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We could talk all day about our quality and productivity.

But we’d rather
talk about YOUF'S.

You see, the real story is the customer solutions we deliver,
and the lifelong business relationships we cultivate by continually
surpassing expectations. Wenger will offer you more
knowledge and skill in all aspects of extrusion and

drying than anyone, anywhere.

Talk to Wenger today, and surround yourself with
unrivaled resources for exceeding your
processing goals.

Lafe Bailey, Vice Preside
of Sales and Services ++

WENGER®

Superior Technology. Unparalleled Service.

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

USA BELGIUM TAIWAN BRASIL CHINA TURKEY
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Size Does Matter. ..

At Trouw Nutrition we are totally focused on your pets health and
nutritional needs. We are exclusively dedicated to providing premium

petfood premix for all sizes, )
b -

OrSmall.
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On the cover: Bud Wright,
Kirk Young and Mike Comp-
ton of Precise Pet Products.
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Protein ingredients you can

www.adf.com

They look to their owners with love and trust. And their owners
look to you for healthy ingredients for petfood. Which is why,

for 30 years, ADF has been the most trusted supplier of spray-dried
protein products 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 team. ADF* brand protein products, Novel ingredients

your customers will love, supplied by a company you can trust
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For more information call: 800.456.3447 or visit us at www.adf.com (\!
In Eurospe, pleasecontact ATIF-CIMA Nutrition nv: 43L.56.61.7151 * E-mailad fcimea i )
All ADF plants are EU Certified 'd .r \
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The online communlty for petfood professionals

PatfoodConnection....

P ey Fupe Ui Pl Wderm beew Swwi

L - —

Social Networking: 200
petfood professionals and
growing! Finally, a community just
for global petfood industry professionals.
Make new contacts, ask questions, share
knowledge, post a blog, join a group or
just stop by. www.petfood-connection.com

Viral Videos: Petfood Industry TV www.
youtube.com/user/petfoodindustrytv
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Petfood-Connection: Join one of 12 groups
or start your own

*Nutrition and ingredients &Eméﬁﬁ .
*Market trends [ : "‘g . .

*Production — wet petfood

Log in: Become a Facebook friend www.

companies.to/petfood-connection.com

S Daily Tweets: News on the go
www.twitter.com/petfoodindustry
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T2 What do retailers want from
you? Read more advice from Rick Rockhill,
Petco VP, and view his Petfood Forum 2009 pre-
sentation. www.petfoodindustry.com/
retailerwants.aspx

Case study: fighting contaminants

Find out how Del Monte successfully implemented new
technology. www.petfoodindustry.com/
DelMonteCaseStudy.aspx

=
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Weapons against Salmonella

Read the entire scientific report on a new
ingredient and what it can do to protect
your petfoods. www.petfoodindustry.com/
XIMstudy.aspx
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OFFERS A BROAD PORTFOLIO INCLUDING

TRACE MINERALS;

AMINO ACIDS, ANTIOXIDANTS,
PREBIOTICS AND ENZYMES

®
Everything you expect from us. Now in pet food. NQVUS PET
636-926-7427 * www.novusint.com/pet NUTRITION
©2009 Novus International, Inc. All rights reserved.
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Something to Chew On|

comments

BY DEBBIE PHILLIPS-DONALDSON

Flip side of human-pet bond

umanization. The human-
animal bond. Pets as family
members. For several years
now we’ve all heard, and
used, these phrases as reasons for the
petfood industry’s continued growth,
especially in developed markets. As more
consumers pamper their pets and elevate
them to the level of human family, they’ve
been willing to spend more on petfood.

Naturally, many of you have oriented
your brand and product marketing toward
this trend. (Sometimes that means a
marketing message that parodies or ques-
tions the trend; see p. 36.)

But as an industry, are we missing a
huge opportunity to take advantage of
another aspect of the human-pet bond?
Because there’s a flip side: what people
get out of the relationship.

The connection

During Petfood Forum 2009, keynote
speaker Marty Becker, DVM, talked
about how pets’ roles have evolved over
the past several decades. “In my lifetime
I saw them move from outside to inside.
What really changed was the connection.
Once we welcomed them into our hearts
and homes en masse, we started having
a different kind of relationship based on
close physical contact and intimacy.”

Dr. Becker emphasized that the change
hasn’t just benefited pets; a growing body
of research is showing how this intimacy
is helping people live longer and healthier.
He cited findings also reported by Kay
Lazar of the Boston Globe on April 20,

Are we missing out
on a huge marketing

opportunity?

— Debbie Phillips-Donaldson

less likely to die from all cardiovas-
cular diseases, including strokes, even
when the researchers took into account
several risk factors for heart disease;

» Several studies showed interacting
with a pet may help protect against
allergies, asthma and even cancer;

» Recent findings suggest smokers who
are told second-hand smoke harms
their pets are more willing to quit;

» The Research Center for Human
Animal Interaction at the University of
Missouri in Columbia found that dogs
are more likely to inspire older people
to stick with a walking program than
two-legged walking companions do.

Looking for impact

So much is happening in this area of
research that many entities are getting
involved. In the US that includes veteri-
nary schools—see Purdue University
School of Veterinary Medicine’s Center
for the Human-Animal Bond (http:/www.
vet.purdue.edu/chab)—as well as govern-

mental agencies such as the Centers for
Disease Control, which has a program
called Healthy Pets Healthy People (http:/
www.cde.gov/HEALTHYPETS/health

the day before his keynote (http:/www.
boston.com/lifestyle/articles/2009/04/20/

benefits.htm). The National Institutes

animal attraction). Consider:
» A study conducted by the Minnesota

Stroke Initiative at the University of
Minnesota in Minneapolis showed cat
owners are 40% less likely to die from
a heart attack than non-cat owners;

» The same study showed cat owners are
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of Health (NIH), the US government’s
main agency for medical research, just
announced a research partnership with

Mars  (http:/newsinhealth.nih.cov/2009/

February/featurel.htm).

The scientists involved in this research
stress that not all of it is conclusive, and

some findings even disprove the claim
that owning pets makes people healthier.
James Griffin, a deputy branch chief with
NIH and leader of the Mars initiative,
emphasizes that health experts need large-
scale, controlled studies to determine the
true impact of pets on human health.

But the fact that governments, univer-
sities and corporations such as Mars would
put money behind this research indicates
there’s probably a positive and potentially
significant impact to find.

) Online extra!
Watch Marty Becker, DVM, talk

about the human-pet bond as well as the
benefits of food puzzles for pets, at www.
petfoodindustry.com/DrBeckerVideo.aspx.

What'’s your play?

Findings so far point to a possibly
powerful new marketing and positioning
strategy for petfoods or perhaps an evolu-
tion of humanization-themed campaigns
already in play. After all, it can’t hurt to
tell customers that feeding good-quality
petfood not only can increase their pets’
lives but also potentially their own. @

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



http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fwww.boston.com%2Flifestyle%2Farticles%2F2009%2F04%2F20%2Fanimal_attraction
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fwww.vet.purdue.edu%2Fchab
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fwww.cdc.gov%2FHEALTHYPETS%2Fhealth_benefits.htm
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fnewsinhealth.nih.gov%2F2009%2FFebruary%2Ffeature1.htm
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fwww.petfoodindustry.com%2FDrBeckerVideo.aspx
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=mailto%3Adphillips%40wattnet.net
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fwww.boston.com%2Flifestyle%2Farticles%2F2009%2F04%2F20%2Fanimal_attraction
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fwww.boston.com%2Flifestyle%2Farticles%2F2009%2F04%2F20%2Fanimal_attraction
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fwww.vet.purdue.edu%2Fchab
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fwww.cdc.gov%2FHEALTHYPETS%2Fhealth_benefits.htm
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fwww.cdc.gov%2FHEALTHYPETS%2Fhealth_benefits.htm
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fnewsinhealth.nih.gov%2F2009%2FFebruary%2Ffeature1.htm
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fwww.petfoodindustry.com%2FDrBeckerVideo.aspx

PALJ\X\‘ PAK

CUSTOM WPP BAGS WITH BOPP FILM
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PERFECTLY PALMETTO.

SHOWCASING YOUR PETFOOD WITH GORGEOUS GRAPHICS

Faced with a shelf full of petfood choices, your customer desires to be captivated by your packaging.
She trusts a perfect package will contain a nutritious product for her pet so make it an easy decision.
Our custom woven PalmPaks with precisely printed BOPP film promotes your petfood products by
yielding vibrantly rich color with crystal clear photographic detail.

- Safe: Produced in a food grade environment

+ Specialized: 10 color rotogravure printing - EZ Open
« Ecofriendly: Water based inks — 100% recyclable

« Delivery: Strategic global warehousing, quick turnaround and failsafe logistics
« Quality: Never compromised - Satisfaction guaranteed

To request a free sample bag and product information:

(706) 737-7999 or sales@palmetto-industries.com .
www.Palmetto-Industries.com | www.PalmPakBag.com PALMETTO INDUSTRIES

All bags manufactured exclusively by Palmetto Industries - India. INTERNATIOMNAL, INC
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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.

Call it “animal magnetism” if you will. At 3D Corporate Solutions,
we encourage and assist our teams to develop the most unique solutions
for 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

approach ensures you get the best customized essential proteins
and 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
standards and are leading the way in the industry by continuously

developing new technologies. Science demands it.

CorporcteSolutions/

www.3Dcorpsol.com

D

Q0

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

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 13th Street, Monett, MO 65708 417.236.9602 customerservice@3Dcorpsol.com
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Industry News

Quick hits

Denmark-based Haarslev
A/S introduced a new corporate
brand, Haarslev Industries.

Clextral announced the open-
ing of a new subsidiary in
Australia.

Australian pet products com-
pany Pets Palace is launching
a line of natural mineral water
for dogs.

Wellness Natural Pet Food is
sponsoring Romeo the Cat, a
new online fundraising effort
for animal welfare and rescue.

Weruva was a 2008 Buzzillions
Reviewer’s Choice Award Fi-
nalist for Best Cat Food Overall
and Best Cat Food for Long-
Time Pet Owners.

Nutri-Vet announced Charie
Jankowski as its new project
coordinator.

Global Pet Foods announced
the expansion of Nature’s
Harvest to now include grain-
free petfood and biscuits; it
also launched a hypoallergenic
petfood and biscuits line.

PetfoodConnection.on

Have you joined Petfood-Con nectlon"
Petfood-Connection is the place to network with your fellow petfood industry
professionals. Petfood Industry has recently launched this new online community,
designed specifically for those working in any capacity in the petfood industry. Post
a picture, create a profile, join a discussion, watch a video — your options are endless.
While you’re at it, why not visit us at www.twitter.com/pet-
foodindustry and follow along as our editors tweet about the

latest, up-to-the-minute news. Get online and get going!

Greenies restricted
to vets, specialty
retailers

Nutro Products Inc. has restricted the
sale of Greenies canine and feline dental
chews to veterinary hospitals and pet spe-
cialty retailers.

Pet owners suggested that the treats
were too difficult to digest because when
some pets swallowed the chews whole, the
treats became lodged in the pets’ throats.

However, the company created a new
Veterinary Oral Health Council-approved,
96% digestible formula for the chews in 2006. Since the reformulation, no problems
with the chews have been reported.

The website stated the reason for the restriction: “Each of the five sizes [of
Greenies] is specially formulated to deliver the maximum dental benefit to each
weight range.”

“Pet medical professionals at veterinary hospitals and well-trained, knowl-
edgeable staff at pet specialty stores are best equipped to ... make the right rec-
ommendation,” said Carolyn Hanigan, vice president of marketing at Nutro.

Menu Foods stocks, sales increase

Sales also increased from CANS$55.6 million
(US$47.75 million) to CAN$84.1 million (US$72.2 mil-
lion), which the company attributed to three price in-
creases as well as a 6.7% rise in the volume of can and
pouch sales, according to the article.

Menu Foods Income Fund reported its first gain in
profits since its petfood contamination lawsuit in 2007,
according to a Canadian Press article.

The company’s stocks increased by 25% in the
first quarter of 2009 to a 52-week high of CANS$1.68
(US$1.44) on the TSX.

10 | Petfood Industry | June 2009


http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=10&exitLink=http%3A%2F%2Fwww.twitter.com%2Fpetfoodindustry
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=10&exitLink=http%3A%2F%2Fwww.twitter.com%2Fpetfoodindustry
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=10&exitLink=http%3A%2F%2Fwww.petfood-connection.com

Going green

Canidae plant
runs on wind
power

Canidae All Natural Pet Foods is
going green by manufacturing its
Snap-Biscuits and Snap-Bits dog
treats at a wind-powered facility in
Oklahoma, USA.

Thirty-four towers and turbines,
with massive 110-foot blades, com-
bine to produce 50 megawatts at
peak output.

Canidae saves about one pound of

coal for every kilowatt-hour gener-
ated by wind, according to the com-

pany.

Purina plant uses
solar power

Nestlé¢ Purina PetCare officially
unveiled and dedicated a new solar-
panel array May 14 at the company’s
petfood plant in Denver, Colorado,
USA, according to the Denver Busi-
ness Journal.

The array is comprised of 467 pan-
els and covers about 21,000 square
feet on the roof of the plant.

About 100 kilowatts of power are
produced by the panels — approxi-
mately 1% of the plant’s electricity
needs.

“It makes Nestlé Purina the first
petfood manufacturer to use any kind
of renewable energy directly in the
production of our petfood,” said Tom
Plymell, operations performance
manager at the plant.

If the system works well, Purina
will consider putting solar systems
on its dry petfood plants in Flagstaff,
Arizona, USA, and Maricopa, Cali-
fornia, USA, according to the article.

Novus
receives LEED
certification

Novus International Inc.’s new
global headquarters in St. Charles,
Missouri, USA, received the Plati-

num LEED certification
by the US Green Building
Council in April, according to the
company.

The 90,000-square-foot building
has an under-floor air distribution
system and solar panels spread over

a 5,000-square-foot
area.

The headquarters includes 10
research labs, a fitness center and a
cafeteria, in addition to office space.
Much of the material used came from
salvaged and recycled content.

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.

e 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.
« Gluten-free.

*Produced in an AlB-inspected facility.

+«GRAS status.
«Kosher and Halal certified.

EMPYREAL

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

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

dependably pure.
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News >

Mars Petcare expands in New Zealand. Mars Petcare is expanding its work schedule at its New Zealand
plant from three shifts to four to handle increased demands in Australia, according to an article in the Wan-
ganui Chronicle.

Mars plant manager Colin Fergus said some growth came as the result of a new product — a protein innovation
his company developed with AgResearch and Massey University.

“This project and growth in demand for our product were linked,” he said in

the article. Ta rg et:

Mars has seen demand increase by 3,000 tons this year alone, requiring the N ew Zealand
plant to hire 40 more employees to run a new 24/7 shift schedule, according
to Fergus.

“A four-shift operation would give us the capacity to produce 19,000 tons of petfood, but if we continue to
see the growth that we’re now experiencing, then we’d expect to consume that volume by the end of 2010,”
Fergus said in the article.

Mars supports New Zealand research group. Protein Innovation New Zealand, a research consortium
aiming to advance meat science for pet care, was launched by AgResearch, Mars and Massey University in
Wanganui, New Zealand, on May 8.

PETFOOD INDUSTRY

G L O B AL

The consortium’s mission is to better understand the protein interactions and nutritional contributions of raw
meat materials and how this knowledge can contribute to the development of highly nutritious petfoods. “The
partnership promises further significant benefits in animal and human nutrition as well as in health sectors,”
said Erica Nicholls, the group manager of investments at New Zealand’s Foundation for Research, Science

Petf and Technology, a supporter of the partnership.
Inc?;ls r?(
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Beneﬁts and Science BRI Omega

3s

In recent years, Omega-3 fatty acids have become increasingly
popular amongst consumers, but not all omega-3s are created
equal. Research has shown that long chain omega-3s, specifically
DHA omega-3, are needed for the healthy development and life of
companion animals.

Join acclaimed researchers and omega-3 experts Dr. John Bauer,
Dr. Gregory Ogilvie and Dr. Norman Salem Jr. as they:
Space is limited.

Discuss the attributes of long-chain omega-3s A
Register now

Review evidence-based nutritional information
Distinguish between LNA, EPA and other precursors vs.
preformed DHA

And much more!

Register today for this FREE webinar to be presented by Petfood o iy
Industry magazine on September 1, 2009 at 2 p.m. Eastern. o= "’ -

To register, please visit www.petfoodindustry.com/webinars.aspx MARTEK (J

life enriched." Webinar sponsor
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Vegan-based pets diets gaining popularity

Vegan-based diets for pets are gaining in popularity as some vegan owners are deciding that they want their pets to adopt a
similar diet to their own. Mainstream public opinion, including other vegans, hasn’t offered much support, given the fact that
dogs are omnivores and cats are carnivores: Some require nutrients not found in human diets, vegan or otherwise.

Despite this fact, some petfood companies have made their niche selling vegan petfood, such as the Minnesota-based Evolution and
Canada-based Medi-Cal Royal Canine.

Some veterinarians are skeptical of the idea, pointing to the fact that owners and their pets are completely different species,
each requiring their own specialized
diet and nutrition.

Lutein and Vitamin A Es§ent_ial Fa!tty
promote eye health Acid, Linoleic

MTWTE S and better vision for healthy
: skin and coat
1 2 3 4 5 6

8 9 1011 1213 : Antioxidants, Beta- Concentrated :
source of Leucine,

14 15 16 17 18 19 21 Carotene & Zeaxanthin :
: Glutamine, and

22 23 24 25 26 27 28 for healthy immune Methionine

: t
29 30 : S promotes digestive

health, lean muscles

: High protein
IFT Annual Meeting and Food : builds, repairs, and

Expo, June 6-10, 2009, Anaheim, : maintains muscle
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.

SMTWTF §

12 3 4 5
6 7 8 9 1011 12
13 14 15 16 17 18 19
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AVMA/AAAP Annual
Convention, July 11-15, 2009,
Seattle, Washington, USA. Contact:
AVMA, 1931 N. Meacham Road, Suite
100, Schaumburg, Illinois 60173 USA, Tel:
+1.847.925.8070, Fax: +1.847.925.1329,

avmainfo@avma.org, www.avma.org. EMPYREAL

A complete listing of 2009
events is available at www.

dependably pure.
PetfoodIndustry.com
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CONFIDENT YOU'RE GETTING
THE VERY BEST QUALITY?




VISIT KEMIN.COM

When it comes to quality, Kemin Palasurance®
promises complete palatability assurance.

Palatability is more than whether he enjoys his food or can digest it.

It starts with controlling the freshness of raw materials and final

pet food product. Over the last 42 years Kemin has mastered the science
behind stability and palatability. We know fresh ingredients that are
stabilized quickly are essential to consistent performance and total
acceptance of your product. Let our global service team work with your

suppliers to improve the quality of the fats and meals you rely on.

CONTACT A KEMIN PALATABILITY EXPERT TODAY!
North America +1 877 890 1462
Europe +32 14 2597 80

South America +55 (49) 3312 8650

®
INSPIRED MOLECULAR smunung}'
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New on the Shelves

{C Raw bones
Bravo! now offers Bag-O-Bones, fresh frozen, raw bones made with
all-natural beef and buffalo marrows and knuckles. Each is indi-
vidually wrapped and packaged in freezer-grade reclosable bags.
The bones are made in Bravo!’s USDA facility with human-grade,
hormone-free, grass-fed red meats, according to the company.
www.bravorawdiet.com

Wafer treats »

Nutri-Vet Sensitive Care Wafers are grain-free and made with duck and
potatoes. The treats contain no artificial colors, preservatives or flavors,
according to the company. They’re meant to promote a healthy, glossy coat
for dogs. www.nutri-vet.com

{ High value dog, cat food

Natura Pet Products offers HealthWise, dog and cat food designed with afford-
ability in mind. Ingredients in the food are all-natural and include flaxseed and
herring oil, according to the company. Carbohydrates such as whole oatmeal,
barley and brown rice also are used in the line. www.naturapet.com

pIE AT LA
Lt

Chicken treats with goat’s milk)>>
Canus Goat’s Milk is adding a new, all-natural chicken treat to
its Nature’s Dog line made with fresh goat’s milk. The treats are
made with barley, brown rice and flaxseed and are free of wheat,
corn and soy. They contain no preservatives, artificial colorings,
flavorings or animal by-products, according to the company.
www.canusgoatsmilk.com

16 | Petfood Industry | June 2009


http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=16&exitLink=http%3A%2F%2Fwww.petfoodindustry.com
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=16&exitLink=mailto%3Atleitner%40wattnet.net
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=16&exitLink=http%3A%2F%2Fwww.bravorawdiet.com
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=16&exitLink=http%3A%2F%2Fwww.nutri-vet.com
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=16&exitLink=http%3A%2F%2Fwww.naturapet.com
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=16&exitLink=http%3A%2F%2Fwww.canusgoatsmilk.com

Eliminate the Mess

Save on Rips, Spills and Stains with Tough New
Supersize Bags from Bemis

Clean up at retail with super-strong, super-sized pet food bags from Bemis.
Our high-performance polymer bags won't rip, tear, stain or puncture.
] ’ They withstand moisture and lock out pests. And they allow pet owners
Supersize Bulk

I to store food neatly in the original package, with easy open-close sliders
Bags: - ; or press-to-close zippers.

\\ : Plus, with Bemis’ domestic supply, you won’t mess around with reliability.

- Contact us today at 920-527-2300
Sign up for strategic packaging or milprint@bemis.com.
insights with BEBriefs
e-newsletters at milprint.com.

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

©2009 Bemis Flexible Packaging-Milprint Division 5/09
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m’ ecise Pet Products
Wants you to know it as
the independent,
pet specialty store
petfood manufacturer

BY JESSICA TAYLOR

Headquarters/ Facilities: Nacogdoches, Texas, USA

Officers: Bud Wright, president & CEO; Mike Compton, vice president,
operations; Kirk Young, executive vice president; Gary McEuen, CFO

Brands: Precise and Precise Plus
Distribution: Worldwide
Employees: 130+

Precise Pet Products has graced
our cover before: Bud Wright poses

with a 1978 issue featuring the 1
Precise plant at that time.

Website(s): TexasFarmProducts.com; PrecisePet.com
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recise Pet Products, a divi-
sion of Texas Farm Products,
is a US-based manufacturer
that strives to be known for
its consistent quality controls, single
source suppliers of ingredients and the
company’s integrity in manufacturing.
When asked what sets Precise
apart from the competition, Bud
Wright, president and CEO of Texas
Farm Products, says: “Our US-based,
family-owned company’s complete
reliance on petfood manufacturing sets
us apart. We do not have a chocolate
division, cosmetics division or other
divisions to rely on; therefore, our
dedication to petfood manufacturing
excellence sets us apart. We are known
as the independent, pet specialty store
petfood manufacturer.”

“Precise is poised to take indepen-
dent retail shelf space away from other
brands that are making strategic deci-
sions to move into other retail formats,”
continues Wright. This means Precise
will be taking on a bigger role and
stance in maintaining its dedication to
the independent retail store business
across the country, which the company
sees as its biggest opportunity.

The Precise brand was completely
repackaged in 2008 with new graphics,
new point-of-sale materials and support
programs. In addition, the new formula
Lamb & Sweet Potato was introduced
and quickly ascended to rank among
the company’s top 10 products in just

one year.
According to Wright, overall the
product is doing well; consumer

response has been very favorable for
palatability, pet acceptance and digest-
ibility. Even with all the good news
and success Precise has been experi-
encing, the consumer petfood market
is trending down in price, according
to Wright. The petfood manufacturer
knows times are tough for consumers
and decided to do something about
it. “Precise Pet Products was the first
brand to lower prices to ensure pet
stores kept valuable consumers shop-
ping in their stores,” Wright says.

Focus: ingredients

Precise Plus is now in the process of taking the concept of premium petfood
and moving it a giant step forward, states company literature. With this new line,
Precise is taking a holistic approach, using only ingredients that are all-natural,

including preservatives, vitamins C and E.

The company website,

www.precisepets.com, invites consumers to look at the ingredients list on the

Precise Plus packages. This is what they'd find:
Protein: chicken meal, fresh chicken meat;

Fruit: cranberries, carrots;
Dried kelp;
Flaxseed (canine formulas);

dandelion and chamomile;
Probiotics;

Ester-C brand vitamin C;
Chelated minerals;

Taurine (feline formulas);
Vitamins A & E.

YYYYYY VYVYVYVY

Herbs: rosemary, turmeric, peppermint,

Vegetable fibers (Feline Hairball Formula only);

The company website goes on to explain each individual ingredient’s
benefits—leaving few questions for pet owners to have when it comes to dinner
time for their pets—and that's just what Precise wants.

More consumers want to know
who is making their pets’ food and
where. “Consumer surveys show that
pet owners, while informed about
what they feed, are increasing their
knowledge and participating in ques-
tioning the manufacturers,” states
Wright. “Having our brand made right
at our plant gives us the ability to
talk specifically and directly
about every step
of the produc- _
tion process.”

Although
Precise
w oa

EE

Precise Pet was the first brand to lower prices to ensure pet stores kept

fected by the 2007 recalls, Wright cites
the catastrophe as bringing the manu-
facturer in sync with its suppliers. “It
has brought a closer working relation-
ship with ingredient suppliers so now
we can keep up with the changing
requirements of each state,

country or regulatory

body. In short, you

valuable consumers shopping in their stores, says Bud Wright, president

and CEO of Texas Farm Products.
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Precise Pet »

must be working in tandem with your
suppliers to make sure your process
flow is seamless.”

As far as plans for the future are
concerned, Wright says: “We have the
right people in place and new plans
in development to ensure continued
company growth in the years to come.
We have very strong new product ideas

Precise is
poised to take
independent
retail shelf
space away
from other
brands.

' I&e prodl‘ct volume beyond original capacity." s

for the future, and our facility is getting
upgrades to accommodate all these
products.”

Capacity issues will become an
increasing problem for many brands that
outsource the manufacturing of their prod-
ucts, speculates Wright. “Here we have the
capacity and footprint to triple our output
as we continue to grow. In addition, the
increase in regulatory controls will place
added burdens on many older plants that
have had ingredients run through their
facilities that are no longer acceptable.”
For instance, beef products and certain
other ingredients may hinder certain
plants from shipping to other countries,
Wright points out.

Texas Farm Products is well positioned
for most global markets, currently ship-
ping to more than 40 countries around the
world.

Most recently Precise added a few
senior management members—who
happen to be industry veterans—to its
roster. “The biggest asset we have is our

By making the Precise Pet brand
right at its plant, the company has
the ability to talk specifically and
directly about every step of its
production process.

long-term employee base,” Wright says.
“We are a leading employment provider
in Nacogdoches, Texas, and are lucky to
have employees who have been with us
for generation after generation.” [

S o

manufacturers. With all the uncertainty, many consumers purchasing

extruded foods are shifting brands thus creating volume capacity challenges
for the manufacturers. In turn, manufacturers are faced with the challenge of how
to increase production volume while remaining within tight capital budgets.

At Extru-Tech®, we’ve focused solutions that deal directly with this challenge.
Through the implementation of our Increased Capacity Solutions we can elevate
current extrusion production rates up to 30%. All this while retaining the client’s
original extrusion process architecture through the use of advanced technology
upgrades and add-on components. Now that’s innovation driven by Extru-Tech.

1= —.-l').:{l =

Corporate Office

P.O. Box 8 ® 100 Airport Road ® Sabetha, KS 66534, USA
Phone: 785-284-2153 e Fax: 785-284-3143
extru-techinc@extru-techinc.com e www.extru-techinc.com
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Protect well. Spend less.

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.

=AMerirrPac.. 200.373.6156 www.Ameri-Pac.com St. Joseph, MO

©2009 Ameri-Pac, Inc.
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Andthe generation afterthat. AFB didn't become
the leader in pet food palatibility innovation by
resting on our past accomplishments. We did
it by looking forward and combining the best
in people, facilities and technology to deliver
superior product performance for today’s and
tomorrow’s pets.

NEW TECHNOLOGIES FOR MAXIMUM PET FOOD PALATABILITY.

AFB has facilities located around the globe,
including the one-of-a-kind Lovejoy Resource
Center, which allows us to collaborate with
pet food manufacturers and quickly adapt
formulations to elevate the palability of the
final product.

By working together, we can meet the demand
for product innovation and deliver the next
generation of palatability performance to the
next generation of companion animals.

To learn how AFB can help move your company
forward, contact an office listed below or visit
www.afbinternational.com.

Q)

Optimizor O
Palatability o

AFB

International®

BioFlavor O
Palatability 2

Enticer
Palatability
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BY RICK ROCKHILL

onsider this scenario: A

consumer just adopted a dog

and needs to find food. She

heard it is important to start her
puppy off right. But, right according to
whom?

She is faced with the largest assort-
ment ever of petfood brands. (I use
“she” because most petfood buyers are
women.) It’s overwhelming and diffi-
cult to make comparisons. And I have
news for you: The educated consumer
is just as confused.

We’re not just selling petfood. We're in
the relationship business with pet parents.
So explaining what retailers want from
the petfood industry starts with what the
customer wants and needs from us.

Trust is the bottom line
We know our customer:

» Is willing to pay for quality prod-
ucts that deliver results;

» Is asking questions and reading
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THE VERY BEST MATURAL PRODLCTS
FOR YOUR PET

¥ B oy . . ﬂ 2
Strong branding, communicati
can help pet retailers sell more of your products

labels. Ingredients matter to her
now more than ever;

» Remains concerned about product
safety and relies on company

know these strangers she trusts—yes,
it’s the millions of invisible faces on
the Internet.

While today’s petfood consumer

reputations. It is critical to earn and

maintain her trust.

Our customer is very resourceful

and gathers information from
avariety of sources. Certainly
her experience at the retail
level plays a major part, as
does what your product label
communicates. She may
also be influenced by vets,
breeders and shelters, but
more than ever, the word of
friends, family and complete
strangers are influencing her
opinion of us all. You may

Pet parents trust and listen
to each other and can get
their questions answered
easily by reading an online
review.

seeks information from individual

brand and retailer websites, our

research

shows she is leery of what
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resourceful and gathers % 5%
information from a variety of ==
sources, including at the retail
level from product packaging
and store associates.

your company says on its site and places
more weight on what she reads online
in independent views, blogs, message
boards and customer reviews. The fact
is, pet parents trust other pet parents;
70% of customers surveyed said that
when it comes to petfood, they believe
their peers more than an authority.

6 wants, 5 needs
As a retailer, [ want your website

to tell your story and tell the customer

what she needs to know. To sell more of
your products, I also want you to:

1. Know your target consumer and
how she perceives your brand;

2, Effectively communicate your
brand position and role;

3. Know your competition—what is
your point of difference? How does
your cost per pound compare? Use
syndicated data for trends and talk
to store associates;

4. Decide how to explain your

Among Petco’s 1,000 locations,
most have a store-within-a-store
natural shop dedicated to natural,
organic and holistic petfoods.

12 things
retailers need
from you

Besides the five areas described
in the article, you need to provide:
1. A well-defined brand with a

unique value proposition;

2. Clearly communicated product
features;

3. Innovative formulas with mean-
ingful benefits;

4. Formulations with high-quality
ingredients;

5. Safety testing (with test results
that are easily accessible and
understandable);

6. Designs to keep pets happy
and healthy;

7. Manufacturing with sustainable
practices;

8. Packaging and shipping that
ensure freshness;

9. Good marketing to drive
customers into the pet specialty
channel;

10.Informative training materials,
websites and resources for the
consumer;

11. Visible evidence that you're
a vendor partner who cares
about animals and the industry;

12.A mutual goal to deliver better-
than-average profits.

A HEAVYWEIGHT,

FOR YOUR LIGHTWEIGHTS

Get the little things right every time
with the Beta Raven MicroMaster™,
the most accurate micro-ingredient
scaling system available. Premix and
hand-add methods are lightweights by
comparison.

Roll over, funnel hopper or loss-in-
weight models available.

For your lightweight jobs, get the
heavyweight champ—Beta Raven
MicroMaster™—in your corner.

800-552-2382 | WWW.CPMROSKAMP.COM
ST. CHARLES, MISSOURI
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Essentially Pet

Nutrition. Commitment. Solutions.

By subscribing to
Essentially Pet, you
can have the next
issue delivered
directly to your inbox!
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WHERE

desirable to
pet parents?

Innovation

What is
viable in the
marketplace?

possible with

technology?

Consumers embrace new
technology when it offers obvious
benefits, solves a problem or
meets a need.

formula—ingredients and message
matter;

5. Have a distinct marketing strategy—
a comprehensive, well-funded,
well-developed plan (in the absence
of information, retailers will make it
upl);

6. Plan collaboratively—partner
with retailers to customize tactics.
Understand differences in your retail
customer base.

I also need your help in these five
key areas:

1. Industry standardization on the
basics;

2. Meaningful advances in petfood
technology;

3. Partnering to educate our
customers;

4, Collaboration to drive out unneces-
sary costs;

5. Going green together.

Standardize the basics
To help you better sell your prod-

ucts, we retailers are seeking industry

standardization on:

» UPC code placement on bags
(picture a slightly built sales asso-
ciate having to lift, turn over and
rotate a 40-pound bag of dog food
to find the UPC);

» Human-readable date codes with
standardized formatting as well as
placement;

> Narrow case packs for
canned food—Ilook to the soft
drink industry for ideas;
> Association of
American Feed Control
Officials ingredient
definitions—espe-
cially for by-prod-
ucts, by-product
meals and meals.
We understand
you have only so
much influence
on this process as a
petfood manufacturer, but
a united industry might be able
to accomplish changes.

Advance technology

History shows that innovation drives
growth. Consumers embrace new tech-
nology when it offers obvious bene-
fits, solves a problem or meets a need.
Examples to date include formulations
to reduce hairballs in cats or allergic
responses in pets, plus products devel-
oped specifically for large or small dogs,
certain breeds, indoor cats or pets with
sensitive skin or stomachs.

Each of these innovations contrib-
uted to the revitalization of the premium
petfood category. To continue to grow,
our industry must have meaningful
new advances in petfood technology.
As the saying goes, innovate or die.

Educate our customers

The shift of consumer preferences
toward natural petfoods is part of an
evolution that started with premium and
superpremium products and was influ-
enced by lifestyle choices and the belief
that natural and organic foods are safer.

Online extra!

Read more of Rick Rockhill’s
advice to the petfood industry and view
his Petfood Forum 2009 presentation
at www.petfoodindustry.com/

retailerwants.aspx.
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But I believe the shift also happened

because these simpler formulations

translate into a straightforward and

easily understood message and ingre-

dient deck. This has lessons we can apply

to educating customers about petfoods:

» Use honest ingredients and
formulas;

» Make clear product claims;

» Avoid misleading terminology;

» Partner with retailers on training
materials;

» Hire only ethical in-store demon-
strators; and

» Do not resort to negative selling vs.
other brands.

Let me be clear: Negative selling
techniques are not only bad for busi-
ness but also undermine the entire
superpremium  petfood  industry.
Customers get confused by the contra-
dictory statements and are not sure
whom to believe.

Drive out unnecessary costs
The pet retail and petfood indus-
tries should partner to reduce costs
in areas such as assortment produc-
tivity, demand management, supply
chain management, distribution and
commodities and raw ingredients.

Let's go green together

Our customers have come to
expect us to be environmentally
conscious. While it may not drive the
initial purchase decision, it reinforces
the customer’s choice and endears
loyalty to your brand. The actions
are to reduce, reuse, recycle, review
packaging and carton use and follow
sustainable practices in our plants,
distribution chains and corporations.

You’ll find another succinct list of
our needs in “12 things retailers need
from you” (p. 25). We’re committed
to the petfood industry, so please read
these in the spirit of our wanting to
help you continue to thrive. ([

Rick Rockhill is VP/division
merchandise manager of dog
consumables for Petco, www.
Petco.com.

LONZA

Carniking™

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.

rnikKing™ @ L-Carnitine and is a trademark
a g of Lonza Ltd, Switzerland.

Lonza Inc., Allendale, NJ USA, Tel +1 800 955 7426, carnitine@Ilonza.com, www.carniking.com
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According to the US
Centers for Disease
Control, from 2006
through 2008, a total of
79 cases of Salmonella
infection were linked to
dry petfood.

s food safety issues continue
to remain a hot-button topic,
it’s up to petfood and treat
manufacturers to start imple-
menting procedures that ensure the
safety of their products to the consumer
and their pets. According to the US
Centers for Disease Control (CDC),
from 2006 through 2008, a total of
79 cases of Salmonella infection were
linked to dry petfood. Far less costly
than a recall, evaluating your current
procedures now and executing new
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Say sick ‘em to Salmonella and
other disaster-causing impurities by
implementing the latest technology
and processes

BY JESSICA TAYLOR

procedures and standards is the only
way to protect your brand, as well as
the pets consuming the product. So
where should you begin?

Electronic nose analysis
According to a recent study at the
Animal Nutrition Department of Veter-
inary Sciences and Technologies for
Food Safety at the University of Milan,
Italy, the increased focus and interest in
pets’ health and welfare make it essen-
tial that petfood complies to specifica-

© mrloz. Bi%m('/\'P/mm.('(:m
]

tions ensuring good nutrition, as well
as prevention and treatment of cat and
dog diseases. There is an increasing
need for new technologies and appli-
cations for existing technologies for
a more comprehensive screening of
petfood. A recent technique, based on
the use of a technology called the elec-
tronic nose, may represent a promising
analytical approach by providing quan-
tization of quality and safety in real
time with the objectivity of an instru-
mental response.
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“An e-nose is an instrument that
comprises an array of electronic chem-
ical sensors with partial specificity
and an appropriate pattern recognition
system, capable of recognizing simple
or complex odors,” explains the study.

able to contamination with Sa/monella
and other microbes as they arrive at
the manufacturing facility, supplying
a steady stream of new microbial
inoculants to the processing plant.
Broadly speaking, there are two

Learn about the
technology that is the electronic

S

Online exclusive!

nose and how it can be implemented

in the petfood industry at www.

petfoodindustry.com/ElectronicNose.

The e-nose does not distinguish each
volatile substance, but expresses
the global odor of a product. Sensor
array formats in the e-nose interact
with different volatile molecules and
provide an electronic signal that can
be used effectively as a fingerprint of
the volatile molecules associated with
the product.

The application of the e-nose in
the petfood industry can provide
an interesting approach for quality
control and qualitative protein source
characterization, the study claims.
Currently the main applications of
the e-nose technology are in the
food industry with the aim of moni-
toring freshness, onset of microbial
spoilage or bioprocesses of food and
determining food authenticity. “We
can take what we know from the food
industry and foresee future analytical
challenges in the petfood industry,”
the study’s authors say.

general approaches to addressing the

: . . aspx.
issue of potential recontamination of

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
Ve Speed: Results in minutes or hours
S
A . .
%, \ Economy:  Uses same instrumentation
> \ > for varied mycotoxins
e 4 Flexibility:  Fluorometric, strip tests, HPLC
or LC/MS detection

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

According to a recent study by the
XIM Group, acidic calcium sulfate can
lower the pH of petfoods to microbial
stable and antimicrobial levels.

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

VICAM

A Waters Company

Fighting Salmonella

According to a recent study by the
XIM Group, acidic calcium sulfate
(ACS) can lower the pH of petfoods
to microbial stable and antimicrobial
levels. There are a number of unique
challenges associated with control of L.
Salmonella contamination of products :
in the petfood industry. Of primary
significance is that the ingredients
used for producing petfood are vulner-

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. ..

Petfood Industry
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Contaminants >

products (after the extrusion Kill-step
indry petfoods). The first is to attempt
to eliminate as much as possible the
potential sources of Salmonella recon-
tamination.

A second approach, which is
underutilized in the industry today,
according to XIM, is to implement

Online extra!
To read the entire scientific report

on the pHresh ingredient and what it can
do to protect your petfoods, go to www.
petfoodindustry.com/XIMstudy.aspx.

a means of reducing or eliminating
microbial populations in products
that may become recontaminated.
In the food industry, one method
commonly used for preserving high-
water activity foods is to create

acidified foods by adding acids to
lower the pH to less than 4.6.

Some petfoods, in particular soft-
moist foods and treats, already use
parts of this approach by utilizing
the addition of phosphoric acid,
hydrochloric acid or other acids to
lower the pH. Generally it is used
in combination with other ingredi-
ents added to control water activity.
ACS is a new ingredient available to
the petfood industry under the trade
name pHresh from pHresh Technol-
ogies, Sabetha, Kansas, USA.

ACS can be used to lower the pH
of petfoods to microbial stable and
antimicrobial levels, and is available
in a strength similar to phosphoric
acid for this purpose.

A unique characteristic of ACS is
that it does not have the strong sour
flavor associated with other acids.
Therefore, addition levels required

to reach a microbially stable or anti-
microbial pH will not negatively
impact the palatability of most
petfoods, according to the company.
In fact, some indicators show that
the addition of ACS to certain foods,
including extruded Kkibble or the
coating of canine diets, results in
increased preference. o

Industry

LEAVE YOUR EDITORIAL
EXPOSURE OUT THERE

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

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

FOSTER
Call 866.879.9144 or | o\ 7\ G SERVICE
sales@fosterprinting.com

QuickTox " Kit for

Melamine

* Fast

+ Simple
» Cost Effective
* Screens Inputs at 2.5 ppm

To order or for more information,
call John at 866-408-4597 or email
john.chamberlain@envirologix.com

ENVIR

www.envirologix.com/melamine
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Do business with BH]...
- and serve the best for pets!

- when you are looking for real value

e Nutrition
e Palatability
e Treats

(P BH)

PET FOOD
Head office +45 74 35 35 35
www.bhj.com


http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=30&exitLink=http%3A%2F%2Fwww.petfoodindustry.com%2FXIMstudy.aspx
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=30&exitLink=http%3A%2F%2Fwww.bhj.com
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=30&exitLink=http%3A%2F%2Fwww.petfoodindustry.com%2FXIMstudy.aspx
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=30&exitLink=mailto%3Ajohn.chamberlain%40envirologix.com
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=30&exitLink=http%3A%2F%2Fwww.envirologix.com%2Fmelamine
http://www.petfoodindustry-digital.com/petfoodindustry/200906/TrackLink.action?pageName=30&exitLink=mailto%3Asales%40fosterprinting.com

-1 -

u.;.:.

#
=
&

Petfood Market® <
Ve 7. rtlse.g. ¥

':-_;‘ = v
- a8

Petfood Industry magazine has compiled a listing

Isotherms for the of webinars by leading industry experts. If you
Petfood Formulator

. missed one, archives of the online seminars are
Sponsored by Decagon Devices

available anytime at www.petfoodindustry.com/
webinars.aspx.

o Al i hour in length.
Health and Wellness in the seminars are one ROt .

global petfood market View the seminars over the Internet

Sponsored by Trouw Nutrition
(a high-speed Internet connection is required)

Attendance is FREE!

P e I l o d To view archives, visit:

Industry wvrwpotfoqdinditlry.com/viiinar R

KNOWLEDGE | SOLUTIONS [SUCCESS

Let Us Help You Reach Your Goals

Our broad exposure to the industry helps us coordinate
the research and development of new potential
ingredients and formulate them into marketable
products. Our commitment to ingredient technology can
work for you.

We are also adept and experienced at developing
enfirely new propriety ingradients to meet your
specifications, with assured confidentiality. Whether
you're looking for a new variety, or just want to add some
spice to your existing line, call The Peterson Company.

T

W . 2

“Products Produced in the USA”

PO BOX 60 7 Heritage Oak Lane | Battle Creek, MI 49016 | P; 268-879-16800 | F: 269-979-9227 | www thepetersoncompany.com
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regulations

BY DAVID A. DZANIS, DVM, PhD,DACVN

The GRAS is always greener

n April the US Food and Drug

Administration (FDA) announced

it will begin accepting gener-

ally recognized as safe (GRAS)
notifications for ingredients for use in
animal feed and petfood. Some people in
the petfood industry hailed this as a posi-
tive step. Why? What does it mean for
petfood?

What’'s GRAS?

Under FDA law, all ingredients in a
food that are not approved as food addi-
tives or otherwise sanctioned must be
generally recognized as safe. To be
GRAS means there is sufficient publicly
available information on the ingredient so
experts qualified to make the determina-
tion would agree as to its safe use for its
intended purpose.

GRAS status can be based on a history
of safe use in food commonly consumed
in the US prior to 1958 (the year the Food
Additives Amendment was enacted).
More often today, though, a substance is
deemed GRAS on the basis of scientific
procedures—for example, feeding studies

The FDA will

soon accept GRAS

notifications for

petfood ingredients. |
— David Dzanis |

GRAS status is published in the form of a
regulation. This is typically a lengthy and
arduous process.

The need for speed

In 1997 the FDA proposed regulations
that would eliminate its GRAS affirma-
tion process in favor of a new notifica-
tion process. Although the rules have
never been finalized, the FDA has been
accepting GRAS notifications for human
food ingredients for the past decade. On
the other hand, the Center for Veterinary
Medicine (CVM) within the FDA has
not been accepting either notifications or
affirmation petitions for animal feed or
petfood ingredients.

In regulatory-speak, this is
the closest you can get to “no

objection.”

or other testing. Since it must be gener-
ally recognized, the bulk of this informa-
tion must be in the public domain, such
as publication of studies in a scientific
journal.

The affirmation process is very similar
to the food additive approval process in
that a sponsor submits all pertinent data on
that ingredient for the FDA review. When
and if the FDA concurs, the ingredient’s

32 | Petfood Industry | June 2009

In the notification process, sponsors
must still collect all pertinent informa-
tion and conduct an evaluation to deter-
mine whether a substance is GRAS. This
is usually done by convening a panel of
unbiased experts in the field (e.g., toxicol-
ogists, nutritionists) to render an opinion.
Assuming the panel concurs about the
ingredient’s GRAS status, the sponsor
notifies the FDA of its findings.

The FDA does not do an independent
evaluation and does not say it agrees with
the sponsor that the substance is GRAS.
However, the FDA will say it “has no
questions’ about the sponsor’s determina-
tion. In regulatory-speak, this is the closest
you can get to “no objection.”

The primary advantage of this notifi-
cation method is speed, at least compared
to the affirmation process; we're talking
months vs. years. Unlike the affirmation
process, though, the FDA does not issue
a regulation as a result of its findings.
However, the agency has been publishing
its findings for human food GR AS notices
on its website, so whether a substance has
been subject to a GRAS notification can
be easily ascertained.

Why bother with
a notice?

Technically, the GRAS notification
process is voluntary. An interested party
may conduct a self-determination of
GRAS and market that ingredient without
informing the FDA. However, submitting
anotification has distinct advantages.

Perhaps the most important benefit is
that the notice becomes known to regula-
tors. While the notice doesn’t result in a
new regulation, there will be a record of
its submission to the FDA and the FDA’s
response; 1 am assuming the submissions
for use in animal feeds will be published
on the Internet, the same as is currently
done for human foods.

The hope is the Association of Amer-



ican Feed Control Officials could also
publish this list in its Official Publication.
That way, all state feed control officials
can be aware of the ingredient’s GRAS
status. Otherwise, state feed control offi-
cials may be reluctant to accept the find-
ings of a self-determination and refuse
registration of products containing the
ingredient.

Burden of proof

The potential disadvantage of a notifi-
cation is that the FDA may not agree with
your determination. Instead of responding
that it has no questions, it could say the
submission “does not provide a sufficient
basis for a GRAS determination.”

That response could happen because
the notice did not include appropriate data
and information or because the available
data and information raised questions
about the safety of the notified substance.
However, if a “no questions” finding
appears unlikely, a sponsor can withdraw
its notice before the FDA reaches a nega-

tive finding. That would allow the sponsor
to conduct further evaluation and resubmit
the notice at a later time.

Whether a substance is the subject of
a GRAS notification or a self-determi-
nation, the burden of proof is the same.
Under FDA regulations, the scientific
evidence of safety must be the same quan-

) Online resource
Although the Center for Veterinary

Medicine does not have guidance on the
GRAS notification process for petfoods
posted as of this writing, the Center for
Food Safety and Applied Nutrition (the
entity that oversees the human food
GRAS ingredient process) has very useful
information posted on its website, http://
www.cfsan.fda.gov/~dms/opa-noti.
_html). Links on the page explain the
history, process and requirements for

GRAS noatifications, as well as a list of all
GRAS notifications received by the FDA
along with the agency’s responses.

tity and quality as required for a food
additive approval. In fact, a GRAS deter-
mination may be more burdensome, since
the majority of the data must be publicly
available, rather than from unpublished
studies.

When can | notify FDA?
To implement this new process, CVM
must hire new personnel to handle the
increased workload. It anticipates that it
will be ready to accept notifications by
late summer this year. Since it is neither
easy nor quick to prepare a notification, it
behooves petfood companies and suppliers
that may be interested to become familiar
with the process now. [

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

IngIEdient Issues I BY GREG ALDRICH, PhD

Mold inhibitor of choice

reventing the appearance of

mold in foods is a constant

battle, and petfoods are no

exception. Everyone has
experienced the gray-green mold
on bread or splotches on cheese;
with petfoods, many have had an
encounter with “fuzzy” biscuits or
green kibbles.

Unfortunately, despite our best
efforts, mold is an inescapable part of
food production regardless of whom
the food is intended to serve. Once we
exhaust all other measures, we often
turn to chemical preservatives such
as potassium sorbate to gain some
control.

Mold: insurmountable
challenge

In elementary school we learned
that starting a fire requires three
simple elements: fuel, oxygen and
heat. A mold-bloom is similar in that
it only requires three elements: food,
mold spores and moisture. Because
we are making food, element one is
obvious. All that remains for a mold-

Potassium sorbate is
safe, effective and one
of the more popular
ingredients for
battling mold.

— Greg Aldrich

by billions of spores. This doesn’t just
apply to grains and tubers; meats are
affected, too.

Given that petfoods are produced
from raw agricultural commodities,
inoculation with spores is inevitable.
Agronomic practices can influence
the level of inoculation; for example,
modern no-till practices leave more
crop residue in the field, resulting in
increased mold production.

Mass transit system
Seasons can affect mold counts,

too. Considering that mold spores are

light enough to float in the air inter-

Mold is an inescapable part of
production regardless of whom
the food is intended to serve.

bloom are spores and moisture.

Mold spores are easy enough to
find. The soil is loaded with them—
molds are the earth’s machinery for
decay and rejuvenation. Because of
this, any ingredient produced from
or near the ground will be inoculated
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minably, harvesting grain in the fall
can release them into the air. Case in
point: Altenaria mold counts are often
reported with the weather as part of
autumn allergy alerts. The net effect
is that the air we use to cool and dry
our products in the manufacturing

plant serves as the mass transit system
for mold spores and food inoculation.

This is exacerbated by petfood
production systems that depend on
repetitive additions and subtractions
of water. Regardless of food or treat
type—extruded dry and semi-moist
or baked—we add moisture as free
water, steam or part of other ingre-
dients. Once our purposes have been
achieved, we drive off that moisture
with super-heated air via dryers and
ovens.

The only purpose behind drying
is to decrease the water activity to a
point that it limits microbial growth.
Unfortunately, achieving just the
right level of heat and dryness while
not overcooking or damaging the
food is tricky. Sometimes if we err on
the side of saving a little energy by
drying less, or if problems occur with
the dryer or oven controls, or if we
have product “case-hardening” that
prevents moisture escape from the
interior of the food piece, the water
activity may be high enough for mold
to occur.

Solution: a final barrier
So, because all the elements for a

mold-bloom are lying in wait for any

minute lapse in sanitation or process



control, a final barrier or hurdle is
essential if we are going to prevent it
from overtaking our products. One of
the more popular ingredients for this
role is potassium sorbate.

Chemically, this substance is
the potassium salt of sorbic acid
(2,4-hexadienoic acid), a fatty acid
and naturally occurring compound
that was first isolated from unripe
rowan berries from the European
Mountain Ash. (It is the Latin name
of this shrub, Sorbus aucuparia, from
which sorbic acid derives its name.)

Common petfood applications of
potassium sorbate are 0.1-0.3% in
baked treats, intermediate moisture
or semi-moist foods and treats, and
higher levels in liquid ingredients
such as flavor digests. Its salts are
more water soluble than the sorbic
acid alone, which may explain its
greater popularity. Sorbic acid is
more effective as the pH drops below
6.5 and has a pKa of 4.75 (the pH at
which half the molecule is undis-
sociated). Plus, at common food pH,
sorbic acid is more potent than other
organic acids such as the propionates
or benzoates.

Interrupting the
outgrowth

The active agent, sorbic acid is
thought to work by interrupting the
outgrowth of the vegetative micro-
bial cells through disruption of
nutrient transport across the cellular
membrane and (or) by disrupting crit-
ical enzyme systems necessary for
internal microbial cell homeostasis.
These mechanisms affect microbial
cells of fungi, including those that
produce mycotoxins, many types of
yeast and numerous types of bacteria,
especially vegetative species, but not
mammals.

When ingested by mammals, sorbic
acid, like other fatty acids, is metabo-
lized to CO2 and H20. In a report on
toxicity of various food additives, no
ill effects were noted in dogs which
were fed diets, for three months, in
which potassium sorbate was included
at up to 2% (FAO, 1967).

The authors also noted that rats
tolerated a huge dose of potassium
sorbate of up to 10% of the diet,
with a rat LD50 that exceeded 4,920
mg/kg body weight. In other words,
by commonly accepted toxicology
methods, potassium sorbate is consid-
ered very safe.

Directly synthesized in
modern facilities

Sorbic acid is said to occur natu-
rally in fruits other than rowan berries,
but evidence of meaningful quantities
is limited. Today, the majority of the
ingredient intended for commercial
use is produced by direct synthesis in
modern dedicated chemical facilities,
many of which are located in China.

Synthesis of sorbic acid is carried
out by condensing crotonaldehyde
and molonic acid in a pyridine solu-
tion. The yield can be increased
by condensing crotonaldehyde and
ketene in the presence of boron trif-

luoride (Merck, 1997). Potassium
sorbate is produced by the reaction of
equimolar potassium hydroxide with
sorbic acid and recrystallized with
ethylene hydroxide.

Potassium sorbate is a white to
off-white granulated crystal or fine
powder. It is most often packaged
in a polyethylene bag within a card-
board box. The commercial product
is traded at more than 99.0% potas-
sium sorbate on a dry-weight basis,
and specifications commonly call for
maximum levels of ash, sulfates and
heavy metals. It is a safe and effec-
tive choice for inhibiting the growth
of mold in ingredients or petfoods. @

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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Market Report

The dogness effect

hetrend toward pethumaniza-

tion and pampering supports

product premiumization and

is the No. 1 driver in the US
petfood market. So when Nestl¢ Purina
decided to poke fun at pampered pets in
a high-profile ad campaign, it was not
without risks.

Launched in spring 2009, the “Quick,
get that dog some Alpo” program
features pooches pampered to the
extreme, including a dog in a tub with
cucumber slices soothing its eyes and an
undignified-looking Afghan with rollers
in its fur. “Lost!” cry out posters refer-
ring to dogs like Spike, who was last
seen sporting flashy duds and a sequined
collar.

The campaign’s interactive online
features (www.alpo.com) include a “Fifi
Test” through which pet owners can
gauge their pet’s “dogness” and a film
documenting the “rescue” of overpam-
pering-endangered canines. The point
(aside from the obvious one of selling
Alpo) is that America’s dogs are in danger
of losing touch with their true canine
nature, a tragedy that can be averted by
simply feeding them “real meat Alpo.”
Ergo the tagline, “Real dogs eat meat.”

Meaty proposition
The campaign is effective on multiple

levels:

» Due to its tongue-in-cheek approach,
itprobably managestoavoid offending
even the most zealous pet pamperer;

» Through its reliance on billboards
and online media, it delivers both
cost savings (to the advertiser) and
heavy-duty visual clout;

» It calls attention to a value brand that
some would argue can’t hold a candle
to all those superholistic/human-
grade products out there these days,
except in this way: It costs a whole
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Though humorous, the theme is
rife with underlying messages
that should be taken seriously.

lot less—83 cents (US) a can to be
exact, according to Information
Resources Inc. InfoScan Review
data for supermarkets, drugstores
and mass merchandizers other than
Walmart (week of October 5, 2008).
That’s below the wet dog food unit
price average of USS$! and the unit price
of Purina’s own Beneful Prepared Meals
(USS$1.82) and way below the prices of
ultrapremium brands like Pet Promise
(USS$3.21). For dog owners during these
tough economic times, saving that kind
of money on a product promising real
meat and “re-caninization” may seem
like, well, a meaty proposition.
Commenting on the campaign to
Advertising Age (February 7, 2009),

Nestlé Purina’s ad campaign

for Alpo carries some risks,
considering humanization and
pampering comprise the top trend
driving the petfood market.

Dean Hanson, art director at Minne-
apolis, Minnesota, USA, ad agency
Fallon, explained, “It seemed like a
natural to take this very solid substan-
tial dog food and say it’s time to wake
up and get back to fundamentals” since
“everybody is guilty of putting human
personality on dogs.”

The next big thing?

Indeed, Packaged Facts believes
Fallon may very well have (inadver-
tently?) touched on one of the next big
things in pet ownership and product
marketing: a swing away from the
fashion of treating pets like people in
ways that are not the healthiest for either
the pet owner or the pet.

AsMartinDeeley, veteran dog trainer
and president of the International Asso-
ciation of Canine Professionals, notes in
his introduction to celebrity dog trainer
Cesar Millan’s bestselling Cesar’s Way:
“Dogs are not small humans ... Dogs
are dogs, and we need to respect them
as dogs. We do them a huge disservice
by treating them like humans and thus
create many of the bad behaviors we see
today” (an assessment with which, by
the way, Millan agrees).

So then, will we be seeing a shift
away from anthropomorphism, toward
encouraging our dogs to be dogs and
our cats to be cats? Absolutely, Pack-
aged Facts predicts, based in part on the
fact that, in the area of pet nutrition, we
already are.
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Where the trends begin
One potent indicator of this trend is
growing consumer interest in raw/frozen
foods designed to mimic as closely as
possible what pets would eat in the wild,
driven by activity in the pet specialty
channel—where the big petfood trends
almost always begin. According to
our July 2008 report, Fresh Pet Food
in North America: The Raw/Frozen,
Refrigerated and Homemade Wave,
sales of fresh petfood including raw/
frozen foods will make double-digit
annual percentage gains through 2012.

Read about the concept of
feeding pets the way they would eat in
the wild at www.petfoodindustry.com/
PetfoodGoesWild.aspx.

Also playing the wild card are
a number of marketers fielding dry
petfood, including Eukanuba with
Naturally Wild; Canidae, via ingre-
dients including salmon; and Taste of
the Wild, whose High Prairie Canine
formula features bison and venison.
Mars’ Whole Meals dog food encourages
dogs to interact with their food much as
they would with a bone, in keeping with
the practice of their spokesperson—
celebrity veterinarian Marty Becker,
DVM—to encourage the use of food
puzzles to promote foraging.

In other words, funny though it may
be, Nestlé Purina’s “dogness” theme
is rife with underlying messages that
should, Packaged Facts believes, be
taken quite seriously. o

Information provided by Packaged
Facts (www.packagedfacts.

com), based on reports including
US Pet Market Outlook 2009-
2010: Surviving and Thriving in
Challenging Economic Times
(March 2009) and Pet Food in the
US: Health, Humanization and
High Quality Ingredients in an
Increasingly Value-Driven Global
Market (January 2009).
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» Oxidized fat for racing Greyhounds
(JAPAN 93:144. doi:10.1111/].1439-
0396.2009.00921_6.x) Oxidation should be consid-
ered as one possible explanation for an increase in
serum alkaline phosphatase during a diet trial.

> Oxidative stress in diabetic cats

(JAPAN 93:145. doi:10.1111/.1439-
0396.2009.00921_8.x) Despite strong association of
diabetes mellitus with oxidative stress in humans, this
simple relationship is not found in diabetic cats.

» Dogs in community households

(JAPAN 93:143-144. doi:10.1111/}.1439-
0396.2009.00921_5.x) Further research and ano|ysis
will be required to elucidate relationships between
health status and dietary patterns in dogs.

Oxidized fat for racing Greyhounds

Racing dogs are often fed raw meat, which may become
oxidized. Few studies have examined the effect of feeding
oxidized food. This study was originally designed to determine
the effect of different concentrations of dietary fat on Grey-
hound performance. After the experiment had been completed,
it was discovered that the peroxide values of both diets were
elevated, indicating that fat oxidation had been present.

The study compared performance and blood parameters
in eight trained Greyhounds fed either a high fat moderately
oxidized (HFMO) diet or a medium fat highly oxidized (MFHO)
diet for eight weeks. Dogs were raced over 500 m twice weekly.
Dogs fed the MFHO food ran 0.04 m/s slower (p = 0.06) and
serum alkaline phosphatase concentrations were higher (149 vs.
56 U/L; p < 0.0001) than in dogs fed the HFMO diet. Further
evaluation is needed to determine whether lower dietary fat
or increased oxidation was responsible for the altered perfor-

oI Premium

Higher delta tocopherol antioxidant
naturally increases product shelf life.

Powder or Liquid

Ameri-Pac.com 1-800-373-6156

Petfood Industry

mance, but oxidation of the food should be considered as one
possible explanation for an increase in serum alkaline phos-
phatase during a diet trial.

Source: R.C. Hil, ef al,, 2009. Oxidized diefary fat, alkaline phosphatase
concentrations and performance in racing greyhounds. JAPAN 93:144.
doi:10.1111/}.1439-0396.2009.00921 _6.x

Oxidative stress in diabetic cats

Increasing evidence implicates oxidative damage in the
progression and complications of human diabetics. This study
assessed antioxidant status and oxidative stress in cats with
diabetes mellitus (DM, n = 10) and a control group (n = 10).

Alpha tocopherol was increased and gamma tocopherol was
decreased in diabetic vs. control cats. Fructosamine was greater
in diabetic vs. control cats. Antioxidant status/oxidative stress
was not associated with glycaemic control in diabetic cats.

Despite strong association of DM with oxidative stress in
humans, this simple relationship is not found in diabetic cats.
They have both increased and decreased parameters of systemic
oxidative stress compared with control cats. This may be due to
higher levels of antioxidants in feline therapeutic diets, the rela-
tively short duration of disease in cats or other factors.

Source: | .R. Smith, et al, 2009. Antioxidant status and biomarkers of oxidative
sfress in cats with diabetes mellitus. JAPAN 93:145. doi:10.1111/(.1439-
0396.2009.00921_8.x

Dogs in community households

The purpose was to investigate the feasibility of performing
an epidemiological analysis of dietary patterns and health of dogs
living in community households. The study included 50 humans
and their canine companions. Questionnaires administered to
the 50 participants included questions on demographics, activity,
diet recall, food frequency and general health. Three-day food
recalls were validated against food frequency data.

The results revealed 24% of canines enrolled were diag-
nosed as obese by their veterinarians, which was consistent
with self-reported weight status, where 11 subjects reported an
overweight dog (22%). Of the 50 respondents, 38 stated their
companion animals were at an ideal weight (76%) and one
stated the companion animal was slightly underweight (2%).
The majority of companion animals were standard to large size
(32%). The average age of the dogs sampled was 5 years.

The majority of subjects fed their canines treats daily (94%).
Also a majority fed a premium, commercially available dry
dog food, with another 14% feeding a commercially available
specialized diet and one respondent feeding a prescription diet.
Further research is needed to elucidate relationships between
health status and dietary patterns in dogs.

Source: R.A. Heuberger, K.D. Glassman, 2009. Survey of diefary patterns
and health in community dwelling canines. JAPAN 93:143-144. doi:10.1111/
1.1439-0396.2009.00921_5.x
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Melamine test kit
EnviroLogix Inc. has introduced a
five-minute, on-site immunoassay to
detect melamine
contamination
in raw mate-
rials  used
in petfood
products.
QuickTox
kit for
melamine is
intended  for
use at material-
receiving  points,
enabling a visual screening of numerous
sample types, including finished
petfood. The test itself is a lateral flow
strip.

EnviroLogix Inc.
+1.207.797.0300

www.envirologix.com

Palletizer with
custom infeed
: A-B-C  Packaging
now is offering the
model 72A palletizer
with a custom infeed
that orients, collates
and feeds the product
to the stain-
less  steel
staging
table.  After
the  sweep-bar
guides the layer to the pallet stack, each
layer is tightened and squared by the
four-sided squaring device.
A-B-C Packaging Machine Corp.
+1.800.237.5975
www.abcpackaging.com

Rotary batch mixer
The new in-line miniature rotary
batch mixer from Munson Machinery

Co.  blends
batches up to
5 cubic feet, in
parts as small
as one per
million, with
uniformity in
less than three
minutes, according to the company. The
stainless steel, sanitary unit features
a stationary inlet and outlet for in-line
operation and a rotating drum with
proprietary mixing flights that tumble,
turn and fold material gently.
Munson Machinery Co. Inc.
+1.800.944.6644

www.munsonmachinery.com

California, 1:37 PST  Coloradou2:37 MST

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.

Contact Jason Williamson at Ometric,

Illinois, 3:37CST

Product News

Handle
applicator
Roberts
PolyPro
recently intro-
duced a
paper handle
applicator
for  paperboard
packaging, designed
for speed and accu-
racy. The applicator
applies paper handles at
speeds of up to 200 cartons per minute
and mounts next to any folder gluer.
Roberts PolyPro
+1.800.269.7409

www.robertspolypro.com

Georgia; 4:37 EST
| (e

803.233.4683 or by email: jasonw@ometric.com. O M E T R I C

beyond measure
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» Equipment

womy HOSOKAWA

Leading manufacturer of cooking, forming,
extruding, cutting, cooling equipment for
over 50 years. Letus bring our experience

to your operation.

4445 Malone Road < P.0. Box 18844
Memphis, Tennessee 38118
Tel: 901-531-6100 ¢ Fax: 901-531-6105
e-mail: Contact@hosokawa-ch.com

FAWEMA E
North America %ﬂ’ kﬁ%

Bag Packaging Equipment

%FRAIN GRO

HEH" ARRIWILS E'.I'ER\" D.M’! -

SOTO08-FPEC B0 cu fieet 304 5/3 Horizondal "U" Pasie Mixer
GC0808-Horizon Systems SIS 3 cu it/ 0L Bag Break Station
5B0711-inghett 1950 Automatic Top Load Bag Hanger 25bpm

O7881-Ohiscn /6 Dual Lame BulkTrickls Scals lphm

aiee (630) 629-9900

www.lraingroup.com

» Services

WHERE NEW IDEAS BEGIN

New Products
Formula Consulting
i Prototype Development

Farpr o L patfooding re diesia. o om

Toll Fres [BW?ME—IMB FAX [843) B81-9402

FAWEMA Morth America
515 Shorwood Plkwy, Mountainside, N1 07092
Tel 908.232.1145 - Fax 908.232.9502

Manufacture Quality Product
with the
Best Altima Hammermill
Trouble Free Performance
ifficult grind applications.
Mill Technology Company, Inc.

W 763-553-7416
J ar

888-799-5988
mill-technology.com

* Hammermills
¢ 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

Fax: 580-762-0111
www.bliss-industries.com

Need Help?
Custom processing
oBagging
o Grinding
o Repackaging
o Storage
o Material drying
o Logistics and transportation

Great service - Fair prices

LaBudde Group Inc
—_— —— 800-776-3610
LANUINGE GROAT karl@labudde.com

Fast/Friendly Service
HIGH QUALITY WEAR PARTS

For most common Extruders

%k Cast D-2 Knives ¢ Wear Rings
*k Insert Dies sk Knifeholders

¢ Die Plates & 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.

11063 Highway 59 North, Gravette, AR 72736
Telephone: 479-787-6772 Fax: 479-787-9957
1-800-684-0042
Home page: www.newtechnologv.com

» Used Equipment

FOR SALE

Reconditioned Cooking
Extruders & Dryers
Single & Twin Screw Designs
= CLEXTRAL =WENGER
= EXTRU-TECH = AEROGLIDE

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).

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.
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To order:

Visa and MasterCard accepted

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

+ 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

Dor 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
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» Ingredients

VEGETABLE
BARLEY PRODUCTS « Brandenburch . BLEND
OAT PRODUCTS Unique blend of carrots, celery, beets,
RICE PRODUCTS

parsley, lettuce, watercress and spinach
DRIED BREWERS YEAST LaBudde Group Inc
DRIED WHEY ¢ BEET PULP

800-776-3610
__de Rosier, inc. W P bmlh

Product solutions from concept to completion

www. biondenburch,.com

SPECIALIZING IN PET FOOD
FIBER SOLUTIONS INGREDIENTS MILLED FROM:
OLL S DRIED EGG PRODUCT

Blueberry * barley *
Cranberry _“flax~rye-oats

Excellent quality protein.

Our Dried Egg Product
. i -339- ) i .
LaBudde Group Inc John M. de Rosier 612-339-3566 contains N@ hatchery waste

E-Mail: jderosier@derosierinc.com Plant Approved For EU Export.
800-776-3610 Roberto Bari 612-339-3599
262-375-9111

E-Mail: rbari@derosierinc.com Manufactured and sold by:
Product solutions from concept to completion Fax: 612' 339-3568 VAN ELDE_REN' INC.
ax: 0 oo 00 Martin, MI

Tel: (269) 672-5123
NATIONAL Fax: (269) 672-9000

> | | MRICE | rromaTo
a C

Wheat - Oats - Spelt - Flax - Rye - Durum+ Providing purchasing, I 0 M Ac E
Barley - Triticale - Specialty Grains | :
i market analysis and Hi .
- thﬂy?’&i?n‘fc and conventional grains to the food and pet . . y lgh Quallt})
| industries. We a {uré?l'@éugmﬁngﬂﬂmnic S, consulting services to buyers
R e e g

. @1" of rice and rice co-products LaBudde Group

For More lnfonnat'if;n call 800.243.7264 or visit wwwhesco-inc.com WWWw.n atl on alrl ce.com

Pt www.nationalrice.com | | 262-375-9111

Arkansas 2 5y e
Rice Mills, LLC Nutritionals
P.O. Box 2338 » Janesbors, AR 72402 Angusville, MB. Canada

WE ARE THE miLL/ Enhance the nutritional Enzymes for

_ Value of your feed with F I avors
\ PIZZEY'S MILLED FLAXSEED Enzymes for
Superior Quality Process|ng
Consistent Nutrient Composition Enzymes for
Cost Effective Source of OMEGA 3 y

Nutrition
1-800-804-6433

Ph. (204) 773-2575 Enzyme Development Corp

Fax (204) 773-2317 360 W 31st, Ste 1102
Web Site: www.pizzeys.com R

Jonesboro, Arkansas : PIZZEYS.

S - www.EnzymeDevelopment.com
www.arkansasricemills.com email: info @pizzeys.com info@EnzymeDevelopment.com
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» Ingredients

€3
wSKFO0D

Premium Quality Ingredients

Identity Preserved
Certified Organic & Conventional Non-GMO

* Soybear

* Grai
. s
. Edibl

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

VSN 10 1onpold

Organic ingredients/blends
Dehydrated Potato/
Potato blends
Oatmeal Pellets

For Detnils Please Condact:
Mary Ju Lanpgenecker
mlmngeneckerifuscommaodilies-ng.com

Mike Johnson
mjohnsonduscommoditics-ag. com

Paul Boisclair
phoisc airidagmotion.com

1-800-987-1070 I'm

T MARS H A L I____;)

INDUSTRIAL DRIED GOODS

Your Complete Source
for Dried Fruit Products

Producing High Quality,
Dehydrated Fruit and
Vegetable Ingredients

Industry
LEAVE YOUR EDITORIAL EXPOSURE OUT THERE

Reprints are a simple way to put information directly into

the hands of your target audience. Having been featured in a g
well-respected publication adds the credibility of a third-party *
endorsement to your message.

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

FOSTER

Call 866.879.9144 or sales@fosterprinting.com | " RINTING S E
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(C, Sanimax

PREMIUM INGREDIENTS
FOR WINNING RESULTS

Proteing: Duck, Lamb, Paultry, Pork, Rabbit
Venison, Egg Powder

Grafns: Ground flax, Millet, Nyjer, Peas, Rye
Fibers: Rice Hulls, Peas

Fruits & Vegetables: Apple,
Cranberry, Potato, Tomato

Feed Additives: Best Pulp,
Brewer's Yeast, Aming Acids

[ Romer Labs,inc. ofers [

/o' ol

65 Massey Road, Guelph, Ontario, Ca
Il Free:
= Fa
MWL SR A,
E-mail: ingredian ARTMAAL. Lo

WILBUR-ELLIS

e 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:
1613 649-2031 (PH)
DAFELSKI@WECON.COM
WWW.WILBUR-ELLISFEED.COM

» Testing

* 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

ROMER

Aomer Labs

KeENNELWOOD INC.

Twenty-five years of pet food testing for

palatability and nutritional adequacy.

217 356-3539

email: dowatts@aol.com

Jedwards International, Inc.
Leading supplier of Omega-3 Oils
to the Food, Dietary Supplement
and Cosmetic Industries

Q.b fax: 617-472-9359
www.bulknaturaloils.com
FLAX PRODUCTS, Inc.
Portage la Prairie, MB. Canada
flaxseed to the Petfood Industry
Contact Richard at 1 866 283 3331

Supplier of Bulk Specialty Oils
tel: 617-472-9300
@ Prairie
Specializing in sales of milled and whole
Or Email: rzacharias@prairieflax.com

USDA registered research
facility performing petfood
testing since 1975.

Traditional and in-home
panels available.

Contact: Paul Plessner
telephone: 334/567-8195
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Petfood Industry norkeiplace

For daily interaction with the petfood market visit
the new Petfoodindustry.com!

Community Content Collaboration

We've relounched www.petfoodindustry.com so you can have
Community interaction with industry professionals on an endless variety
of fopics, access industry Content on specific topics and Collaborate
with partners on current projects.

Look for more information on www.petfoodindustry.com in
coming issues of Petfood Industry, Pet E-News and Petfood

Industry’s Nutrition News.
Petlf
g stry

i
www.petfoodindustry.com ATT...
L L

Petfood Market

Expertlse Y IF
OnlinePAnytime! I

Petfood Industry magazine has compiled a listing

Isotherms for the

Petfood Formulator of webinars by leading industry experts. If you

Sponsored by Decagon Devices missed one, archives of the online seminars are
available anytime at www.petfoodindustry.com/

webinars.aspx.

. All seminars are one hour in length.
Health and Wellness in the ! ur 9

global petfood market

View the seminars over the Internet
Sponsored by Trouw Nutrition

(a high-speed Internet connection is required)

Attendance is FREE!

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

4
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www.envirologix.com
EXtru-Tech INC ...cocvveveviiiccceeeee e 20,3

www.extru-techinc.com

www.geelencounterflow.com

Wenger Industry Poll
Add your input

To answer the poll question, log on to
www.petfoodindustry.com

WENGER®

| Petfood Industry |

Company Name Page No.
3D Corporate Solutions LLC.........cccocovrrrrnrinieirrininnn. 89
2QI'pS com

ADF-Amer Dehydrated FOOdS.........oovvrvinininininininineinen 3
www.adf.com

AFB International...........ccccovvvvevevieevevceeeceeeeeeeeenns 22-23
www.afbinternational.com

AMEri-Pac INC....cooviiiiiiiicieeeeeeecee et 21,38
www.ameri-gac.com

Bemis Flex Pkg-Millprint Div........coccoeveeevevernrnieneininennes 17
www.bemis.com

BHIAS oo 30
www.bhj.dk

Cargill Sweetners N A........ccoovvvvvvvenereeneieeieniennn 1, 13

CPM/Roskamp Champion.............ccveeeereerereereerenrensensenieneenes 25
www.cgzmroskamgz.com

DSM Nutritional Prods Ltd ..........ccccovvvveeeeceeceeenen, 26

SILRULIitT I o1s.com
ENVITOLOZIX ovvvvivivvierierinineissiseireie et 30

Geelen Counterflow BV.......c.ooovviiieviiieeeeeecee, BC

to the dialogue.

Company Name Page No.

Kemin Nutrisurance Inc .........ccoeeeeeevevevvviceeeeeennee, 14-15
www.kemin.com

LONZ& GIOUP ..o e 27

Martek BIOSCIENCES. .......cvvverviieeeeieeeeeecee e, 12

NOVUS INLINC 1o D,
www.novusint.com

Ometric COrPoOration.........veeueveueereereererserierierissensensenessennes 39
Www.ometric.cont

Palmetto Industries INC........c.ovvevevieveieeeeeeceeeeeeenas i
www.palmetto-industries.com

SPF DIANA ..ot IBC
www.spf-diana.com

Summit Ridge Farms..........cccoeovvvervrrerinesininnnee, 33,3537

SIfarms. com

The PeterSon Co......c.cvvvivevieireiieeeeeeeeee e 31
www.thegzetersoncomgzan y.com

Trouw Nutrition USA LLC......ccocoevevevviieeceeeeeeeeeeenenenn L
www.trouw-nutritionusa.com

VICAM ..ottt 29

Wenger Manufacturing Co ........covveeeeeeeeeireeeiennnnns 44, IF

www.wenger.com

Industry

LEAVE YOUR EDITORIAL
EXPOSURE OUT THERE

REPRINTS ARE IDEAL FOR:
New Product Announcements
Sales Aid For Your Field Force
PR Materials & Media Kits
Direct Mail Enclosures

Customer & Prospect
Communications/Presentations
Trade Shows/Promotional Events
Conferences & Speaking Engagements
Recruitment & Training Packages

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

FOSTER

Call 866.879.9144 or PRINTING SERVICE

sales@fosterprinting.com
____ X
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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

% PUBLICIS ACTIV RCS Paris - B 337 934 483 - Photo : Johner Images® - 80298

Y
=
.S: PF Palatability

A Diana Ingredients company
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DON'T GO WITH THE FLOW!

world’s highest efficiency
world’s lowest downtime £ -

Geelen Counterflow / T +31-475-592315 ®
Geelen Counterflow USA Inc. /T +1-772-559-4338 Geelen Counterﬂow
Geelen Counterflow América Latina /T +54-9-2362-418899 cC o O L AN D DRY !
E info@geelencounterflow.com /| www.geelencounterflow.com
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