jarrod 
Kersey, director of ingredients/
state legislative affairs for the 
American Feed Industry Asso-
ciation, discusses how identi-

fying a regulatory approval mechanism for 
novel ingredients offers potential for better 
petfoods and opportunity for manufacturers 
to educate consumers. 

11:35 am-12:15 pm
Packaging and marketing to today’s pet 
parents: Jim Morris, president of Morris 
Packaging/Heartland Ingredients, offers in-
sights on how today’s highly involved, dis-
criminating pet owners think and respond 
to marketing and packaging of petfoods.

Regulatory issues for unap-
proved ingredients: Bill Book-
out, president of the National 
Animal Supplement Council, 
gives another perspective on 
novel ingredients, following up 

on Jarrod Kersey’s at 10:50 am—including 
approaches used in Canada and by other in-
dustries.

F
ollowing Petfood Forum on April 22-
23, also at the Hyatt Regency O’Hare, 
Petfood Workshop: Essential Train-
ing will provide a thorough overview 

of the petfood industry to newcomers or 
people who need a better understanding of 
functions other than their own.

For more information, visit www.
petfoodindust r y.com/petfoodfor um.
aspx or contact Ginny Stadel, gstadel@
wattnet.net or +1.815.966.5591. For help 
with registration, contact Jackie Thrash,  

petfoodforum@meetingexpectations.com 
or +1.404.760.2823.

Wednesday, April 22
2:00-3:00 pm

General session: Lee Lin-
thicum, head of global food 
research for Euromonitor In-
ternational, discusses  market 
data, forecasts, company pro-
files and key trends.

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

Nutrition and ingredients: 
Greg Aldrich, PhD, president 
of Pet Food & Ingredient Tech-
nology, gives an overview on 
companion animal nutrition, 
the types of ingredients used 

in petfood and formulation basics. 

Regulatory: David Dzanis, 
DVM, PhD, DACVN, owner of 
Dzanis Consulting and Collabo-
rations, explains what you need 
to know about US petfood and 
labeling regulations to achieve 

nationwide compliance. Includes a fun quiz. 
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Processing/product ion:
Galen Rokey, petfood pro-
cess technology manager for 
Wenger, uses a virtual pet-
food extrusion demonstration 
to showcase hardware, software 

and other process control tools in real time. 

Packaging: Scott Whiteside, PhD, associ-
ate director of the Center for Flexible Pack-
aging at Clemson University, reviews the 
types of materials, equipment, processes, 
design and engineering considerations that 
go into the packaging of petfoods, as well as 
the petfood innovations that are leading the 
packaging world. 

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

Thursday, April 23
8:00-8:40 am

General session: Krista 
Faron, senior analyst for Mint-
el, shows new products and ex-
plains how they drive growth 
in the petfood industry.

8:45-9:25 am
General session: Tom Willard, industry 
consultant, gives an overview of the struc-
ture and flow of the petfood industry.

9:50-11:05 am
Third round of breakout sessions (groups 
rotate among the four rooms)

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

- when you are looking for real value

PET FOOD

Head offi ce +45 74 35 35 35
www.bhj.com

Do business with BHJ...

- when you are looking for real value
Head offi ce +45 74 35 35 35

- and serve the best nutrition 
 for pets!

Animal by-products 
 and meat blends

Just-in-time

Innovative solutions    

Register online
Register for Petfood Forum 2009 and Petfood Workshop at www.petfoodindustry.com/

petfoodforum.aspx.

Petfood Forum 
2009 Exhibitors
As of press time, the following com-

panies are registered to exhibit at 
Petfood Forum 2009 and listed below 
by category. Following this list, starting 
on p. 37, you’ll fi nd contact informa-
tion received as of press time (listed 
by company alphabetically), with 
advertisers in this issue indicated.

For booth numbers, visit 
www.petfoodindustry.com/
petfoodforum2009exhibitors.aspx.

Equipment
Aeroglide Corp.
APEC
Baker Perkins Inc.
Bliss Industries LLC
Brabender Technologie
Bühler Inc.
C.A. Picard International
Cablevey Conveyors

continued on page 32
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Cetec Industrie
CFS Americas
Clextral Inc.
Columbia Okura LLC
Combicut Ltd.
Coperion Corp.
CPM Roskamp Champion
Dinnissen BV

Ever Extruder Co.
Extru-Tech Inc.
Foss North America
Fuji Robotics
Geelen Counterflow USA
Haarslev A/S
Harpak Inc.
Horizon Systems Inc.

Karl Schnell Inc.
Kennametal Conforma Clad
Pappas Inc.
Parsons-Eagle Packaging 

Systems
Perten Instruments
PPI Technologies
Premier Tech Systems

Promens
Tapco Inc.
Vac-U-Max
Weidenmiller Co.
Weiler and Co.
Wenger Manufacturing

Ingredients
3D Corporate Solutions
ADF—American 
Dehydrated Foods Inc.
ADM Alliance Nutrition
AFB International
APC/Proliant Meat 
Ingredients
Best Cooking Pulses
BHJ
Cargill
Cereal Byproducts Co.
DSM Nutritional Products
Enreco Inc.
Enzyme Development Corp.
Fairview Mills
FDP USA
Griffin Industries Inc.
GTC Nutrition
Hesco Inc./Dakota 
Organic Products
International Fiber Corp.
International Ingredient 

Corp.
International Protein 
Colloids Inc.
J. Rettenmaier USA
Jones-Hamilton Co. SBS-Pet
Kellogg Co.
Kemin Nutrisurance Inc.
LaBudde Group Inc.
Lohmann Animal Health 

GmbH&Co
Maple Leaf Farms/MLF 

Biotech
Marshall Ingredients
Martek Biosciences Corp.
Nealanders 
International
Novus International
NutraCea
Omega Protein
Penford Food 
Ingredients
Peterson Co., The
Petfood Ingredients
Pizzey’s Nutritionals

If your emulsifier leaves bone chips, 
call us immediately at 313-873-1800.

If your emulsifier struggles with 
ingredients at 20°F and colder, 
call us immediately at 313-873-1800.

If your people need to dismantle 
and clean your emulsifier frequently, 
call us immediately at 313-873-1800.

If your emulsifier cannot output 500–2,000 lbs. / minute
and you need this kind of capacity, 
call us immediately at 313-873-1800.

The Pappas 225 DPE Emulsifier 
features our unique “floating knives.” 
It is equally capable with the driest 
or wettest of input. Remember, 
we’re stainless steel, sanitary, 
heavy duty, low-maintenance 
and made in the USA. 

You have our number!

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

continued on page 34

continued from 31
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Prairie Flax Products Inc.
Pulse Canada
Roquette
Scoular Co., The
Silva International Inc.
Simmons Feed 
Ingredients
Specialty Ingredients Inc.

SPF North America
SunOpta Ingredients
Trouw Nutrition USA
Tyson Foods
Unique Ingredients
US Commodities
Valley Proteins
Van Drunen Farms

Vitalfa LLC
Wilbur-Ellis Co.

Packaging
Bancroft Bag Inc.
Bemis Flexible Packaging-

Milprint Division
Cady Bag Co.

Coating Excellence 
International
Exopack
Graphic Packaging 
International
Hood Packaging Corp.
Mega Embalagens of 

Americas LLC
Nordenia USA
N.S. Packaging
Pacifi c Bag Inc.
Pactiv Corp.
Palmetto Industries 
International Corp.
Peel Plastic Products
Sanimax
Werthan Packaging Inc.

Services
Biorem Technologies
C.J. Foods Inc.
Corporate Project Services
Decagon Devices
EAD Management Services 

Inc.
Eurofi ns Scientifi c Inc.
Evanger’s Dog & Cat Food 

Co. Inc.
Hosokawa Confectionery & 

Bakery
Interstates Cos.
New Jersey Feed Lab Inc.
New Technology Inc.
Pet Food Solution Inc.
Petfood Enterprise 
Technologies
Source Technology
Total Alimentos/ Rush Direct

Testing
Ankom Technology
Midwest Laboratories
Ometric Corp.
Romer Labs Inc.
Summit Ridge Farms
Vicam Group of Waters

Petfood Forum blog
Check out the blog on the www.

petfoodIndustry.com homepage for 

updates to the program and posts 

from speakers.

continued from 32

Petfood Forum blog
Check out the blog on the www.

Petfood Forum blog
Check out the blog on the www.

continued on page 37
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Petfood Forum 
(full event)

One-day rate
April 21, 2009

Exhibit-hall only 
pass

Petfood Workshop 
only

Petfood Workshop 
discounted rate if also registered 

for Forum

US$995 US$595 US$350 US$750 $595

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

Name (last, first)  ____________________________________________________________________________________________

Job title  _____________________________________Company name __________________________________________________

Address _________________________________________________________________ City _____________________________

State/province ___________________________________ Zip/postal code _______________ Country ___________________________

Phone ______________________________  Fax ___________________________  E-mail ________________________________

URL _____________________________________________________________________________________________________

Additional attendees __________________________________________________________________________________________

________________________________________________________________________________________________________

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

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

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

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

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

Name on credit card  ___________________________________________ Card number ______________________________________

Signature  ______________________________________________________________ Expiration date ________________________
Event registration includes all refreshment breaks, receptions and meals except dinner. Exhibit-hall-only pass includes only refreshment breaks and reception.

Please return this form with full payment  
(payable to Meeting Expectations—Petfood Forum/Workshop 2009) to:

Petfood Forum/Workshop 2009
c/o Meeting Expectations
3525 Piedmont Road NE, Building 5, Suite 300
Atlanta, Georgia 30305-1509  USA
Fax +1.404.240.0998

NOTE: Registrations will not be processed without payment. Rate is determined by date payment is received.  
Prior to February 20, 2009, attendee registration fees are refundable minus a cancellation fee; contact Jackie Trash at 
petfoodforum@meetingexpectations.com or +1.404.760.2823. Substitution of registered personnel is available at no charge.  
WATT Publishing Co. reserves the right to substitute speakers and change schedule asnecessary. If anyone in your party requires 
special assistance, please contact us.

Attendee Registration Form
Or register online at www.petfoodindustry.com/petfoodforum.aspx

 April 20-22, 2009 April 22-23, 2009
Hyatt Regency O’Hare Hotel | Chicago, Illinois, USA

PLEASE MAKE HOTEL RESERVATIONS 
DIRECTLY WITH THE HYATT REGENCY 
O’HARE HOTEL
In the US, Canada and territories, call 
+1.800.233.1234. All others, call 
+1.847.696.1234. Or visit http://ohare.hyatt.
com/groupbooking/chirowatt2009. Be sure to 
identify yourself as a Petfood Forum 2009 or 
Petfood Workshop: Essential Training participant 
prior to April 1, 2009, to receive our special 
group rate. Room availability is limited; 
reservations will be handled on a first come, first 
served basis.
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3D Corporate Solutions LLC
www.3dcorpsol.com
601 N. 13th Street,  
Monett, MO 65708 USA
Tel: +1.417.236.9602 
Fax: +1.417.236.0039
greg@3dcorpsol.com
See ad on pp. 12-13

ADM Alliance Nutrition
www.admworld.com
1000 N. 30th Street,  
Quincy, IL 62305 USA
Tel: +1.877.236.2460 
pam.norsworthy@adm.com

Aeroglide Corp.
www.aeroglide.com
100 Aeroglide Drive,
Cary, NC 27511 USA
Tel: +1.919.851.2000 
Fax: +1.919.851.6029
sryder@aeroglide.com
See ad on p. 59

AFB International
www.afbinternational.com
3 Research Park Drive, 
St. Charles, MO 63304 USA
Tel: +1.636.634.4161 
Fax: +1.636.634.4868
cmurphy@afbinternational.com
See ad on pp. 42-43

American  
Dehydrated Foods
www.adfinc.com
3801 E. Sunshine,  
Springfield, MO 65809 USA
Tel: +1.417.881.7755 
Fax: +1.417.881.4963
ggriffin@adf.com
See ad on p. 3

Ankom Technology
www.ankom.com
2052 O’Neil Road,  
Macedon, NY 14502 USA
Tel: +1.315.986.8090 
Fax: +1.315.986.8091
sstever@ankom.com

APC/Proliant Meat 
Ingredients
www.functionalproteins.com, 

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

Carniking® from Lonza contains pure L-Carnitine. 

L-Carnitine is proven to:

— Support healthy cardiac function

— Improve muscle force

— Convert fat into energy

— Support healthy hepatic function

— Ensure optimum energy metabolism for all life stages

Provide your customers with a product that will improve 

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

love you for it. 

www.carniking.com

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

Carniking®

Carniking®

Carniking® offers pure
L-Carnitine and is a trademark

of Lonza Ltd, Switzerland.
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www.proliantinc.com
2425 SE Oak Tree Court,  
Ankeny, IA 50021 USA
Tel: +1.515.289.5100 
Fax: +1.515.289.5110
lisa.kollasch@proliantinc.com
See ad on p. 68

APEC
www.apecusa.com
1201 N. Fourth Ave.,  
Lake Odessa, MI 48894 USA
Tel: +1.616.374.1000
Fax: +1.616.374.1010
davem@apecusa.com

Baker Perkins
www.bakerperkinsgroup.com
3223 Kraft Ave. SE,  
Grand Rapids, MI 49512 USA
Tel: +1.616.784.3111 
ron.vincent@bakerperkinsgroup.com

Bancroft Bag
www.bancroftbag.com
425 Bancroft Blvd.,  
West Monroe, LA 71292 USA
Tel: +1.318.324.2203 
Fax: +1.318.324.2318
mdycus@bancroftbag.com

Bemis Flexible 
Packaging
www.bemis.com
3550 Moser Street,  
Oshkosh, WI 54901 USA
Tel: +1.920.527.2300 
klkohlbeck@bemis.com
See ad on inside back cover

Best Cooking Pulses
www.bestcookingpulses.com
124-10th Street NE,  
Portage La Prairie,  
Manitoba R1N 1B5 Canada
Tel: +1.204.857.4451 
Fax: +1.204.239.6885
petfood@bestcookingpulses.com

BHJ
www.bhj.com
24 Nixon Road, Bolton,  
Ontario L7E 1K3 Canada
Tel: +1.905.951.2030 
Fax: +1.905.951.2032
rdeibert@bhj.ca
See ad on p. 31

Biorem Technologies
www.biorem.biz
7496 Wellington Road 34,  
Guelph, Ontario N1H 6H9 Canada
Tel: +1.519.767.9100 
Fax: +1.519.767.1824
krousselle@biorem.biz

Bliss Industries LLC
www.bliss-industries.com
P.O. Box 910,
Ponca City, OK 74602 USA
Tel: +1.580.765.7787

THE FACE of HEALTH

For more information contact us today at:
fortifeed.com

800-522-4682

© 2008 GTC Nutrition SD85984

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

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

immunity • digestive function • nutrient utilization
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Fax: +1.580.762.0111
sales@bliss_industries.com
See ad on p. 79

Brabender Technologie
www.brabenderti.com
6500 Kestrel Road,  
Mississauga, Ontario LST IZ6 Canada
Tel: +1.905.670.2933 
Fax: +1.905.670.2557
sales@brabenderti.com

Buhler
www.buhlergroup.com
13105 12th Ave. N.,  
Plymouth, MN 55441 USA
Tel: +1.763.847.9900 
Fax: +1.763.847.9911
pete.ferrara@buhlergroup.com
See ad on p. 49

C.A. Picard International
www.capicard.com
689 Sugar Lane,  
Elyria, OH 44035 USA

Tel: +1.440.864.6460
Fax: +1.440.366.5404
hbuff@capicard.com

C.J. Foods Inc.
www.extrudedpetfood.com
121 Main Street,  
Bern, KS 66408 USA
Tel: +1.785.336.6132 
Fax: +1.785.336.6370
tmars@cjfoodsinc.com
See ad on p. 82

Cablevey Conveyors
www.cablevey.com
P.O. Box 148, 2397 Hwy 23,  
Oskaloosa, IA 52577 USA
Tel: +1.641.673.8451 
Fax: +1.641.673.7419
karl.seidel@cablevey.com
See ad on p. 79

Cady Bag Co.
www.cadybag.com
41 Project Circle,  

Pearsen, GA 31642 USA
Tel: +1.912.422.3298 
Fax: +1.912.422.3155
william@cadybag.com
See ad on p. 57

Cargill
www.cargill.com
P.O. Box 530,  
Blair, NE 68008 USA
Tel: +1.402.533.4220 
eric_bell@cargill.com
See ad on inside front cover

Cereal  
Byproducts Co.
www.cerealbyproducts.com
55 E. Euclid Ave., Ste. 410,  
Mount Prospect, IL 60056 USA
Tel: +1.847.818.1550 
Fax: +1.847.818.1659
dale@cerealbyproducts.com
See ad on p. 80
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Cetec Industrie
www.cetec.net
BP 210, Perigueux CT,  
Cedex 9 24052 France
Tel: +33.553.028500 
Fax: +33.553.028510
cetec@cetec.net

CFS Americas
www.cfs.com
8000 N. Dallas Pkwy.,  
Frisco, TX 75034 USA
Tel: +1.214.618.1100 
Fax: +1.214.618.1200
preben.larsen@cfs.com

Clextral Inc.
www.clextral.com
14450 Carlson Circle,  
Tampa, FL 33626 USA
Tel: +1.404.944.4134 
Fax: +1.813.855.2269
mshaw@clextralusa.com
See ad on p. 7

Coating Excellence International
www.coating-excellence.com
975 Broadway,
Wrightstown, WI 54180 USA
Tel: +1.920.996.1964 
avanfossen@coating-excellence.com

Columbia Okura LLC
www.columbiaokura.com
301 Grove Street,  
Vancouver, WA 98661 USA
Tel: +1.360.735.1952 
taygoo@colmac.com
See ad on p. 51

Combicut Ltd.
www.combicutusa.com
4596 Commons Park Drive,  
New Albany, OH 43054 USA
Tel: +1.614.283.9668 
morten@combicutusa.com

Coperion Corp.
www.coperion.com
663 E. Crescent Ave.,  

Ramsey, NJ 07446-1220 USA
Tel: +1.201.327.6300 Fax: +1.201.825.6494
dan.mielcarek@coperion.com

Corporate Project Services
714 Main Street, Box 130,  
Sabetha, Kansas 66534 USA
Tel: +1.785.284.2133
dfunk@wenger.com 

CPM Roskamp Champion
www.cpmroskamp.com
2975 Airline Circle,  
Waterloo, IA 50703 USA
Tel: +1.319.232.8444 
Fax: +1.319.236.0481
brooksj@cpmroskamp.com
See ad on p. 51

Decagon Devices
www.decagon.com
2365 NE Hopkins Court,  
Pullman, WA 99163 USA
Tel: +1.509.332.2756 
laura@decagon.com
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north america  800.218.5607  
northamerica@afbinternational.com 

latin america  54.2322.480747 
latinoamerica@afbinternational.com.br

europe  31.73.5325777 
europe@afbinternational.nl

asia/pacific  61.398.799093 
khall@afbinternational.com

australia  61.359.711105 
jseletto@inghams.com.au

AFB International is the pet food industry’s leader in 
palatability technology and has been for more than 
two decades. Our people, facilities and proprietary 
technologies allow AFB to consistently focus on 
breakthroughs that will deliver improved product 
performance for today’s and future generations of 
companion animals.

AFB’s Lovejoy Resource Center houses a product 
development facility unlike any other in the world. Here 
our inspired scientists have established new processes 
and techniques to improve palatability measurement 
and prediction. On-site production and sensory 
equipment allow us to readily adapt formulations to 
elevate the palatability of the fi nal product.

Collaborating with pet food manufacturers, we develop 
concepts that can be commercialized for an increasingly 
demanding global marketplace. The result is true 
product innovation that delivers the next generation in 
palatability performance.

To learn more, contact an offi ce listed below or visit 
www.afbinternational.com.

NEW TECHNOLOGIES FOR MAXIMUM PET FOOD PALATABILITY.
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AFB International is the pet food industry’s leader in 
palatability technology and has been for more than 
two decades. Our people, facilities and proprietary 
technologies allow AFB to consistently focus on 
breakthroughs that will deliver improved product 
performance for today’s and future generations of 
companion animals.

AFB’s Lovejoy Resource Center houses a product 
development facility unlike any other in the world. Here 
our inspired scientists have established new processes 
and techniques to improve palatability measurement 
and prediction. On-site production and sensory 
equipment allow us to readily adapt formulations to 
elevate the palatability of the fi nal product.

Collaborating with pet food manufacturers, we develop 
concepts that can be commercialized for an increasingly 
demanding global marketplace. The result is true 
product innovation that delivers the next generation in 
palatability performance.

To learn more, contact an offi ce listed below or visit 
www.afbinternational.com.

NEW TECHNOLOGIES FOR MAXIMUM PET FOOD PALATABILITY.
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Dinnissen BV
www.dinnissen.nl
Horgterway 66,  
Sevenun 5975NB Netherlands
Tel: +31.77.467.3555 
Fax: +31.77.467.3785
powtech@dinnissen.nl

DSM Nutritional Products
www.dsm.com
45 Waterview Blvd., 
Parsippany, NJ 07054 USA
Tel: +1.973.257.8504 
Fax: +1.973.257.8650
pet-marketing.dnpna@dsm.com
See ad on p. 76

EAD Management Services Inc.
www.eadengineering.com
4610 S. 133rd Street, Ste. 106,  
Omaha, NE 61837 USA
Tel: +1.402.884.8650 
Fax: +1.402.884.8651
Leslie.Fischer@eadengineering.com

Enreco Inc.
www.enreco.com
600A Broadway,  
Sheboygan Falls, WI 53085 USA
Tel: +1.920.550.4061 ext112  
Fax: +1.920.467.4133
sean@enreco.com

Enzyme Development Corp.
www.enzymedevelopment.com
360 W. 31st Street, Ste. 1102,  
New York, NY 10001 USA
Tel: +1.212.736.1580 
Fax: +1.212.279.0056
cpm@enzymedevelopment.com
See ads on pp. 69 and 80

Eurofins Scientific
www.eurofinsus.com
6100 Thornton Ave.,  
Des Moines, IA 50321 USA
Tel: +1.515.280.8378 
carlosnavarro@eurofinsus.com

Evanger’s Dog and Cat Food Co. Inc.
www.evangersdogfood.com
221 Wheeling, 
Wheeling, IL 60090 USA
Tel: +1.847.537.0102 
hollys@evangersdogfood.com

Ever Extruder Co.
www.everextruder.com
7 Goodwin Drive, 
Festus, MO 63028 USA
Tel: +1.636.937.8830 
nedwilliams@goodearthtools.com
See ad on p. 18

Exopack
www.exopack.com
3070 Southport Road, 
Spartanburg, SC 29302 USA
Tel: +1.877.447.3539 
Fax: +1.864.596.7157
dave.long@exopack.com
See ad on p. 61

Research has shown the use of Omega Protein’s 
menhaden fi sh meal and oil can provide a variety of 
benefi ts such as reduced infl ammation in joints, higher 
trainability, lower exercising heart rate, a heightened 
immune system, healthier skin and a shiny coat. 

Special Select: Menhaden fi sh meal, a proven stable and 
reliable source of balanced amino acids and essential 
fatty acids used in quality pet food and pet treats. 

Natural Nautic: Menhaden fi sh meal now preserved with 
mixed tocopherols, the natural choice for providing 
these rich nutrients.

Virginia Prime: Refi ned menhaden fi sh oil, a direct source 
of EPA and DHA, long-chain omega-3 fatty acids that 
are essential to a pet’s diet and health. 

Omega Protein, giving you the options to provide pet 
owners what they want most - healthy pets. Send us an 
email, inquire@omegaproteininc.com, visit our website 
or call us for more information. 

��

www.omegaprotein inc.com
713-623-0060 800-345-8805®®��

®®�

Sea the Difference

Ever Extruder
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Still using paper?

F L E X I B L E  F I L M

Make the Move from Paper to Plastic with Bulldog™ Pet Food Packaging
for Superior Graphics, Re-sealability and Reduction of Infestation.

Experience Makes a World of Difference! 
A global supplier for more than 100 years and the leading domestic producer of retort pet food packaging,

Alcan takes your packaging into the future. Contact us today for more information!

Bulldog Flexible Film provides
unparalleled convenience with

value-added applications such as
unique handles,die-cut designs and

zipper-closure capabilities

f ©

®

FOOD AMERICAS
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Extru-Tech Inc.
www.extru-techinc.com
100 Airport Road,  
P.O. Box 8,  
Sabetha, KS 66534 USA
Tel: +1.785.284.2153 
Fax: +1.785.284.3143
norms@extru-techinc.com
See ads on pp. 16, 55 and 83

Fairview Mills
www.fairviewmills.com
604 Nemaha,  
Seneca, KS 66538 USA
Tel: +1.785.336.2148 
wade@fairviewmills.com

FDP USA
www.fdpusa.com
398 Tesconi Court,  
Santa Rosa, CA 95401 USA
Tel: +1.707547.1776 
Fax: +1.707.547.5370
cmartindill@fdpusa.com

Foss North America
www.fossnorthamerica.com
8091 Wallace Road,  
Eden Prairie, MN 55344 USA
Tel: +1.952.974.9892 
mgorton@fossnorthamerica.com

Fuji Robotics
www.fujiyusoki.com
15032 NE 95th Street,  
Redmond, WA 98052 USA
Tel: +1.425.522.0722 

Fax: +1.425.522.0721
bob.russell@fujiyusoki.com

Geelen  
Counterflow USA
www.geelencounterflow.com
7380 W. Sand Lake Road,  
Orlando, FL 32819-5257 USA
Tel: +1.772.559.4338 
tom.strong@greelencounterflow.com
See ad on p. 33

Graphic Packaging International
www.graphicpkg.com
400 E. North Ave.,  
Carol Stream, IL 60188 USA
Tel: +1.630.260.6869 
Fax: +1.630.260.3602
marc.klaisle@graphicpkg.com

Griffin Industries
www.griffinind.com
4221 Alexandria Pike,  
Cold Spring, KY 41076 USA
Tel: +1.859.781.2010 
Fax: +1.859.572.2574
sales@griffinind.com

GTC Nutrition
www.gtcnutrition.com
523 Park Point Drive,  
Golden, CO 80401 USA
Tel: +1.303.216.2489
Fax: +1.303.216.2477
llindquist@gtcnutrition.com
See ad on p. 38

Haarslev A/S
www.atlas-stord.dk
Bogensevej 85,  
Bogense, NA 5400 Denmark
Tel: +45.63.83.11.00 
Fax: +45.63.83.11.20
eha@atlas-stord.dk
See ad on p. 50

Harpak
www.harpak.com
117 Eastman Street,  
Easton, MA 02375 USA
Tel: +1.508.238.8884 
Fax: +1.508.238.8885
johnschryver@harpak.com

Hesco Inc./Dakota 
Organic 
Products
www.hesco-inc.com
500 19th Street SW,  
Watertown, SD 57201 USA
Tel: +1.605.884.1100 
Fax: +1.605.884.1133
hescoinc@hesco-inc.com
See ad on p. 80 

Hood Packaging Corp.
www.hoodpackaging.com
1080 S. Batesville Pkg Road 3-E,  
Greer, SC 29650 USA
Tel: +1.864.877.0083 
Fax: +1.864.877.0905
bmcbride@hookpkg.com

126 Avenue C • Battle Creek, MI 49037
(269) 962-5525 • Fax: 269-962-7041 • www.robertspackaging.com

Stand-Up Pouch Machinery
• Fill/Seal     • Form/Fill/Seal

    • Specialty Pet Treats     • Pet Food
                                            For all your stand-up pouch requirements
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Horizon Systems Inc.
http://horizonsystemsinc.com
1101 Horizon Drive,  
Lawrence, KS 66046 USA
Tel: +1.785.842.1299 
kalynf@horizonsystemsinc.com

Hosokawa Confectionery &  
Bakery
www.bepexhosokawa.com
P.O. Box 18844,  
Memphis, TN 38118 USA
Tel: +1.901.531.6102
gskapek@hosokawa-cb.com 

International Fiber Corp.
www.ifcfiber.com
50 Bridge Street,  
North Tonawanda, NY 14120 USA
Tel: +1.716.693.4040 
lmacfarlane@ifcfiber.com

International  
Ingredient Corp.
www.iicag.com
150 Larkin Williams 
Industrial Court, Fenton, MO 63026 USA
Tel: +1.636.343.4111 
sgreer@iicag.com
See ad on p. 74

International Protein Colloids Inc.
www.proteincolloids.com
P.O. Box 100429,
Fort Worth, TX 79185 USA
Tel: +1.817.795.7744 
Fax: +1.817.795.9745
dwalsh@proteincolloids.com

Interstates Cos.
www.interstates.com
1520 North Main Ave.,  
Sioux Center, IA 51250 USA
Tel: +1.712.722.1662 
Fax: +1.712.722.8928
stephen.dekker@interstates.com

J. Rettenmaier USA LP
www.jrsusa.com
16369 US 131 Highway,  
Schoolcraft, MI 49087 USA
Tel: +1.269.679.2340 
Fax: +1.269.679.2364
crath@jrsusa.com

Jones-Hamilton Co.
www.jones-hamilton.com
30354 Tracy Road,  
Walbridge, OH 43465 USA
Tel: +1.209.848.1628 
cob@jones-hamilton.com

Karl Schnell Inc.
www.karlschnell.com
P.O. Box 49,  
New London, WI 
54961 USA
Tel: +1.920.982.9974 
dawn@karlschnell.com
See ad on p. 10

• Custom-designed in an array
of sizes and styles to fit your
varying needs

• UV inhibitors available

• Available in a variety of
substrates with laminate
coatings, including BOPP film

• Rotogravure and flexographic
printing up to 10 colors with
vivid photographic detail

• EZ Open closures

• Available with perforations

• Made in India at our own
manufacturing facility –
Palmetto India Pvt Ltd

We laminate a thin BOPP film to our PalmPak bags that provides
attractive, dynamic packaging and Palmetto’s in-house printing
allows you the ability to customize your bags with up to 10 colors.
Our trained staff will be more than happy to assist you with your
design needs from layout to the final printing. Call or email for a
free sample.

Palm Pak

Palm Pak
PALMETTO’S CUSTOM WOVEN PP BAGS

CUSTOM PET FOOD BAGS

Laminated with BOPP Film for
Excellent High Density Graphics

Why Choose
Palmetto’s PalmPak?

(706) 737-7999 • www.palmetto-industries.com
sales@palmetto-industries.com
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The solution behind the solution.

Food Safety = Petfood Safety.  The safety and quality of your products is the top 

priority; for your customers, for their pets, for your business and for us.  Buhler 

brings a wealth of knowledge from the human food industry to the petfood indus-

try.  With the addition of Aeroglide™ to the Buhler family, we can now offer one 

of the most complete lines of process technology available anywhere; from raw 

ingredient receiving and extrusion through drying and coating.  A full line of 

equipment, combined with in-house process engineering and unrivaled after sale 

support, equals customized solutions without limits.

Buhler Inc., 13105 12th Ave N., Plymouth, MN 55441, T 763-847-9900  

buhler.minneapolis@buhlergroup.com, www.buhlergroup.com/extrusion
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Kellogg Co.
www.kelloggingredients.com
545 Lamont Road,
Elmhurst, IL 60126 USA
Tel: +1.630.956.9692 
Fax: +1.630.833.9467
jim.daniels@kellogg.com

Kemin Nutrisurance
www.kemin.com
600 E. Court Ave., Ste. D,  
Des Moines, IA 50309 USA
Tel: +1.515.559.5450 
Fax: +1.515.559.5232
donella.duke@kemin.com
See ads on pp. 19-21

Kennametal  
Conforma Clad
www.kennametal.com
501 Park East Blvd.,  
New Albany, IN 47150 USA
Tel: +1.812.948.2118 Fax: +1.812.944.3254
danielle.monks@kennametal.com
See ad on p. 56

LaBudde Group Inc
www.labudde.com
1239 12th Ave.,  
Grafton, WI 53024 USA
Tel: +1.262.375.9111 
Fax: +1.262.375.9058
rich@labudde.com
See ads on p. 81

Lohmann Animal Health GmbH&Co
www.lah.de
Heinz- Lohmann- Strasse 4,  
Cuxhaven, AL 27472 USA
Tel: +1.494.721.7470 
jan.heulens@lah.de

Maple Leaf Farms/MLF Biotech
www.mapleleaffarms.com
P.O. Box 308, 
Milford, IN 46542 USA
Tel: +1.574.658.2908 
dharper@mapleleaffarms.com

Marshall  
Ingredients
www.orchardsweets.com, 
www.marshallpet.com
5740 Limekiln Road,  
Wolcott, NY 14590 USA
Tel: +1.315.594.1760 
Fax: +1.315.594.1956
mliseno@marshallingredients.com
See ad on p. 40

Martek Biosciences
www.martek.com
6480 Dobbin Road,  
Columbia, MA 21045 USA
Tel: +1.443.542.2578 
Fax: +1.410.740.9829
lbowlin@martek.com
See ad on p. 52

Mega Embalagens of Americas LLC
www.megaembalagens.com.br
Rua Adolfo Hermes 79, 
Salvador do Sul 95750 Brazil
Tel: +55.51.3638.5200  
Fax: +55.51.3638.5222
megaexport01@yahoo.com

Meet us at
Petfood Forum 2009

P e t  f o o d  p r o c e s s i n g

w w w. h a a r s l e v. c o m

European office:  +45 63 83 11 00
American office:  +1 816 799 0808 

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

Real-time  
In-line Process  

Control. 

Contact Jason Williamson at Ometric, 
803.233.4683 or by email: jasonw@ometric.com. 
Visit Ometric at the Petfood Forum, Booth # 419.

Our Customers, control moisture, fat, and protein in line, real 
time for lower cost and consistent quality. They save energy 
by controlling their driers. We can demonstrate the same in 
your plant. Free of charge.
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Midwest 
Laboratories
www.midwestlabs.com
13611 B Street, 
Omaha, NE 68144 USA
Tel: +1.402.334.7770 
Fax: +1.402.334.9121
bpohlman@midwestlabs.com
See ad on p. 83

Nealanders International
www.nealanders.com
6980 Creditview Road, 
Mississauga, Ontario L5N 8E2 Canada
Tel: +1.905.812.7300 
Fax: +1.905.812.7308
aevans@nealanders.com

New Jersey Feed Laboratory Inc.
www.njfl.com
1686 Fifth Street,
Trenton, NJ 8638 USA
Tel: +1.609.882.6800 
ian@njfl.com

New Technology
www.newtechnologyinc.com
11063 Highway 59 N.,
Gravette, AK 72736 USA
Tel: +1.800.684.0042 
Fax: +1.479.787.9957
toby.lapointe@newtechnology.com
See ad on p. 79

Nordenia USA
www.nordenia.com
14591 State Highway 177, 
Jackson, MO 63755 USA
Tel: +1.573.335.4900 
Fax: +1.573.335.6172
julie.greaser@nordenia.com
See ad on p. 53

Novus 
International
www.novusint.com
20 Research Park Drive, 
Saint Charles, MO 63034 USA
Tel: +1.314.453.7703 
bill.hogan@novusint.com
See ad on p. 11

N.S. Packaging
www.nscartons.com
P.O. Box 5466, 
Greensboro, NC 27435 USA
Tel: +1.336.544.4125 
Fax: +1.336.292.8467
wbw@nscartons.com
See ad on p. 27

NutraCea
www.nutracea.com
5090 N. 40th Street, 
Phoenix, AZ 85018 USA
Tel: +1.602.522.3000 
Fax: +1.602.522.3001
mbutler@nutracea.com

Omega Protein
www.omegaproteininc.com
2105 City West Blvd., 
Houston, TX 77042 USA
Tel: +1.713.623.0060 
cschneider@omegahouston.com
See ad on p. 44

HAMMER IT 
OUT WITH CPM

800-366   -2563 | 319-232-8444
WWW.CPMROSKAMP.COM

WATERLOO, IOWA

Champion Hammermills are built

on a solid foundation with the

standard features you need. 

Features that are optional from

them come standard from us.

Bearing temperature monitor

probes, vibration switches, trap

key interlock and dynamically 

balanced rotors are all standard

equipment. AR235 abrasion-

resistant wear liners come 

standard, too. Raise your 

standards. Call 800-366-2563 

or visit us on the Web to get the

right machine for your job.

Online updates
For an updated list of exhibitors, 

including booth numbers, bookmark 

www.petfoodindustry.com/

petfoodforum2009exhibitors.aspx.

For an updated list of exhibitors, For an updated list of exhibitors, 
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Ometric Corp.
www.ometric.com
201 Arbor Lake Drive, 
Columbia, SC 29223 USA
Tel: +1.803.233.4683 
Fax: +1.888.613.8207
jasonw@ometric.com
See ad on p. 50

Pacific Bag
www.pacificbag.com
15300 Redmond Road NE, Ste. A, 
Woodinville, WA 98072 USA
Tel: +1.425.455.1128 
Fax: +1.425.990.8582
bags@pacificbag.com

Pactiv Corp.
www.pactiv.com
1900 West Field Court, 
Lake Forest, IL 60045 USA
Tel: +1.847.482.2513 
Fax: +1.847.615.6397
bfouch@pactiv.com
See ad on p. 29

Palmetto Industries 
International Inc.
www.palmetto-industries.com
6001 Horizon West Parkway, 
Grovetown, GA 30813 USA
Tel: +1.706.737.7999, ext 110 
Fax: +1.706.737.7995
tom@palmetto-industries.com
See ad on p. 48

Pappas
www.pappasinc.com
575 E. Milwaukee, 
Detroit, MI 48202 USA
Tel: +1.313.873.1800 
sales@pappasinc.com
See ad on p. 32

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

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

• 

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

Pets can also benefit from an 
adequate supply of DHA omega-3.  
Made from algae grown in 
fermentation tanks, DHA GOLD® 
contains no ocean-borne 
contaminants such as those 
potentially found in fish by-products.  
Made in the USA from a sustainable,
vegetarian source, DHA GOLD 
provides a minimum 15% DHA.  

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

 - call 1-800-662-6339
 - email animalnutrition@martek.com
 - visit www.martek.com

Why use Martek’s 
DHA GOLD®?

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

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

Register online
Register for Petfood Forum 2009 

and Petfood Workshop at www.

petfoodindustry.com/petfoodforum.aspx.

Register for Petfood Forum 2009 Register for Petfood Forum 2009 
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Parsons-Eagle Packaging Systems
www.parsons-eagle.com
1415 Fortune Ave., 
De Pere, WI 54115 USA
Tel: +1.920.983.7100 
Fax: +1.920.983.7300
hatchellp@parsons-eagle.com

Peel Plastic 
Products Ltd.
www.peelplastics.com
49 Rutherford Road S., 
Brampton, Ontario L6W 3J3 Canada
Tel: +1.905.456.3660 
Fax: +1.905.456.0870
markl@peelplastics.com
See ads on pp. 15 and 17

Penford Food Ingredients
www.penfordfoods.com
7094 S. Revere Pkwy., 
Centennial, CO 80112 USA
Tel: +1.303.643.1686 
JSmith@penx.com

Perten Instruments
www.perten.com
6444 S. 6th Street, 
Springfield, IL 62712 USA
Tel: +1.217.585.9440 
Fax: +1.217.585.9444
lblack@perten.com

Pet Food Solution
www.petfoodsolution.com
P.O. Box 1091, 
Columbia, MO 65205 USA
Tel: +1.573.387.4575 
abagley@petfoodsolution.com

Peterson Co., 
The
www.thepetersoncompany.com
P.O. Box 60, 
Battle Creek, MI 49016 USA
Tel: +1.269.979.1600 
Fax: +1.269.979.9227
sharond@thepetersoncompany.com
See ads on pp. 39 and 41

Petfood Enterprise 
Technologies
www.petfoodenterprise.com
#7 Heritage Oak Lane, Ste. 1, 
Battle Creek, MI 49015 USA
Tel: +1.269.979.0594 Fax: +1.269.704.5959
sharond@petfoodenterprise.com
See ad on p. 23

Petfood Ingredients 
Inc.
www.petfoodingredients.com
P.O. Box 2035, 
Mt. Pleasant, SC 29465 USA
Tel: +1.843.884.6135 Fax: +1.43.881.9402
jcleyh@petfoodingredients.com
See ad on p. 82

NORDENIA’S innovative FlexZiBox® will do 
just that. It delivers high impact graphics, consumer-
preferred convenience features and the protection 
of an all plastic package. Supporting the new 
FlexZiBox® is a wide range of innovative packaging 
solutions for all your pet food packaging needs.

• High Impact Graphics
• Innovative Handle and Pour Features
• Protection of an All Plastic Package

A Company of the NORDENIA Group 
Tel 573.331.7260 - Fax 573.335.6172

contactnordenia@nordenia.com

www.nordeniausa.com

Something for 
Everyone.

Contact us for a copy of the NORDENIA virtual tour! www.nordenia-cd.com

Visit us at

Petfood Forum 2009 

April 20-22 at the  

Hyatt Regency O’Hare Hotel 

Chicago, IL - Booth #518
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Pizzey’s Nutritionals
www.pizzeys.com
Box 190, Angusville,  
Manitoba R0J 0A0 
Canada
Tel: +1.204.773.2575 
Fax: +1.204.773.2317
mark@pizzeys.com
See ad on p. 80

PPI Technologies Global
www.ppitechnologies.com
1610 Northgate Blvd.,  
Sarasota, MA 34234 USA
Tel: +1.941.359.6678 
Fax: +1.941.359.6804
rcmpp@aol.com

Prairie Flax Products Inc.
www.prairieflax.com
P.O. Box 1057, Portage La Prairie, 
Manitoba R1N 3C5 Canada
Tel: +1.204.252.2940 
Fax: +1.204.252.2983
rzacharias@prairieflax.com

Premier Tech  
Systems
www.premiertech.com
1 Ave. Premier,  
Quebec G5R 6C1 Canada
Tel: +1.418.867.8883 ext 6436 
corg@premiertech.com
See ad on p. 34

Promens
www.promens.com
1005 Atlantic Drive,  
West Chicago, IL 60185 USA
Tel: +1.800.295.2725 
mhsales@promens.com

Pulse Canada
www.pulsecanada.com
1212-220 Portage Ave.,  
Winnipeg, Manitoba R3C 0A5 Canada
Tel: +1.204.925.3781 
Fax: +1.204.925.4454
jbond@pulsecanada.com

Romer Labs
www.romerlabs.com
1301 StyleMaster Drive,  
Union, MO 63084 USA
Tel: +1.636.583.8600 
Fax: +1.636.583.6553
michael.prinster@romerlabs.com
See ads on pp. 10 and 83

Roquette
www.roquette.com
1417 Exchange Steet,  
Keokuk, IA 52632 USA
Tel: +1.319.526.2445 
teresa.tomala@roquette.com

Sanimax
www.sanimax.com
65 Massey Road,  
Guelph, Ontario N1H 7M6 Canada
Tel: +1.519.824.2381 
Fax: +1.519.824.9472
brad.hutchison@sanimax.com
See ads on pp. 63 and 81
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Scoular Co., The
www.scoular.com
250 Marquette Ave., 
Minneapolis, MN 55401 USA
Tel: +1.800.875.8905 
Fax: +1.612.851.3764
jstadden@scoular.com
See ad on p. 55

Silva International Inc.
www.silva-intl.com
523 N. Ash Street, 
Momence, IL 60954 USA
Tel: +1.815.472.3535 
Fax: +1.815.472.3536
jweidenaar@silva-intl.com

Simmons Feed Ingredients
www.simfoods.com
10700 S. State Highway 43, 
Southwest City, MO 64863 USA
Tel: +1.417.762.3001 
Fax: +1.417.762.3568
tdorn@simfoods.com

Source Technology
www.sourcetechnology.dk
Strandhoj #4, 
Kolding 6000 Denmark
Tel: +45.75.55.90.95 
Fax: +45.33.32.90.95
tj@sourcetechnology.dk

SPF North America
www.spf-diana.com
5300 Highway 25 N., 
Hodges, SC 29653 USA
Tel: +1.864.642.4420 
ksantandreu@spf-usa.com
See ad on p. 5

Summit Ridge Farms
www.srfarms.com
4526 SR 2073, 
Susquehanna, PA 18847 USA
Tel: +1.570.756.2656 
Fax: +1.570.756.2826
christie@srfarms.com
See ads on pp. 71, 73 and 75

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

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

The digital magazine for pet food extrusion.

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

brought to you by

Ingredients:

• Marine Proteins & Oils
• Animal Proteins & Oils
• Pea Protein, Fiber & Flour
• Soy Protein, Fiber & Flour
• Frozen Fish & Variety
   Meats
• Specialty Starches &
   Flours
• Organic, Natural & IP
• Fruits, Vegetables &
   Pomaces
• Grain Products 

Services:

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

Contact Us:
250 Marquette Avenue
Suite 1050
Minneapolis, MN  55401
Ph:  800-875-7870

For Quality 
Petfood

Ingredients

Count On
Scoular People

www.scoular.com/petfood
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SunOpta Ingredients
www.sunopta.com
100 Apollo Drive,  
Chelmsford, MA 18424 USA
Tel: +1.708.220.9892 
barbara.lee-budin@sunopta.com

Tapco
www.tapcoinc.com
225 Rock Industrial Park Drive,  
St. Louis, MO 63044 USA
Tel: +1.314.739.9591 
carls@tapcoinc.com

Total Alimentos/  
Rush Direct
www.rushdirect.net,  
www.totalalimentos.com.br
Ros Fernano Dias Km 699, Tres Coracoes, 
Minas Gerais 37410000 Brazil
Tel: +55.35.8429.9337  
Fax: +55.35.3691.2007
anderson@totalalimentos.com.br
See ad on p. 54

Trouw  
Nutrition USA
www.trouwnutritionusa.com
115 Executive Drive,  
Highland, IL 62249 USA
Tel: +1.618.654.2070 
Fax: +1.618.654.6700
sample@nutreco.com
See ad on p. 1

Tyson Foods
www.tyson.com
2200 Don Tyson Pkwy.,  
Springdale, AZ 72762 USA
Tel: +1.479.290.1062 
Fax: +1.479.290.1192
Jerry.felts@tyson.com

Unique Ingredients
www.werunique.com
P.O. Box 483,  
Naches, WA 98937 USA
Tel: +1.509.653.1991 
Fax: +1.509.653.1992
oly@werunique.com

US Commodities
www.usacommodities.com
2295 Continental Drive, Ste. C,  
West Bend, WI 53095 USA
Tel: +1.262.338.1070 
Fax: +1.262.338.1071
pboisclair@agmotion.com
See ad on p. 74

Vac-U-Max
www.vac-u-max.net
37 Rutgers Street, 
 Belleville, NJ 7109 USA
Tel: +1.973.759.4600 
Fax: +1.973.759.6449
doanpendleton@vac-u-max.net

  maintain consistent pellet size and shape 
  get predictable/uniform wear rates
  significantly slash cost-per-ton...with far 
less maintenance and overall downtime

Kennametal Conforma Clad 
tungsten carbide claddings extend 
your component life up to 8X! 

Contact Kennametal Conforma Clad  
at 888.289.4590 or visit  
www.kennametal.com/conformaclad.

©2008 Kennametal Inc., Latrobe, PA l All rights reserved. l B-08-01842 

WEAR SOLUTIONS

 Take your extrusion 
expecTaTions To The

extreme!
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Valley Proteins
www.valleyproteins.com
151 Valpro Drive, 
Winchester, VA 22603 USA
Tel: +1.540.877.2590 
kbaker@valleyproteins.com

Van Drunen Farms
www.vandrunenfarms.com
300 W. 6th Street, 
Momence, IL 60954 USA
Tel: +1.815.472.3100 
Fax: +1.815.472.3850
amcquirt@vandrunen.com

Vicam Group 
of Waters
www.vicam.com
313 Pleasant Street, 
Watertown, MA 02472 USA
Tel: +1.617.926.7045 
Fax: +1.617.923.8055
jcary@vicam.com
See ad on p. 77

Vitalfa LLC
www.vitalfa.com
7121 Canby Ave., 
Reseda, CA 91335 USA
Tel: +1.818.705.4100 
Fax: +1.818.881.6370
rbrewster@vitalfa.com

Weidenmiller Co.
www.weidenmiller.com
1464 Industrial Drive, 
Itasca, IL 60143-1848 USA
Tel: +1.847.763.1701 
Fax: +1.847.763.1702
tom@weidenmiller.com
See ad on p. 79

Weiler and Co. Inc.
www.weilerinc.com
1116 E. Main Street, 
Whitewater, WI 53190 USA
Tel: +1.262.473.3351 
Fax: +1.262.473.5867
jschumac@weilerinc.com

Wenger 
Manufacturing Inc.
www.wenger.com
714 Main Street, 
Sabetha, KS 66534 USA
Tel: +1.785.284.2133 
Fax: 
+1.785.284.3861
darrelg@wenger.
com
See ads on pp. 
64 and back 
cover

Werthan Packaging Inc.
www.werthan.com
1515 5th Ave. N., 
Nashville, TN 37208 USA
Tel: +1.615.277.2059 
Fax: +1.615.726.1093
tomf@werthan.com

Wilbur-Ellis Co.
www.wilburellis.com
1608 Sylvestre Drive, Unit #5,
Tecumseh, Ontario N8N 2L9 Canada
Tel: +1.519.735.7441 ext 223 
Fax: +1.519.735.7141
smckella@wecon.com
See ad on p. 81

Higher delta tocopherol antioxidant 

 naturally increases product shelf life.

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

New

Latest schedule
For the most up-to-date schedule for 

Petfood Forum 2009, bookmark www.

petfoodindustry.com/petfoodforum.aspx.

For the most up-to-date schedule for For the most up-to-date schedule for 
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Why are petfood 
m a n u f a c t u r e r s 
touting “wild” in-
gredients? Promo-

tional material for Eukanuba’s 
Naturally Wild products sums 
it up this way: “Before dogs 
were domesticated, meat was 
their key source of nutrition. 

Inspired by a dog’s heritage and nutri-
tional needs, Eukanuba Naturally Wild 
was developed to nourish every dog as 
nature intended.” Sounds good, but the 
science is not always clear as to what 
nature intended.

Unbiased scientific research on 
canine and feline ancestral diets has 
unlocked and will continue to un-
lock important innovations. However, 
sometimes marketing the concept of 
wild, ancestral petfoods gets ahead of 
the science. With that caveat, let’s look 
at some of the wild petfood diets that 
are becoming more popular.

Wild assertions
Marketers of wild-ingredient-based 

dog and cat foods say they provide a 
diet rich in quality meat with high nu-
trient bioavailability—the way nature 
intended. Oher claims include:

“We use a savory fresh protein from ➤
US Department of Agriculture in-

spected sources as the number one in-
gredient, and quality, low-ash chicken 
meal as the number two ingredient.”
“It’s a return to your dog’s ancestral ➤
diet while recognizing its modern 
day lifestyle. We use only meat 
protein sources, healthy fruits and 
vegetables—no grains, fillers, by-
products or artificial colors, flavors 
or preservatives.”
In addition, the standard claims and ➤
disclaimers tend to apply: no grain, 
no by-products, roasted meat, fish 
and poultry, all natural, no artificial 
preservatives, colors or flavors, no 
corn, no wheat, no soy, no gluten, 
no fillers, chicory root for diges-
tive support, antioxidants to protect 
cells, the ideal blend of omega fatty 
acids and chelated minerals.
For the most part, proponents of 

wild-ingredient products believe the 
ideal diet is the pre-agricultural diet on 
which a species evolved. They say such 
diets contain the foods that best suit 
the species’ digestive and metabolic 
systems and are least likely of all foods 
to cause an allergic reaction.

Eukanuba Naturally Wild
Iams Eukanuba’s (www.iams.com) 

entry into the wild petfood segment 
implies that there’s good market re-

Petfood goes wild
An improved understanding of 
evolution and canine and feline 
ancestral diets will unlock innovations

BY TIM PHILLIPS, DVM

Canidae touts its grain-free dog and 
cat food formulas with various “wild” 
ingredients—including salmon. 

Above: Examples of wild ingredients: 
bison and acai palm berries.

© Queen Mother and vonora. BigStockPhoto.com
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search supporting the concept. Procter 
& Gamble, the company’s parent, is 
famous for being a highly skilled, care-
ful marketer—so you can bet that a lot 
of market research went into the idea. 
Products include:

North Atlantic Salmon & Rice For-➤
mula;
Country-Grown Turkey & Multi-➤
Grain Formula; and
New Zealand Venison & Potato ➤
Formula.

Evolution petfood
An early example of wild petfood 

marketing is the Evolution Diet Pet 
Food Corp. (www.petfoodshop.com), 
which started in 1987. It’s not typical 
of most wild petfoods in that the prod-
ucts are vegetarian. I remain confused, 
but the company’s name begs for it to 
be included.

Founder and CEO Eric Weis-
man says he founded the company af-
ter examining what went into conven-
tional petfoods and deciding he wanted 
a “better alternative” for his own pets. 
His dogs and cats were having health 
issues he thought were related to the in-
gredients in conventional petfoods.

Weisman worked with Darwin 
Brightsman, PhD, an animal nutrition-
ist, to formulate Evolution Diet Pet 
Food products. At the time, Weisman 
was a physician in private practice 
using vitamin, botanical, nutraceuti-
cal and nutrition therapy for people. 
Weisman notes he is still using “state-
of-the-art combinations” of vitamins, 
herbs and nutraceuticals developed to 
treat joint, vascular and other diseases 
in sick pets at the Evolution Diet Res-

cue facility, which he has operated in 
St. Paul, Minnesota, USA,  since 1987.

Before Grain
Merrick (www.merrickpetcare.

com), maker of Before Grain products, 
asserts that dogs and cats do better 
when fed grain-free diets. This is, they 

say, what nature intended. The com-
pany says a diet based primarily on 

Capture The Power

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

www.aeroglide.com/petfood

PERFECTING THERMAL PROCESSING WORLDWIDE

A Bühler Group Company

Raleigh, NC USA +1 919 851 2000 • Philadelphia, PA USA +1 215 464 6070
England +44 1780 767 007 • China +86-21-5132-1880 • Malaysia +60 3 6411 9999

Digging deeper
Find more on evolutionary diets at 

www.petfoodindustry.com/0903PETwild.
aspx.

Find more on evolutionary diets at 

The ideal diet 
is the pre-
agricultural 
diet on which 
a species 
evolved.
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fresh meat, blue fruit, nutrient-dense 
vegetables and high-quality meat con-
tributes to better health and longevity. 
Ingredients used include buffalo, beef, 
chicken, salmon, turkey and tripe.

Merrick points out enthusiasti-

cally that Before Grain 
products contain acai, 
an Amazon palm berry, 
and blueberries. Freeze-
dried acai berries and 
blueberries are “care-
fully added to the kibble 

after the cooking process.” Mer-
rick contends these “super blue 
fruits” are high in antioxidants 
and anthocyanins.

Taste of the Wild
“Years of domestication 

have turned pets from fierce 
predators to best friends,” 
contends Taste of the Wild 
Pet Foods. “However, modern 
science proves that dogs and 
cats still share the DNA of 
the wolf or wild cat. Taste of 
the Wild Brand Dog and Cat 
Food offers pets a diet dic-

tated by genes. It allows pet 
owners to provide their pets 
the kind of natural, balanced 
diet that they could find in 
the wild.”

The company has four 
dry formulas:

High Prairie Canine ➤
Formula with Roasted Bison 

& Roasted Venison;
Pacific Stream Canine Formula ➤
with Smoked Salmon;
Wetlands Canine Formula with ➤
Roasted Wild Fowl; and
Rocky Mountain Feline Formula with ➤
Roasted Venison & Smoked Salmon.

Canidae All Natural
Canidae All Natural Pet Foods of-

fers grain-free formulas for dogs and 
cats. Most contain 80% protein and 
20% fruits and vegetables, “designed 
to increase energy levels.” The prod-
ucts contain no corn, wheat, soy, grain 
fractions, glutens or fillers, says the 
company.

Those who market wild-ingredient 
products believe the ideal diet is a pre-
agricultural diet. This diet, they say, 
contains the foods that best suit diges-
tive and metabolic systems and are 
least likely to cause an allergic reac-
tion. It’s an appealing idea, but the jury 
is still out. 

Merrick Pet Care 
offers buffalo, 
chicken and salmon 
formulas for dogs—
some containing 
acai berries, which 

have powerful 
antioxidants.

Wild people food
What do you think about making petfoods with so-called 

wild ingredients? Do you like the idea for your pets? 
How about wild foods for yourself?

Researchers estimate our human ancestors 
obtained about 35% of their dietary energy 
from fats, 35% from carbohydrates and 
30% from protein. Saturated fats contributed 
approximately 7.5% total energy, and harm-
ful trans fatty acids contributed negligible 
amounts.

Polyunsaturated fat intake was high, with an omega 6 to 
omega 3 fatty acid ratio of about 2:1 (versus 10:1 today). 
Cholesterol consumption was substantial, perhaps 480 mg/
day. (S.B Eaton, 2006. “The ancestral human diet: what was 

it and should it be?” Proceedings of the Nutrition Society, 65, 
1-6).

Carbohydrate came from uncultivated fruits and vegeta-
bles, approximately 50% of energy intake compared with the 
present level of 16% energy intake in the US. High fruit and 

vegetable intake and minimal grain and dairy con-
sumption made ancestral diets base (low pH)-yielding, 
unlike today’s acid (high pH)-producing pattern. 
Honey comprised 2–3% of energy intake compared 
with the 15% that added sugars contribute today.

Fiber consumption was high, perhaps 100 g/day. 
Vitamin, mineral and phytochemical intake was typically eight 
times that of today except for that of sodium.

Our knowledge of nutrition is still quite defi cient. However, 
an understanding of the human evolutionary experience and 
our ancestral diets will help address this critical defi ciency.

Unbiased 
scientifi c 
research 
on canine 
and feline 
ancestral 
diets has 
unlocked and 
will continue 
to unlock 
important 
innovations.Iams Eukanuba 

has a North 
Atlantic Salmon & 
Rice formula.

A company called 
Taste of the Wild 
boasts a High Prairie 
Canine formula with 
roasted bison & 
roasted venison.

© Michele. BigStockPhoto.com
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We know all about the regulations and requirements set forth for the pet food and packaging industries by 
local, state, and federal agencies. But more importantly, we obey them. Every day we earn our license—and 
your trust—by following guidelines that protect us all. At Exopack, we are committed to compliance in both 

product and process—and we make sure our global partners (through Global Packaging Linx™) do the same. 
From high-performance papers and other renewable resources, to water-based inks, biodegradable resins, and 
woven polypropylene, we provide customers in the pet food industry with solutions that are innovative, strong, 

durable—and safe. Definitely food for thought when you need a packaging partner you can depend on.

3070 Southport Road • Spartanburg, SC 29302 • www.exopack.com
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In the US, petfood labeling is regu-
lated at two levels: federal and state. 
Federal regulations, enforced by the 
Food and Drug Administration’s 

(FDA) Center for Veterinary Medicine 
(CVM), establish standards applicable 
for all animal feeds (including petfood): 
proper identification of product, net 
quantity statement, manufacturer’s ad-
dress and proper listing of ingredients. 

Some states also enforce their own 
labeling regulations. Many of these 

states have adopted the model petfood 
regulations established by the Associa-
tion of American Feed Control Officials 
(AAFCO). These regulations are more 
specific in nature, covering aspects of 
labeling such as the product name, the 
guaranteed analysis, the nutritional ade-
quacy statement, feeding directions and 
calorie statements. 

Product name
The product name 

is the first part of the 
label noticed by the 
consumer and can be 
a key factor in the con-
sumer’s decision to buy 
the product. For that 
reason, manufactur-
ers often use fanciful 
names or other tech-
niques to emphasize a 
particular aspect. Since 
many consumers pur-
chase a product based on the presence 
of a specific ingredient, many product 
names incorporate the name of an in-
gredient to highlight its inclusion in 
the product. The percentages of named 
ingredients in the total product are dic-
tated by AAFCO rules (see AAFCO’s 
Official Publication for details). 

Net quantity statement
The net quantity statement tells you 

how much product is in the container. 
There are many FDA regulations dictat-
ing the format, size and placement of the 
net quantity statement. A cost-per-ounce 
or per-pound comparison between prod-
ucts is always prudent.

Manufacturer 
information

The “manufactured by...” statement 
identifies the party responsible for the 
quality and safety of the product and its 
location. If the label says “manufactured 
for...” or “distributed by...,” the food was 
manufactured by an outside manufac-

Are your labels
legal?

A look at federal and state regulations for 
petfoods sold in the US
BY TIM PHILLIPS, DVM

On the label, the percentages of named ingredients 
in the total product are dictated by AAFCO rules.

AAFCO’s 2009 Offi cial Publication 
contains a great deal of information 
about US petfood labeling. It can be 
purchased at www.aafco.org.

Are your labels
legal?

Are your labels
legal?

Are your labels
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turer, but the name on the label still des-
ignates the responsible party.

Ingredient statement
All ingredients are required to be 

listed in order of predominance by 
weight. The weights of ingredients are 
determined as they are added in the for-
mulation, including their inherent wa-
ter content. This latter fact is important 
when evaluating relative quantity claims, 
especially when ingredients of different 
moisture contents are compared. 

For example, one petfood may list 
“meat” as its first ingredient and “corn” 
as its second. The manufacturer doesn’t 
hesitate to point out that its competitor 
lists “corn” first (“meat meal” is second), 
suggesting the competitor’s product has 
less animal-source protein than its own. 
However, meat is very high in moisture 
(approximately 75% water).

On the other hand, water and fat are 

removed from meat meal, so it is only 
10% moisture (what’s left is mostly 
protein and minerals). If we could 
compare both products on a dry mat-
ter basis (mathematically “remove” the 
water from both ingredients), one could 
see that the second product had more 
animal-source protein from meat meal 

than the first product had from meat, 
even though the ingredient list suggests 
otherwise. 

Guarantees
At minimum, a petfood label must 

state guarantees for the minimum per-
centages of crude protein and crude fat 

EU changes
Currently, the Europe-

an Union has three 
major petfood legislative 
projects. They are:

The review of the Ani-
mal By-Products Reg-
ulation 1774/2002/
EC, which sets forth 
the permitted use of 
animal protein, not 
intended for human consumption, 
by various sectors.
The proposal for a regulation on 
the use of feed, which will set new 
labeling and claims rules.
The implementation of the require-
ments for reapproving additives al-
ready authorized for use in animal 
feed and petfood.
Dr. Wolfgang Trunk from the Euro-

pean Commission will cover new Eu-
ropean petfood regulations at Petfood 
Forum 2009 in Chicago, Illinois, USA, 
April 20-22 (www.petfoodindustry.
com/petfoodforum.aspx).

For more information about the 
EU changes, read the analysis from 
Thomas Meyer, secretary general of 
FEDIAF, the European petfood industry 
association, at www.petfoodindustry.
com/0903PETlabel.aspx.

Trunk

PREMIUM INGREDIENTS
FOR WINNING RESULTS

© Copyright 2009 Sanimax Industries, Inc. All rights reserved. 

At Sanimax, we’re proud to deliver the premium ingredients and specialty 
items that set you apart.  Count on us for solutions that boost your 
product value, reduce your costs, and give you a competitive edge. 
We’re a one-stop shop for all your ingredient needs. 

Premium quality • . Differentiate yourself with our extensive range of healthy, 
nutrition-packed ingredients.

Top-notch service • . We’ve built our business by going the extra mile for our 
customers, every time.

Specialty products • . Take advantage of our expertise to stay on top of industry 
trends and source hard-to-find items.

Traceability. •  Our transparent supply chains and lot tracking systems let you 
sleep a little more soundly at night.  

Reliable delivery & warehousing services • . We’ll deliver 
your order when and where you need it.

Toll Free: 1.800.763.7430   
Phone: 1.519.824.2381   
Fax:  1.519.824.9472

www.sanimax.com
ingredients@sanimax.com

Proteins: Duck, Lamb, Poultry, Pork, Rabbit, Venison, Egg Powder
Grains: Ground Flax, Millet, Nyjer, Peas, Rye
Fibers: Rice Hulls, Peas
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Feed Additives: Beet Pulp, Brewer’s Yeast, Amino Acids
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Our Products:
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and the maximum percentages of crude 
fiber and moisture. The “crude” term re-
fers to the specific method of testing the 
product, not to the quality of the nutrient 
itself. 

Some manufacturers include guar-
antees for other nutrients as well. The 
maximum percentage of ash (the miner-
al component) is often guaranteed, espe-
cially on cat foods. Cat foods commonly 

bear guarantees for taurine and magne-
sium as well. For dog foods, minimum 
percentage levels of calcium, phospho-
rus, sodium and linoleic acid are found 
on some products. 

Guarantees are declared on an “as 
fed” or “as is” basis, that is, the amounts 
present in the product as it is found in 
the can or bag. To make meaningful 
comparisons of nutrient levels between 
a canned and dry product, they should 
be expressed on the same moisture ba-
sis. The most accurate means of doing 

this is to convert the guarantees for both 
products to a dry matter basis.

Nutritional adequacy 
statement

Any claim that a product is “com-
plete,” “balanced,” “100% nutritious” 
or suggests that a product is suitable for 
sole nourishment that is not, in fact, nu-
tritionally adequate is a potentially un-
safe product. For this reason, an AAF-
CO nutritional adequacy statement is 
one of the most important aspects of a 
dog or cat food label. A “complete and 
balanced” petfood must be substantiated 
for nutritional adequacy. 

Feeding directions
Feeding directions instruct the con-

sumer on how much product to offer the 
pet. At minimum, they should include 
verbiage such as “feed ___ cups per ___ 
pounds of body weight daily.” On some 
small cans, this may be all the informa-
tion that can fit. The feeding directions 
should be taken as rough guidelines, a 
place to start. Breed, temperament, en-
vironment and many other factors can 
influence food intake.

Calorie statement
Petfoods can vary greatly in calorie 

content, even among foods of the same 
type (dry, canned) and formulated for 
the same life stage. In addition, feeding 
directions vary among manufacturers, 
so the number of calories delivered in a 

daily meal of one food may be quite dif-
ferent from another. The number of calo-
ries in a product roughly relates to the 
amount of fat, although varying levels 
of non-calorie-containing components, 
such as water and fiber, can throw this 
correlation off. 

Other label claims
Many petfoods are labeled as “pre-

mium,” and some now are “superpre-
mium” and even “ultra premium.” Other 
products are touted as “gourmet” items. 
However, products labeled as premium 
or gourmet are not held up to any higher 
nutritional standards than are any other 
complete and balanced products. 

The term “natural” is often used on 
petfood labels, although that term does 
not have an official definition. The term 
usually  is intended to mean a lack of ar-
tificial flavors, artificial colors or artifi-
cial preservatives in the product.

“Natural” is not the same as “organ-
ic.” The latter term refers to the condi-
tions under which the plants were grown 
or animals were raised. There are now 
official rules governing the labeling of 
organic foods (for humans or pets).

Check out the 
checklist

You can see the American Associa-
tion of Feed Control Offi cials’ label 

review checklist at 0903PETlabel
aspx.

WENGER Industry Poll

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

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

Petfoods can 
vary greatly 
in calorie 
content, even 
among foods 
of the same 
type.

Check out the 

You can see the American Associa-You can see the American Associa-

Check out the 

You can see the American Associa-
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This is Barr Country. 
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We deliver in bag or bulk,
by transport or rail. For
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call or fax your order today.
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minerals, natural pigments,
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vitamins and surfactants.

Order up from
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Natural 
Pigments
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Oxidative stress is an impor-
tant cause of many pet dis-
eases. Hence, the petfood 
industry’s strong interest 

in antioxidants. Petfood researchers 
have intensely studied these so-called 
“elixirs of health” and their role in 
promoting health.

Mountains of research suggest di-
etary antioxidants have health benefits 

for pets and people. Conversely, some 
large clinical trials with antioxidant 
supplements did not detect benefits 
with the formulations tested. 

Do not annihilate
The following reports focus on di-

etary antioxidant health benefits for 
pets. However, when considering an-
tioxidants, it should be remembered 

that more is not necessarily better. 
Oxidative stress is involved in the 
pathogenesis of many diseases, but 
its complete annihilation may lead to 
negative clinical effects in our pets. In 
other words, excess supplementation 
may be harmful (see “Antioxidants: 
can they be harmful?”). 

Inflammatory bowel disease
Khoo showed that higher levels 

Antioxidants:
elixirs of health?
Yes and no—we have much to 
learn about their pros and cons 
in petfoods
BY TIM PHILLIPS, DVM

Common antioxidants include 
ascorbic acid (vitamin C) and 
vitamin E. Mountains of research 
suggest dietary antioxidants have 
health benefi ts for pets.

Online extra!
Find source materials for this 

article at www.petfoodindustry.

com/0903PETantiox.aspx.
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of dietary antioxidants or nutrients 
such as fish oil may be indicated for 
decreasing inflammation in cats (C. 
Khoo, et al., 2007). He studied the ef-
fect of antioxidants on immune and 
inflammatory parameters in cats with 
inflammatory bowel disease (IBD).

Ten healthy and 10 IBD cats were 
fed wet food with low antioxidants 
(Ctrl) and test food (Aox) with added 
vitamin E, vitamin C and beta caro-
tene for four weeks each in a random-

ized cross-over design. Both foods 
were completely balanced for adult 
cats. Serum vitamins E and C, DNA 
damage (comet assay), lymphocyte 
subsets and proliferation were mea-
sured at weeks four and eight.

Results showed that serum vita-
mins E and C were significantly in-
creased in healthy and IBD cats on 
the Aox vs. Ctrl food. The Aox food 
tended to reduce the lymphocyte pro-

liferation activity in both groups of 
cats. Results showed that IBD cats 
have a dysregulated and hyper-in-
flammatory immune response com-
pared to healthy cats. 

Improving memory
Milgram’s work suggests that long-

term maintenance on alpha-lipoic acid 
(LA) and acetyl-L-carnitine (ALC) 
help improve memory in older dogs 

Antioxidants: 
can they be 
harmful?
Pets (and people) have evolved 

and adapted to symbiotically 
live with persistent, low-grade, 
oxidative stress. To some extent, 
this oxidative stress may actually 
benefi t the physiological function-
ing of cells. Thus, using antioxi-
dants to reduce oxidative stress to 
levels below some physiological 
threshold may trigger intracellular 
signaling pathways that damage 
cellular machinery.

Laviano contends this should be 
a critical area for future investiga-
tions (Laviano, 2007). He com-
plains about the “media-driven 
assumption that oxidative stress is 
always harmful and antioxidant 
supplements are nearly always 
benefi cial.” He points out that 
when considering antioxidant 
therapy, more is not necessarily 
better.

What do you think? Stand up for 
your opinion at www.petfoodindustry
.com/Discussions.aspx.

CPM Wolverine Proctor     LLC
251 Gibraltar Road
Horsham, PA 19044
Phone: 215.443.5200 Fax: 215.443.5206
www.cpmwolverineproctor.com
Email: sales@cpmwolverineproctor.com

CPM Wolverine Proctor LLC
3 Langlands Avenue
Kelvin South Business Park
East Kilbride
Glasgow, UK  G75 0YG
Tel: 44 (0) 1355.575350 
Fax:  44 (0) 1355.575351 
www.wolverineproctor.co.uk 
Email: sales@wolverineproctor.co.uk

It should be 
remembered 
that more is 
not necessarily 
better.
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(N.W. Milgram, 2007). These antioxi-
dants apparently attenuate age-associ-
ated cognitive decline by slowing the 
rate of mitochondrial decay and cel-
lular aging.

Beagle dogs between 7.6 and 8.8 
years of age administered a twice 
daily supplement of LA and ALC over 
two months made significantly fewer 
errors in reaching the learning crite-
rion on two landmark discrimination 
tasks compared to controls adminis-
tered a methylcellulose placebo.

The improved performance on the 
landmark task of dogs supplemented 
with LA and ALC provides evidence 
of the effectiveness of this supplement 
in improving discrimination and allo-
centric spatial learning. 

Boosting immunity
Park demonstrated that the dietary 

antioxidant bixin heightened cell-me-
diated and humoral immune response 
in cats (J.S. Park, et al., 2007). Spe-

cifically, it inhibited DNA oxidative 
damage and inflammation in cats.

Bixin is an antioxidant compound 
extracted from the annatto seed. Fe-
male domestic cats were fed bixin dai-
ly for 16 weeks. Blood was sampled 

in weeks zero, six, 12 and 16. All cats 
were then vaccinated with an attenu-
ated polyvalent vaccine in weeks 12 
and 14. Skin hypersensitivity response 
(DTH) to saline, concanavalin A, the 

vaccine and histamine was assessed 
in weeks 12 and 16.

Cats fed 5 mg bixin generally 
showed the highest immune stimula-
tory and antioxidative action. In this 
treatment, bixin enhanced lympho-
blastogenic response, populations of 
T helper and T cytotoxic cells, NK 
cytotoxicity and IgG production.

Bixin also inhibited DNA damage. 
At 10 mg, bixin stimulated DTH re-
sponse to con A, percent of total T and 
T cytotoxic cells, and IgG production; 
however, it inhibited mitogen-induced 
lymphocyte proliferation. All doses of 
bixin reduced skin response to hista-
mine and CD18 subpopulations.

Complex impact
The evidence for supplementing 

petfoods for health benefits is good but 
mixed. Research focused on dogs and 
cats is really just in its infancy. It’s a 
highly complex field that will continue 
to impact petfood formulation.

Oxidative 
stress is 
involved in the 
pathogenesis 
of many 
diseases.
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Owners want the best for their pets. 
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benefits beyond basic nutrition.

Learn more at www.proteiva.com or by calling 800-513-8755 or +1-515-289-7600 

 

Technology	by

068-PETshop_C2201R1047.indd   68 2/27/2009   3:13:50 PM

http://www.proteiva.com


At EDC we sell enzymes that improve 
flavor, texture and help you meet 

the needs of special diets... 

Call us or visit our website to review the

enzymes we have for production of flavors,

enzyme supplements to help hydrolyze food 

components, or to modify extrusion flow rates.

For your biggest customers.

Enzyme Development Corporation
At EDC – Enzymes Are Our Business

21 Penn Plaza, Suite 1102, 360 West 31st Street, New York, NY 10001 

212.736.1580 • www.enzymedevelopment.com 

perAd_1.qxd  6/5/06  2:23 PM  Page 1

069-PETshop_C2201R1047.indd   69 2/27/2009   3:14:07 PM

http://www.enzymedevelopment.com


70 l   l March 200970 l   l March 2009

Petfood Insights regulations
B Y  D A V I D  A .  D Z A N I S ,  D V M ,  P h D , D A C V N

AAFCO mid-year report: new 
ingredients and label terms

Because of budget restrictions 
for various states in the US, 
attendance was down at the 
Association of American 

Feed Control Officials’ (AAFCO) mid-
year meeting in January. (AAFCO holds 
its annual meeting every August, so the 
January one is referred to as mid-year.) 
But important work was accomplished, 
and people from the northern US who 
were able to attend reveled in the warm-
er weather of Tuscon, Arizona, USA. 

Still pending 
Most of the pending items for the Pet 

Food Committee’s (PFC) consideration 
are still being discussed by various 
working groups:

The group working on regulatory ➤
language for calorie content state-
ments and weight-related terms on 
dog and cat food labels is still delib-
erating;
The expert panel reviewing the ➤
AAFCO Dog and Cat Food Nutrient 
Profiles and feeding trial protocols 

reported good progress but had noth-
ing for public dissemination yet;
The group looking at issues related ➤
to possibly exempting very small 
treat producers from rules or fees on 
local sales had no report; and
The Food and Drug Administration ➤

(FDA) reported it is working daily 
on developing the new federal pet-
food regulations mandated by the 
FDA Amendments Act of 2007 but 
cannot release details until a notice 
is published in the Federal Register.

Guinea pigs, not pigs
An item introduced for PFC con-

sideration was a proposal to change 
AAFCO PF4 with regard to guarantees 
for specialty petfoods—those for birds, 
reptiles, hamsters and other species be-
sides dogs and cats. Currently, the regu-
lation refers back to the AAFCO Model 
Regulations for livestock feeds, a poor 

fit when labeling a specialty petfood.
For example, minimum and maxi-

mum salt guarantees may make sense 
for cattle feed but not for a food for igua-
nas or guinea pigs. Expressing guaran-
tees in terms of mg/lb while dog and cat 
food labels guarantee the same nutrients 

in mg/kg is also confusing.
The amendments to the regulation 

would allow specialty petfood guaran-
tees to follow the same format and units 
as ones for dog and cat foods. This lan-
guage actually was proposed a few years 
ago, along with other changes to PF4,  
but when that latter issue was dropped, 
so was this language. More discussion is 
expected at the annual meeting. 

Edited GMP regulations
After several years of deliberation 

between the Model Bill and Regulations 
Committee (MBRC) and the Feed Man-
ufacturing Committee, final editing of 
the Model Good Manufacturing Prac-
tice (GMP) Regulations for Feed and 
Feed Ingredients was completed and is 
moving to the AAFCO board. When 
eventually enacted, these regulations 
will impose additional requirements 
on animal feed—including petfood—
manufacturers to comply with handling, 
processing, transportation and record-
keeping provisions.

The recommendations from PFC 
regarding new regulations for raw milk 
products were accepted by MBRC. 
These now need to go to the AAFCO 
board and membership for final action.

The new rules will have minimal 
impact on petfood products. Rather, 

Also on the agenda: 
edited GMPs and food 
for pets other than 
cats and dogs.  

— David Dzanis

New feed terms pave the way 
for label claims relating to 
specific carbohydrates.
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they are designed to address raw milk 
products that are sold under the guise of 
animal feed to elude state human health 
regulations but in reality are intended 
for human consumption. 

New fiber source
Most of the items discussed in the In-

gredient Definitions Committee (IDC) 
had little bearing on petfood except for 
ground pecan shell, which was previ-
ously reviewed and found acceptable by 
FDA as a source of dietary fiber. While 
accepted for use in all animal feeds, the 
item was proposed by a petfood compa-
ny, so it is safe to assume this ingredient 
will be used at least in dog and cat food 
formulations in the foreseeable future.

With IDC’s acceptance of the new 
definition, it still has to jump through a 
few hoops within AAFCO before it is 
officially recognized. However, it is an-
ticipated that the definition will appear 
in the 2010 edition of the AAFCO Of-
ficial Publication.

Carb claims
IDC also accepted a new feed term 

for dietary starch. At the last meeting, 
the feed terms for sugars and fructans 
were accepted. These all came from 
work by a group under the Feed La-
beling Committee (see below), whose 
charge is to develop a means to allow 
for carbohydrate-related label claims.

Presently, AAFCO Policy Statement 
#1 discourages guarantees for carbohy-
drates or nitrogen-free extract as nei-
ther necessary nor meaningful for the 
purchaser’s information. However, that 
policy was last amended in 1963.

The working group recommended 
the policy stand on the basis that “carbs” 
is a vague term encompassing a lot of 
different compounds. But these new 
feed terms pave the way for label claims 
relating to specific carbohydrates of in-
terest in both equine and pet nutrition.

There was also a proposal to delete 
two definitions—ground soybeans 
(AAFCO #84.1) and soybean hulls 
(AAFCO #84.3)—on the basis that the 
Model Bill already exempts these com-
modities from the definition of com-
mercial feed.

However, the universal concern 
among attendees was that these dele-
tions would complicate what to call 
these materials when mixed with other 
ingredients to make a commercial feed. 
The proposal was defeated.

Use on labels
With definitions for dietary starch, 

sugars and fructans established, the 
working group under the Feed Label-
ing Committee will continue its delib-
eration on how these terms can be used 
on labels. For example, it will attempt 
to define criteria as to what levels in 
a product constitute low dietary starch/
sugars and how claims are to be sup-
ported by guarantees. While the work-
ing group will address these issues 
both for petfoods and animal feeds 
(particularly horse feeds), the recom-
mendations regarding petfoods will 
likely be passed through PFC before 
going to MBRC. 

Ground 
pecan 
shell was 
previously 
found 
acceptable 
by FDA as 
a source of 
dietary fiber.
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Ingredient Issues nutrition
B Y  G R E G  A L D R I C H ,  P h D

Is canola oil toxic?

Canola oil has become an es-
pecially popular ingredient 
in human nutrition circles 
because of its heart-healthy 

message. This popularity has begun 
to migrate to petfoods with a few spe-
cialty products that contain canola 
oil. But, is adding this oil to petfoods 
wise?

Some mistaken websites contend 
that canola oil is toxic to man and ani-
mal alike. This is unequivocally false. 
Years of published studies in labora-
tory animals and humans have shown 
it to be nutritious and safe, and it is 
recognized as such by regulatory and 
health agencies around the world.

It is true, however, that we lack 
research about canola oil being fed to 
dogs or cats. This is a gap, but not an 
indictment. In the absence of direct 
evidence, maybe a bit of background 
would be beneficial in order to dispel 
the myths and provide an understand-
ing of whether canola oil has a place in 
pet nutrition.

A checkered past
Canola oil wasn’t always in vogue. 

It owes much of its newfound popu-
larity to a name change, along with 
decades of hard work by researchers, 
plant breeders, growers and trade as-
sociations. In the years leading up to, 
and during, World War II, canola was 
known solely as rapeseed. A member 
of the Brassica family, canola/rape-
seed is related to turnips, cabbage, 
mustard, broccoli and brussel sprouts.

Rapeseed, the progeny of Bras-
sicus campestris (a seed variety) and 
Brassicus napus (a forage variety), 
was originally grown for its oil. This 
oil had a high content of erucic acid 

(an omega-9 fatty acid) that made it an 
effective industrial lubricant impor-
tant to the war effort. Unfortunately, 
consumption of rapeseed by livestock 
led to an enlargement of the heart and 
poor performance as a direct result of 
erucic acid.

The hull from the rapeseed was 
also high in lignified fiber, which 
was poorly digested and contained a 
goitrogenic (thyroid enlarging) glu-
cosinolate (glucose-amino acid com-
pound). These negatives made rape-

seed unsuitable for food or feed. This 
was a real challenge following the war 
as many temperate areas of the world 
where rapeseed had been grown no 
longer had a market for their crop, and 
few alternatives such as soybeans or 
corn were adapted to the climate or 
growing season. 

Plant breeders to 
the rescue

Varieties low in erucic acid and 
glucosinolates (the so-called double 
low cultivars) were developed using 
classic plant breeding techniques. But, 
as current myths demonstrate, the 
negative connotations associated with 
rapeseed’s name persisted. So, a name 
change was in order. The new name 
“canola” is a conjunction of “Canada 
oil low acid,” which aptly describes 
the location and outcome from breed-
ing efforts.

To assure this carries through to 
the consumer, there are standards for 
what qualifies rapeseed as canola. In 
the US, canola is defined as “seeds of 
the genus Brassica from which the oil 
shall contain less than 2% erucic acid 
in its fatty acid profile and the solid 
component shall contain less than 30.0 
micromoles of any one or any mixture 
of 3-butenyl glucosinolate, 4-pentenyl 

What we know about 
feeding it to dogs and 
cats is extrapolated 
from other species.

— Greg Aldrich

No reports of 
issues with 
acceptance 
or adverse 
reactions 
have 
surfaced 
in the 
veterinary 
community.
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Dr. Greg Aldrich is president 
of Pet Food & Ingredient 
Technology, Inc., which 
facilitates innovations in foods 
and ingredients for companion 
animals.
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glucosinolate, 2-hydroxy-3-butenyl, or 
2-hydroxy-4-pentenyl glucosinolate, 
per gram of air-dried, oil-free solid…” 
(US Code of Federal Regulations).

Health considerations
Canola oil is rich in oleic acid (an 

omega-9 fatty acid that is about 60% 
of the oil), has significant levels of 
the essential linoleic acid (an omega-6 
fatty acid that is about 19% of the oil) 
and beneficial levels of the omega-3 li-
nolenic acid (9% of the total). The oil 
is also reported to be rich in vitamin 
E (alpha and gamma tocopherols), vi-
tamin K (as K1; phylloquinone) and 
have measurable levels of phytoster-
ols such as stigmasterol, campesterol 
and beta-sitosterol (US Department of 
Agriculture, 2009). There are also spe-
cialty varieties with elevated levels of 
oleic acid (70%) to improve shelf life, 
or enriched with gamma-linolenic acid 
(GLA, a special omega-6 fatty acid) as 
an option to borage or evening prim-
rose oil. 

Canola oil inclusion in the diets for 
people and experimental animals has 
been reported to lower cholesterol, in-
hibit cardiac arrhythmias, lower blood 
pressure, reduce body fat composition 
and improve weight control as a result 
of its low content of saturated fatty ac-
ids and elevated levels of mono- and 
poly-unsaturated fatty acids. While 
interesting, these heart-healthy factors 
would not be the prime motivators for 
inclusion in pet diets. 

Canola oil in a pet diet contributes a 
significant amount of the essential nu-
trient linoleic acid. With its content of 
linolenic acid, it helps narrow the ratio 
of these two fatty acids to a level con-
sistent with the values suggested by the 
US National Research Council (2006). 
Any concern that canola oil, with its 
abundance of monounsaturated oleic 
acid, could impede the production of 
anti-inflammatory mediators is un-
necessary.

Formulation perspective
From a formulation perspective, 

canola oil is commonly used in home-
made “elimination diets” (used to 

identify and eliminate allergens)—
partly because of its novelty to the pet 
but also because of its availability to 
pet owners. In these applications, no 
reports of issues with acceptance or 
adverse reactions have surfaced in the 
veterinary community. In other spe-

cialty diets, canola oil is often request-
ed for addition as a dietary option, i.e., 
instead of animal or poultry fat.

In comparison to animal and poul-
try fats, canola has a comparable to 
higher level of linoleic acid and also 
brings along some omega-3 fatty ac-
ids. So, it can be a reasonable option 
in these circumstances. However, as 
noted previously, what we know about 
feeding canola oil to dogs and cats is 
an extrapolation from other species at 
this stage. While all logic would sug-
gest that this is a safe and nutritionally 
effective option for our petfoods, there 
would be real value in confirming this 
with dog and cat validation studies.

Canola oil 
inclusion in 
the diets for 
people and 
experimental 
animals 
has been 
reported 
to lower 
cholesterol.
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Surprise: US petfood sales 
solid in 2008

During this first quarter of 
2009, petfood industry 
participants have every 
reason to breathe a sigh 

of relief—and to take a deep breath. 
Looking back over the past year, it’s 
reassuring to see that the market has 
been living up to its reputation of be-
ing recession-resistant, with US sales 
up 6.4% to US$5.9 billion during the 
52-week period through November 2, 
2008, in outlets tracked by Informa-
tion Resources Inc.’s (IRI) Infoscan 
Reviews (supermarkets, drugstores 

and mass merchandisers except Wal-
Mart). Packaged Facts says overall US 
petfood market sales increased 5.5% in 
2008, to US$17 billion for the year.

Yes, much of this growth stems 

from rising materials costs, with the 
US producer price index for petfood 
up 15% in 2008 compared with 2007 
and the consumer price index up 11%. 
But the fact that US consumers are 

In this market climate, one 
thing marketers and retailers 
cannot afford is complacency.

Organic ingredients/blends
Dehydrated Potato/

Potato blends
Oatmeal Pellets

For Details Please Contact:
Mary Jo Langenecker

mlangenecker@uscommodities-ag.com
Mike Johnson

mjohnson@uscommodities-ag.com
Paul Boisclair

pboisclair@agmotion.com

Your Pet Food 
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An AgMotion Company
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continuing to demonstrate a willing-
ness to pay more for petfood—with 
the average household expenditure in-
creasing 68% from 1997 to 2007 and 
10% in 2007 alone—is a good sign 
indeed.

Recalls’ impact 
continues

Rather ironically, the worst disaster 
in petfood history, the spring 2007 re-
calls, appears to be having an insulat-
ing effect during the down economy 
as manufacturers and consumers con-
tinue to place a premium on higher-
quality ingredients and product safety. 
It is this very focus, Packaged Facts 
believes, that caused the market to 
do even better in value sales during 
2007 than it had in previous years, as 
consumers converted to higher priced 
foods across all channels, from mass-
market to pet specialty to natural su-
permarket.

Although many market watch-
ers wondered whether the consumer 
switch to higher-priced petfood cat-
egories would last, the IRI retail sales 
returns suggest this trend is in fact 

Table 1: Share of US pet-
food spending by income
By 2007, households earning 
US$70,000 or more annually had 
more than doubled since 1997.
Source: Packaged Facts, based on US Bureau of 
Labor Statistics Consumer Expenditure Surveys.

Year
Income 

over 
US$70,000

Income 
under 

US$70,000

1997 23.4% 76.6%

1998 27.2% 72.8%

1999 30.9% 69.1%

2000 28.1% 71.9%

2001 32.2% 67.8%

2002 32.8% 67.2%

2003 36.4% 63.6%

2004 43.6% 56.4%

2005 42.7% 57.3%

2006 45.8% 54.2%

2007 49.8% 50.2%

Avoid the risk.
Choose Schenck AccuRate.
Schenck AccuRate offers loss-in-weight,
vibratory, weighbelt, 3-A sanitary and USDA
accepted feeders to meet your specific pet 
food manufacturing application needs. Our

feeding systems are optimized to attain
the highest accuracies resulting in top 
product quality. We offer the widest
range of bulk solids metering products 
in the industry. Put over 40 years of 
feeding experience to work for you.
Call today!  

(877) 498-2670
mktg@accuratefeeders.com

www.accuratefeeders.com

Why risk inconsistent flavor &
quality using inaccurate feeders?

Schenck AccuRate is a unit of Schenck Process      ©2008 Schenck AccuRate
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• Feeding Majors,
Minors and 
Dry Palatants

• Kibble Blending
• Extruder Feeding
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returns suggest this trend is in fact 
demonstrating staying power and will 
remain a major market driver in the 
years ahead. Also good news is the 
fact that fuel and basic ingredient costs 
are down, implying better margins in 
the months ahead.

Premium 
demographics still key

Petfood market value continues 
to shift into the pocketbooks of pre-
mium demographics, with households 
earning US$70,000 or more annually 
claiming four additional percentage 
points worth of petfood spending 
in 2007 compared with 2006. That 
means this group now accounts for 
half (49.8%) of all US petfood spend-
ing—up from 23.4% in 1997 (see Ta-
ble 1, p. 75).

This matters not just because it 
shows that marketers fielding higher 
priced foods are handily hitting their 
mark, but also because these consum-
ers are in a better position to weather 
the economic downturn. Often they are 
also the same better educated shoppers 
most likely to pay attention to product 
ingredients and claims and to view 
higher priced petfoods in terms of their 
potential health dividends.

Still the best insurance
Despite the good news about upscale 

pet owners, two factors at play in 2009 
should give pause to even the most bull-
ish petfood market observers:

The recession; and1. 

The question of just how much 2. 
market value can be squeezed 
into (or out of) those higher-in-
come households.

The recession will almost certainly 
put a damper on value sales during 
2009, with even higher-income con-
sumers looking for ways to save. At 
the same time, more moderately priced 
premium products continue to infil-
trate the market, giving pet owners 
more price point options in products 
that are increasingly looking alike.

For example, the practice of prom-
inently featuring whole ingredients—
meat, fruits and veggies—on product 
packaging is no longer restricted to 
specialty products but has also be-
come widely characteristic of signifi-
cantly less expensive mass-market 
petfoods.

In this market climate, one thing 
marketers and retailers cannot afford 
is complacency. Rather, now more 
than ever it’s essential that petfood 
market participants clearly commu-
nicate the specific health benefits of 
their products and position themselves 
on the front line of preventive pet 
healthcare.

This information is based on the 
Packaged Facts report Petfood in 
the US: Health, Humanization and 
High Quality Ingredients in an 
Increasingly Value-Driven Global 
Market (January 2009), www.
packagedfacts.com.

Market Report ❯

EssentiallyPet
Nutrition. Commitment. Solutions.

Don’t miss  
any of the  
essential  

information 
DSM has to  

offer.
By subscribing to  

Essentially Pet, you  
can have the next  

issue delivered  
directly to your inbox!

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

essentiallypet

Call 866.879.9144 or sales@fosterprinting.com

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

Reprints are a simple way to put information directly into 
the hands of your target audience.  Having been featured in a 
well-respected publication adds the credibility of a third-party 
endorsement to your message.
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Man’s best friend?
We are a nation of dog lovers. Nev-

er before in our history have we spent 
more time, money and emotional ener-
gy on a group of animals kept solely for 
companionship. Petfood is a multibil-
lion dollar industry, and pet owners are 
spending more than US$11 billion each 
year on veterinary care. This devotion 
is further illustrated by the exponen-
tial growth of the pet supply industry, 
including increasing numbers of pet 
superstores, play parks, training centers 
and doggie day care centers.

During the 1980s, recognition of the 
human-animal bond led to serious study 
of the roles that dogs play in our lives. 
These studies have shown that pets pro-
vide significant benefits to our emotion-
al, physical and social well-being. It is 
ironic, then, that at a time when we rec-
ognize and appreciate our bonds with 
canine companions, dark elements of 
this relationship are equally pervasive. 
Animal shelters in the US kill between 
3 and 4 million dogs and cats annually.

How did we come to have such 
paradoxical treatment of our canine 
companions? This question is explored 
through an examination of the ancestry 
of the dog and the prevailing myths and 
facts about canine domestication.
Source: L. Case, 2008. FASEB J. 22:444.6.

Peptide utilization
In ruminants, peptides make a con-

tribution to the portal-drained visceral 
flux of total amino acids and are detect-
ed in circulating plasma. Peptides can 
be utilized by the mammary gland for 
milk protein synthesis and by a variety 

of other tissues. Covered are the factors 
known to regulate expression of PepT1 
including development, diet, hormones, 

diurnal rhythm and disease. 
Source: E.R. Gilbert, et al., 2008. FASEB J. 
22:444.6.
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Research Notes

Proven Results, Time-Tested Service®

Selected by the USDA and AOAC-approved, VICAM® test methods offer you proven results 
vetted by industry leaders. Time-tested service means an unparalleled commitment to 
onsite training, worldwide distribution, and commodity-specific protocols.   

VICAM’s test kits deliver:
Accuracy: Quantitative results

Speed: Results in minutes or hours

Economy:    Uses same instrumentation                   
  for varied mycotoxins

Flexibility: Fluorometric, strip tests, HPLC                 
  or LC/MS detection

VICAM offers AflaTest®, AflaOchra™, AOZ™, CitriTest™, DONtest™, OchraTest™, T-2, and 
T-2/HT-2test™— the most complete and effective testing systems in the market.

For more information visit www.waters.com/vicam20                                       
or email: vicam@vicam.com for your local distributor.

Tel: 617.926.7045 
1.800.338.4381

www.vicam.com

© 2009 Waters Corporation, VICAM, AflaTest, AflaOchra , AOZ, CitriTest, DONTest, OchraTest, T-2,                        
and T-2/HT-2test, and Proven Results, Time-Tested Service are trademarks of Waters Corporation.

➤ Man’s best friend?
(FASEB J. 22:444.6) This 

paper examines the ancestry 
of the dog and the prevailing 
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domestication.

➤ Peptide utilization
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Product News

System for drying 
granules

A new granulizing-drying system 
from Kason Corp. is available, consisting 
of a centrifugal screener, a spheroidizer, 
circular fluid bed dryer and a vibratory 
screener. The parts prepare granules for 
storage, shipping, packaging or second-
ary processing.

Kason Corp.
+1.973.467.8140
www.kason.com

Feeder for low rates
The PureFeed AI-300 feeder from 

Schenck AccuRate was designed for low 
feed rates. The machine features quick 
disassembly, a dual-arm external agita-
tion system and a disposable, recyclable 
feed hopper. The model is available in 
volumetric and gravimetric configura-
tions for applications such as metering 
micro ingredients and color pigments, 

in feed rates up to 150 kg/hour, accord-
ing to the company.

Schenck AccuRate
+1.888.742.1249

www.accuratefeeders.com

Dual-use shrinksealer
PDC International Corp. now offers 

its 65 series Shrinksealer—a dual-use, 

mid-level packaging system engineered 
for continuous production or contract 
sleeving. Tamper-evident banding also 
is an option with the 65 series. Features 
include a full safety enclosure, heavy-
duty mechanical construction, keyed 
run/jog switch and upstream photo 
eyes.  

PDC International Corp.
+1.203.853.1516

www.pdc-corp.com

For corrugated trays
Eagle Packaging’s Vassoyo tray erec-

tor, for corrugated one-piece solid bot-
tom trays with 
or without a 
lid, features 
speeds up to 
50 trays per 
minute and an 
oversized me-
chanical drive, 
according to 
the company. 
The tray erec-
tor comes with 
several options including high-capacity 
blank hoppers and a lid ejector system. 

Eagle Packaging Machinery LLC
+1.305.622.4070

www.eaglecustompackaging.com

AMANDUS KAHL GmbH & Co. KG, Dieselstrasse 5-9, D-21465 Reinbek / Hamburg, Phone: +49 40 727 71 0, Fax: +49 40 727 71 100

info@amandus-kahl-group.de, www.akahl.de

Extruder OEE
Flexible shaping 
for different products

Extruder OEE
Flexible shaping 
for different products
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➤ Equipment

➤ Used Equipment

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

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

weidenmiller

079-PETclass_C2201R888.indd   79 3/1/2009   2:08:45 PM

http://www.bliss-industries.com
mailto:gary@mill-technology.com
mailto:deamco@deamco.com
http://www.deamco.com
http://WWW.CONVEYINGINDUSTRIES.COM
mailto:sales@conveyingindustries.com
http://WWW.EXTRUDER.NL
http://WWW.EXPANDER.NL
mailto:onfo@almex.nl
mailto:h.vonderwroge@fawema-mail.de
http://www.fawema.com
http://www.cablevey.com
http://www.newtechnology.com
http://www.fraingroup.com


 marketplace

80 l   l March 2009      

➤ Ingredients

Your Grain Management Company

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

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

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

Wild Alaskan Salmon Oil
Bulk & Private Label 
Life Line Pet Nutrition

1-253-905-0951
email: sales@lifelinepet.com

Enzymes for 
Flavors
Enzymes for 

Processing
Enzymes for 

Nutrition
Enzyme Development Corp

360 W 31st, Ste 1102
New York, NY 10001

www.EnzymeDevelopment.com
info@EnzymeDevelopment.com

Identity Preserved Ingredients
Certi ed Organic & Conventional Non-GMO

Product of USA

• Beans
• Grains
• Seeds
• Flours
• Meals
• Brans/Germs
• Oils/Vinegars
• Cocoa Products
• Fibers: Soy ProFiber
• Instant Powders/Flakes
• Split/Dehulled Soybeans

Brown & Golden 
Flaxseed and Flax Meal

Let us be your
Best Value - Quality, Service, Price - 

Ingredient Supplier

4666 Amber Valley Parkway • Fargo, ND  58104 USA
701.356.4106 TEL • 701.356.4102 FAX • skfood@skfood.com
Visit www.skfood.com for our complete product listing!

Pizzey’s
Nutritionals

Angusville, MB. Canada

Enhance the nutritional
Value of your feed with

PIZZEY’S MILLED FLAXSEED
Superior Quality

Consistent Nutrient Composition
Cost Effective Source of OMEGA 3

1-800-804-6433
Ph. (204) 773-2575
Fax (204) 773-2317

Web Site: www.pizzeys.com
email: info@pizzeys.com

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

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

LACROSSE MILLING COMPANY

Conventional and 
Organic Whole Grains

OAT FLAKES

OAT FLOUR

OAT BRAN

OAT FIBER

ORGANIC OATS

BARLEY

WHEAT

105 Hwy. 35 • Cochrane, WI 54622
1-800-441-5411 • www.lacrossemilling.com

105 Hwy. 35 • Cochrane, WI 54622
1-800-441-5411 • www.lacrossemilling.com

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

www.arkansasricemills.com

We Are The Mill!

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

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

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

Product from                             facility in Pakistan
Non GM Conventional and / or Certifi ed Organic
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de Rosier, inc.
SPECIALIZING IN PET FOOD

INGREDIENTS MILLED FROM:
• corn • wheat • rice

• barley •
• flax • rye • oats

John M. de Rosier  612-339-3566
E-Mail: jderosier@derosierinc.com

Roberto Bari  612-339-3599
E-Mail: rbari@derosierinc.com

Fax: 612-339-3568

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

Supplier of Bulk Specialty Oils 
to the Food, Dietary Supplement

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

www.bulknaturaloils.com

LaBudde Group
262-375-9111

TOMATO 
POMACE

High Quality

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 Fiber SolutionS
Apple

Blueberry
Cranberry

labudde Group inc
800-776-3610
262-375-9111

Product solutions from concept to completion

INGREDIENTS
Natural bulk ingredients for 

your formulation needs.
Experts in botanical, fruit and vegetable 

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

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

Providing purchasing, 
market analysis and 

consulting services to buyers
of rice and rice co-products 

www.nationalrice.com

Q U A L I T Y

MARINE
& VEGETABLE

OILS
Surprisingly Competitive Pricing

1-800-ALL-OILS
ARISTA INDUSTRIES, INC.

557 Danbury Road, Wilton, CT 06897
www.aristaindustries.com

203-761-1009

Since       1930

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

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

➤ Packaging
Stand Up and Be Counted 

With C.J. Foods’
Custom Pet Food

Processing and Packaging

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

sales@cjfoodsinc.com

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

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

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

Our People and Facilities are
Dedicated to Meeting your Production Needs

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

Custom Formulation
Private Label Pet Food

“The Race for 
Quality Has No 
Finish Line.”

Ohio Pet Foods, Inc.
38251 Industrial Park Road

Lisbon, Ohio 44432
330-424-1431

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

info@ohiopetfoods.com
www.ohiopetfoods.com

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

Rate per inch per issue: $160. 
Rate per inch, 3 insertions; $155. 
Rate per inch, 6 insertions; $150. 
Rate per inch, 9 insertions; $145. 
Rate per inch, 12 insertions; $140. 

To order:
Ginny Stadel

Tel: +1.815-966-5591
Fax: +1.815-968-0941
gstadel@wattnet.net

Visa and MasterCard accepted

ATTN: Petfood, Food and Feed
Manufacturers, Suppliers, Allied Trades

Call us for your extrusion
related research needs.

Kansas State University, Extrusion Lab;
Processing Research and Product
 Development;
Lab- and Pilot-Scale Extruders and Dryers;
Eric Maichel, Operations Mgr.
101 BIVAP, 1980 Kimball Ave.
Manhattan KS  66506-7100
(785) 532-4802
emaichel@ksu.edu

United Pet Foods, Inc.
Midwest — Greater Chicago Area

We have immediate capacity and space 
to co-pack dry dog and cat food for your 
company.

Over 30 years experience.
(574) 674-5981

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

More information: www.petfood-service.eu
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Ad Index
Company Name	 Page No. Company Name	 Page No. Company Name	 Page No.

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

217 356-3539
email: dowatts@aol.com

Extrusion Processing:
Technology and Commercialization

An International Grains Program
Short Course

August 11-14, 2009
IGP Conference Center

Department of Grain and Science and Industry
Kansas State University

Manhattan, Kansas
Early Bird Registration Deadline

June 26, 2009
For Details and Registration Information

Please Visit the IGP Website
<www.ksu.edu/igp>

Or Contact:
Anita McDiff ett
Email: almgret@ksu.edu
Ph: 785-532-4080

For Sale
Used pellet mills, hammer mills,
mixers, extruders and dryers.

Pyramid Processing Equipment LLC
Stilwell, KS 66085

Phone: 913-681-2996 • Fax: 913-681-5925
e-mail: wentwor@msn.com 

Nestlé Purina PetCare Company is a premier global 
manufacturer of pet products, with North American 
headquarters in St. Louis, Missouri. Due to changes 
and upgrades, we have used and sometimes new 
pet food packaging and process equipment for 
sale, such as: Can fillers, shrink and stretch wrap-
ping, bag closers, case packers, labelers, etc.
Visit our website to view entire inventory —
or contact:
Nestlé Purina PetCare, Investment Recovery Group
5100 Columbia Ave., St. Louis, MO  63139
Phone: 314/982-5115 or FAX 314/982-5159
e-mail:  sandra.schroeder@purina.nestle.com
website:  www.investmentrecovery.com

Nestlé Purina PetCare

 

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

1400 S. Spencer Rd., Newton, KS 67114
Ph: 316-283-9602 • Fax: 316-283-9584

E-mail: gary@continentalagra.com • Web: www.continentalagra.com

Romer Labs, Inc. offers:
• Mycotoxin, Melamine and GMO Test Kits —
 offered in Qualitative and Quantitative Formats
• Analytical Services using HPLC and LC-MS/MS
 Technology
• Consulting and Ingredient Audits
• Total Quality Assurance, Ingredient and
 Mycotoxin Risk Management Programs

Romer Labs, Inc.
1301 Stylemaster Drive
Union, MO 63084
636-583-8600
www.romerlabs.com
e-mail: offi ce@romerlabs.com

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

➤ Testing

➤ Used Equipment

3D Corporate Solutions LLC.............................................. 12-13
ADF-Amer Dehydrated Foods.................................................. 3
Aeroglide Corp......................................................................... 59
AFB International...............................................................42-43
Alcan Packaging...................................................................... 45
All Packaging Machinery Corp...............................................31
Amandus Kahl GmbH & Co KG............................................. 78
Ameri-Pac Inc.......................................................................9, 57
Andritz Sprout A/S...................................................................14
APC Inc.................................................................................... 68
Bemis Flex Pkg-Millprint Div...............................................IBC
BHJ A S.....................................................................................31
Bill Barr & Co.......................................................................... 65
Buhler Inc................................................................................. 49
Cady Bag Company................................................................. 57
Cargill Sweetners N A........................................................... IFC
Clextral Inc................................................................................. 7
Columbia/Okura LLC...............................................................51
Conforma Clad Inc................................................................... 56
CPM Wolverine Proctor LLC.................................................. 67
CPM/Roskamp Champion........................................................51

DSM Nutritional Prods Ltd..................................................... 76
Enzyme Development Corp.................................................... 69
Ever Extruder............................................................................18
Exopack LLC............................................................................61
Extru-Tech Inc.....................................................................16, 55
Finnie Dist 1997 Inc................................................................. 52
Geelen Counterflow BV........................................................... 33
GTC Nutrition.......................................................................... 38
Haarslev A/S............................................................................ 50
Intl Ingredient Corp..................................................................74
Karl Schnell GmbH & Co.........................................................10
Kemin Nutrisurance Inc............................................... 19, 20-21
Lonza Group............................................................................ 37
Marshall Indust Dried Goods.................................................. 40
Martek Biosciences.................................................................. 52
Neogen Corp............................................................................ 26
Nordenia USA.......................................................................... 53
North State Flexibles............................................................... 27
Novus Intl Inc............................................................................11
Omega Protein Inc................................................................... 44
Ometric Corporation................................................................ 50

Pactiv Corp............................................................................... 29
Palmetto Industries.................................................................. 48
Pappas Inc................................................................................ 32
Peel Plastic Products Ltd....................................................15, 17
The Peterson Co..................................................................39, 41
Petfood Enterprise Tech.......................................................... 23
Poet Nutrition........................................................................... 47
Premier Tech Systs................................................................... 34
Roberts Packaging................................................................... 46
Romer Labs Inc.........................................................................10
Sanimax Marketing Ltd........................................................... 63
Schenck AccuRate................................................................... 75
SPF Diana................................................................................... 5
Summit Ridge Farms....................................................71, 73, 75
The Scoular Company............................................................. 55
Total Alimentos Fabrica.......................................................... 54
Trouw Nutrition USA LLC........................................................ 1
US Commodities.......................................................................74
VICAM..................................................................................... 77
Wenger Manufacturing Co...............................................64, BC

➤ Education & 
Training
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At Global Pet Expo (GPE) 
2009, held in Orlando, Flor-
ida, USA, in February, the 
dreaded “R word”—reces-

sion—reverberated in the aisles and 
meeting places, just as it has in every 
gathering place lately. But in this case 
it was accompanied by another R word: 
resistant. As in, can we believe what we 
hear about the pet industry being reces-
sion resistant?

The American Pet Products Asso-
ciation (APPA), organizer of GPE, was 
pushing this line hard, claiming the 
number of booths this year was even 
with GPE 2008 and the number of retail 
buyers was up 10%. Very few exhibitors 
or attendees seemed to believe either 
claim, judging by simple observations 
of the show floor. But APPA did have 
some solid data to back its headlines 
about a robust and resilient industry.

More spent on petfood
In a preview of its 2009-2010 APPA 

National Pet Owners Survey, the asso-
ciation announced that overall US pet 
spending totaled US$43.2 billion for 
2008, up almost 5% from 2007’s total 
of US$41.2 billion. As usual, petfood 
was the largest segment at US$16.8 bil-
lion, representing a 3.7% increase from 
2007, which ended at US$16.2 billion. 
(APPA’s petfood figures are lower than 
those from Packaged Facts; see “Market 
Report,” p. 74.)

Survey respondents reported spend-

ing US$229 on dog food and US$203 
on cat food for the previous 12 months 
(namely, 2008). This compares to 
US$217 spent on dog food and US$188 
on cat food in 2006, the last time the 
survey was conducted. 

Realistic projections?
Perhaps even more heartening, 

APPA projects that this year the US pet 
industry will grow nearly 5%, to a to-
tal of US$45.4 billion, with US petfood 
sales growing 3.6% to US$17.4 billion 
by the end of 2009. During a press con-
ference, Bob Vetere, president of APPA, 
said he believes petfood and treats will 
be the leading edge of a recovery from 
any slowdown the pet industry may be 
experiencing.

APPA bases its projections on recent 
trends. For example, veterinary services 
is the fastest-growing segment of the US 
pet industry, with nearly 10% growth in 
each of the last three years. In 2007, it 
overtook pet care supplies as the second 
largest industry segment (petfood being 
first). APPA projects veterinary care to 
grow another 10% this year.

I’ve heard recent anecdotal reports 
that companion animal veterinarians 
in the US are seeing their revenues de-
cline. A study by Brakke Consulting at 
the end of 2008 showed some US pet 
owners were cutting back spending, in-
cluding on petfood and veterinary ser-
vices, as a result of the recession. But 
according to a poll DVM Newsmagazine

took at the end of last year, 60.4% of re-
sponding veterinarians have seen their 
accounts receivables remain the same 
over the past six months, while another 
20% have seen an increase.

Thank humanization
This often conflicting information 

may be reconciled by the most impor-
tant driver behind the industry’s growth 
the past few years: humanization. Vet-
ere mentioned several consumer opin-
ion polls showing that US pet owners 
are willing to sacrifice spending on 
themselves before they spend less on 
their furry “kids.” One poll came from 
ShopSmart magazine last year, which 
said female shoppers are more likely to 
buy cheaper brands of everything from 
medication to milk than switch to less-
expensive petfood and pet care items.

In a February article in Advertising 
Age magazine, Bill Pearce, Del Monte’s 
senior VP/chief marketing officer, said 
that because of such research, the com-
pany is increasing marketing for several 
of its petfood brands. “Petfood is one of 
the things that [consumers] can tell you, 
‘I will change what I feed my family 
before I change what I feed my dog,’” 
he said.

The R word

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

Is the pet industry 
truly recession 
resistant?
 — Debbie Phillips-Donaldson

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

Online resources
APPA, www.americanpetproducts.org

DVM Newsmagazine, http://

veterinarynews.dvm360.com

Brakke Consulting report, http://

www.brakkeconsulting.com/studies/

economy.shtml

Advertising Age, www.adage.com

APPA,
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U N S T O P P A B L E C U S T O M E R C O M M I T M E N T

Cleanup at retail with super-strong, super-sizedpet foodbags fromBemis.
Our high-performancepolymer bagswon’t rip, tear, stain or puncture.
Theywithstandmoisture and lock out pests. And they allowpet owners
to store foodneatly in the original package,with easy open-close sliders
or press-to-close zippers.

Plus, with Bemis’domestic supply, youwon’tmess aroundwith reliability.

Contact us today at 920-527-2300
ormilprint@bemis.com.

NEW!
SupersizeBulk

Bags!

NEW!
SupersizeBulk

Bags!

EliminatetheMess
SaveonRips,SpillsandStainswithToughNew
SupersizeBagsfromBemis

SeeMorePet Packaging Ideas
at PackExpoBoothS-2505!
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We could talk all day about our petfood systems.

But we’d rather 
talk about yours.

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

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

and the technical expertise to apply them to 

your process requirements. So a Wenger pet

food system is your Wenger pet food system –

uniquely configured and expertly engineered 

to produce optimally for your specific 

application like no other. 

Talk to Wenger today and surround yourself

with unrivaled resources for exceeding 

your processing, energy efficiency and

food safety goals.

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

USA      BELGIUM      TAIWAN      BRASIL      CHINA      TURKEY

Superior Technology. Unparalleled Service.

Galen Rokey, Pet Food Process

Technology Manager
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