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A Diana Ingredients company

SPF, worldwide leader, innovates and invents the 

Palatability New Generation combining its best performing 

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

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

a true local approach providing you differentiation and competitiveness.

www.spf-diana.com
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Something to Chew On comments
B Y  D E B B I E  P H I L L I P S - D O N A L D S O N

Recently someone described 
to me what he sees as 
two basic regulatory 
approaches:

If it’s done right, all will be right—➤
which seems to be the European 
Union (EU) model; or
If all turns out all right, it must have ➤
been done right—the US approach.
Granted, this is a very simplistic view 

of a very complicated issue. But it reso-
nated with me in light of the food safety 
legislation pending in the US Congress.

Inspired by recalls
Though just passed by the US House 

of Representatives at the end of July, 
H.R. 2749 could be said to have been 
inspired at least partially by the petfood 
recalls of 2007. That string of events—
and consumer reaction to them—along 
with a series of human food safety crises 
such as E. Coli-contaminated produce, 
led Congress to enact the Food and Drug 
Administration (FDA) Amendments Act 
of 2007, imposing new responsibilities on 
FDA. That included establishing a registry 
for food and feed companies to report 
incidents of adulteration (see p. 50).

Shortly after the act’s passage, an Inter-
agency Working Group on Import Safety 
appointed by then US President George 
W. Bush called for greater recall authority 
for FDA. After widespread Salmonella
contamination of peanut products and 
other crises over the past year, President 
Barack Obama appointed a new Food 
Safety Working Group to recommend 
ways to upgrade laws and better coordi-
nate the myriad US agencies with food 
safety oversight (11 besides FDA).

All the crises, legislative efforts 
and work of these groups fed into the 
new House bill, which would give FDA 

mandatory recall authority. The bill would 
also require more frequent inspection 
of processing plants and for companies 
to keep better safety records. Part of the 
financing for all this would come from a 
US$500 annual fee for food producers.

Move to influence
While nothing will happen until the 

US Senate tackles its own version of a 
food safety bill, criticism of the House bill 
has included concerns that the producer 
fees and other new fees such as for rein-
spection will be passed on to consumers 
in the form of higher food prices.

The American Feed Industry Associ-
ation (AFIA, www.afia.org), which said 
it had input on the House bill—and a seat 
in the Food Safety Working Group—
claimed success in “creating a series of 
firewalls between food and feed require-
ments, so any requirements specific 
and appropriate to human food regula-
tion would not inadvertently impede 
the manufacture of livestock feed and 
petfood,” read an AFIA press release.

But the association also urged its 
members and other industry professionals 
to carefully monitor food safety legisla-
tion as it moves forward. “It’s vital for 
the livestock feed and petfood industries 
to be deeply involved in the evolution of 
these bills,” said Joel Newman, AFIA 
president and CEO.

By consumer demand
With health care reform and climate 

change taking priority for the US govern-
ment this fall, the Senate bill is unlikely to 
move forward very quickly. But eventu-
ally some form of legislation will probably 
pass and be signed into law by Obama.

That law will be neither as sweeping 
as its proponents want nor as onerous as 
its critics fear. And it will likely not do 
everything right, as EU rules attempt, nor 
will it guarantee everything turns out all 
right, as US laws aim to do.

But the importance for petfood 
companies is that consumers, including 
pet owners, have been demanding more 
oversight and attention to this issue, and I 
believe they will react well to any petfood 
manufacturer who demonstrates it gets 
the intent of food safety measures.

If you can show, as transparently as 
possible, how your ingredient selection, 
sourcing, testing and other procedures 
help ensure the safety, quality and health 
of your products, you should benefit in 
the marketplace, no matter what type of 
legislation is in effect. ●

Getting ahead of 
food safety regulation

You can benefit in 
the marketplace, 
no matter what 
legislation is in effect.

— Debbie Phillips-Donaldson

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

006-0909PETchief_C2201R5261.indd   6 8/26/2009   6:36:34 PM

http://www.petfoodindustry-digital.com/petfoodindustry/200909/TrackLink.action?pageName=6&exitLink=http%3A%2F%2Fwww.afia.org
http://www.petfoodindustry-digital.com/petfoodindustry/200909/TrackLink.action?pageName=6&exitLink=mailto%3Adphillips%40wattnet.net


“We Make it Right!” is more than a tagline for International
Ingredient Corporation. All key components of basic diet processed
by this feed ingredient manufacturer are research proven. International

Ingredient Corporation prides itself
on providing products of exceptional
quality and dependability, with
service to match.

This quality commitment extends
to ALL areas of manufacturing and
product handling, which is why they
trust Tapco.

“I’ve worked in the feed industry for more than 30 years,” 
Mark Warren, Vice President of Plant Operations says, “and I’ve never
had a problem with Tapco buckets, and never used anything else.” 

“However we take our customer pledge of quality very seriously,”
Warren says. “So I let each of the nine plant managers I supervise
throughout the U.S.A. make their own selection, based on the
stringent quality criteria we’ve established for all of our facilities. 

“I poll them each year and every one has specified Tapco
buckets exclusively.”

And for good reason. Since 1974, Tapco buckets have
been outperforming all others in tests and actual
usage. Tapco buckets won’t let you down. With
900,000 buckets in 64 sizes – stocked throughout
the world – Tapco has what you want, when you
need it. Call Tapco and find out why 75% of design engineers, 
contractors and bucket elevator manufacturers wouldn’t specify
anything else.*

Tel.: +1 314 739 9191      •      +1 800 288 2726 • Fax: +1 314 739 5880      •      www.tapcoinc.com

ELEVATOR BUCKETS - ELEVATOR BOLTS

St. Louis, Missouri U.S.A.

“I’ve used Tapco buckets for over
30 years and NEVER had a problem.
The nine plant managers I supervise
agree – which is why we use Tapco
buckets and nothing else!”
Mark Warren
Vice President of Plant Operations
INTERNATIONAL INGREDIENT CORP.
Fenton, Missouri, U.S.A.

*Grain Journal, Country Journal Publishing Co., Inc., Decatur, Illinois, U.S.A.
The color blue, when used in connection with elevator buckets, is a U.S. registered trademark owned by Tapco Inc. © 2009 Tapco Inc.®  All rights reserved.

STYLE CC-HD
High Density Polyethylene Elevator Bucket 

Urethane   •   Nylon

®

FANGED HEAD
Elevator Bolt

Why 9 out of 9 Feed Ingredient Plant Managers
Pick Tapco Buckets – and No Equal.
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Industry News

Virtual Petfood Forum: the latest in 
nutritional information

The all-new, first-ever Virtual Petfood Forum: Target on Nutrition is a live educational 
event held entirely on the Internet. Scheduled for October 28, it features the industry’s 
leading experts presenting information on companion animal nutrition, then participating 
in live question-and-answer sessions with attendees.

Speakers and topics include:
Exotic ingredients in petfoods—Greg Aldrich, PhD; ➤
Dietary components in the treatment of canine osteoar-➤
thritis—Anton Beynen, PhD, head of R&D for Vobra 
Special Petfoods in the Netherlands and professor of animal 
nutrition, Rajamangala University of Technology, Thailand; 
Communicating with pet owners about petfoods and ➤
unconventional diets—Kathryn E. Michel, DVM, MS, 
DACVN, University of Pennsylvania School of Veterinary 
Medicine; 
The science behind grain-free and raw diets for cats—➤
Brittany Vester Boler, PhD, University of Illinois; 
When more petfood doesn’t equal success—Sean Delaney, DVM, MS, DACVN, ➤
Natura Pet Products Inc.

Virtual Petfood Forum also allows you to interact live with your industry peers and 
with leading solution providers and suppliers to the global petfood manufacturing industry. 
Registration is free; find out more and register at www.wattevents.com. (If you can’t partici-
pate live on October 28, you can still view the archive for 90 days afterward as long as you’re 
registered.)

Quick hits
Group Depré, ➤
Belguim, has 
acquired the 
petfood division 
of Trouw Nutri-
tion Belgium 
with the aim of 
increasing its 
market share.

BVPI, a researcher ➤
and manufacturer 
of animal-health 
nutrition products, 
has launched new 
site ProbioticSmart.
com.

Lortscher Agri ➤
Service Inc. has 
appointed Lane Lott 
as business develop-
ment manager of 
its animal nutrition 
division. 

We know where to find

the “A” players! 
Successful in •	 Recruiting 
and Placing most all major 
Disciplines 

Fast and Thorough •	
Ability to Recruit Internationally•	
Petfood Industry •	 Partner

the “A” players! 
15 Years Recruiting in Pet Food — 20 Years Recruiting in Food Processing  

(one feeds the other)

3244 NE Glisan Street, Portland, Oregon  97232    
Phone: (503) 460-9181 • Fax: (503) 235-6016 • Toll Free: (866) 460-9181
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Petfood-Connection.com is growing 
fast—don’t miss out!

News ❯

Petfood-Connection.com
The professional network for the global petfood industry

The internet is quickly becoming 
the most efficient and easiest way to 
connect with people 
for business. The social 
networking site www.
petfood-connection.

com  is 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/
petfoodindustry  and follow along 
as our editors tweet about the latest, 
up-to-the-minute news! Get online 
and get going!

Nestlé sales 
show consumer 
willingness to 
spend on pets 

Nestlé SA  reported a reduc-
tion in first half profit and revenue 
as people cut back on purchases 
of commodities such as bottled 
water,  prepared meals and 
dairy products,  The Wall Street 
Journal  reported, but the compa-
ny’s pet care sales grew 9.1% from 
the year-earlier period.

The company’s focus on 
premium, higher-margin products 
paid off in the pet care division 
as people were willing to spend 
money on their pets, despite the 
recession. The pet care division’s 
growth beat out all other main 
Nestlé product segments except 
powdered and liquid beverages. 
“Growth in pet care remains resil-
ient,” CFO Jim Singh was quoted 
in the article.

Nestlé’s Purina and Friskies 
brands each increased 6% in sales 
for the first half of the year, while 
Dog Chow jumped over 16%—the 
second fastest growth of any of the 
company’s major products (coffee 
system Nespresso was first).
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Talk-show host, celebrity cook and face of the Nutrish line of 
dog food, Rachael Ray, has announced a Mutt Madness Award 
Program, which began August 6 and aims to disburse more than 
US$200,000 as proceeds to nonprofit animal organizations.

The last date for filling out the online entry forms (www.
rachaelray.com/pets/muttmadness/index.php) is September 

20, 2009. Only organizations that are registered 501(c)(3) 
charities and employ no-kill practices are eligible.

The top 64 organizations will be selected to face-off in a 
March Madness style-competition. All finalists will receive 
US$1,000 and a chance to win more money. The winner is 
expected to be announced in early December.

Empyreal 75 gives you:

Food Safety

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

  A natural protein source, no preservatives added.

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

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

  Transported in dedicated fl eet of trucks and rail. 

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

Certifi ed High Quality–Credentials

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

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

  Gluten-free.

  Produced in an AIB-inspected facility.

  GRAS status.

  Kosher and Halal certifi ed.

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.

Ideal for high-protein 
low-carbohydrate diets 

Low ash and 
magnesium 
for urinary 
tract health

Lutein and Vitamin A promote 
eye health and better vision

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

Essential Fatty Acid, 
Linoleic for healthy 
skin and coat

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

Last chance for 
Petfood Forum 
2010 call for 
papers

The Petfood Forum 2010 orga-
nizing committee invites the 
submission of abstracts for noncom-
mercial oral and poster presenta-
tions on the following topics:

Nutrition and ingredients;  ➤
Packaging;  ➤
Safety and regulatory issues;  ➤
Processing and production ➤
subjects;  
Market data, trends and ➤
predictions;  
Company profiles and case ➤
studies; and  
New products.➤

Petfood Forum 2010 is sched-
uled for April 12-14, 2010, at 
the Hyatt Regency O’Hare in 
Rosemont, Illinois, USA. 
Abstracts are due September 15, 
2009. For more information on 
what and how to submit, as well 
as oral presentation requirements, 
visit www.petfoodindustry.com/
petfoodforum2010abstracts.aspx.

You can also still submit abstracts 
for Petfood Forum Asia, scheduled for 
March 3, 2010, in Bangkok, Thailand. 
Go to www.petfoodindustry.com/
petfoodforumasia2010abstracts.
com.

Mutt Madness contest for animal organizations 
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Higher delta tocopherol antioxidant 

 naturally increases product shelf life.

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

New
INDUSTRY CALENDAR

For more information on future 
events in the pet industry, visit
www.PetfoodIndustry.com/

EventCalendar.aspx

events in the pet industry, visit

What’s happening this month?

S M T W T F S

1 2 3 4 5

6 7 8 9 10 11 12

13 14 15 16 17 18 19

20 21 22 23 24 25 26

27 28 29 30

PetEx 2009, September 6-7, 
2009, Shelbourne Hall, RDS, 
Dublin, Ireland, Contact: Pet Expo 
Limited, Tel: +00353.1.4951645, 
marie@petex.ie, www.petex.ie.
Woofminster 2009, 
September 19, 2009, Scarborough, 
Maine, USA, Contact: Planet Dog 
Foundation, Kristen@planetdog.
com, www.planetdogfoundation.
org/events.aspx.
Glee Pet Index, September 
20-22, 2009, NEC, Birmingham, 
UK, glee2009@emap.com, www.
gleebirmingham.com.

16th Annual Practical 
Short Course on 
Aquaculture Feed 
Extrusion, Nutrition and Feed 
Management, September 20-26, 
2009, Texas A&M University, 
College Station, Texas, USA, 
mnriaz@tamu.edu, www.tamu.
edu/extrusion.
SuperZoo West, September 
23-25, 2009, Las Vegas, Nevada, 
USA, Contact: World Wide Pet 
Industry Association, info@
wwpia.com, www.wwpia.org.
AFIA Regulatory 
Training Short Course: 
What’s What in Feed, 
Ingredient & Pet Food 
Regulations, September 28-29, 
2009, Arlington, Virginia, USA, 
akeller@afia.org, www.afia.org.
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New petfood 
consulting service 
announced 

Petfood Industry Strategic 
Consulting (PISC), a new partner-
ship between Petfood Industry
and Open Minds, is now available to 
consult with petfood companies.

PISC combines market intelli-
gence with 50 years of pet industry 
experience, according to Open 
Minds partner Marcel Blok. 

The range of expertise, disci-
plines and services offered by PISC 
include:

An international outlook ➤
and strong top management 
experience; 
Regulatory counseling; ➤
Market insight; ➤
Factory design; ➤
Help with technological issues; ➤
Qualitative audit of marketing ➤
and distribution activites and 
identification of opportunities; 
Petfood formulations; ➤
Customized training; ➤
Organizational assessment and ➤
subsequent design; 
Structured new product devel-➤
opment; and 
Marketing and communications.➤

For more information, 
contact pisc@wattnet.net or Tel 
+1.815.966.5411.
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Empyreal®ll  75 gives you more ®

.because it gives them more.

Empyreal 75 is a Manufacturer-Friendly Protein

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

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

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

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

  Cuts drying costs—less water required in extrusion.

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

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

  Delivers excellent ingredient-commingling and fat-binding properties.

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

Antioxidants, Beta-
Carotene & Zeaxanthin 

for healthy immune 
systems

Essential Fatty 
Acid, Linoleic 
for healthy 
skin and coat

Lutein and Vitamin A 
promote eye health 

and better vision

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

High protein 
builds, repairs, and 

maintains muscle

Petfood Industry 
Strategic Consultants

Will your business future 
wait until you have time?

Let fifty years of petfood industry experience guide you in the right direction.

Petfood Industry 
Strategic Consultants

Tel. +1.815.966.5411  
pisc@wattnet.net

Because the longer term starts today!

Our areas of expertise:
market intelligence•	
factory design•	
help with technological issues•	
qualitative auditing of marketing activity and •	
identification of opportunities
qualitative auditing of distribution activity  •	
(seen from the marketing perspective) and 
identification of opportunities
petfood formulations•	
regulatory counseling•	
training tailormade to your needs: nutrition,  •	
veterinary, management, sales to distributors 
assessment of structures/organizations and •	
subsequent organizational design
structured new product development•	
communication: value message creation;  •	
leverage of product features and benefits

Petfood Industry Strategic Consultants (PISC) is 
a different kind of consulting service. There are no 
models in which to squeeze the clients’ problems; 
the client is the model to which we have to adapt. 
So you can expect robust plans and programs in 
the areas of general business, marketing & sales 
and manufacturing that are customized specifically 
to your business needs. And, with nearly 50 years 
of senior and top-management experience in the 
petfood industry, we are able to give clear, actionable 
recommendations that are candid, open and honest. 

At PISC, quality is the cornerstone to which 
no concessions will be made. We strive for 
optimal quality in our deliverables, in balance 
with cost efficiency and timeliness according to 
our customer’s pre-set expectations. We commit 
to deliver on the promises we make, to respect 
the deadlines, to work with clear objectives and 
measurable results.

Our areas of expertise:

help with technological issues
qualitative auditing of marketing activity and 
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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. 

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

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

Pedigree re-launched 
in India. Pedigree, a 
dog food brand from 
Mars Inc., has been 
re-launched in India 
along with a new range 
of snacks and treats.

Nitin Kulkarni, director 
of corporate affairs, 
Mars International India, 
said the Indian market 
offers tremendous oppor-
tunity for the company.

The US-based Mars Inc. 
is looking to increase its 
retail presence in India 
with hopes of achieving 
a retail sales value of 
$US1 billion this year 
from the product.

Australia withdraws 
irradiation option 
for petfood treat-
ment. Australia will 
not allow importers to 
irradiate imported cat 
food to reduce microbial 
hazards. The deci-
sion follows reports of 
possible links between 
irradiated food and 
neurological damage.

Though studies have 
found food irradia-
tion safe, in November 
2008 University of 
Sydney’s Dr. Georgina 
Child reportedly found 
an association between 
irradiated cat food and 
neurological damage 
in cats, according to 
Sydney Morning Herald.

In June, Australian 
Quarantine and Inspec-
tion Service stated it 
would withdraw the 
irradiation option for 
imported cat food but 
not imported dog food.
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PERFECTLY PALMETTO.
We live in a world of astute consumers who are increasingly cost conscious and environmentally aware.
Faced with a shelf of choices, your customer desires to be captivated by your packaging, certain your prod-
ucts are nutritious and safe for her pet as well as a good value. The growing concern of global greenness is
also affecting the conscientious consumer so our custom woven PalmPak is the obvious packaging choice.

With precisely printed BOPP film, our 100% recyclable PalmPaks are manufactured in a food grade environ-
ment using eco-friendly methodology and are available with up to 10 water based colors. Our failsafe
global supply chain with strategic warehousing ensures that your pack-
aging is always available with extremely competitive economics.

Palmetto Industries brings our global to your local. With superior service
and our PalmPaks’uncompromised quality, your satisfaction is always
guaranteed. Take advantage of our commitment to you and experience a
world of packaging difference.

To request a free sample bag and product information:
(706) 737-7999 or sales@palmetto-industries.com
www.Palmetto-Industries.com | www.PalmPakBag.com

SHOWCASING YOUR PETFOOD USING ENVIRONMENTAL ECONOMICS

CUSTOM WPP BAGS WITH BOPP F I LM
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The Canadian government has 
imposed new rules to prevent a rerun 
of the 2007 petfood recalls.

The new rules require import 
permits for all petfood and indi-

vidual ingredi-
ents entering the 
country. Also, petfood 
containing ingredients 
from US cattle requires 

FDA inspection. 
The consequences of 
violations of any law now 
include plant closings or 
criminal prosecution.

CFIA inspectors have also been 
given the authority to run surprise 
checks at any Canadian petfood 
manufacturing unit. They also 
now need to inspect, at least once 
every year, plants that manufacture 
petfood items for export.

News ❯

Castor & 
Pollux shelter 
donations pass 
half million 

Castor & Pollux Pet Works 
donated more than a half million 
meals to animal shelters in 2008, 
catchannel.com reported. The 
donations were made through 
the company’s partnership with 
Freekibble.com.

The Clackamas, Oregon, USA-
based manufacturer of natural 
petfood and treats has reportedly 
donated more than 538,000 meals 
for dogs and cats to date.

Freekibble.com was founded in 
2008 to provide food to dogs and 
cats in shelters, pledging to raise 10 
pieces of kibble for affiliated shel-
ters from Oregon to Florida, USA, 
for every trivia question answered 
online.

Castor & Pollux donated its dog 
and cat foods to about 10 of the 14 
Freekibble.com-affiliated shelters.

Petfood Industry 
Strategic Consultants

Canada imposes new rules on petfood industry 

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

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

Your Pet Food Industry Partner

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

Your trusted partner for mycotoxin testing

Neogen can help with your 
Salmonella testing

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

•		 Scalable
•		 Traceable
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Kibble Korner Pet Food Pantry in 
Rockford, Illinois, USA, is helping 
struggling families get food for their 
pets during these hard economic 

times. The families can visit the 
pantry once a month.

Statistics released by Winnebago 
County, Illinois, show the number of 

cats and dogs given up through July 
this year are up 13% and 14% respec-
tively, compared with a year ago.

The pantry has two locations and 
is accepting donations at both.
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Capture The Power

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

www.aeroglide.com/petfood

PERFECTING THERMAL PROCESSING WORLDWIDE

A Bühler Group Company

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

Nutro 
announces 
stricter checks 

Nutro has reintroduced its dry 
cat food after the voluntary recall 
in May 2009. The company said 
its food-safety program now has 
stricter quality checks for suppliers 
and extensive testing of inbound 
raw materials and finished prod-
ucts. It has also reportedly 
enhanced the ingredient quality.

In May, the company discov-
ered that two premixes from 
one of its US-based suppliers 
contained excessive levels of 
potassium and zinc.

Nutro announced  in August 
that all its cat food brands were 
available at petfood retailers.

Kibble Korner offers new petfood pantry 

Register online for 
Petfood Forum 

Asia 2010!
Visit www.petfoodindustry.com/

petfoodforum.aspx.
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The solution behind the solution.

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

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

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

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

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

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

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

support, equals customized solutions without limits.

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

buhler.minneapolis@buhlergroup.com, www.buhlergroup.com/extrusion
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New on the Shelves Find more new products at www.petfoodindustry.com. 

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

Fax: +1.815.968.0941, tleitner@wattnet.net.

Find more new products 
To submit products, contact Tara Leitner, Tel: +1.815.966.5421, ➤

❮❮ Semi-moist dog treats
Natural Balance Pet Foods offers Tillman’s Training Tips, a line of semi-
moist dog treats. The bite-sized treats are available in four varieties: 
Chicken & Vegetable, Lamb & Vegetable, Beef & Vegetable and Turkey 
& Vegetable. An appropriate snack for puppies and adult dogs, the treats 
contain no corn, soy, wheat, artificial flavors or preservatives, according 
to the company.  www.naturalbalanceinc.com

Frozen dessert for dogs ❯❯
Nature’s Variety has a line of all-natural ice cream dog treats called SweetSpots. 
The treats are 98% lactose-free, fortified with whey protein and enriched with 
live active yogurt cultures to aid in digestive health, according to the company.  
www.naturesvariety.com

❮❮ Grain-free lamb formula
FirstMate Australian Lamb diet is grain free. Blueberries, raspberries and cranberries also are 
included in the dog food for palatability and the immune system, the company says. The diet 
has 24% protein and 13% fat, and can be fed to dogs of all ages.  www.firstmate.com

Dog, cat dental treats ❯❯
Hartz Mountain Corp. offers Hartz Crunch ‘n Clean Biscuits for dogs and Crunch 
‘n Clean Treats for cats. The DentaShield formula, featuring the ingredient sodium 
hexametaphosphate, is designed to combat tartar build-up.  www.hartz.com
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“In today’s business world, there 
are fewer and fewer family-
owned-and-operated manufac-
turing businesses, especially 

ones as unique as ours,” says Charlie 
Nelson, vice president of sales and part of 
the family that owns Tuffy’s Pet Food.

Tuffy’s, based in Perham, Minne-
sota, USA, is indeed unique, and not 
just because of its ownership. Its history 
and collaboration with other divisions 
of its parent company, KLN Enter-
prises, brings a distinctive knowledge 
to petfood manufacturing.

All this adds up to growth of over 
30% a year. While that may not be 
unique in the dynamic petfood industry, 
it does make the case for—as Tuffy’s 
national sales manager, Jim Farrell, puts 

it—striving to “be who we are and keep 
within our niche.”

The right thing to do
Part of who the company is includes 

40-plus years of manufacturing its 
own petfood, beginning in 1964 when 
founder Darrell “Tuffy” Nelson and his 
son, Ken, developed the Tuffy’s line 
of dog and cat food as an offshoot of 
its livestock and poultry feed business 
begun in 1947. Petfood sales soon took 

Tuffy’s Pet Foods succeeds by 
working family to family and 
doing the small things right
BY DEBBIE PHILLIPS-DONALDSON

Business basics
Headquarters/facility: 
Perham, Minnesota, USA
Offi cers: Ken Nelson, president; 
Charlie Nelson, vice president of 
sales; Jim Farrell, national sales 
manager
Sales: 30%+ annual growth
Brands: Nutrisource, Natural 
Planet Organics, Pure Vita, Tuffy’s, 
Tuffy’s Gold
Distribution: Independent pet 
stores in North America, plus the 
Pacifi c Rim, Australia and a few 
Middle Eastern countries
Employees: 150
Websites: 
www.nutrisourcedogfood.com, 
www.naturalplanetorganics.com, 
www.tuffyspetfoods.com

All in the family

Part of the Tuffy’s team (left to 
right): Gary Ebeling, Don Foltz 
(front), Marie Malcolm, Jim Farrell, 
Randy Ebeling (middle row), 
Lance Schultz, Dave Doll, Jim 
Hendrickson, Bob Perszyk, Tim 
Lachowitzer (back).
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off, leading the company to discontinue 
manufacturing feed.

In 1971, Tuffy sold his company to 
Heinz Pet Products (Star-Kist Foods). 
The plant in Perham still made Tuffy’s 
Pet Foods in addition to 9-Lives Cat 
Food. In 1996, Windy Hill Pet Food 
purchased the plant and Tuffy’s label; 
two years later, Windy Hill merged with 
Doane Pet Care.

Then in 2001, the Nelson family 
repurchased the facility and label. 
Charlie Nelson explains why: “It was 
the very first company our family got 
involved in, so it was near and dear 
to our hearts. Just as important, the 
current owners were planning to close 
the facility altogether. Of our town of 
about 2,200 people, roughly 140 people 
were employed by that business, a lot 
of husbands and wives, a lot of people 
whom we go back with.” Buying back 
the business, he says, “felt like the right 
thing to do.”

At that point Nelson also became 
involved in his family’s company, which, 
in the years it was not making petfood, 
had created two other businesses: human 
snacks and licorice. “We were able to 
bring some of that expertise on the manu-
facturing side of human products back to 
the manufacturing side of petfood, so it 
was a very nice fit for us,” he says. “All 
three companies have been able to share 
knowledge and experience. That really 
separates us, we believe, from others in 
the petfood industry. To own our facility, 
be hands-on and have that expertise is 
key for us.”

All available knowledge
Since re-entering the petfood arena, the 

company has launched three new brands:
Nutrisource, a superpremium line ➤➤
on the market since 2003; 
Natural Planet Organics, a certified ➤➤
organic line launched in 2007; and
Pure Vita, a single-source protein ➤➤
formula on shelves since mid-2008. 
“When the family took over again 

in 2001, work started immediately on 
a superpremium line of products,” says 
Chuck Orvik, product specialist for 
Nutrisource. “That work went on to 
make Nutrisource a broad set of products 

that used all the nutritional knowledge, 
all the ingredient knowledge available 
in 2001 and 2002—it took about two 
years to develop. That became our main 
product line.”

Not only is the Natural Planet 
Organics line certified organic by 
Oregon Tilth, but the Tuffy’s plant is also 
inspected and approved by the Amer-

ican Institute of Baking. 
“We’re very proud of the 
product because it’s certi-
fied, and the feedback we 
get from customers is that 
pets really like it,” Orvik 
says. “That hasn’t always 
been true with organic 
products.”

Recently Tuffy’s added 
cat food to the Natural 
Planet Organics brand. 
Another point of pride is 
that the company donates 
a portion of proceeds from 
sales of the line to Angel of Hope, an 
organization of parents who have had a 
child die.

Focus on independents
The newest product line, Pure Vita, 

is designed for pets with allergies. 
“Using a single-source protein like the 
duck formula, or the separate salmon 
formula, allows us to target customers 

who are looking for a unique protein 
source or are feeding for a possible 
allergy,” Nelson says. “We also tout 
high levels of antioxidants.”

Tuffy’s purchases many of its ingredi-
ents from local growers and uses exten-
sive research, state-of-the-art equipment 
and quality testing to ensure consistent, 
high-quality products.

Besides some international distribu-
tion, the products are sold throughout 
North America, but only in independent 
pet stores. “Our focus is to grow our 
labels on a national basis through the 

specialty pet chain,” Nelson 
says. “While we want to be able to sell 
our products in all states, the channel 
we do that through is very important to 
us. We really enjoy working family to 
family with our business.”

Family to family
The family emphasis is not just a 

warm and fuzzy sentiment; it’s part of 
the company’s business strategy as a key 

Nutrisource was 
the first new brand 

Tuffy’s launched after 
the Nelson family 
repurchased the 

business in 2001; it  
now includes a full line 

of cat and dog food 
products.

Proceeds from sales of 
Natural Planet Organics,  

a certified organic line, are 
donated to support a group 

called Angel of Hope.

The newest brand 
from Tuffy’s, Pure Vita, 

features a single source 
of protein such as duck, 

salmon or chicken.
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Tuffy’s ❯

differentiator from competitors. “We 
like to do business with family-owned 
distributors and retailers, and that’s how 
we set ourselves apart,” says Farrell. 
“That’s what we like to be known for: 
as somebody big enough to have a high-
quality petfood but also able to take care 
of independent retailers’ needs, ensure 
their profitability and keep that relation-
ship.”

This strategy permeates the compa-
ny’s supply chain. “What distinguishes 
the network of suppliers that provides 
our ingredients is that they by and large 
have been suppliers for many, many 
years,” Orvik says. “We’ve done busi-
ness with the same suppliers who know 
us, who know what we expect of them 
and we’ve developed partnership rela-
tionships with many of them.”

“Which kinds of lends itself to 
why we weren’t involved in the 2007 
recalls,” Farrell adds. “We have a large 
marketing push with our brands that we 
know our sources.”

Nelson emphasizes the company’s 
commitment to the strategy: “We have 
absolutely no plans of not being a 
family-owned company, and that is a 
big question we get asked. With so much 
consolidation going on in this industry, 
people want to know and like to know 
and deserve to know that we’re going 
to be around, we’re going to continue to 
provide high-quality, ethical products, 
we’re going to continue to bring new 
items to the market that our retailers are 
asking us for.”

Back hunting again
The family touch extends even to 

consumers. “They contact us all the 
time with questions and compliments 
about how great our products are,” says 

Paula Sucher, sales coordinator. “We’ve 
heard testimonials about old and lame 
dogs that are now back hunting again 
after eating our food.

“We have a personalized customer 
service desk here, too,” she continues. 
“If someone has a question, they can 
pick up the phone and talk directly to 
a person. We don’t have any automated 
phones. People tell us all the time how 
nice it is to actually talk to a human 
being right away with a question or 
concern.”

Nelson chimes in: “If there are ques-
tions on ingredients, they’re answered 
directly by us. That’s why we’re growing 
and why I think we have nice relation-
ships; it’s doing these small things that 
we don’t have any plans of getting away 
from. We remind each other of the 
grassroots approach to growing this 
business.” If they stay on that path, he 
says, “We can continue to grow nicely, 
focus on our segment of the industry 
and keep moving forward.” ●

Online extra!
Read the full interview with the 

Tuffy’s team at www.petfoodindustry.

com/Tuffys.aspx.
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According to the latest data from 
Mintel, sales of petfood and pet 
care supplies continue to rise in 
spite of the recession. Sales will 

hit US$27.5 billion in 2009, an increase of 
2.9% over 2008. Over the past five years 
sales have increased 19%, or 3% after 
adjusting for inflation, and are expected 
to grow at just less than 3% per annum 
through 2014, predicts Mintel. Research 
conducted by Del Monte Foods, reported

in 
Ad Age
(May 25, 
2009), found that 
consumers were more 
likely to sacrifice on 
their own food before cutting back on 
petfood. 

Dog food dollar sales continue to rise ➤
slowly as dog owners seek out what 

they perceive 
as superior 
nutrition and 
quality ingre-
dients. Mintel 
estimates an 
increase of 
3% in 2009 to 
US$9.8 billion. 
Over the past 
five years, 
dog food sales 
have increased 
19%. 

Sales of cat food have risen slowly ➤
but steadily over the past four years. 
Segment sales will reach US$6.6 
billion in 2009, an increase of 2.4%. 
Over the last five years, sales have 
increased 12%. 
Sales of food for pets other than cats  ➤
and dogs has grown less consistently 
and more slowly overall. Mintel esti-
mates that sales will increase 1.3% in 
2009. Over the last five years sales have 
increased 5%.

Emphasizing value 
Despite the struggling economy, sales 

of petfood have generally held strong, 
as most pet owners remain committed 
to feeding and caring for their pets—
often looked at as family members. The 

Riding out 
the recession
The tide continues to turn in 
favor of the petfood market 
thanks to natural, wellness 
and new products making waves
BY JESSICA TAYLOR

Riding out Riding out Riding out Riding out Riding out 
the recessionthe recessionthe recession
Riding out 
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Source: www.npwm.com

Figure 1. Alternative petfood segment
performance
Relative to total US petfood market: 2003-2007 (percent, 
growth rate)

Market
classifi cation

Share of total 
petfood sales

Average annual 
growth rate

Total 100% 5.3%

Natural* 6.0 24.6

Frozen/raw .9 35.0

Organic .5 48.1

Refrigerated < 0.1** N/A
* Including organic.        ** More than 1,000%.        Source: Packaged Facts

Despite the struggling economy, sales of petfood have 
generally held strong, as most pet owners remain 
committed to feeding and caring for their pets.
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continued slow but steady growth of category dollar sales has 
been influenced by a variety of factors, according to data from 
Mintel and Packaged Facts:

Specialization.➤  Pet owners remain willing to pay a premium 
for specialized petfoods that promise a variety of benefits for 
pets and, increasingly, appeal to the broader food and nutrition 
attitudes of the owner. 
Inflation.➤  The food commodity inflation that has pushed 
up prices all over the supermarket in recent years has also 
impacted the petfood aisle. 
Recall after effects.➤  The recall of petfoods in the spring 
of 2007 did little to slow the growth of the industry and, if 
anything, has motivated more pet owners to seek out what they 
perceive to be safer alternatives, sometimes at a higher price. 
While some pet owners have gravitated to new premium 

brands promising superior nutrition for their animals, others have 
been forced to, or chosen to, economize. According to Mintel’s 
recent consumer research, a quarter of pet owners claim to have 
switched to less expensive petfood due to the economy. A chief 
beneficiary of this down-trading has been retailers’ private 
labels.

Dog and cat food grows on nature and science 
Dog food sales have experienced solid growth in the past two 

years, as dog owners have displayed increased consciousness of 

Alternative petfood
share of sales

The strong showing for petfood overall in 2007 and 
2008 refl ects the switch to higher-priced products including 
natural and organic varieties, according to Packaged Facts’ 
January 2009 report, Pet Food in the US. Natural petfoods 
account for approximately 6% of total petfood sales, Pack-
aged Facts estimates, with frozen/raw foods at approxi-
mately 1% and organic foods at about 0.5%.

Despite their small size, all these “alternative” petfood 
types are growing signifi cantly faster than the 5 to 6% 
annual rate of sales increase in the petfood market as a 
whole. Of the various types of alternative petfoods, organics 
enjoyed the fastest gains from 2003 to 2007, posting a 48% 
compound annual growth rate. 

According to Packaged Facts’ February 2009 pet owner 
poll, 62% of dog owners and 56% of cat owners purchased 
natural/organic pet products in the preceding three months, 
with treats leading the way among dog owners (49%) and 
food topping the list among cat owners (40%). When asked 
about organic petfoods specifi cally, 16% of dog owners 
and 15% of cat owners reported purchases within the same 
period.

Corporate Office
P.O. Box 8 • 100 Airport Road • Sabetha, KS 66534, USA
Phone: 785-284-2153 • Fax: 785-284-3143
extru-techinc@extru-techinc.com • www.extru-techinc.com

Energy consumption down 25%.Energy consumption down 25%.Energy consumption down 25%.
Optimizing quality and volume.

Reduced energy consumption.  Higher production volume.  Improved 
finished product quality.  They’re all typical comments of petfood 
producers that have consulted with Extru-Tech® to achieve best in 
market process solutions.

At Extru-Tech, we’re determined to elevate the industry’s production to 
higher levels, using less energy.  By utilizing our collective resources, 
we’re engineering the next generation of petfood processing today.  
Now that’s innovation driven by Extru-Tech.

Reduced energy consumption.  Higher production volume.  Improved Reduced energy consumption.  Higher production volume.  Improved 

“Extru-Tech® has given us 
a true advantage.”

®

Ride the recession ❯

032-0909PETmarketdata_C2201R5257.indd   32 8/27/2009   1:27:33 PM

http://www.petfoodindustry-digital.com/petfoodindustry/200909/TrackLink.action?pageName=32&exitLink=mailto%3Aextru-techinc%40extru-techinc.com
http://www.petfoodindustry-digital.com/petfoodindustry/200909/TrackLink.action?pageName=32&exitLink=http%3A%2F%2Fwww.extru-techinc.com


September 2009 l   l 33

Corporate Office
P.O. Box 8 • 100 Airport Road • Sabetha, KS 66534, USA
Phone: 785-284-2153 • Fax: 785-284-3143
extru-techinc@extru-techinc.com • www.extru-techinc.com

Energy consumption down 25%.
Optimizing quality and volume.

Reduced energy consumption.  Higher production volume.  Improved 
finished product quality.  They’re all typical comments of petfood 
producers that have consulted with Extru-Tech® to achieve best in 
market process solutions.

At Extru-Tech, we’re determined to elevate the industry’s production to 
higher levels, using less energy.  By utilizing our collective resources, 
we’re engineering the next generation of petfood processing today.  
Now that’s innovation driven by Extru-Tech.

“Extru-Tech® has given us 
a true advantage.”

®

ingredients and a greater interest in foods that promise a natural, 
healthy balance. Brands such as Goodlife Recipe from Mars Inc. 
and Beneful from Purina have gained share. In addition, brands 
that cite scientific credentials and research, such as Iams and 
Purina ONE, have remained strong competitors.

Dollar sales of cat food have continued to rise slowly over 
the past four years as manufacturers of mainstream brands have 
offered specialized meals for finicky cats. In many cases these 
premium priced foods have also featured natural and specific 
ingredients such as wild salmon and garden greens. 

The next niche
Beyond the mainstream dog and cat food market, ample 

opportunities exist for smaller, more narrowly focused competi-
tors in pet specialty stores, which offer a broader selection of 
superpremium brands with highly specialized varieties that 
target pet lifestages, lifestyles, health issues, ingredient prefer-
ences, even specific breeds, says Mintel. Many retail channels 
are starting to compete as well. Supermarkets, mass merchants 
and pet specialty stores account for most sales, but other channels 
registering sales include warehouse clubs, dollar stores, natural 
food stores, convenience stores, drug stores, farm supply stores, 
home centers and several others.

According to Mintel’s Global New Products Database, petfood 
new product activity has been heaviest over the last few years in the 

area of dog snacks and treats, which have accounted for roughly 
half of all products launched. New snacks have come from both 
leading petfood companies and literally hundreds of other compet-
itors, many of them concentrating on all-natural products. Most 
new pet snacks and treats also embody the emphasis on highly 
specific pet health and wellness benefits that have overtaken the 
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Figure 2. US sales of natural and organic 
pet products

Data from 2003, 2007 and predicted growth for 2012 
(in millions of US dollars)
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Cat digests

Dog digests

Digests for claim

Do business with BHJ...

Cat digests

Dog digests

Digests for claim

- and serve the best palatability 
 for pets!
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north america  800.218.5607  
northamerica@afbinternational.com 

latin america  54.2322.480747 
latinoamerica@afbinternational.com.br

europe  31.73.5325777 
europe@afbinternational.nl

asia/pacific  61.398.799093 
khall@afbinternational.com

asia/pacific – japan  314.303.5857 
tehmler@afbinternational.com

australia  61.359.711105 
jseletto@inghams.com.au

Generation after generation after generation, 
AFB International has been the pet food industry’s 
leader in palatability innovation. We bring together 
the people, facilities and proprietary technologies 
necessary to deliver improved product performance for 
today’s and tomorrow’s companion animals.

With production and research facilities strategically 
located around the globe, AFB provides worldwide 
support to pet food manufacturers. Whether in one of 
our state-of-the-art research labs or on the fl oor of a 
customer’s manufacturing facility, we meet challenges 
head-on to improve palatability.  

Work ing  c lose l y  w i th  pe t  f ood  manufacturers, 
we help them reach their objectives in palatability 
performance and product development.  Through this 
collaboration, comes the ability to meet the increasing 
demand for product innovation that will deliver the next 
generation in palatability performance.  

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

NEW TECHNOLOGIES FOR MAXIMUM PET FOOD PALATABILITY.
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NEW TECHNOLOGIES FOR MAXIMUM PET FOOD PALATABILITY.
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entire petfood industry. Functional food claims include such bene-
fits as dental care, immune system support, digestive health, skin 
health and joint health. Natural ingredients are common, as are 
antioxidants, omega-3 fatty acids, fiber and vitamins. 

The highest growth pet market segments—natural and 
organic—overlap with retailer trends. Petco recently announced 
an agreement with TerraCycle to test a petfood bag recycling 
program in Petco locations. The natural/organic trend dovetails 
with a new consumer sense of temperance, value and social 
responsibility. Smart manufacturers will position pets as a 
primary connection to the earth and all things natural with their 
ingredients, marketing and packaging. ●

ANDRITZ FEED & 

BIOFUEL extruders 

provide the newest 

technology for production 

of the most demanding 

extrudates within the pet 

food industries. 

 
Extrusion
Superior performance, 
quality and controllability 

Process control
PLC-based process 

control for the control 

of pre-bin, feed screw, 

conditioner, extruder, 

knife, additives, steam 

addition etc.

Extruder 1250

ANDRITZ FEED & Process control

www.andritz.com
andritz-fb@andritz.com

GLOBAL PRESENCE
Denmark · Netherlands · Germany · France · UK · USA
Venezuela · Brazil · Chile · Mexico · Australia · R.P. China

Figure 3. Top 20 marketing claims
Claims by number of new pet product reports, 2008

Marketing claims Number of reports

Natural 265

High vitamins 238

Upscale 224

High minerals 166

No preservatives 158

High protein 142

No artifi cial color 141

No artifi cial fl avor 108

High omega-3 96

Organic 85

Fresh 79

High antioxidants 77

No wheat 76

Real 72

High omega-6 70

Single serving 51

No animal 44

No fi llers 44

No gluten 44

Low fat 40
Source: Productscan online, a datamonitor service. Reproduction, resale or 
other distribution of this content is expressly prohibited without the written 
permission of the publisher. This material is used with permission.

Ride the recession ❯

Online Exclusive!
Get a more in-depth look on what the future of the 

petfood market holds from Mintel and Packaged Facts at 

www.petfoodindustry.com/marketwaves.aspx.
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800.373.6156  www.Ameri-Pac.com  St. Joseph, MO

Protect well. Spend less.

©2009 Ameri-Pac, Inc.

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

Protect both your product and your profitability – check out 

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

Our OxyGon® and OxyBlock® antioxidant lines include both 

natural-source and traditional formulations, and are available 

in both liquid and powder forms. Our products are backed 

by experienced, trained technical support and unbeatable 

customer service. 

Isn’t it time you spent less? Call Ameri-Pac.
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When it comes to what they put in their pets’ 
bowls, today’s consumers demand the best 
quality and nutrition. That means petfood 
manufacturers and suppliers must develop 

and select every ingredient and component of a formu-
lation for maximum effect.

Perhaps in no category does this ring more true than 
palatability. “Industry and customers have required that 
we take a completely different approach to palatability,” 
said Jennifer Radosevich, PhD, director of R&D and 
regulatory affairs for the petfood division of Kemin 
Industries Inc., in a 2008 presentation at the Simposio 
sobre Nutricao de animais de estimacao in Brazil. “They 
want to know our products not only taste good but also 
have nutritional or functional value.”

Probiotic power
As more and more consumers seek to provide the 

same nutritional benefits to their pets that they enjoy, 
they’re also looking for ways to ensure consumption of 
healthy petfoods. The availability of good-tasting foods 
containing probiotics is leading to rapid growth in this 
category.

Unfortunately, says AFB International (www.
afbinternational.com), most probiotic species do not 
survive well in dry petfoods due to the low water 
activity. Few live strains of probiotics survive the 
stomach acids or bile acids to actually reach the gut 
in a viable state. Through a partnership with Ganeden 
Biotech Inc., AFB has recently created a new palatant 
to address this problem.

This new product contains GanedenBC30, live spores 
of a patented strain of Bacillus coagulans. The probiotic 
was reviewed by the US Food and Drug Administra-
tion’s Center for Veterinary Medicine and found to 
present no concerns when used in direct-fed microbial 
products, according to AFB.

GanedenBC30  is currently available in a variety of 
human food products, providing a link between benefits 
for owners and pets. The spore-forming nature of this 
strain allows petfood marketers to use the probiotics in 
their existing manufacturing process and apply either 
liquid or dry palatants to the surface without worry about 
spore survival, AFB says. Key benefits of this approach 
include more uniform distribution of the probiotics and 
survival throughout the shelf life of the petfood product 
(Figure 1, p. 40). This brings active cultures to pets daily 
through their normal diets, eliminating issues with pets 
not accepting a supplement.

Online extra!
For more about AFB’s probiotic-powered 

palatant, visit www.petfoodindustry.com/

ProbioticsfromAFB.aspx.

Responding to consumer requirements, more and more petfood 
ingredients ensure good taste along with nutritional or functional 
value.
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Tasty
healthy

Many of today’s palatants 
also deliver nutritional 

or functional benefits to 
petfood

BY DEBBIE PHILLIPS-DONALDSON
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Palatability ❯

The spores’ germination is triggered 
by the transition through the pH changes 
between the stomach and the intestinal 
tract. The pet’s own system becomes 
the means to activate the probiotics at 
the appropriate time. According to AFB, 
growth of the probiotics in the intestinal 
tract promotes:

Improved digestive health through the ➤
production of lactic acid;
Improved breakdown of nutrients for ➤
better absorption; and
Displacement of undesirable bacteria ➤
in the gut.
Feeding studies conducted by AFB 

have shown growth of the probiotics in 
the gut with a 780% increase in fecal 
spore counts after only seven days on the 
feed. Currently the product is available in 
the US and Canada.

Immune response boost
Kemin (www.kemin.com) employs 

a total palatability approach to fulfill 
consumer requirements for petfoods that 
combine health benefits with taste. This 
approach, Radosevich says, “generates 
thousands of compounds to add/detract to 
palatability but also can affect the health 
of the animal.” Kemin demonstrated the 
effects by adding a functional ingredient 
to a palatant and studying the response 
through nutrigenomics.

Nutrigenomics is the study of how 

particular nutrients affect the expres-
sion of genes in the DNA of a living 
animal. Kemin looked at linking 
diet with gene expression via a trace 
mineral nutrigenomics experiment, a 
non-invasive study with Beagles exam-
ining the effects on gene expression in 
white blood cells after supplementation 
with one of the company’s products, 
KemTrace Zinc.

The immune response effects 
included:

Increased toll-like receptor expres-➤
sion—these proteins on the surface 
of immune cells are critical in recog-
nizing substances foreign to the body 

and form the first line of defense 
against bacterial invasion;
Increased interferon-g receptor ➤
expression—interferon-g is a major 
cytokine (signaling compound) 
secreted by a variety of cells that is 
crucial to controlling infections and 
tumor growth;
Upregulated genes—zinc supple-➤
mentation upregulated genes 
encoding structural proteins required 
for wound repair.

Applying technology
Adding dual functionality to palatants 

is driven by growing petfood market 

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

www.agrisystems.net
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Figure 1. Probiotic spore survival rate

The benefi cial spores in GanedenBC30 survive well in dry petfoods even 
during processing and storage.
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I N T R O D U C I N G

Clinically shown
to help dogs
lose weight!

Help Your Buddy Get Back in Shape
· Eighty-eight percent of dogs in a multi-clinic 

study lost weight taking Phase 2 Pet.

· Phase 2 Pet maintains its activity through the 
extrusion process for dry dog foods.

· Phase 2 Pet can be sprinkled directly on 
commercial dog foods.

Phase 2 Pet, Weight Control for your Best Friend

For more information, contact Mitch Skop,
sales@pharmachemlabs.com, or call 1-800-526-0609.
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sophistication (for example, health value) 
and the need for manufacturers to find 
cost-effective formulations, according to 
SPF (www.spf-diana.com). Because pala-
tants are commonly used topically and 
are not subject to drastic process condi-
tions, they are ideal vectors for sensitive 
compounds such as nutraceuticals or heat 

sensitive chemicals, SPF says.
Also, technologies used to produce 

palatants can be applied to create other 
compounds with functionality besides 
just palatability. SPF is including this 
capability at an early phase of product 
development and has developed innova-
tive technologies to add functionalities 

to the palatant. SPF offers specific solu-
tions answering precisely the needs of 
this emerging segment—for example, a 
palatant for hypoallergenic diets. ●

www.OmegaProteinInc.com

877.866.3423

®

M O R E  T H A N  I N G R E D I E N T S . I N G E N U I T Y.

What would a higher quality, more consistent source of fish meal and fish oil 
mean to your pet food brand? How about consistent palatability, improved 
immunity, and overall better health? Just imagine the potential. We do. We’re 
Omega Protein. We have the expertise, resources and products to help you take 
advantage of the proven benefits of omega-3 fatty acids and the superior amino 
acid profile of fish protein. If you would like to get the full market potential from 
your pet food, give us a call.

Palatability and 
production
Besides a careful selection of 

ingredients, ensuring palatability 
involves the right processing technique, 
especially for liquid additives to dry 
petfood products. The rotating vacuum 
coater (RVC) from Forberg Internation-
al AS (www.forberg.no) was specifi cal-
ly developed to improve the intrusion 
of liquids into porous extruded pellets.

The RVC allows for multiple layer 
coating. Other features, according to 
Forberg, include:

Loading and unloading the  ➤

machine through the same valve 
minimizes risk of leakage;
Smooth process chamber with  ➤

accurately adapted rotors ensures 
very low wear and breaking of the 
pellets during processing;
Machine is easy to change between  ➤

formulas without risking cross con-
tamination.
The RVC can distribute even very 

small quantities of liquid additive onto 
each pellet perfectly and directly, 
Forberg says, because of its ability to 
fl uidize the product and its high inter-
nal transport capacity.

The rotating vacuum coater from 
Forberg can distribute even very 
small quantities of liquid palatant 
on each pellet of dry petfood.

Online extra!
For more information about 

applying liquid palatants, see www.

petfoodindustry.com/ForbergRVC.aspx.
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To learn more, turn the page.

Struggling to get 
a grip?

Our latest innovation is designed to make your 
life a little bit easier.
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The basic functions of effective 
petfood packaging are contain-
ment of the product, protection 
for the product and consumer, 

promotion and communication. The 
most important function of your pack-
aging, however, may very well be how 
convenient it is for pet owners. “The 
primary focus in petfood packaging 
today is on convenience,” said Michael 
Mullen, spokesperson for Heinz North 
America, maker and marketer of Heinz 
Pet Snacks and Heinz Pet Foods, in 
Food & Drug Packaging. “An important 
point to remember, however, is that the 

consumer is not the one who consumes 
the actual product, but the one who 
carries it home and dispenses it.” 

Packaging pioneers
With its easy-open convenience and 

ability to maintain product quality, the 
retort pouch penetrated the petfood 
market as an alternative to the metal 
can with the May 1999 debut of Kal-
Kan’s Whiskas cat food in a pouch. 
The company showed its commitment 
to this package by also using it for 
the introduction of its Pedigree Little 
Champions dog food in May 2001. 

Crown Food Europe received the 
Gold Award at the 2008 Can of the Year 
Awards in the Ends, Caps and Closures 
category for its Easylift easy-open 
end technology. Launched by Nestlè 
Purina Petcare Europe on its cat and 
dog food products, the end represented 
a new standard in convenience pack-
aging. Improved finger access makes 
it quicker and easier for consumers to 
open canned foods without the need to 
use extra tooling, according to Crown. 
The technology allows consumers with 
limited mobility, such as seniors, chil-
dren and the physically impaired, to 

The age of 
convenience

Single-serve, pouch, resealable, easy-open and 
easy-carry are buzzwords pet owners are looking 

for in their petfood packaging
BY JESSICA TAYLOR
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With our latest innovation, the Grab ’n’ Go Handle, Peel Plastics makes it easier to 
get a grip. No more struggling to lift a heavy bag of food off the shelf, to the car 

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

905.456.3660
sales@peelplastics.com
www.peelplastics.com

The handle that
changes everything.

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

call
email

visit
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Convenience ❯

access food products without using a 
can opener or other tools.

The greatest of ease
The Slide-Rite closure system, devel-

oped by Pactiv, is a smooth, reliable, easy-
to-use closure system ensuring quick 
access to the contents. The product stays 

fresh inside its original, branded bag, 
and the slider’s size is ideal for young as 
well as senior pet owners and for people 
with reduced dexterity, according to the 
company. The new ‘S’-Slider system, 
combined with enhanced end stops, 
offers extra reliability thanks to improved 
retention of the slider. 

Zip it up
Exopack’s packaging line Enduro 

is a line of consumer products in 
preformed bags and stand-up pouches 
formed from a variety of substrate and 
package formats. This allows them to 
deliver convenience to the consumer, 
as well as the shelf appeal and barrier 
requirements of a premium petfood, 
according to Exopack. Enduro-SOS, 
for example, can feature a tin-tie reclo-
sure system for the convenience-driven 
consumer, while the Enduro-SUP bags 
are available with top-slider or top 
press-to-close zippers. 

Slider technology allows consumers 
easy opening of the package without 
a knife or scissors and enables hands 
to easily reclose the package while 
ensuring clean and safe storage. If 
consumers want an added level of 
tamper evidence, a hooded slider from 
Peel Plastics can provide the added 
peace of mind they require. By adding 
a very visible tear away seal above the 
zipper as well as a seal in the slider 
itself, consumers can be sure that the 
product has not been tampered with, 
according to Peel.

If you are looking for a way to ease 
the transportation or dispensing of your 

The Easy-Lift technology allows 
consumers with limited mobility, 
such as seniors, children and the 
physically impaired, to access 
food products without using a can 
opener or other tools.PREMIUM INGREDIENTS

FOR WINNING RESULTS

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

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

Premium quality

Top-notch service

Specialty products

Traceability

Reliable delivery & warehousing services

Toll Free: 1.800.763.7430   
Phone: 1.519.824.2381   
Fax:  1.519.824.9472

www.sanimax.com
info@sanimax.com

Proteins: Duck, Lamb, Poultry, Pork, Rabbit, Venison, EggPowder

Grains: Ground Flax, Millet, Nyjer, Peas, Rye

Fibers: Rice Hulls, Peas

Fruits & Vegetables:  Apple, Cranberry, Potato, Tomato

Feed Additives: Beet Pulp, Brewer’s Yeast, Amino Acids

plus many more...

Our Products:

Watch it on the web
Take a look at Peel Plastics’ Grab ‘n’ Go 

handle in action at www.peelplastics.
com/PeelGrabNGo.html.
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Generate Convenience
Achieve Brand Loyalty
Grow Your Business
Build Your Brand
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Convenience ❯

petfood products, Peel also offers a wide 
range of handle formats—like the Grab 
‘n’ Go side gusset handle launched in 
April 2009— that can be incorporated 
into many of their package styles.

The shape of things
Peel’s positions its SlideCube 

package as a preferred alternative 
to conventional package formats, 
including multi-wall paper bags, folding 
cartons and gable top containers. The 
SlideCube allows consumers to have 

easy access to the product and a simple, 
convenient storage method. The posi-
tioning of the slider at the top of the bag 
is preferred by consumers over front-
mounted zippers, according to Peel, 
because it allows for easier scooping 
as the opening of the pouch is larger 
and permits the consumer to see the 
product when pouring. Check out a 3-D 
eDrawing of the SlideCube packaging 
at www.peelplastics.com/images/e-
drawings/slidecube.html.

What’s ahead?
Petfood manufacturers absolutely 

need to cater to the female buyer when 
selecting packaging since women are 
the buyers of pet products in 8 out of 
10 US households, according to Weath-
erchem, a research firm. If packaging 
does not meet their requirements, their 
buying decision is clearly influenced. 
For instance, if the product’s shape is 
not ergonomic or if a package is diffi-

cult to lift and carry, it is much more 
difficult to sell to women. 

Packages like Deli-Cat brand cat 
food are more appealing to the female 
buyer. The product comes in a large jug 
container that is easy to store and has 
a convenient carrying handle to make 
using the product effortless for the 
consumer. Peel Plastics’ Grab ‘n’ Go 
handle represents another innovative 
solution focused on customer conve-
nience, making large bags of petfood 
more easy to carry and transport.  ●

Online Extra!
Check out a behind-the-scenes video 
at how specialty fl exible packaging 
manufacturer Glenroy Inc. keeps up 

with trends at  www.petfoodindustry.
com/GlenroyVideo.aspx.

Watch it on the web
Get a peek at Crown’s award-winning 

Easy-Lift packaging technology at 
www.crowncork.com/easylift/video/

index.html.
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This is Barr Country. 
We source the world.
We deliver in bag or bulk,
by transport or rail. For
fastest ingredient service,
call or fax your order today.

Amino acids, buffers,
direct fed microbials, flax,

enzymes, flavors, milk replacers,
minerals, natural pigments,

pelleting agents, phosphates,
specialty ingredients,

vitamins and surfactants.

Order up from
“THE BARR”!

AJINOMOTO HEARTLAND LLC
AJINOMOTO ANIMAL NUTRITION

bbio Matrix

Natural 
Pigments

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

1-800-336-BARR • FAX (913) 599-0425
www.billbarr.com • e-mail: Bill@billbarr.com
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Petfood Insights regulations
B Y  D A V I D  A .  D Z A N I S ,  D V M ,  P h D , D A C V N

Reportable Food Registry
and its impact on petfood

In August, during the 100th 
anniversary meeting of the 
Association of American Feed 
Control Officials (AAFCO), 

held in Washington, DC, USA, a 
topic of imminent importance to the 
petfood industry came up for discus-
sion: implementation of the US Food 
and Drug Administration (FDA) 
Reportable Food Registry.

The formation of a means for food 
and feed companies to report incidents 
of adulteration in a timely manner is 
a mandate of the FDA Amendments 
Act (FDAAA) of 2007. This provi-
sion was put in place in response to 
the perceived delays in reporting 
incidents of contamination, which 
may have exacerbated their adverse 
impacts on human and animal health.

Perhaps the most notable event 
that prompted this new law was 

the contamination of petfoods with 
melamine and related compounds 
earlier in 2007. The mandatory 
reporting system is intended to help 
FDA quickly track patterns of adulter-
ation and support efforts to target the 

agency’s limited inspection resources 
more effectively.

Required to report
The Reportable Food Registry 

requires the responsible party to 
report as soon as practical (but no 
later than 24 hours) any discovery 
where there is reasonable probability 
that the use of, or exposure to, a food 
or feed will cause adverse health 
consequences or death to humans 

or animals. The responsible party is 
the person who submits the facility 
registration under the Bioterrorism 
Act of 2002. These reports must be 
submitted through FDA’s electronic 
portal, due to be accessible on www.

fda.gov as of September 8. Failure to 
comply with this reporting require-
ment will be a felony.

While the portal for submitting 
reports is not available for viewing at 
the time of this writing, an FDA offi-
cial at the AAFCO meeting described 
the submission process as “easier than 
doing your income tax.” Instructions 
will be available on the webpage.

A report must include:
The responsible party’s Bioter-➤
rorism Act registration number;
The date the food was determined ➤
to be reportable;
Description of the food (quantity ➤
affected, product codes, names of 
manufacturers and distributors, 
etc.); and
Extent and nature of the adulteration.➤

Other requirements
Responsible parties must also 

report the results of any investiga-
tion into the cause of the adulteration 
and the disposition of the adulterated 
item. This latter information may be 
unknown or incomplete at the time 
of the first submission but, when 
completed, must be included in an 
amended report.  

The mandatory system 
is intended to help FDA 
quickly track patterns 
of adulteration.

— David Dzanis

Find more online!
Read about FDAAA at www.petfoodindustry.com/0712PETinsight.aspx.

Find a Q&A on the requirements and compliance to the Reportable Food 

Registry at http://www.fda.gov/Food/GuidanceComplianceRegulatoryInformation/

GuidanceDocuments/FoodSafety/ucm165626.htm.

Look for the electronic portal for submissions to the registry at http://www.

accessdata.fda.gov/scripts/ReportableFoodRegistry/ starting September 8, or go to www.

fda.gov and click on Report a Problem.
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FDA may impose other require-
ments after evaluating the report. 
This could include additional infor-
mation as needed for FDA to conduct 
its investigation and notify the imme-
diate previous source and/or imme-
diate subsequent recipient(s) of the 
adulterated item, who in turn may 
also have to file reports. Finally, there 
are requirements to keep records on 
all reports for two years. 

Exemptions apply
The responsible party will not be 

required to submit a report if:
The adulteration originated with ➤
the responsible party; AND
The food was in full control of the ➤
responsible party at time of detec-
tion of the adulteration; AND
The cause of adulteration was ➤
determined and corrected, or the 
food was destroyed. 
Assumedly, a report also would 

not be required if the adulteration did 
not result in a reasonable probability 
of serious harm. At this time, though, 
guidance on how this determination 
is to be made by the responsible party 
is lacking. The impression given by 
FDA is, if in doubt, the responsible 

party should err on the safe side and 
report the incident. FDA would then 
determine if the food was a report-
able food. 

Publicly available
Obviously, a reportable food indi-

cating further action—for example, a 
recall—will be public knowledge at 
some point. What is still unclear from 

FDA at this juncture is whether a 
report that is later determined by the 
agency not to be a reportable food will 
still be made available to the public. If 
it is, this could have a negative impact 
on the inclination for responsible 
parties to file reports when the prob-
ability of harm is borderline.

It is assumed that the severity of 
the potential penalties for noncom-
pliance will dissuade this from 
happening. Some have also expressed 
concern that this reporting require-
ment may actually discourage routine 
safety testing.   ●

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.

Failure to 
comply 
with this 
reporting 
requirement 
will be a 
felony.

U.S. farmer owned, the Western 
Sugar Cooperative has proudly been 
in business for over 100 years. From 
our locations in Billings, MT and Lovell, 
WY our beet pulp pellets provide a 
highly digestible source of fiber 
and protein. We have the highest 
quality standards and provide a very 
reliable and safe product. 
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Ingredient Issues nutrition
B Y  G R E G  A L D R I C H ,  P h D

Is vitamin C needed?

Vitamin C (ascorbic acid) was 
discovered in 1928 as the 
agent in citrus that prevented 
scurvy. The structure of 

what was then called hexuronic acid 
was identified by Haworth in 1933, and 
a process for its synthesis was described 
by Reichstein in that same year.

In the ensuing years, a great deal 
has been discovered about vitamin 
C. We have learned that humans 
and a small fraction of animals like 
guinea pigs, some carnivorous fish 
and several species of birds require 
a dietary supply because they cannot 
synthesize adequate amounts of 
vitamin C. They lack adequate liver 
L-gulonolactone oxidase activity, 
the rate-limiting enzyme, to convert 
carbohydrates such as galactose or 
glucose into ascorbic acid.

But most of the rest of the world’s 
species, including dogs and cats, are 
capable of producing adequate quanti-
ties in the course of normal metabo-
lism. Given this, you would think 
dietary vitamin C would be about the 

last topic of discussion on ingredients 
used in dog or cat foods. However, 
supplementation with vitamin C is a 
common practice in petfoods. Why?

First responder
Vitamin C is water soluble, reason-

ably safe at high doses and, most 
importantly, a potent antioxidant. It 
behaves like a first responder on the 
scene, ready to sacrifice itself to revive 
the oxidized victims and refresh other 
antioxidant rescuers in the process. It 
is the most sensitive vitamin to oxida-
tion and, because of this role, is one 
of the most important for the oxidative 

stability of extracellular fluids.
At the molecular level, vitamin 

C is involved with reversible oxida-
tion reduction activities. Its ability to 
donate and receive one or two electrons 
in numerous biochemical reactions 
places it in a critical role in collagen 
synthesis, immunity and regeneration 
of antioxidants such as vitamin E and 
carotenoids such as beta-carotene. 

Steady speculation
Most nutrition experts would agree 

vitamin C is not a dietary requirement 
for reproduction, growth or mainte-
nance of normal healthy dogs or cats. 

Why is supplementing 
with vitamin C so 
common in petfoods?

— Greg Aldrich

052-0909PETingred_C2201R5253.indd   52 8/27/2009   10:11:15 AM

http://www.petfoodindustry-digital.com/petfoodindustry/200909/TrackLink.action?pageName=52&exitLink=http%3A%2F%2Fwww.cadybag.com
http://www.petfoodindustry-digital.com/petfoodindustry/200909/TrackLink.action?pageName=52&exitLink=mailto%3Asales%40cadybag.com


September 2009 l   l 53

But because of its role in so many 
fundamental processes, there has 
been steady speculation, as evidenced 
by the multitude of case reports and 
research studies, that vitamin C could 
be conditionally required or at least 
beneficial for dogs and cats.

This belief may be fueled by our 
own requirement for dietary vitamin C 
and the anthropomorphic transference 
of this need on to our pets. Or it may 
be based on the understanding that 
compared to other species, the rate of 
vitamin C production is slow in dogs 
and cats, which might in turn compro-
mise their ability to rally reserves in 
times of stress, disease or trauma.

During the 1960s and 1970s, 
numerous research studies were aimed 
at testing this hypothesis. In this body 
of research, vitamin C was evaluated 
as a curative agent for hip and joint 
diseases and osteoarthritis because of 
its association with collagen synthesis. 
Other researchers supplemented 
mega-doses of vitamin C to:

Treat viral infections;➤
Reduce healing time;➤
Aid drug clearance rates; and➤
Promote a healthy urine pH in cats.➤
Unfortunately, most of the studies 

failed to unequivocally demonstrate the 
intended benefit of vitamin C supple-
mentation; but that hasn’t deterred its 
proponents from including it in pet diets. 

Getting it into pets
So, how does one go about getting 

vitamin C into a pet diet? There are 

It behaves 
like a first 
responder 
on the scene, 
ready to 
sacrifice 
itself.

Industrial and Food Manufacturing Equipment, MRO Parts, Fork Trucks, Pallet Racks, Office Furniture, and much more…

The Auction Group, L.L.C.  
339 Governor’s Grant Blvd., 

Lexington, SC  29072  
Auction Firm License SCAL # 3928 
803-917-1205; Fax 803-356-9511
Auctioneer:  Michael M. Moore, SCAL # 3931, 
Missouri Auctioneers # 14, Tennessee Firm # 

4439, Tennessee Auctioneers # 6409

Auction
Impressive Industrial Equipment Auctions

3 Separate Events

AuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuctionAuction

Thursday, September 24, 2009,  
Auction @ 10:00 A.M.

Inspection Date: September 23 @ 9:00 A.M. 
707 Rice Road

Butler, Missouri

Wednesday, September 30, 2009,  
Auction @ 10:00 A.M.

Inspection Date: September 29 @ 9:00 A.M.
399 Euclid Avenue

McKenzie, Tennessee

Wednesday, September 2, 2009,  
Auction @ 10:00 A.M.

Inspection Date: September 1 @ 9:00 A.M.
131 Feed Mill Road

Everson, Pennsylvania

Featured Equipment includes:  Cleaver Brooks, Bliss, APEC, Flexicon, PSI, Kaufman, MIMA, Bemis, Thiele, Rotex,  
Ottawa, Baldor, Gardner Denver, Atlas Copco, Fishbien, Liberty, Safeline, Paxall, EDL, PMI, Toyota and Lantech

Rigging by Olinger Heavy Hauling

Photos are representative and may not be actual items at the specific locations

Buyer’s Premiums Are Applicable At All Auctions
Bank Reference Letter Required

  Terms and Conditions, Photos, and Full Catalog Available On:  
www.TheAuctionGroup.net and www.proxibid.com

All auctions are absolute.
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Victam Asia 2010 brings together exhibitors, conference delegates and visitors from the animal 
feed, aquafeed, petfood and grain processing industries. The show also features conferences  
such as FIAAP Asia 2010, GRAPAS Asia 2010 and the Biomass Conference.  
For more information, visit www.victam.com.

AmAzing OppOrtunities fOr grOwth
Asia is one of the fastest-growing areas for petfood and pet treats in 
the world.  Euromonitor International projects petfood sales in Asia to 
increase 23% through 2013 – and that’s in addition to the 20% growth 
Asia has seen in the past five years! 

netwOrking with new CustOmers
Petfood Forum Asia 2010 is the ideal gathering place for the  
increasing number of petfood professionals seeking further knowledge 
and networking opportunities.  This is the only chance in Southeast 
Asia to meet face-to-face with new companies entering this developing 
market and see how you can grow your business.

LeArning AbOut gLObAL trends
As part of Victam Asia 2010, Southeast Asia’s largest agrifeed event, 
Petfood Forum Asia 2010 will draw petfood manufacturers from all over 
the world to learn about:

Nutrition for specific conditions and life stages;•	
Global and Asian market trends;•	
The latest on ingredients;•	
Best practices in food safety;•	
How to save energy in your processing plant;•	
Packaging trends;•	
And much more!•	

Register by 
January 18, 2010, to 

save 20%  
on the early bird rate—

only US$245!
(Registration fee after January 18: US$295. 

Registration includes a light breakfast, 
generous buffet lunch and coffee break.)

March 3, 2010
partnered with Victam Asia 2010

10:00 to 17:00

Queen Sirikit National  
Convention Center

Bangkok, Thailand

For regular updates  
and to register, visit  

www.petfoodindustry.com/ 
petfoodforum.aspx.

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
Petfood Forum Asia

The hoT MarkeT For GrowTh in PeTFood and TreaTs! 
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some naturally occurring ingredients 
high in vitamin C such as rose hips, 
citrus fruits and brassicus vegetables 
(e.g., brussel sprouts and cauliflower). 
But these are not popular or well-
received ingredients in petfoods.

More common petfood ingredi-
ents that possess measurable quanti-
ties of vitamin C are derived from 
select animal tissues, with the highest 
concentrations found in organ meats 
like liver and in some fish. The chal-
lenge is that these are not generally 
sufficient in vitamin C to achieve 
meaningful levels in the food. To 
fill the gap, commercially produced 
sources are necessary. 

Chemically, there are four stere-
oisomers of vitamin C, two of which 
have activity. The first is L-ascorbic 
acid, considered to be the active 
vitamin compound; the second is 
erythorbic acid, which has 1/20th the 
activity and is commonly used as a 
functional antioxidant in processed 
fruits and meats.

Two methods
For fortification of petfoods, we 

are most interested in the L-ascorbic 
acid moiety. There are two principal 
methods for its commercial produc-
tion. 

The traditional method is based on 
the process described by Reichstein in 
the 1930s. This is a multistep conver-
sion of sorbitol (derived from glucose) 
to ascorbic acid via reaction with a 
nickel catalyst, followed by oxida-

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

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

The digital magazine for pet food extrusion.

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

brought to you by
This belief 
may be 
fueled by 
our own 
requirement 
for dietary 
vitamin C.
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tion and cyclization steps via either 
Acetobacter and platinum, or perman-
ganate.

The newer methodology, which 
begins with the same starting mate-
rial (sorbitol), follows a two-stage 
fermentation process with purport-
edly non-genetically modified micro-

organisms. This method is believed 
to be more environmentally friendly 
and is now gaining some popularity as 
issues of cost efficacy are resolved.

Regardless of method, today the 
vast majority of the world’s ascorbic 
acid supply comes from China.

Surviving the process
In food systems, L-ascorbic acid is 

readily oxidized by elevated temper-
atures, basic pH and high oxygen 
partial pressures. These are the 
same conditions encountered in the 
processes of producing a high-gel wet 
food (elevated pH) or cooking through 
extrusion or baking (elevated temper-
ature and oxygen).

Unlike the biological system 
where vitamin C’s ready-response 
to electron exchange is beneficial, 
in the food system it represents a 
one-way loss of dietary vitamin C to 
the animal. So, to ensure the desired 
level of vitamin C survives the 
process, a preparatory step to stabi-
lize the molecule is necessary.

A common approach is to chemi-
cally bond the free ascorbic acid to 
a protective ligand. For example, 
sodium ascorbate is a common form 
in the food industry and is used in a 
limited number of petfoods.

The more common form in dry 
extruded petfood evolved out of the 
aquaculture industry in which ascorbic 
acid is bound to a phosphate (e.g., 
L-ascorbyl-2-polyphosphate). Survival 
of this molecule through extrusion is 
reported to be near-100%. The phos-
phate is enzymatically cleaved during 
digestion to liberate the ascorbic acid 
and results in vitamin C availability 
nearing 100%. 

DHA GOLD® has
gone natural! 

Same great
product, now 

naturally preserved.

DHA Omega-3: Every Family Member 
Deserves A Healthy Start In Life.

Pets can also benefit from an adequate supply of DHA omega-3.
Made from algae grown in fermentation tanks, DHA GOLD contains 
no ocean-borne contaminants such as those potentially found in 
fish by-products.  Made in the USA from a sustainable, vegetarian 
source, DHA GOLD provides a minimum 17% DHA and is now 
naturally preserved.  
For your free sample of the new gold standard in DHA omega-3: 
call 1-800-662-6339  or email animalnutrition@martek.com
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Compared 
to other 
species, 
the rate of 
vitamin C 
production is 
slow in dogs 
and cats.
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Cheap insurance
Despite the body of evidence that 

fails to show an impact on animal 
performance or overall health 
resulting from dietary supplementa-
tion with vitamin C, the frequency 
at which it is appearing in petfoods 
is increasing rather than decreasing. 

The biggest reason is likely to provide 
a message that consumers can relate 
to—that the product is fortified with a 
ready reserve of antioxidants, should 
other antioxidant compounds become 
depleted.

To that end, if diets are fortified 
with stabilized forms of the vitamin, 

this cheap insurance can be effectively 
delivered.� l

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

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

    • Specialty Pet Treats     • Pet Food
                                            For all your stand-up pouch requirements

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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Senior, overweight pets 
underpin health push

For several years, virtually all dollar growth in the 
US petfood market has come from pricier products, 
reflecting both higher ingredient costs and deliberate 
efforts of marketers to “premiumize” products. Also, 

the potency of the human/animal bond is a driver of consumer 
willingness to spend amounts that would have been almost 
unimaginable less than a decade ago (even during a recession), 
especially on health and wellness products. But not all the action 
is marketing driven. Two other macrotrends are responsible for 
much of the power behind the premium pet health product surge: 
senior pets and pet overweight/obesity.

Older pets = stronger bonds
The most direct driver of interest in senior pet products is of 

course the aging pet population, since a larger population of older 

pets means that more companion animals are suffering from age-
related issues such as joint, coronary, cognitive and immune-
system-related conditions. According to the American Veterinary 
Medical Association’s 2007 US Pet Ownership & Demographics 
Sourcebook, the percentage of the US dog population age 6 or 
older increased from 42% in 1996 to 44% in 2006, while the 
percentage of cats age 6 or older rose from 37% to 44%.

In the American Pet Products Association’s 2009-2010 
National Pet Owners Survey, among single-dog owners the 
average age of the pet is 6.6 years, while among single-cat 
owners the average age is 8 years. Pets are living longer because 
their owners are taking better care of them, both medically and 
nutritionally. Perhaps even more important, longer lives mean 
ever stronger emotional bonds and thus an increased willing-
ness among pet owners to do whatever it takes to keep their pets 
healthy and happy for as long as possible.

Swelling population
Correlating with the rising population of senior pets is the 

growing tendency of pets to be overweight or obese. According 
to the Association for Pet Obesity Prevention’s (APOP) second 
annual National Pet Obesity Day Study, conducted in October 
2008, 44% of dogs and 57% of cats are either overweight or 
obese, with the proportions of overweight dogs and cats up 1 and 
4 percentage points, respectively, since 2007 (Figure 1, p. 61).

The study also reveals older animals have a higher incidence 
of being overweight, with 52% of dogs and 55% of cats over 
age 7 found to be overweight or obese. “This is a particularly 
concerning discovery for veterinarians,” explains the study’s 
lead investigator and APOP founder, Dr. Ernie Ward, in a press 
release. “Extra pounds in older pets amplify any pre-existing 
conditions and complicate treatment. We’re seeing more diabetes, 
respiratory and arthritic conditions as a direct result of obesity.”

The senior and aging pet trends are having a clear—and 
growing—impact on the US petfood market. According to Expe-

•   A unique, functional pet food ingredient that helps maintain 
     pets’ overall health and wellbeing

•  Top quality, safe and fully traceable
•  Manufactured in an environmentally and socially responsible manner
•  Recognized as GRAS under AAFCO
•  Certifi ed organic by Pro-Cert Organic Systems Ltd. 

Tasco® is manufactured by Acadian™ Agritech, a division of Acadian Seaplants Limited

Helping animals live well.

Tasco® is:

(902) 468.2840   1.800.575.9100   info@acadian.ca  

 tasco.ca/petfood

Two macrotrends are 
behind the premium 
pet health product 
surge.
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You have your hands firmly  
on the steering wheel.  

Do you have the road map?
Seek insight from professionals who can navigate, but let you stay in control.

Our areas of expertise:
market intelligence•	
factory design•	
help with technological issues•	
qualitative auditing of marketing activity and •	
identification of opportunities
qualitative auditing of distribution activity  •	
(seen from the marketing perspective) and 
identification of opportunities
petfood formulations•	
regulatory counseling•	
training tailormade to your needs: nutrition,  •	
veterinary, management, sales to distributors 
assessment of structures/organizations and •	
subsequent organizational design
structured new product development•	
communication: value message creation;  •	
leverage of product features and benefits

Petfood Industry Strategic Consultants (PISC) is 
a different kind of consulting service. There are no 
models in which to squeeze the clients’ problems; 
the client is the model to which we have to adapt. 
So you can expect robust plans and programs in 
the areas of general business, marketing & sales 
and manufacturing that are customized specifically 
to your business needs. And, with nearly 50 years 
of senior and top-management experience in the 
petfood industry, we are able to give clear, actionable 
recommendations that are candid, open and honest. 

At PISC, quality is the cornerstone to which 
no concessions will be made. We strive for 
optimal quality in our deliverables, in balance 
with cost efficiency and timeliness according to 
our customer’s pre-set expectations. We commit 
to deliver on the promises we make, to respect 
the deadlines, to work with clear objectives and 
measurable results.

Our areas of expertise:
market intelligence

help with technological issues
qualitative auditing of marketing activity and 

Petfood Industry 
Strategic Consultants

Tel. +1.815.966.5411  
pisc@wattnet.net

Because the longer term starts today!
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WHAT IS AN “ONLINE FORUM”? 

WHO SHOULD ATTEND? 

WHY ATTEND? 

INFORMATIVE EDUCATIONAL PRESENTATIONS 
ON COMPANION ANIMAL NUTRITION, FEATURING: 

Exotic Ingredients Used in Petfoods 

The Science Behind Grain-free and Raw Diets for Cats

VIRTUAL PETFOOD FORUM SPONSORS:
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rian Simmons consumer survey data, 20% of dog or cat owners 
who purchase dry or wet food—about 12 million—regularly 
purchase senior or light/weight management foods as of winter 
2008/2009, up from 16% in 2004 (Figure 2).

US$3 billion + retail market
According to Packaged Facts’ latest pet market report, 

this adds up to more than US$3 billion in senior and weight 
management dog and cat food sold at retail. The true total may 
be much greater, however; these are market segments that can 
only broaden in the years to come. Companies closely associ-
ated with senior health and weight management likely also 
will reap the rewards of being viewed as overall pet health 
experts at the center of the lucrative wellness movement.� l

Information provided by Packaged Facts (www.
packagedfacts.com) based on reports including The 
US Market for Senior, Overweight and Disabled Pet 
Products (September 2009).

Wenger Industry Poll
Add your input
to the dialogue.

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

20082004

16%
20%

Figure 2. US purchases of light/weight 
management petfoods

From 2004 to 2008, the number of US households 
with dogs or cats that purchased light or weight 
management petfoods (dry and wet) increased by 
four percentage points.
Source:  Experian Simmons, Winter 2008-2009 Study of Media and Markets; 
compiled by Packaged Facts. Material used with permission.

Figure 1. Percentage of overweight/obese 
pets in US
In just one year, the number of overweight or obese 
cats jumped four percentage points, while for dogs, 
the percentage increased by one.
Source:  Association for Pet Obesity Prevention

Animal type Overweight/obese

2008 2007

Dogs 44% 43%

Cats 57% 53%
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Research Notes

Recurrence of obesity in Beagles
A study used commercially available dog food combined 

with human food to mimic at-home snacking and diet supple-
mentation. Adult female Beagles (n = 9) with free access 
to water and exercise were allowed to eat ad libitum two 
times their daily calculated number of calories using a dry 
extruded diet plus a blend of canola and soybean oils. After 
three weeks, pecan shortbread cookies were added.

Obesity was induced during a 19-week period with 1,875-
2,250 kcal/day consumed on average. The dogs were then 
subjected to a weight-loss regimen while consuming 490-730 
kcal/day. After weight loss, a similar degree of obesity was 
re-induced for 17 weeks even though dogs consumed only 
1,125-1,250 kcal/day.

Less time and fewer kcal were required to re-induce the 
same degree of obesity compared with the initial obesity 
induction. Human snack foods appeared to stimulate appe-
tite and thus contribute to the obese state. Food efficiency 
was also increased during the obesity re-induction period 

compared with the induction period. This information may 
help pet owners understand the need to limit table scraps 
and human food snacks in dogs prone to obesity and how to 
maintain ideal body weight after weight loss.
Source: D. Nagaoka et al., 2009. Re-induction of Obese Body Weight Oc-
curs More Rapidly And At Lower Caloric Intake In Beagles. JAPAN. PubMed 
ID: 19364373.

Functional Fatty Acids:  
Benefits and Science Behind 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:

Discuss the attributes of long-chain omega-3s XX
Review evidence-based nutritional information XX
Distinguish between LNA, EPA and other precursors vs. XX
preformed DHA 
And much more! XX

Register today for this FREE webinar to be presented by Petfood 
Industry magazine on September 22, 2009 at 2 p.m. Eastern.

To register, please visit https://www1.gotomeeting.com/register/707255992
Webinar sponsor

www.PetfoodIndustry.com

Space is limited.  
Register now

➤ Recurrence of obesity
in Beagles

(JAPAN. PubMed ID: 19364373) Less 
time and fewer kilocalories were required 
to re-induce the same degree of obesity 
compared with the initial obesity induc-
tion. Human snack foods appeared to 
stimulate appetite and thus contribute to 
the obese state.K

ey
 

C
o
n

ce
p

ts

062-0909PETrsh_C2201R5239.indd   62 8/26/2009   10:14:09 PM

http://www.petfoodindustry-digital.com/petfoodindustry/200909/TrackLink.action?pageName=62&exitLink=http%3A%2F%2Fwww.PetfoodIndustry.com
http://www.petfoodindustry-digital.com/petfoodindustry/200909/TrackLink.action?pageName=62&exitLink=https%3A%2F%2Fwww1.gotomeeting.com%2Fregister%2F707255992


Product News

Ribbon blender
Ross offers the 42NSD model ribbon 

blender. The model features a discharge 
screw positioned across the entire length 
of the trough. The screw is powered by 
a separate, direct-drive system for inde-
pendent speed control. The discharge/
extruder assembly is designed with 
close tolerances between the screw and 
trough, providing a positive flow and 
discharge force, the company says.

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

Kilowatt hour 
transducers

Onset Computer Corp. offers a line 
of kilowatt hour transducers for use 
with Hobo data loggers. The WattNode 
transducers—manufactured by Conti-
nental Control Systems and sold through 
Onset— are designed for high-accuracy 
measurements of one-, two- or three-
phase power in two-, three- or four-wire 
configurations. They connect directly 
to Onset’s web-based Hobo U30 moni-
toring systems and standalone Hobo 
Energy Logger Pro data loggers. 

Onset Computer Corp.
+1.800.564.4377

www.onsetcomp.com

Ingredients:

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

Services:

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

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

For Quality 
Petfood

Ingredients

Count On
Scoular People

www.scoular.com/petfood

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

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

● Carbide Die Plates that are
 incredibly long lasting!

● Extruder Screws that last
 for years!

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

 ©2009 Ever Extruder EE-09-01-0002
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➤ Equipment

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

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

www.bliss-industries.com

• Hammermills
• Pellet Mills

• Conditioners
• Crumblers

• Counter Flow Coolers

Manufacture Quality Product
with the

 Best Altima Hammermill
Proven, Trouble Free Performance

In diffi cult grind applications.

Mill Technology Company, Inc.
763-553-7416
888-799-5988

gary@mill-technology.com

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

4445 Malone Road   •   P.O. Box 18844
Memphis, Tennessee 38118

Tel:  901-531-6100   •   Fax:  901-531-6105
e-mail: Contact@hosokawa-cb.com

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

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

To order:
Ginny Stadel

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

Visa and MasterCard accepted

weidenmiller

For additional information, please 
contact Foster Printing Service,  

Call 866.879.9144  
or sales@fosterprinting.com

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

 

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

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

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

➤ Used Equipment

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

Also available — Process and Plant Design.

Pyramid Processing Equipment LLC
Stilwell, KS 66085

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

Blue Ridge Kennel
USDA registered research

facility performing petfood
testing since 1975.

Traditional and in-home
panels available.

Contact: Paul Plessner
telephone: 334/567-8195

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

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

➤ Testing

Quality affordable testing for palatability
and nutritional adequacy since 1982.

KENNELWOOD INC.

217 356-3539
email: dowatts@aol.com

LACROSSE MILLING COMPANY

Conventional and 
Organic Whole Grains

OAT FLAKES

OAT FLOUR

OAT BRAN

OAT FIBER

ORGANIC OATS

BARLEY

WHEAT

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

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

➤ Ingredients

Call Us Today 800-874-2376

For additional information, please 
contact Foster Printing Service,  

Call 866.879.9144  
or sales@fosterprinting.com

Custom reprint products of articles and features from 
Petfood Industry create powerful marketing tools that 
serve as instantly credible endorsements. 
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Tel 870-268-7500  Fax 870-268-7501
Jonesboro, Arkansas

www.arkansasricemills.com

We Are The Mill!

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

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

de Rosier, inc.
SPECIALIZING IN PET FOOD

INGREDIENTS MILLED FROM:
• corn • wheat • rice

• barley •
• flax • rye • oats

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

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

Fax: 612-339-3568

Enzymes for 
Flavors
Enzymes for 

Processing
Enzymes for 

Nutrition
Enzyme Development Corp

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

www.EnzymeDevelopment.com
info@EnzymeDevelopment.com

LaBudde Group
262-375-9111

TOMATO 
POMACE

High Quality

DRIED EGG PRODUCT
Excellent quality protein.
Our Dried Egg Product

contains NO hatchery waste.
Plant Approved For EU Export.

Manufactured and sold by:
VAN ELDEREN, INC.

Martin, MI
Tel:  (269) 672-5123
Fax: (269) 672-9000

Pizzey’s
Nutritionals

Angusville, MB. Canada

Enhance the nutritional
Value of your feed with

PIZZEY’S MILLED FLAXSEED
Superior Quality

Consistent Nutrient Composition
Cost Effective Source of OMEGA 3

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

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

➤ Ingredients

Brown Rice Organic Rice
Brewers Rice Bran
Rice Hulls Rice Protein

John Welisch
www.nationalrice.com

OFFERING A COMPLETE LINE OF
DEHYDRATED FRUITS AND VEGETABLES 

including

Contact us:   (707) 547-1776   sales@fdpusa.com
www.fdpusa.com

A leading supplier of quality ingredients since 1978

Sweet Potato  •  Spinach  •  Carrots
Pumpkin  •  Parsley

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

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

Nestlé Purina PetCare Company is a premier global 
manufacturer of pet products, with North American 
headquarters in St. Louis, Missouri. Due to changes 
and upgrades, we have used and sometimes new 
pet food packaging and process equipment for 
sale, such as: Can fillers, shrink and stretch wrap-
ping, bag closers, case packers, labelers, etc.
Visit our website to view entire inventory —
or contact:
Nestlé Purina PetCare, Investment Recovery Group - 2B
Checkerboard Square, St. Louis, MO  63164
Phone: 314/982-5115 or FAX 314/982-4199
E-mail:  sandra.schroeder@purina.nestle.com
Website:  www.investmentrecovery.com

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

Supplier of Bulk Specialty Oils 
to the Food, Dietary Supplement

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

www.bulknaturaloils.com

Premium Quality Ingredients
Identity Preserved
Certifi ed Organic & Conventional Non-GMO

P
roduct of U

S
A

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 complete product listing!

Let us be your Best Value - 
Quality, Service, Price - 
ingredient supplier!

• Soybeans
• Grains
• Seeds
• Dry Edible Beans
• Flours/Meals
• Rice Products

• Vegetable Oils
• Vinegars
• Brans/Germs/Fibers
• Instant Powders/Flakes
• Split/Dehulled Soybeans
• Sweeteners

Brown & Golden Flaxseed & Flaxseed Meal

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

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

➤ Ingredients

Portage la Prairie, MB. Canada
Specializing in sales of milled and whole 

flaxseed to the Petfood Industry
Contact Richard at 1 866 283 3331

Or Email: rzacharias@prairieflax.com 

NORTHERN NUTRACEUTICALS INC.
OFFERS PREMIUM OMEGA 3-6-9 PET FOOD INGREDIENTS

BORAGE OIL 20-22% GLA
FLAXSEED OIL 50-55% ALA – Certifi ed Organic

MILLED FLAXSEED – Certifi ed Organic 
www.northernnutra.ca            northernnutra@sasktel.net

Contact Kevin tel: 306 872 4820

FIBER SOLUTIONS
Apple

Blueberry
Cranberry

VEGETABLE 
BLEND

Unique blend of carrots, celery, beets, 
parsley, lettuce, watercress and spinach

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

www.labudde.com
labudde@labudde.com

Product solutions from concept to completion

Q U A L I T Y

MARINE
& VEGETABLE

OILS
Surprisingly Competitive Pricing

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

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

203-761-1009

Since       1930

“Your partner for 
ingredient sourcing, 

processing and supply”

WHITE POTATO
SWEET POTATO

Isaac Matthews  
imatthews@lansingtradegroup.com

419-887-5709
www.lansingtradegroup.com
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U N S T O P P A B L E C U S T O M E R C O M M I T M E N T

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

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

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

NEW!
SupersizeBulk

Bags!
NEW!

SupersizeBulk
Bags!

EliminatetheMess
SaveonRips,SpillsandStainswithToughNew
SupersizeBagsfromBemis

Sign up for strategic packaging 
insights with BEBriefs 

e-newsletters at milprint.com.
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Geelen Counterflow Holland
Geelen Counterflow USA
Geelen Counterflow Argentina
Geelen Counterflow China

info@geelencounterflow.com
www.geelencounterflow.com

For highest food safety standards
Swivel Valve Cooler MkII
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