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Woven Poly Bags Made in the U.S.A.

Accept no imitations. Avoid the hassle of service and quality problems
of imported bags. Call us today and you won't have to call us later.

B Short lead times
m Dependable service

B Award-winning, quality product

® 10-color water-based flexographic printing .ﬁ Coating Excellence International
® FDA-approved / AIB certified ° °
m Seamless or seamed CEI-America’s Sustainable Printer™

B EZ open closures

Contact us at wovenbags@coating-excellence.com or call 866-WVN-BAGS (866-986-2247)

m Slider zipper closures i i i )
super-tube.com | coating-excellence.com | Wrightstown, Wisconsin
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They look to their owners with love and trust. And their owners
lock to you for healthy ingredients for petfood. Which is why,
for 30 years; ADF has been the most trusted supplier of spray-dried
profein prodoucts in the Industry, Our focus has always been on
developing and providing ingredients of uncompromising quality
made right here-in the USA, and backed by the industry’s finest
customer care tearmn. ADF® brand protein products. Novel ingredients
your customers will love, supplied by a company you can trust.
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Pet Well-Being Food Safety

Credentials Functional Benefits

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

Empyreal 75 gives you:

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 fleet of trucks and rail.

« Certificate of Analysis issued for every shipment
to ensure quality, food safety, and security.

Certified High Quality—Credentials

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

*Meets AAFCO definition for both corn protein
concentrate and a natural ingredient.

*New unique label opportunities.

« Gluten-free.

«Produced in an AlB-inspected facility.
« GRAS status.

«Kosher and Halal certified.

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

Functional Manufacturing Benefits

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 flexibility to vary ingredients.

« Provides opportunities to reduce diet costs by
complementing 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 EMPYREAL
at the Pet Food Forum in
April—Booth 703

dependably pure.
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Petfood Forum & Workshop 2009 is
mere weeks away!

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. Registration for
this exciting event is still available!

A Petfood Forum blog is also 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.

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.

Formoreinformation, contactJackie Thrash, Tel: +1.404.760.2823, Fax: +1.404.240.0998,
E-mail: petfoodforum@meetingexpectations.com or contact Ginny Stadel, Tel:

+1.815.966.5591, Fax: +1.815.968.0941,
Petfood )

E-mail: gstadel@wattnet.net.
ESSENTIAL TRAINING

Why risk inconsistent flavor &
quality using inaccurate feeders?

SERVICE

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!

CONTROLS

BULK SOLIDS METERING
INTEGRATED SYSTEMS

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

FEEDING TECHNOLOGY

(877) 498-2670

mktg@accuratefeeders.com

www.accuratefeeders.com

we make processes work Schenck AccuRate is a unit of Schenck Process ~ ©2008 Schenck AccuRate

Petfood Industry

Quick hits

Natura Pet Products has
announced the promotion of
two staff members: Lisa Schole
as technical services assistant
and Tammy Barker as sales
and consumer service support
SUpervisor.

The German packaging
company Nordenia Inter-
national AG sold 50% of its
shares in Coronor Composites
GmbH to Fiberweb PLC.

Procter & Gamble Pet Care has
announced its new distrib-
utor, Kaner Dis Ticaret Ltd., to
distribute Eukanuba and Iams
petfood products in Turkey.

Freightgate has released
Importer Security Filing (ISF)
software known as Compli-
ance-Trek.

The board of directors of

the Pet Industry Joint Advisory
Council announced the election
of four officers: Frank Koch

of Dick Van Patten’s Natural
Balance Pet Foods as chairman
of the board; Jeff Sutherland
of Breeder’s Choice as first
vice president; Ruth Jeffers

of Jeffers Pet as second vice
president; and Paul Norton of
Norton Fisheries as secretary/
treasurer.

Natura Pet Products has
recently received certification
of conformance with the Inter-
national Organization for
Standardization (ISO) standard
for Food Safety Management
22000:2005.
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What are you waiting for?

The twin-screw extruders from our Evolum® mnge

give you the potential to combine flavors, colors
c L E x T RA L and shapes... while ensuring the qualitative and
nutritional criteria of your pet food product.

Brings you new opportunities! Rrealize your innovation in our pilot plant facility.

Premium product results with lower cost ingredients
Higher protein & fat content recipes

Creative shapes and textures

Consistent product quality

3 - e FORRLITT

Maximum productivity

NORTH AMERICA : + 1 813 854 4434 - LATIN AMERICA : + 56 2 335 5976
EUROPE: + 33477 403131-ASIAPACIFIC: + 862164747806+« RUSSIAand CIS: + 7903 111 25 36
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International pet trade show strong despite recession. February 2009’s Global Pet Expo in Orlando,
Florida, USA, is proof that the pet industry is managing to swim in a sinking economy, according to a
press release by American Pet Products Association (APPA).

After compiling the final show numbers, leaders from APPA and Pet Industry Distributors Association an-
nounced that Global Pet Expo 2009 exceeded expectations in nearly every aspect with thousands of new
pet products introduced, more buyers attending the show than last year and a record number of retailers
from around the rest of the world.

The expo hosted 779 exhibiting companies and 2,306 booths; total attendance was up this year by 2%.
That totals more than 4,100 buyers—a positive indicator that despite the economic downturn, this industry
continues to stand strong.

China passes food safety law. China’s legislature enacted a new food safety law, promising tougher
regulations and severe punishment for makers of bad products after tainted products showed flaws in the
food industry, according to The Associated Press.

The National People’s Congress approved the law, which will ensure food safety “from the production
line to the dining table,” the Xinhua News Agency said. The law goes into effect June 1, according to
the article.

The law calls for a monitoring and supervision system, a set of national standards on food safety, severe
punishment for offenders and a food recall system, Xinhua said. It will also impose strict supervision
over additives.
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With our latest innovation, the , 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:
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A complete listing of 2009 events is
available at www.PetfoodIndustry.com
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H.H. Backer Spring
Trade Show, April 3-5, 2009,
Atlantic City, New Jersey, USA.
Contact: H.H. Backer Associates
Inc., 200 S. Michigan Ave., Suite
840, Chicago, Illinois 60604
USA, Tel: +1.312.663.4040, Fax:
+1.312.663.5676, hhbacker(@)

hhbacker.com, wv cker.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@)

meetinzexectations‘com, WWW,
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, petfoodforum@
meetingexpects 'ons.com,m

petfoodindustry.com.
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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@,

zoomark.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,

HLASA/CEELA
Conference, May 23, 2009,
Budapest, Hungary. Contact:
Dr. Sandor Fekete, HLASA
Chairman, Tel: +1.361.478.4250,

dietvet.hu.

OrOA/E0N Premium

Higher delta tocopherol antioxidant

naturally increases product shelf life.

www.agrisystems.net

1300 Minnesota Ave. ¢ Billings, MT 59101
406-245-6231 ¢ Fax 406-245-6236

Powder or Liquid
Ameri-Pac.com 1-800-373-6156
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INNOVATION IN NUTRITION AND

ANIMAL HEALTH

SCIENTIFICALLY DRIVEN

INTERNATIONAL

ORGANIZATION DOING BUSINESS IN OVER

80 GOUNTRIES
AROUND THE WORLD

OFFERS A BROAD PORTFOLIO INCLUDING

TRAGE MINERALS

AMINO AGIDS, ANTIOXIDANTS,
PREBIOTICS AND ENZYMES

Eve yth ng you expect from us. Now in pet food. NOVUS PET
66666666666666 .novusint.com/pet NUTRITION
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Quality Ingredients Sourcing ‘ Logistics ‘ Exceptional Service

3D Corporate Solutions: Included in our value-added service package is the ability to provide customers
with proteins and fats when and where they are needed. We do this so pet food companies don't have to invest
time and resources into obtaining critical ingredients. We provide ingredient acquisitions, logistics, and arrange and

coordinate shipments for customers all over the world.




No two pets are exactly alike.
No two pet foods are exactly alike.

Our solutions are as unique as the pet food manufacturers we serve.

all it “animal magnetism” if you will. At 3D Corporate Solutions,
e encourage and assist our teams to develop the most unique solutions
or you using scientific innovation. Quality ingredients and exceptional

service are — without question — part of the package.

Our work environment fosters creative thinking, and our innovative
bpproach ensures you get the best customized essential proteins

hnd fats for your trusted brand. Our plants’ in-house labs allow our
experienced staff to test multiple combinations of new ingredients and
devote their attention to your distinctive needs.We follow exacting

! g Way in the industry by continuously

Science demands it.

CorporateSqu’rions/

Pet Solutions: Through protein conversion, we use only USDA-inspects
parts to make the meals and fats at our plant. No by-products are proces

Protein Solutions: We provide spray-dried chicken, spray-dried turkey and other gently processed
proteins, as well as other fresh and frozen specialty products. Only USDA-inspected ingredients are used.

For more information about how we can help you, please contact us.

601 |3th Street, Monett, MO 65708 417.236.9602 customerservice@3Dcorpsol.com
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New online
community
for petfood
professionals

Petfood-Connection.com is the all
new online social network for those
working in and around the petfood
industry. Create a personal profile,
connect with other professionals, post
a topic for discussion in the forums,
upload an image or a video from your
company—the possibilities are end-
less! While you’re at it, follow the
editors of Petfood Industry at http:/
twitter.com/petfoodindustry for in-
teresting updates and breaking news.

Petfood Industry

Tyson, Freshpet partner to expand
petfood category

Tyson Foods Inc. and Freshpet announced a partnership focused on bringing
new and innovative, refrigerated fresh petfood products to consumers, with the
goal to expand the refrigerated segment of the petfood category.

Tyson will have a minority investment in Freshpet. The alliance will combine
Tyson’s fresh food knowledge, refrigerated distribution network, product innova-
tion skills and supply of meat and poultry with Freshpet’s petfood experience and
market knowledge.

“The alliance between Tyson and Freshpet will meet changing consumer
needs by providing real food for pets—not ‘petfood,”” said Scott Morris, Freshpet
co-founder. “We believe these products will redefine the category and change
the way people think about feeding their pets.”

The US$17 billion petfood market has seen significant growth in recent years;
one of the key growth trends has been the humanization of pets, as more consum-
ers treat their pets as part of the family.

) Find the latest industry updates, news and products

wherever you are, whenever you need them. They're always available at
www.petfoodindustry.com.
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No matter what your bag,
we've got you covered.

With 60 years of manufacturing experience in Flexographic printing, Laminating, Bag and Pouch conversion we have
your needs covered. It is no surprise North State Flexibles offers extensive pouch and bag product lines to meet your
many packaging needs. Being a early pioneer of Doyen, Round bottom, Gusseted bags and Pouches, today we offer
a wide range of products for paoint of purchase impact including 150 line process printing for optimum graphic impact.
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Reclosable Press-To-Close (PTC zipper) Solventless Laminating
MNew Side Gusset Pouches (Fill through or Fill behind) Barrier Films and Laminates
Round Bottom Bags and Pouches 10 Color Gearless Presses
Doyen Standup Pouches Total Capability In-House Prepress

North State Flexibles LLC i
2619 Phoenix Drive !
Greensboro, NC 27406 i

336 544-4132 Brenda Ganim
brenda.ganim@nstatepkg.com
336 292-B467 fax

Count on the experts of North State Flexibles to deliver packaging that stands out in the retail environment.
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Best in Show winner eats Purina
Stump, the Sussex Spaniel recently crowned as Best in Show at this year’s Westminster Kennel Club Dog Show,
eats Purina Pro Plan, according to an interview his owner, Scott Sommer, had with the Houston Chronicle.
“When you put a dog on a food and you think it’s working—he has a good coat and skin and is healthy—stick
with it,” said Sommer.
“All of our dogs eat Purina Pro Plan. I had a Bichon Frise, J.R., who won Westminster’s best in show, and he ate
it, too,” Sommer said in the interview.

Fortireed

THE FACE of HEALTH

For today’s
Naturally Healthy Animals

FortiFeed® is a natural soluble prebiotic fiber comprised of pure

short-chain fructooligosaccharides (scFOS®) that selectively stimulates
the growth of beneficial microflora in the intestines of animals.
FortiFeed adds value to foods and feeds by supporting:

immunity ¢ digestive function * nutrient utilization

Contact us today for more information.
fortifeed.com

800-522-4682

SPECIALTY INGREDIENTS

Petfood Industry

US pet market

outlook released

Looking at the pet industry as
a whole, Packaged Facts predicts
steady performance in 2009 and
2010, although the market growth
rate will drop back slightly due
to cutbacks in some categories,
according to a press release by
Packaged Facts on its newly re-
leased report, U.S. Pet Market
Outlook  2009-2010:  Surviving
and Thriving in Challenging Eco-
nomic Times.

In the report, Packaged Facts
projects sales and analyzes
growth drivers and opportunities
for veterinary services, petfood,
non-food pet supplies and other
pet services (grooming, boarding,
training, etc.).

“Packaged Facts views pet hu-
manization as a dynamic, multifac-
eted shift that virtually guarantees
steady pet market sales not just in
2009 and 2010, but well beyond,”
says Tatjana Meerman, publisher
of Packaged Facts, in an arti-
cle by www.MarketWire.com. “In
most cases ... cutbacks would only
seriously be considered after own-
ers have reduced spending on their
own less essential needs.”
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Lawyers
save petfood
manufacturers

San Francisco, California,
USA, lawyers rescued Wal-Mart
and a group of petfood manufac-
turers on March 16 from a class
action that could have led to
millions of dollars in damages,
according to www.Law.com.

A federal judge in Nevada,
USA, granted a motion by the
defense to pre-emptively deny
certification to a class of plain-
tiffs that would have spanned
eight states, including Cali-
fornia.

Margaret Picus, a Nevada
woman, filed a class
action in state court
against Wal-Mart

and a group of d
food manu- Ma e
€

facturers in
April 2007,
alleging
that they ille-
gally labeled their
petfood “Made in
USA,” though some
ingredients were
imported from China.

The previous month, the Food
and Drug Administration had
announced that certain petfood
ingredients imported from China
were sickening and killing cats
and dogs.

US District Judge Philip Pro
of Nevada denied Picus class
certification in Picus v. Wal-
Mart Stores, 07-00682, ruling
that subjective, individual issues
made a class action the wrong
way to handle the case. Specifi-
cally, Pro wrote in his decision,
the law requires the plaintiffs
to prove that each person who
bought the tainted petfood did so
because it was labeled “Made in
USA.”

SA

LONZA

Carnikingm

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.

Carniking™ offers pure
[ L-Carnitine and is a trademark
2l Ing of Lonza Ltd, Switzerland.

Lonza Inc., Allendale, NJ USA, Tel +1 800 955 7426, carnitine@lonza.com, www.carniking.com
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VISIT KEMIN.COM

Kemin Palasurance® gives you confidence
your product's palatability, stability and
safety meet your high standards.

From our fresh ingredients to our finished palatants to our complete
understanding of food stabilization, Kemin Palasurance delivers the

best flavor and aroma, palatability, stability and safety on the market. Qur
scientific work in keeping foods fresh has made us masters of the processes
of hydrolysis, fermentation, extraction, and purification. Our global service
team works closely with every customer, combining sound science and

technological innovation, to deliver complete freshness of your product.

CONTACT A KEMIN PALATABILITY EXPERT TODAY!
North America +1 877 890 1462

Europe +32 14 25 97 80

South America +55 (49) 3312 8650

®
INSPIRED MOLECULAR SULUTIUN:}QO
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) 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.

Cheeseburger-flavored dog treats
Double Cheeseburger dog treats from A Dog’s Life have no corn, wheat or soy and are 100% natu-
ral, according to the company. The treats come in a resealable bag. www.adogslife.net

Salmon mousse for cats

Fish4Cats carries a salmon mousse that’s easy to digest, according to the company. The
mousse contains omega-3 fatty acids and is gluten and additive free, Fish4Cats says. The
treat can be fed alone or with other foods. www.fish4dogs.com

Dog, cat petfood supplement
The Missing Link Wellness Blend from Designing Health contains omega-3, -6 and -9,
phytonutrients and probiotics. The product can be added to your dog’s or cat’s food daily.

www.missinglinkproducts.com

Honey BBQ dog biscuits

Robbie Dawg now offers biscuits in its Let’s go for a Walk tin, in several flavors,
including Honey BBQ Chicken. Thetinholds 3 oz. ofkibble-shaped biscuits. The biscuits
are wheat, corn and soy free, have no added salt, sugar, preservatives or artificial
ingredients, according to the company. www.robbiedawg.com

Petfood Industry
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ou would think that starting a raw/
frozen petfood company from
scratch in only six years would
be enough of a challenge—and an
achievement. But Marie Moody, founder
of Stella & Chewy’s, didn’t stop there.
Just four years after starting to make
raw dog food in the kitchen of her New
York City apartment, Moody moved
halfway across the US and opened a
plant with cutting-edge, patent-pending
technology. Combining this with top-
quality ingredients, the company is
committed to building a national brand.
It seems to be well on its way—since
its inception in 2003, Stella & Chewy’s
sales have doubled each year.

It all began when Moody’s dog
Chewy, who is now 14 years old, be-
came ill. “T researched raw diets and put
him on that, and he recovered,” Moody
says. “Because I don’t have a back-
ground in nutrition, I consulted several
veterinary nutritionists, particularly one
at the University of Wisconsin.”

Why raw? “The food is closest to its
natural state,” Moody says.

“Whole-food nutrition is preferred.
It’s what we eat primarily,” adds San-
ford Goodman, who joined the company
as CEO in October 2008 after serving
in the same role for Nature’s Variety.
“While raw feeding lacks the rigorous,
peer reviewed scientific journal articles
documenting specific benefits, there

A hreeq

lts cutting-edge processing and safety technology
makes Stella & Chewy’s stand out—and not just in
the raw pe’rfood sector BY DEBBIE PHILLIPS-DONALDSON

Petfood Industry



are thousands of consumer testimonials
and a developing number of veterinar-
ian case reports. There are a number of
veterinarians who recommend raw diets
and put animals on them.”

From making food for Chewy,
Moody progressed to selling it to a few
independent pet stores in the New York
City area. With sales doubling each year,
she decided to open a plant. “It was re-
ally a passion for wanting to create the
kind of petfood I made in my kitchen, on
a commercial basis,” she says. Having
hailed from the Midwest US, she found
a building in Muskego, Wisconsin. The
plant opened in spring of 2007—but this
was no ordinary manufacturing facility.

From the start Moody worked with a
couple of experts from the meat indus-

) Online extra!
Read more about Stella & Chewy'’s

processing and safety methods at
www.petfoodindustry.com/stellaextra.

aspx and www.petfoodindustry.com/

stellafreezedrying.aspx.

try (for humans) to develop processing
methods and environments that would
ensure a pathogen-free product. At the
time, other raw petfoods were being re-
called because of Salmonella contami-
nation, a concern expressed by some
veterinarians in recommending raw
diets.

One of the experts Moody sought
out was James Marsden, PhD, Regents’
distinguished professor at Kansas State
University in Manhattan, Kansas. “I
wasn’t sure Marie’s vision of pathogen-
free was even possible,” he says. But
both were determined to try, so he con-
tacted a colleague who was using a Eu-
ropean method of high water pressure
to process meat products for humans.
“The method applies 80,000 pounds of
pressure per square inch. It doesn’t af-
fect the product but destroys pathogens,”
Marsden explains.

“Vegetative bacteria, which is what
Salmonella and E. coli are, respond very

well to water pressure,” Moody adds.
“And it’s the only recognized kill step
that doesn’t use heat, radiation or chem-
icals, so it’s more organic and natural.”
But she wasn’t content. “We’re currently
the only company—and this includes
the human food industry—that uses this
process on raw ingredients,” she says.
Usually it’s done post-packaging.

The innovations don’t stop there.
“We're unique in the raw food industry,”
Goodman says. “Nobody else, other

than, say, one of the smaller brands, is

Business basics

Headquarters: Muskego,
Wisconsin, USA

Officers: Marie Moody,
founder; Sanford Goodman, CEO

Sales: Privately owned com-
pany does not divulge amounts;
sales have doubled every year
since company began in 2003

Brands: Stella & Chewy’s
Dinners, Carnivore Crunch and
Carnivore Kisses

Distribution: Independent
pet stores in 46 US states currently

Employees: 30 full-time

Website: www.
stellaandchewys.com

using high pressure processing. We’re
the only ones then who have gone a
step further and established procedures
to prevent recontamination during the
forming of the patties.”

These later procedures involve ap-
plying ultraviolet light to decontami-
nate the environment and every piece of
equipment, building on work Marsden
had done in the meat industry. “This is
also a very natural process. The com-
bination of treating raw materials using
high hydrostatic pressure with asep-
tic further processing is unique in the
world, in both human food and petfood,”
Marsden says, adding that it has a patent
pending. Marsden also helped the com-
pany develop its HACCP protocols.

Another thing setting Stella &
Chewy’s apart is its in-house freeze-
drying, which it uses for several product
lines. “Frozen is great, but you're not
always able to keep it frozen if you’re
traveling or at a dog show,” Goodman
explains. “Or you may want a dry prod-
uct for its convenience. We're taking the
same formulation that we produce in
frozen form and freeze-drying it.”

“Freeze-drying is considered the
gold standard of drying—it’s the only
way you can have a product be dry and
raw at the same time,” Moody says.

Finally, all Stella & Chewy’s prod-
ucts are tested for pathogens and held
from shipping until results come back.

Petfood Industry


http://www.petfoodindustry.com/stellaextra.aspx
http://www.petfoodindustry.com/stellafreezedrying.aspx
http://www.stellaandchewys.com
http://www.petfoodindustry.com/stellafreezedrying.aspx
http://www.stellaandchewys.com
http://www.petfoodindustry.com/stellaextra.aspx

One thing that
sets Stella &
Chewy’s apart in
the raw/frozen
sector is its
in-house freeze-
drying, which
allows a product

to be raw and dry
at the same time.

We solve ‘em daily
for petfood
manufacturers
worldwide

The Pappas 225 DPE
Emulsifier features our
unique “floating knives.”
[t works equally well
with the driest and

the wettest inputs.

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

575 E. Milwaukee - Detroit, Ml 48202 - 1-800-521-0888
Outside US: 313-873-1800 - Fax: 313-875-7805

PAPPAS, inc

) Hear it online!

Email: sales@pappasinc.com - Website: www.pappasinc.com
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“Then we post all those results online so
customers can match their batch code to
a test result,” Moody adds.

Moody and Goodman also talk up
their ingredient quality. “We’re using
real meat and real organic fruits and
vegetables,” Moody says. After adding
vitamins, minerals, probiotics and other
ingredients to assure complete and bal-
anced diets, the mixture is formulated
into patties, available frozen or freeze-
dried. Freeze-dried treats include Car-
nivore Crunch and Carnivore Kisses.

For future line extensions, the com-
pany is planning to focus on smaller
breeds of dogs, reflecting the US pet-
owning demographics. “We want to
make sure that people with smaller dogs,
who may be more attuned to the format
and the price point, are, in particular,
aware of the product,” Goodman says.

The palatability of the products is
key, too, Moody says: “A lot of smaller
dogs tend to be fussy eaters.”

The company sees another opportu-
nity in increasing independent pet store
distribution. Its products are sold only in
these outlets, almost solely through dis-
tributors, in about 46 of the 50 US states.
“A key to growth is having distributors
who are experienced at supporting ho-
listic brands, and handling frozen prod-
ucts,” Goodman says. “You also need to
have a field sales team supporting your
stores and marketing your products. We
are putting together a top-notch team.”

Managing all this growth is a chal-
lenge that can keep Goodman up at
night. For Moody, it’s about “maintain-
ing the quality and initial philosophies
as we get bigger,” she says. “I don’t want
to let go of any of that.” Considering how
well she’s done so far, it’s no wonder she
wants to stay that course.

Catch parts of the audio interview
with Marie Moody and Sanford
Goodman at www.petfoodindustry.com/

PlayRadio.aspx.
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Celebrities are getting in line to endorse pet
products — could yours be next2

BY JESSICA TAYLOR

Halo, Purely For Pets announced
that talk show host and
comedienne Ellen DeGeneres had
become an owner of the 20-year-
old all-natural petfood company.

Petfood Industry

inking your petfood brand sales to
famous personalities can be heav-
enly or hellish. The question is: Is it
worth the gamble? Marketers have
long sought to distract and attract the at-
tention of potential customers who live
in a world of ever-increasing commercial
bombardment. Because of the constant
media saturation that most people ex-
perience daily, they eventually become
numb to standard advertising. The chal-
lenge of the advertiser is to find a hook.
One well-used approach at differ-
entiating advertisements is the use of
celebrity endorsements. Celebrities are
seen as dynamic individuals with lik-
able and attractive qualities. The words
and often just the image of a popular
person will cause many people to stop
and pay attention.

For years, professional athletes, fa-
mous actors and musicians have been the
traditional favorites to feature in adver-
tisements. As the ad market continues to
grow and competition becomes fiercer,
marketers have turned to new categories
of celebrity spokespersons. A champion
racehorse sells petfood in Great Britain.
New categories for celebrity endorsers
are opening every day as the reach of the
media moves closer to home.

The chef

Popular television host and home-
cooking chef Rachael Ray has launched
her own dog food brand named Rachael
Ray Nutrish, from Dad’s Pet Care Inc.,
and was our December 2008 cover
girl. Ray says her latest venture was
inspired by her own dog, Isaboo, and




eeds are to be donated to Rachael’s
cue, an organization the food star
ded to help at-risk animals find

You need FREDD

Using famous persondlities can be an effective method of promoting products.
When considering the choice of which celebrity to use as a spokesperson,

ptive homes.

site, Rachael Ray
rish includes two
ieties of all-natural
food featuring real
t as the first ingre-
t—Real Chicken &
gies and Real Beef
rown Rice. There
no by-products,
rs, artificial fla-
or preservatives,
website says; and

The partnership of
Nestlé Purina and
Martha Stewart has
created the website
www.marthastewart.

com/pets.

management must understand the advantages and disadvantages of us-

ing celebrity endorsers.

If the choice is successful, the celebrity endorser will capture a
viewer’s attention from the clutter of dai|y qdvertising, increase the
public’s awareness of the product and ultimately influence consumers to
purchase the product. However, if the celebrity is carelessly chosen, the

results can be costly and damaging.

Associating with a famous person requires the assumption of the
risks of poor image, irrational behavior and questionable credibility of
the spokesperson used. Marketing research has found several models to

aid the marketing manager in evaluating celebri-
ties as potential endorsers. FREDD, developed
by the Young and Rubicam agency, is a helpful
tool for assessing the best characteristics of a
celebrity as a potential product endorser. Under-

recipe contains an-

idant nutrients like vitamin E and
nium to support a healthy immune
em; a fiber blend including oatmeal
easy digestion; omega fatty acids,
a dash of EVOO (extra virgin
e oil) to support healthy skin and
iny coat; high quality proteins to
support healthy organs and lean muscle
mass; and calcium for strong bones and
healthy teeth.

The trainer

Cesar Milan, well-known dog be-
havior specialist and star of National
Geographic Channel’s Dog Whisperer
with Cesar Milan, has partnered with
Petco to brand “Dog Whisperer” mer-
chandise for dogs, including organic
dog food, treats and other products
and accessories. Among the products
in the line are organic canned and dry
dog food, treats, fortified water, liquid
supplements, collars and leashes, toys,
grooming products, training pads, stain
and odor removers, beds, bowls and an
instructional series of DVDs. The line
is expected to include more than 100
products. Additionally, Petco.com will
offer access to an exclusive online dog
coaching course personally designed
and developed by Millan to instruct
owners on raising a happy, healthy and
well-balanced dog.

The comedienne
Halo, Purely For Pets announced in
2008 that talk show host and comedi-

standing and being able to assess the familiarity, relevance,
esteem, differentiation and decorum of a famous individual
in relation to the product being sold is vital to a successful

advertising campaign.

Source: Academy of Marketing Studies Journal , July,
2003 by Robert A. Swerdlow, Marleen R. Swerdlow

enne Ellen DeGeneres has become an
owner of the 20-year-old all-natural
petfood company. The announcement
came as Halo was expanding its prod-
uct line and retail presence for its line
of petfood and pet care products in the
US market. The company has expand-
ed distribution with major retail chains
such as Whole Foods and Petco, as
well as independent pet specialty and
natural outlets. The expansion was de-
signed to extend Halo’s lineup of all-
natural petfood and holistic pet care

Petco.com will offer access to an

exclusive online dog coaching course
personally designed and developed
by Cesar Milan to instruct owners

on raising a happy, healthy and well-
balanced dog.

salmon and Halo’s Dream Coat in-
gredient, which helps animals main-
tain beautiful skin and shiny coats,
according to the company;

» Antioxidant—All over well-being
treat made with yogurt, green tea,

The website provides fresh ideas
and information related to pet
care and the joys of animal

companionship.

products, according to the company.

Three new treats recently released by

DeGeneres and Halo are:

» Pumpkin & Peanut—Low fat, veg-
etarian and gluten-free for dogs that
are allergic to wheat products;

» Skin & Coat—Contains omega oil,

cranberries and chicken with cheese,

which helps pets” overall health in-

cluding better sight and healthier

looking skin.

Halo has also overhauled its famous
recipe for its flagship Spot’s Stew, add-
ing more protein and new flavors. Tests

Petfood Industry
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prove even the finickiest cats like it
over leading brands, claims the petfood
company. A new product, Halo’s Spots
Stew Pate, has increased protein levels
and is finely ground to satisfy cats who
hate too much texture in their food.

Petfood Industry’s December 2008
cover girl, Rachael Ray, partnered

with Dad’s Petcare to develop her

dog food line, Nutrish.

Producing multiple shapes.

The mogul

Martha Stewart Living Omni-
media Inc. (MSLO) announced in
March the launch of a multiplat-
form pets initiative with www.
marthastewart.com/pets as a corner-

stone of the program. The website
provides fresh ideas and informa-
tion related to pet care and the joys
of animal companionship, including
a blog from the perspective of Mar-
tha’s French Bulldogs, Francesca and
Sharkey, called “The Daily Wag” at
http://dailywag.marthastewart.com.

The primary sponsor for the new
website is Nestlé Purina PetCare
and its superpremium petfood brand
Purina ONE. According to MRI, the
Martha Stewart audience includes
9.7 million dog and cat owners who
share their home with a collective 21.7
million dogs and cats; they purchase
more than 200 million pounds of pet-
food each month.

Stewart had this to say: “I have

been passionate about pets all my life
and over the years have been fortunate
to share my home with many dogs,
cats and canaries. | understand why
people consider their pets to be mem-
bers of their family and am delighted
to be offering a website, television
programming and other content that
celebrate that special relationship and
help consumers to better care for and
enjoy their pets.”

Nestlé Purina and Purina ONE
will be featured on the new website
through proprietary content, a link
to Purina ONE’s website—www.
purinaone.com—and through online
advertisements. As part of its multi-
million dollar agreement with MSLO,
Nestlé Purina and Purina ONE also
will be the subject of two special seg-
ments on upcoming episodes of The
Martha Stewart Show. Stewart re-
cently visited the St. Louis, Missouri,
USA, headquarters of Nestl¢ Purina
to film one of the segments.
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extrusion cooking technology. The all new Multi-Color/Multi-Shape Die
Assembly allows the production of up to 4 separate colors and multiple
shapes simultaneously. The revolutionary technology allows you to

dramatically reduce mixing, batching and additional handling costs
commonly associated with multiple color and multiple shape fit
product. The potential increase in profit is significant.

Extru-Tech’s Multi-Color/Multi-Shape Die Assembly
is available in 2, 3 and 4 color production configurations.

Corporate Office
P.O. Box 8 ® 100 Airport Road ® Sabetha, KS 66534, USA
Phone: 785-284-2153  Fax: 785-284-3143
extru-techinc@extru-techinc.com e www.extru-techinc.com
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Perform More Tricks at Retail with Bemis Packaging

New super-strong, super-sized polymer bags from Bemis are a brand’s best
friend. The smart, flat-bottom design lays down or stands tall for twice the
shelf impact. Integral handles, sliders or press-to-close zippers carry their
weight in convenience. And the bold, premium graphics fetch attention
like never before.

Roll over sales in record numbers. Contact us today

T°"9',’:¢';'r%t at 920-527-2300 or milprint@bemis.com.
Large- .
Bags! See More Pet Packaging Ideas at

Pack Expo Booth S-2505!

UNSTOPPABLE CUSTOMER COMMITMENT ®
BEMIS FLEXIBLE PACKAGING—MILPRINT DIVISION - 3550 MOSER STREET + OSHKOSH, WI 54901 + WWW.MILPRINT.COM

©2008 Bemis Flexible Packaging-Milprint Division 6/08
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Bones fo bon appeti

BY JESSICA TAYLOR

s petfood production remains

lucrative and  competitive

even through a rocky econo-

my, new product releases mir-
roring human food trends are causing
a stir among the more established and
premium petfood manufacturers, with
their innovative approaches and niche
clientele. The key trend of humaniz-
ing pets continues to be an important
focus for petfood manufacturers, as
more and more of these mimic prod-
ucts are released.

According to a February 2009 ar-
ticle in Food Magazine (Australia),
as brand development and marketing
become ever more important in sus-
taining growth in the maturing do-
mestic market for petfood, the success
of manufacturers offering gourmet
flavors shows consumers’ ongoing
willingness to buy more expensive
products.

Petfood Industry

Your fork first

Unlike other food industries, says
Food Magazine, the push for unique,
niche-targeted products is a relatively
new concept in petfood manufactur-

human

Clever puns that sound like hu-
man foods and expensive molds and
dyes that make petfood look like hu-
man food are no longer enough for pet
owners—they want innovative ingre-

The push for unique, niche-targeted
products is a relatively new concept

in petfood.

ing. The article cites the 2007 recalls
as a big reason for the recent human-
ization frenzy. Consumers started to
ask a lot of questions about quality,
safety and source, which caused a
shift in the consciousness for the en-
tire industry.

dients, health-conscious recipes and
green-thinking marketing. Manufac-
turers can no longer afford to merely
humanize their labels and packaging,
rather than changing any of the in-
gredients or examining formulations.
Educated pet owners want the funda-
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Why
labels are

important

dditional findings

from the 2008
survey of pet owners
conducted by Well-
ness petfood indicate consumers
want the same amount of transpar-
ency they expect from their own
packaged foods.

» Over half of the pet owners worry
that their cat or dog food contains
ingredients they wouldnt want
their pets to consume;

» More than half of dog or cat own-
ers (55%) don’t know what federal
body is charged with regulating
petfood quality;

» When asked to name the first in-
gredient listed on the label of their
cat's dry food, 48% of cat owners
answered they are not sure; and

» When asked to name the first in-
gredient listed on the label of their
dog'’s dry food, 44% of dog own-

ers answered they are noft sure.

mental driver of the product changed,
the quality of the food being produced
to be recognizable to that of what is on
their own plates.

“We have made a decision to not
just provide ‘human food’ ingredients,
but to actually produce food that’s
manufactured as human food, that’s
processed as if it was going to be con-
sumed by any person,” says Helen
McNall, owner of dog food company
Wellbeing for Dogs. “The fact that
it’s going to be consumed by a furry
creature doesn’t, and shouldn’t, really
make any difference.” Many pet own-
ers agree with McNall’s line of think-
ing when it comes to the importance
of their pets’ diet, and the petfood
market has been quick to respond.

A sign of the times

McNall says the drive for Wellbe-
ing for Dogs has been, “This is the
food I want, now how do I manufac-
ture it?” rather than, “This is what I

can manufacture,
how do I pres-
ent it as food?” A
completely foreign
idea in the industry
10 years ago, this
processing  phi-
losophy is a driver

Toll Free: 1.800.763.7430
Phone: 1.519.824.2381
Fax: 1.519.824.9472

WWWw.sanimax.com
ingredients@sanimax.com

© Copyright 2009 Sanimax Industries, Inc. All rights reserved.
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for growth for petfood producers. The
appeal to be found for consumers lies
in the heightened emotions now asso-
ciated with pet ownership.
Euromonitor International pre-
dicts products that contain human-
grade ingredients, particularly those
that have been certified by statutory

Sanimax

Reclaim:-Renew-Return
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Online Extra!

Discover more about what human
food trends are driving the petfood
market at www.petfoodindustry.
com/0904PEThuman.aspx.

bodies such as the US Department of

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

MARTEK

Petfood Industry

Agriculture, will become increasingly
popular among US pet owners. Pro-
ducers that can reassure consumers
regarding the origin of their raw ma-
terials—like Pet Promise, the petfood
company founded on that very idea—
will also benefit. (To read more about
Pet Promise’s mission-based petfoods,

Why use Martek’s
DHA GOLD®?

- DHAGOLD s from a
vegetarian source (algae)
you can trust - not from fish

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

* DHA GOLD is easy to use

and delivers a consistent
level of DHA omega-3

DHA _
GOLD

see their March cover story at www.
petfoodindustry.com/0903PETcover.
aspx.) Such niches as organic, fresh
and vegetarian petfood are also like-
ly to expand, much like the aisles of
cereals, produce and frozen foods at
the US retailer Trader Joe’s continue
to do.

Refrigerated fresh dog food is a
growing market that is predicted to
increase to US$473 million in annual
sales by 2012, according to Packaged
Facts. Many producers in this current-
ly very niche market pride themselves
on the familiarity of the ingredients in
their products—something consumers
appreciate. 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 min-
erals. Packaged Facts attributes the
popularity of fresh dog food to conve-
nience, technological advances, better
distribution channels and heightened
food safety concerns.

Learning curve

A national survey released in Oc-
tober 2008 revealed many pet own-
ers don’t know what ingredients their
pets’ food contains, despite their effort
to educate themselves on their own
foods. The survey was commissioned
by the Wellness brand of natural pet-
food and treats.

According to the survey, 66% of
the pet owners said they feed their
pets as if they were members of their
families. However, 56% of pet own-
ers said they always or often read the
label of their own packaged foods,
compared to 38% of dog owners and
38% of cat owners who said they al-
ways or often read the labels on their
pets’ food. Wellness also reported that
only 38% of those surveyed said they
understand all the ingredients listed
on their dog food and cat food labels.
(For more findings, see p. 33.)

Bottom line: Pet owners want
their food—whether it is going into
their dog’s bowl or on their families’
plates—to be recognizable, safe and
easily understood. ]
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ccording to the article

“Ensuring the safety of ingredi-

ents” on _FoodProcessing.com,

at the Reuters Food Summit in
Chicago, Illinois, USA, earlier this year,
Stephen Sundlof, DVM, PhD, director
of the Center for Food Safety and
Applied Nutrition at the Food and Drug
Administration (FDA), warned that the
nation’s food safety system “could be
just one incident away from some cata-
strophic event ... If there was an addi-
tional crisis, it might be at the breaking
point. Contaminated ingredients carry
a negative effect that ripples across the
industry. Even if your products are not
affected, consumers may transfer the

Petfood Industry

Learning from

processing

BY JESSICA TAYLOR

mistrust of one product or group of
products to all related items,” he said.
“In a sense, the contaminant scare has
reminded us that we are all part of the
same food chain.”

There are critical checkpoints—up
and down both the human food and
petfood chain—designed to guarantee
the safety of ingredients that begin with
defining when a raw material is indeed
an ingredient and continue through
third-party audits, some of them govern-
mental. But with the ever-growing list of
ingredient suppliers from literally
all over the globe, keeping track
of the food chain is now an order
of magnitude more complex.

The FDA’s  diminished
capacity to protect the food
supply doesn’t mean consumers
will settle for unsafe foods.
They are making their concerns
known. At Barbara’s Bakery, an
organic bakery and human food
processor of cereals, breakfast
bars and other natural offerings,

for example, investment in consumer
trust has been part of company philos-
ophy from the beginning, and it has
paid off in customer loyalty. “We follow
a very rigorous protocol when handling
ingredients. Incoming samples are
tested and bar codes labeled so we can
electronically track them throughout
the process,” says Kent Spalding, vice

Online Extra!

Petfood packaging is yet
another way petfoods are continuing
to humanize. Read about this lucrative
trend at www.petfoodindustry.
com/0904PETtrends.aspx.

president of marketing for Barbara’s/
Weetabix North America in Petaluma,
California, USA. “We inspect facilities
where we purchase our ingredients from
and require the proper certification from
the appropriate organizations: certified
organic, AIB certified, etc. It is not the
cheapest ingredients we are after, but
instead the quality that best meets the
objectives of our finished goods (taste,
texture, appearance).”

Microwave continuous belt dryer MDBT 60 offers as much diversity in
the manufacture of petfood and treats as it does to human foods.
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Source verification from farm to
consumer is critical to maintaining
consumer trust. Robert Hurlbut, presi-
dent and CEO of Attune Foods, a
functional food company that makes
innovative Probiotic Wellness Bars,
says it is now more complex, requiring
close relationships both upstream to
ingredient providers and downstream
for delivery of the product. “Small
companies face a challenge in that they
must often use co-packers and contract
manufacturers and still guarantee food
safety and quality,” he says. “Attune
Foods invests heavily in controls that
are designed to prevent worst-case
scenarios. Recent outbreaks have
raised customer awareness of ingredi-
ents, and source verification is critical
to maintain consumer trust.”

Cargill Inc., producer of both
human food and petfoods (most
recently the Loyall line of dog foods),

operates in 66 countries, which makes
maintenance of the quality of the food
chain at once complex and critical to
its success. “Cargill’s position has been
to establish prerequisite programs,

Are your standards as high as
human food producers’? DSM cites
the three most important areas of
food chain integration as quality,
reliability and traceability.

such as good manufacturing processes
(GMPs) and hazards analysis and crit-
ical control points (HACCP). These
programs must be evaluated and vali-
dated,” says spokesperson Mark Klein.

Wx

“We require that of our suppliers, too.
In addition, suppliers should be visited
and audits conducted.”

For DSM Nutritional Products,
an international supplier of vitamins,
carotenoids and other chemicals to the
feed, food, petfood, pharmaceutical
and personal care industries, it is not
where products are made but how they
are made. “The main issue is not about
bashing China but about creating a level
playing field where all suppliers and
manufacturers have to adhere to the
same quality and environmental stan-
dards globally,” says Todd Sitkowski,
senior marketing manager.

The DSM Partnership of Trust
program focuses on the three most
important areas of food chain integra-
tion: quality, reliability and traceability.
Quality certification standards—such
as ¢cGMP, ISO 9001 and 14001, FCC
and HACCP certifications—are strictly
adhered to. As the source of raw mate-
rials, DSM selects only reliable suppliers

“Products Produced in the USA”
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that meet its stringent specifications,
according to the company.

The notion of guaranteeing food
safety from “field to fork™ or from “field
to bowl” is no longer possible for any one
industry. Today, there are just too many
factors for one food processor to control.
You need to look one step above you and
one step below. It should be a supplier
partnership in which all share the same
goal: quality.

According to “Microwaves in the
food industry” (to read the entire
article, go to www.petfoodindustry.
com/0904PE Tmicrowave.aspx), the
microwave is conventionally used in
the manufacture of human foods for
heating, pre-cooking, thawing, drying
and for killing of bacteria. The advan-
tage of microwaves in comparison to
many other heating methods is that
microwaves can penetrate into the

Small
companies
face a
challenge
in that they
must often
use co-packers
and contract
manufacturers
and still
guarantee
food safety
and quality.
product and therefore induce heat in the
inside of the product. Due to this fact,

heating times of conventional processes
in which the heat is conducted slowly

from the surface to the inside of the
product can be avoided, guaranteeing a
safe product.

In the human food technology world,
microwaves are mainly used for drying,
heating and sterilization. The article
suggests microwave technology could
easily be further applied to food produc-
tion and would provide the following
benefits over conventional cooking:

Reduces energy consumption;

Improves the product taste and color;

Sterilizes spices and the specialty

ingredients;

Dries fresh ingredients in various

climates and humidities.

Other  applications  microwaves
could provide to the petfood industry
are the preheating of casting molds,
defreezing, preheating of soft cheese
and other sensitive ingredients, cooking
of sausages or other products with
multiple spices and ingredients, drying
of fish for cat foods, heat treating and
the hardening of raisins.

WENGER®

Petfood Industry
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Petfood Insights |

regulations

BY DAVID A. DZANIS, DVM, PhD,DACVN

Is irradiation of
petfoods natural?

n 2001, the US Food and Drug
Administration  (FDA) ap-
proved a petition broadening
the use of irradiation of animal
feeds to include petfoods, treats and
chews. That same year, the Associa-
tion of American Feed Control Offi-
cials (AAFCO) accepted the feed term
“natural” and established guidelines
concerning its use on petfood labels.
Because these two independent mat-
ters were in development during the same
period, the AAFCO definition fails to
address whether an irradiated product is
considered natural. A recent letter from
FDA to the chair of the AAFCO Pet Food
Committee opines it currently does not.

What is irradiation?

Under FDA regulations, ionizing ra-
diation can be from either of two origins:
» X-rays generated from machine

sources; or
» Gamma rays emitted during radioac-

tive decay of radionuclides.

The former are the result of energy
shifts in orbiting electrons of molecules,
while the latter come from energy shifts
within the nuclei of atoms. Other than
their origins, though, the two types of
radiation are virtually indistinguishable
from each other, as the range of wave-
lengths used to define one versus the
other largely overlap.

In neither case does the food incorpo-

Current FDA
regulations

' . ‘ require the labels
‘ 7 of irradiated

petfood products
to display the
Radura symbol.
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Should it be among
the processes allowed
for natural products
and ingredients?

— David A. Dzanis

rate or come in direct contact with radio-
active material, nor is there a chemically
synthetic step to the process.

The approved purpose of irradiation
of petfoods is for microbial disinfection,
control or elimination. While not intend-
ed as a replacement for other appropriate
sanitation measures, it gives the manu-
facturer another weapon in the arsenal
against potential microbial contamina-
tion. Irradiation may be more suitable for
some types of pet products compared to
others, but considering the heightened
concern regarding petfood safety today,
all manufacturers should consider it a po-
tential means to address safety issues.

Natural or not?

There are many different ways to inter-
pret “natural,” which led to wide misuse
of the term on petfood labels in the past.
To help provide consistency in meaning
and a basis to uniformly interpret use of
the term, AAFCO defined it to differenti-
ate products and ingredients in terms of
their sources and processing methods.
For example, natural products or ingre-
dients must be of animal, plant or mined
sources but can be ground, cooked, dried,
rendered, purified, extracted, hydrolyzed
or even fermented.

The key factor in determining the ap-
plicability of the term is that anything that
is manufactured by means of chemical

synthesis or contains a chemically syn-
thetic substance is not natural (at least not
without further qualification, such as with
a petfood containing synthetic vitamins
but otherwise meeting the definition).

Of course, not all people would neces-
sarily agree with this definition. For exam-
ple, many consumers would not consider
chicken meal, wheat middlings, sugar or
salt to be natural, but those ingredients
are natural under AAFCO. On the other
hand, because the bulk of commercial
ascorbic acid (vitamin C) used in petfoods
is chemically synthesized, this source
would not be natural, despite the fact that
vitamin C occurs in nature as well.

Aside from these perceived discrepan-
cies, the AAFCO definition as it exists to-
day is the only basis by which the matter
of irradiation can be rationally discussed.

Why is FDA concerned?

In its letter to AAFCO, FDA rightly
notes that irradiation is not the same as
heat processing, rendering or other pro-
cesses allowed under the natural defi-
nition. It ponders whether purification
could apply to irradiation, but frankly, I
do not believe that was the intent when
the definition was drafted.

Rather, the process most likely was
not mentioned because irradiation was
not approved for use in petfoods while
the definition was being developed. Un-



fortunately, the list of processes is not
preceded by “such as” or similar phrase-
ology that would allow for tacit extension
of the list when appropriate. Thus, FDA
concludes that irradiation effectively nul-
lifies characterization of a product with
the term “natural” as currently defined.

While irradiation may not be express-
ly named among the allowed processes
for natural products or ingredients, the in-
tent of irradiation is the same as some of
the processes that are allowed, which ul-
timately is to help ensure microbial safety
of the finished product. Essentially, heat
is another form of radiation (infrared).

Also, ionizing radiation cannot be
characterized as, nor does it result in,
chemical synthesis, the key part of the
natural definition. In my opinion, then,
irradiation should be included among the
processes allowed.

Let consumers decide?

Under current FDA regulations, the
labels of irradiated petfoods must bear
a Radura symbol, accompanied by the
words “treated by irradiation” or “treated
with radiation.”” FDA notes in its letter
that few consumers may think of irradia-
tion as natural. That may be true, but the
same could be said of other processes or
ingredients currently allowed under the
natural definition.

Regardless, as long as the label dis-
closes that the product has been irradi-
ated as required under the regulations,
it should be up to consumers to decide
whether use of the term natural to de-
scribe that same product is inconsistent.
They can then make their purchasing de-
cisions accordingly.

I would encourage amendment of the
AAFCO definition for natural to include
irradiation for sake of clarity. In the inter-
im, I hope state feed control officials look
at the spirit of the definition and opt not to
enforce label changes that could, in fact,
compromise the safety of petfoods. @

Dr. Dzanis is a writer and
consultant on nutrition, labeling
and regulation. Contact him at
Tel: +1.661.251.3543; E-mail:
dzanis@aol.com.
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nutrition

IngIEdient Issues I BY GREG ALDRICH, PhD

Functional fiber with color

ccording to the US Depart-
ment of Agriculture, toma-
toes are the second most
popular vegetable crop be-
hind potatoes, with an annual average
per capita consumption of 71 pounds
going into juice, sauce and paste. The
backstory is that 10-30% of this is seeds,
skin and pulp, with no ready market in
the human food aisle. This translates
into an estimated 750,000 metric tons of
dried tomato pomace potentially avail-
able to pet and livestock feed markets.
Given that the US ranks about fifth
in the world acreage of tomatoes grown,
tomato pomace could be a readily avail-
able ingredient for petfood. To that end,
we are seeing a growing number of pet-
foods for which tomato pomace appears
on the ingredients list.

Tomato
pomace has
the potential
to provide
additional
nutrition
and health
benefits.

Is this growing popularity a func-
tion of cost and availability, or does to-
mato pomace impart some nutritional
benefit to petfood? Yes and yes.

From vine to powder

Tomato pomace is commonly trad-
ed on an air-dry basis (approx. 5-10%
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Considering tomato
pomace only for its
fiber contribution may
miss a big part of the
— Greg Aldrich

story.

moisture) at a composition of around
20% protein, 13-15% fat, 3-5% ash and
25-35% crude fiber. The Association of
American Feed Control Officials de-
fines it as “the dried mixture of tomato
skins, pulp and crushed seeds.”

Tomato pomace starts with the pro-
cessing of whole tomatoes into juice,
sauce or paste. The tomatoes are pressed
to expel the juice, then separated from
the seeds, skins and most of the pulp.
The resulting residue contains enough
moisture (approx. 60-70%) that it must
be dried to keep from spoiling.

Once dried, the residue is ground
or pulverized into a powder. Besides
producing a consistent particle size, the
grinding also liberates the oils found in
the seeds. These tomato seed oils are
substantial (about 35% of the seed) and
predominately unsaturated (approxi-
mately 82%; Giannelos et al., 2005)
which makes them susceptible to oxida-
tion. So after grinding, an antioxidant
preservative is often added for long-term
storage. The final product is an orange to
pink, finely ground, almost dusty, freely
flowable tomato-smelling powder.

Functional fiber option
One of the first research papers pub-
lished evaluating tomato pomace in pet
diets reported that when dogs were fed a
corn and soybean meal diet supplement-
ed with tomato pomace, digestibility
was comparable to those diets supple-

mented with beet pulp or grape pomace
(Allen et al., 1981). A few years later,
Fahey et al. (1990) reported that the total
dietary fiber (a measure of nutritionally
functional fiber) found in tomato pom-
ace was comparable to beet pulp and
wheat bran. When tomato pomace was
included in dog diets at a similar level
to other fiber sources, the digestibility,
elimination frequency and fecal volume
were similar.

More recently, Swanson et al. (2001)
reported that tomato pomace had a
total dietary fiber content of approxi-
mately 57% and a majority of this fiber
was insoluble (53% vs. 4% soluble).
Following 24 hours of bench-top (in
vitro) fermentation, 35% of the tomato
pomace was degraded. Short-chain fatty
acid production was moderate relative to
other fiber sources and resulted in high
proportions of the beneficial short-chain
fatty acid butyrate. A major concern
with fiber sources is whether they lead
to flatulence. These researchers reported
that gas production during the 24-hour
period was significantly less than from
most other fiber sources.

Tomato pomace is commonly incor-
porated in dry formulas at 3-7% of the
ingredient mix and has little to no impact
on food processing.

Color is meaningful
Considering only this fiber contribu-
tion may miss a big part of the story—



the tomato’s positive connection to hu-
man health. Tomatoes and their content
of the antioxidant carotenoid lycopene
have been linked to preventing numer-
ous human diseases, including some
forms of cancer and coronary artery
disease, via a reduction in cholesterol.

Lycopene is the pigment responsible
for tomatoes’ red color, and unlike many
other vegetable carotenoids, it persists
through processing. For example, the
content of lycopene in tomato pomace
has been reported at 281 mg/kg (Botso-
glou et al., 2004).

While a link between tomato/lyco-
pene and cancer prevention or heart-
health benefits has not been demon-
strated for dogs and cats, experiments
with dogs have shown that following an
oral dose, lycopene is readily absorbed
and distributed throughout body tissues
(Korytoko et al., 2003). Inclusion of to-
mato pomace at 1% of the diet, along
with other antioxidant fruits and vegeta-
bles, aided cognitive function retention
in older dogs (Milgram et al., 2005).

Tomato pomace has also been re-
ported to contain relatively large con-
centrations of vitamin E (224 ppm) and
total mixed tocopherols (2,059 ppm),
along with other phytosterols such as
campesterol, stigmasterol and B-sitos-
terol (King and Zeidler, 2004).

Fit for the formulator

While we know a fair amount about
tomato pomace, we still lack reports
evaluating it in cat diets, and studies on
the differences among supply channels
are conspicuously absent.

Some critics may suggest tomatoes
are unsafe due to their membership in
the nightshade family or that tomato
pomace is a bio-accumulator of pesti-
cides and herbicides. These suggestions
have no validity. Rather, tomato pomace
appears to be safe and effective, with a
demonstrated record as a functional fi-
ber and viable source of bioactive anti-
oxidant vitamins and carotenoids.

As an ingredient in the formulator’s
toolbox, tomato pomace is a cost-com-
petitive, readily available ingredient that
reads well on the label and fits nicely in
a petfood formula. [

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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Research Notes

» Corn co-products in petfoods
{J. Anim Sci. 87:189-199. doi:10.2527/jas.2007-0596) Novel corn co-prod-
ucts have properties comparable with standard protein and fiber sources

used in animal nutrition.

> Protein and weight loss in cats
(J. Nutr. doi:10.3945/in.108.103085) High protein diets allow a higher
energy intake fo weight loss in cats, thereby reducing the intensity of energy

restriction.

» Spaying and food intake in cats
(J. Anim Sci. 87:594-602. doi:10.2527/jas.2008-0887) Nutritional infer-

vention or lifestyle management may curb the risk of obesity and related

disorders in spayed cats.

Corn co-products in
petfoods

The objectives of this study were to
determine the chemical composition and
nutritive value of corn protein product 1
(CPP 1), corn protein product 2 (CPP 2)
and corn fiber (CF)—novel co-products
of the ethanol industry—and compare
these feed ingredients with standard
plant protein ingredients: soybean meal
(SBM), distillers dried grains with solu-
bles (DDGS), corn gluten meal (CGIM)
and corn germ meal (CGeM). We also
compared CF sources (CF control 1 and

control 2) with standard fiber sources
(peanut hulls, Solka-Floc and beet pulp)
commonly used in petfoods.

Crude protein (CP) values for CPP 2
and CPP 1 were 57.3 and 49.7%, respec-
tively. Total dietary fiber concentration
was 29% for CPP 2 and 23.5% for CPP
1. Acid-hydrolyzed fat and energy con-
centrations were similar for these ingre-
dients. In a protein efficiency ratio assay,
no differences (P > 0.05) in feed intake,
weight gain or CP intake were noted for
CPP 2, CPP 1 or CGIM. The greatest val-
ues for true nitrogen-corrected metabo-

lizable energy (ME) were obtained with
CGIM, followed by CPP 2, DDGS, CPP
1, SBM and CGeM. DDGS and CPP 1
had similar true nitrogen-corrected ME
values, and they were not different from
values for CPP 2 and SBM. In vitro CP
disappearance was greatest (P < 0.05) for
CGIM (94.1%), intermediate for DDGS
(76.8%) and CPP 1 (77.5%) and least for
CPP 2 (74.1%) and CGeM (67.7%).

Novel corn co-products have proper-
ties comparable with standard protein and
fiber sources used in animal nutrition.

Source: M.R.C. de Godoy, ef al, 2009. Select
Com Co-products from the Ethanol Indusiry and
their Potential as Ingredients in Petfoods. J. Anim

Sci. 87:189-199. doi:10.2527/as.2007-0596.

Protein and weight loss
in cats

The effects of two diets with differ-
ent protein contents on weight loss and
subsequent maintenance were assessed
in obese cats. The control group (Co,
n = 8) received a diet containing 214 g
crude protein (CP) of metabolizable en-
ergy and the high-protein group (HP, n =
7) received a diet containing 28.4 g CP,
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until the cats achieved a 20% controlled
weight loss. Then the cats were fed a diet
containing 28 g CP at an amount suffi-
cient to maintain a constant body weight
(MAIN) for 120 days.

During weight loss, there was a reduc-
tion of lean mass in Co (P < 0.01) but not
in HP cats and a reduction in leptinemia in
both groups (P <0.01). Energy intake per
kilogram of metabolic weight to maintain
the same rate of weight loss was lower (P
<0.04) in the Co than in the HP group.

These findings suggest that HP diets
allow a higher energy intake to weight
loss in cats, reducing the intensity of ener-
gy restriction. Protein intake also seemed
to have long-term effects, so weight
maintenance required more energy after
weight loss.

Source: R.S. Vasconcellos, ef al, 2009. Protein
Intake during Weight Loss Influences the Energy
Required for Weight Loss and Maintenance in
Cats. J. Nutr. doi:10.3945/in.108.103085.

Spaying and food
intake in cats

The mechanisms contributing to
weight gain following ovariohysterec-
tomy in domestic cats are poorly under-
stood and the effects of food restriction
to maintain body weight (BW) following
spaying, poorly studied. Our objective
was to determine the effects of spay-
ing and food restriction to maintain BW
on adipose and skeletal muscle mRNA
abundance and activity levels in cats.

After a four-week baseline period,
eight adult (approximately 12 years old)
domestic shorthair cats were spayed and
fed to maintain BW for 12 weeks. Then
the cats were fed ad libitum for an ad-
ditional 12 weeks. The findings showed
that spaying and food restriction af-
fect physical activity levels and several
genes associated with lipid metabolism,
food intake and insulin insensitivity. By
identifying these changes, targets for nu-
tritional intervention or lifestyle manage-
ment have been identified that may curb
the risk of obesity and related disorders in
spayed cats.

Source: K.R. Belsito, ef al, 2009. Impact of
Ovariohysterectomy and Food Infake on Body
Composition, Physical Activity and Adipose
Gene Expression in Cats. J. Anim Sci. 87:594-
602. doi:10.2527/jas.2008-0887.

California, 1:37 PST  Colorado, 2:37 MST

Contact Jason Williamson at Ometric,

Illinois, 3:37 CST

Georgia, 4:37 EST

803.233.4683 or by email: jasonw@ometric.com.

Visit Ometric at the Petfood Forum, Booth # 419.

.|I;-'.-.-|.'f'.'-|'|' Community Hm
Cageless Testing Available

Socialization Activities for all Cats

Large Window Areas Overlooking

Setting the Standard

for Pet Food Testinge
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Pouch, bag sealer

All Packaging Machinery Corp.
manufactures a vertical band sealer
for stand-up pouches (model VCBS 1/8
-TX-6x5). This USDA-approved sealer
will seal and trim a variety of different
materials including laminates, polypro-
pylene, polyethylene and foil, according
to the company. Seal widths are avail-
able in 1/8-, 1/4- or 3/8-inch. The trim
feature comes with an on/off option, and
seal-only models also are available. The
sealer includes a 6-inch-wide by 5-foot-
long variable speed support conveyor.

All Packaging Machinery
+1.800.637.8808

www.allpackagingmachinery.com

Centrifugal screener

The Centri-Sifter Twin Ultra-High
Capacity Centrifugal Screener from
Kason Corp. is designed for increased
capacity and a smaller footprint with dry
or moist bulk, solid material. Each of the
screening chambers features a sliding

Petfood Industry

end cover and three-bearing shaft that
cantilevers. External roller bearings are
located at the motor end of the shaft and
on a sliding cover at the discharge end
for vibration-free operation. The stain-
less steel screener is finished to 3-A,
FDA, BISSC and other sanitary stan-
dards, according to the company.
Kason Corp.
+1.973.467.8140

WWW. kdson.com

Adjustable workstation
The new Elevation Station adjust-
able-height workstation from South-
worth Products Corp. allows the user
to raise or lower the tabletop. A foot
pedal at each end of the base provides
movement for the 200-pound-capacity
unit, which is made of steel. The Eleva-
tion Station comes pre-wired and ready
to operate, with no assembly required,
according to the company, and plugs
into any standard 115-volt wall outlet.
Southworth Products Corp.
+1.207.878.0700

www.southworthproducts.com

POP packaging

Caraustar Industries Inc. offers
Snap-Right, an addition to its Protect-
A-Board and Protect-A-Wrap edge-
protector product lines. The Snap-Right
product is meant for use with point-of-
purchase or display-ready packaging

and features perforation at designated
intervals. The product is made using
100% recycled paperboard, according
to the company.
Caraustar Industries Inc.
+1.678.910.0353

www.caraustar.com

Three-prong bolt
Tapco Inc. recently added the
Western three-prong bolt to its product
line, joining its existing No. 1 Norway
Flat Countersunk, No. 3 Eclipse, Fanged
and Pointed Fanged. The bolt is designed
to offer resistance, engagement and
strength, according to the company.
Tapco Inc.
+1.800.288.2726

www.fapcoinc.com

Correction

In the March issue, the Schenck
AccuRate PureFeed AI-300 was accom-
panied by the wrong photo. See www.
petfoodindustry.com/purefeed.aspx for

the correct photo.
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Equipment

Manufacture Quality Product
with the
Best Altima Hammermill
Proven, Trouble Free Performance
In difficult grind applications.

Mill Technology Company, Inc.

763-553-7416
888-799-5988
@wmill-technology.com

CONTAINER WASHERS?

www.vandevecht.com -~
sl

Leading manufacturer of cooking, forming, extruding,
cutting, cooling equipment for over 50 years. Let us
bring our experience to your operation.

Please visit us at the Petfood Forum:

Booth Number 407
4445 Malone Road e« P.0. Box 18844
Memphis, Tennessee 38118
Tel: 901-531-6100 » Fax: 901-531-6105
e-mail: Contact@hosokawa-ch.com

Petfood Indust

marketolace

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

1415 W. Summit Ave, P.O. Box 910
Ponca City, OK 74602 USA
Ph: 580-765-7787 * 800-569-7787

x: 580-762-0111
ndustries.com

Fast/Friendly Service
HIGH QUALITY WEAR PARTS

For most common Extruders
sk Cast D-2 Knives ¢ Wear Rings
% Insert Dies *k Knifeholders

*k Die Plates %k Misc. Machined

Parts = .
Manufactured to OEM or Customers Specifications.

Over 15 years experience supplying precision parts
to the Feed & Petfood Manufacturing Industry.

New Technology Inc.
5
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» Used Equipment

For Salle

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

Pyramid Processing Equipment LLC

Stilwell, KS 66085

Phone: 913-681-2996 ¢ Fax: 913-681-5925

e-mail: wentwor@msn.com

» Ingredients

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

Petfood Industry norkeiplace

Portage la Prairie, MB. Canada
Specializing in sales of milled and whole
flaxseed to the Petfood Industry

Contact Richard at 1 866 283 3331
Or Email: rzacharias@prairieflax.com

Your-Pet Food

DN@ \

Mary Jo Lanpenecke
Mike Johnson

Industry | April 2009

+ 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

de Rosier, inc.

SPECIALIZING IN PET FOOD
INGREDIENTS MILLED FROM:
* corn * wheat * rice
* barley
e 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

POMACE
High Quality
LaBudde Group
262-375-9111

Pezzey 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

FOR SALE

Recondltloned Cookmg
Extruders. & Dryers .
“Single & Twin Screw Designs
: ‘=CLEXTRAL "WENGER .
= _EXTRU-TECH - AEROGI.IDE
- EXTRU-TECH, INC.: = '

2 100 Aport Road &
Sabetha, KS 66534

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

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

www.hationalrice.com

FIBER SOLUTIONS
Apple
Blueberry
Cranberry

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

Product solutions from concept to completion
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EU LAMB MEATS, MEALS &
ORGANS

IMPORTED/DOMESTIC MARINE
PROTEIN MEALS

VENISON, BEEF & POULTRY
PRODUCTS

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

JUST-IN-TIME DELIVERIES FROM
INTERNATIONAL MARKETS

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

CONTACT US:

105 Flwy. 35 9 Cochirane, \

1-800-441-5471°7] 2 wwyrlacros

Human Grade
Raw grass fed Bison Meat and Bones
And Shrimp Heads and Products
Texas Blueberry Products

Kittles Cooked Foods
Tel: 214-566-9735 Fax: 214-343-0426
Email: energyasap@yahoo.com

NORTHERN NUTRACEUTICALS INC.
OFFERS PREMIUM OMEGA 3-6-9 PET FOOD INGREDIENTS
BORAGE 0IL 20-22% GLA
FLAXSEED OIL 50-55% ALA - Certified Organic
MILLED FLAXSEED - Certified Organic
www.northernnutra.ca northernnutra@sasktel.net
Contact Kevin tel: 306 872 4820

Arkansas
Rice Mills, LLC

WE ARE THE miLL/

* White Rice

* Brown Rice

* Full Fat Rice Bran
* Specialty Products
* Rice Hulls

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

Jonesboro, Arkansas
www.arkansasricemills.com

Your Grain Management Company

&

BARLEY PRODUCTS

OAT PRODUCTS

RICE PRODUCTS

DRIED BREWERS YEAST
DRIED WHEY  BEET PULP

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

Petfood Indust
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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

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

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

Call 866.879.9144
or sales@fosterprinting.com

FOSTER

PRINTING SERVICE
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Petfood Indu

Packaging

Your Partner
In Packaging.

8686.248.8423

Services

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 “RGRA

emaichel@ksu.edu

Twenty-five years of pet food testing for

email: dowatts@aol.com

marketplace

BP-200
Bag Placer™ System

* Easy-to-use
panel view

* Hangs paper and
woven polypropy-
lene bags - Allows safe
replenishing of
empty bags
while running

* Processes up to 20
bags per minute

» Bag-size changeovers
n less than 10 minutes

704.871.1159
www.fischbein.com

Romer Labs, Inc. offers:

KENNELWOOD INC.

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

* Analytical Services using HPLC and LC-MS/MS
Technology

* Consulting and Ingredient Audits

* Total Quality Assurance, Ingredient and
Mycotoxin Risk Management Programs

Romer Labs, Inc.
1301 Stylemaster Drive
Union, MO 63084
636-583-8600
www.romerlabs.com

e-mail: office@romerlabs.com

palatability and nutritional adequacy.

217 356-3539

Blue Ridge Kennel
USDA registered research

facility performing petfood
testing since 1975.

Traditional and in-home

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

7 % Midwest

Pefil'oo
" industry

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

For additional information, please

contact Foster Printing Service, F O S T E R
Call 866.879.9144

or sales@fosterprinting.com PRINTING SERVICE
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panels available.

Contact: Paul Plessner
telephone: 334/567-8195

*
“# Laboratories
www.midwestlabs.com
13611 B St ® Omaha NE 68144-3693
(402) 334-7770 Phone # (402) 334-9121 Fax

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

MARKETPLACE is 3 inches (75mm). To ord
o0 order:

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.

Visa and MasterCard accepted
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Ad Index

Company Name Page No.

3D Corporate Solutions LLC.........ccoiuririririnieiriesisssiesseseissesseee sy 12-13
www.3dcorpsol.com

ADF-Amer Dehydrated FOOAS........ovruiiririiirieieeesecse e 3
www.adf.com

AFB INternational...........cc.evevviiereieieeceeeeeeccee et 26-27
www.afbinternational.com

AGIT SYSEIMS.....oveieieie ettt ssessnse s sssssessssessessesensesnes L0
www.da "ln ). Slgl1l§, com

AMETT-PAC INC ...ttt 10,35
WWW.ameri-pac.cont

Bacterfield International SA ..........ccoeveveveveiiieiceeeeeecceeeeeee e 2L
www.bacterfield.com

Bemis Flex Pkg-Millprint Div.........cccooevieieirinieinieesieeisssiesssseissesssssesssenes 3

Cargill SWEENETS N A......coovieieiieieisie et S

(011518 v:1 ) 11TV OO 1
www.clextralgroup.com

Coating EXCllence INtl.......c.ovveiieieieieininninsssneiseieseiesiesessessessesssssssssnssesnen JBC
www.coating-excellence.com

CPM/RoSKAMP ChAMPION .....vovvieiriieriiierisienisiseie et ssssss s ssesans 51
www.cpmroskamp.com

DINNISSEN BV ...ttt D3
www.dinnissen.nl

DSM Nutritional Prods Ltd .........ccoceviveiviieiiieieeeeieecee e 44
www.dsmnutritionalproducts.com

ENVITOLOZIX 1vvvvviririeieieieieie ettt 38
www.envirologix.com

EXOPACK LLC ..ottt 25
www.exopack.com/newage

EXITU-TECH INC .o sseneesesenesnsnenennes 30, 41
www.extru-techinc.com

GTC NULIIEION ¢ttt seenene s seenenenenen 1O
www.gtcnutrition.com

J1angsu Zhengehang GIOUD ..........cvuevreveieieiieiieiniinsissisise e sssssensns 8
www.zhengchang.com

Kemin NULTISUTANCE INC ...uovviieiviceeiciceeceeeeeee ettt 18-19
www.kemin.com

Lonza Group ........ccccoeeeeureeeieenes

Marshall Indust Dried Goods

www.orchardsweets.com

MATtEK BIOSCIENCES. ......vuevvveceiieceeteeiceereeeee ettt s et ssnene 34

NOTth State FIEXIDIES ...ttt es et seeseeeeeeeneensnsesesneenee LD
www.nsflexibles.com

INOVUS TN INC cvoviiviec e nse e L
WWW.HOVUSINT.COM

OMELTIC COTPOTALION. ....vurvrrvrireerireireiseiseriesiereereesissssseseeeesesse s ssessessessesssnssssssesensen 49
www.ometric.com

PaPPaS INC oo 24
WWW.QllQQ(lSl’nC.Cﬂm

Peel Plastic Products LEd. .........ccovievevieriieeieieeeeeeeeee et

Sanimax Marketing Ltd
WWW.Sanimax.com -

SChENCK ACCURALE ......oovveeiiiiic s 6
www.accuratefeeders.com

SPE DIANA ..ottt vss e sesese s ssassessassessassessnsesesnsesesees JBC.
www.spf-diana.com

Summit Ridge FAIMS........covvriiriiiieieeeee e 41,43, 45
WHWW. S, l‘! 'arms. com

The PEterSOn Co....uvuiveierieeiriieieieieieieisie et ssssssse s ssssse s ssessesenseseesd L.
WWW.ﬂlCDL”L‘I‘SOI1C0”1D{HI]’.C0m

Trouw NUtrition USA LLC ..ot 1
WWW.tl‘0lllt‘-l1lltl'iti0llllS[l.C0m

Wenger Manufacturing Co ... sscens 38, BC

Www.wenger.com

ARE YOU
STOCKED?

When you need to perform
maintenance, time wasted is
money lost.

Reduce downtime—make your spare
parts inventory THE prime directive of
your maintenance department.

We will handle all of your
hammermill spare parts needs. Call
our parts sales department today for
the professional service and expert
advice you have come to expect from
Roskamp Champion.

Preserve the integrity of your mills.
Use original replacement parts.
Buy genuine Roskamp Champion parts.

Hammers

Carriages

Rotors
Screens

Regrind Chambers Bearings

800-366-2563 | WATERLOO, IOWA
WWW.CPMROSKAMP.COM/ROSKAMP/PARTS9
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Something to Chew On|

comments

The safety link

e are all part of the
same food chain,”
stated Stephen
Sundlof,  DVM,
PhD, director of the US Food and Drug
Administration (FDA)’s Center for Food
Safety and Applied Nutrition, at the
Reuters Food Summit in Chicago, Illinois,
USA, earlier this year. He was speaking
about the recent US peanut butter contam-
ination crisis and how consumer mistrust
could impact the entire food industry, not
just companies with affected products.

But he could have been referring to the
petfood industry’s relationship to human
food. After all, several dozen brands of
treats and other petfood products were
involved in the peanut butter recalls. This
demonstrates the fact that petfood manu-
facturers use many of the same sources
and practices that human processors do.
(Read more on p. 32 and 36.)

Fixing a hodgepodge

Other contamination crises, such as the
2007 melamine-related petfood recalls,
have made many US consumers question
the nation’s food safety. This so-called
system is a hodgepodge of agencies—12
in all—and regulations that risks gaps in
crucial areas of oversight.

Compared with the food safety of
countries around the world, the US
stands ahead of some and lags behind
others. Considering that the US accounts
for such a large portion of the global
food supply, shouldn’t its food safety
system rank near the top?

) Pet market outlook

Find out more about the Packaged Facts report US
Pet Market Outlook 2009-2010: Surviving and Thriving in
Challenging Economic Times at www.petfoodindustry.com/

BY DEBBIE PHILLIPS-DONALDSON

When it comes to
safety, what's good for
human food can only
help petfood, too.

— Debbie Phillips-Donaldson

At least the new US government
thinks the system needs significant
improvement. In mid-March, Presi-
dent Barack Obama, while naming his
choices to head the FDA (Margaret
Hamburg, MD, as commissioner and
Joshua Sharfstein, MD, as principal
deputy commissioner), made even more
important announcements: increased
funding for the FDA and the creation of
a Food Safety Working Group to inves-
tigate how to best coordinate oversight.

For the 21st century

“This Working Group will bring
together Cabinet secretaries and senior
officials to advise me on how we can
upgrade our food safety laws for the 21st
century, foster coordination throughout
government and ensure that we are not
just designing laws that will keep the
American people safe, but enforcing
them,” Obama said. “And we are also
strengthening our food safety system
and modernizing our labs with a billion
dollar investment, a portion of which
will go toward significantly increasing
the number of food inspectors, helping
ensure that the FDA has the
staff and support they need
to protect the food we eat.”

According to NYTimes.
com, (March 14), President
Obama’s moves received

PackagedFactsnews.aspx and www.petfoodindustry.com/

support from US legislators

MarchMarketReport.aspx.
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who have been calling for
improvements, especially

since the 2007 petfood recalls brought
to light—not only for Congress but
also for US consumers—the level of
dysfunction in the food safety system
and underfunding for the FDA.

Good for petfood, too

In its latest report forecasting the
US pet market through 2010, Packaged
Facts draws a distinct line between pet
owners’ concern about the safety of
the products they feed their pets and
increasing sales for natural and organic
petfoods. “In the minds of most of the
pet owners who purchase them, natural
and organic products have always been
associated with enhanced pet health and
wellness, but the devastating recalls of
spring 2007 appear to have cemented
this association,” the report says.

Even during a recession, pet owners
seem willing to buy these often higher-
priced products. A February online poll
by Packaged Facts showed that 39% of
US dog owners and 40% of cat owners
had purchased natural or organic
petfood in the previous three months.

Whatever types of petfood consumers
buy, they expect them to be safe. And
when it comes to safety, what’s good for
humans can only help pets, too. o

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

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. SP Pala tab///t)/

www.spf-diana.com



http://www.spf-diana.com

WENGER®

Superior Technology. Unparalleled Service.

SABETHA, KANSAS USA 785-284-2133 INFO@QWENGER.COM WWW.WENGER.COM
USA BELGIUM TAIWAN BRASIL CHINA TURKEY


mailto:INFO@WENGER.COM
http://WWW.WENGER.COM
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