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Petfood-Connection: Is your petfood 
ready for the spotlight?
http://www.petfood-connection.com/forum/topics/

is-your-petfood-ready-for-the 

Daily Tweets
www.twitter.com/petfoodindustry

Stay Connected
www.companies.to/petfood-connection.com 

Petfood Industry TV
www.youtube.com/user/petfoodindustrytv

Online exclusives

PowerPoint: Communicating with pet 
owners about petfoods
Watch the Virtual Petfood Forum: Target Nutrition presenta-

tion from Kathryn E. Michel, DVM, at www.petfoodindustry.

com/Whydobuy.aspx.

Presentation: The science behind 
grain-free and raw diets for cats
See more of Dr. Brittany Vester Boler’s research on these 

niche petfoods at www.petfoodindustry.com/

SciencePowerpoint.aspx.

Checklist: HACCP step by step
For Dr. David Rosenblatt’s complete checklist and guide 

to a safer, smooth-running manufacturing plant, visit 

www.petfoodindustry.com/HACCPlist.aspx.
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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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“ON SOLID GROUND.” That’s how 
Packaged Facts describes the US pet 
industry in its new report, US Pet Market 
Outlook 2010-2011: Tapping into Post-
Recession Pet Parent Spending (www.
packagedfacts.com). It shows the pet 
care market grew last year despite the 
awful economy, and most signs point to 
continued growth for the next year and 
beyond. However, our industry will need 
to monitor a few potentially dark clouds.

THE REPORT SAYS US sales of 
veterinary services rose almost 8% 
in 2009 (to US$18.4 billion), followed 
by petfood at 5% (US$17.8 billion), 
non-medical pet services at 4% (US$5.8 
billion) and non-food supplies at 3% 

(US$10.7 billion). In share of the overall US pet 
care market, veterinary services leads at 35%, with 
petfood close behind at 34%. 

But over the next four years, Packaged Facts 
predicts the veterinary services share to increase 
to 40.7%, with petfood’s falling to 30%. Why? “As 
the population of senior pets continues to rise and 
market participants continue to adapt human-style 
technologies and medications and develop new 
pet-specific ones, the veterinary category will see its 
growth rate steadily increase,” the report states.

Meanwhile, retail price-cutting for petfood (in 
PetSmart and Petco) could slow dollar growth, 
Packaged Facts says, surmising that “2009 saw 
considerable migration of premium petfood 
purchasers across channels and brands.” Walmart 
had strong pet category growth; the pet specialty 
and natural supermarket channels lagged.

PET OWNER CONFIDENCE is another factor, 
and the picture is mixed. Packaged Facts cites its 
own study of approximately 700 US pet owners 
in February, which showed 19% of respondents 

strongly disagreeing that they are spending less 
on pet products because of the economy. However, 
21% somewhat agreed they’re spending less. The 
report also mentions a February study by Catalyst 
Direct showing 73% of pet owners (among 400 
Americans surveyed) worried about finances, 64% 
more anxious and 59% less confident.

The March issue of Pet Business magazine 
reported on a survey of nearly 500 consumers in 
five US metropolitan areas (www.petbusiness.com/
articles/2010-03-01/A-Portrait--of-Our-Shoppers) 
showing 71% of respondents now consider price the 
top priority when buying pet care products. Further, 
31% said they’re spending 25-50% less on pet 
supplies compared to a year ago; 24% are spending 
50-75% less. When shopping for petfood, 60% 
said they buy from mass merchandisers (including 
grocery stores); 21% shop at Petco or PetSmart and 
16% at independent pet stores.

THERE IS GOOD news. The Pet Business survey 
revealed petfood is not suffering as much as other 
pet categories; consumers said they’re still willing to 
spend more to ensure their pets’ nutritional needs 
are met. In the Catalyst Direct study, 83% of pet 
owners cited their pets’ emotional support helping 
them survive the rough economy and 86% valued 
the sense of stability their pets provide.

Packaged Facts predicts the retail playing field 
will level out by the end of this year, with premium-
oriented pet owners who went to mass merchan-
disers returning to pet specialty stores. It projects 
US petfood sales to grow 4.5% in 2010 and 2011.

AND IF YOU use new product introductions as a 
barometer of the industry’s health and momentum, 
as Packaged Facts does, we’re in good stead. The 
report touts a 14% increase in pet product launches 
last year (according to Datamonitor’s Product 
Launch Analytics), following a 38% rise in 2008. 
Many were for petfood products. ■
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Something to Chew On
Debbie Phillips-Donaldson

Bright days ahead—
with a few clouds
Bright days ahead—Bright days ahead—

Most signs point to 

continued growth for 

the US pet industry, 

but with some caution.

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

Find more
See the Petfood Forum 2010 

presentation by David Lummis 
of Packaged Facts at www.

petfoodindustry.com/
LummisForum2010.aspx.
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Petfood Forum Asia draws professionals from 
throughout region 

More than 100 petfood professionals from throughout Asia-Pacific, as well as several countries 
in Europe, attended Petfood Forum Asia 2010 on March 3 in Bangkok, Thailand, to learn from 
industry experts about the market, pet nutrition and key processing and safety issues.

Attendees representing 19 
countries received data and insights 
from Jean-Jacques Vandenheede of 
AC Nielsen Europe on the quickly 
recovering and growing consumer 
packaged foods market, including petfood. George C. Fahey, PhD, of the University of Illinois and 
David Thomas, PhD, of Massey University in New Zealand both shared research on cat nutrition 
(fiber sources and nutraceuticals, respectively), while Anton C. Beynen, PhD, of Vobra Special Pet 
Foods in the Netherlands presented his case for breed-specific vs. all-breed and all-lifestage foods 
for dogs.

In addition, Jim Mann of Kemin Nutrisurance explored the nutrition, palatability and safety 
aspects of biogenic amines in petfoods. Galey Rokey of Wenger Manufacturing explained how 
processing and hardware impact petfood safety, and Enzhi (Michael) Cheng, PhD, and Will Henry 
of Extru-Tech Inc. covered critical processing issues for saving energy and money.

Petfood Forum Asia, held for the second time, occurred in conjunction with Victam Asia, which 
drew key global petfood and feed suppliers and professionals to its three-day trade show. Both 
Petfood Forum Asia and Victam Asia are scheduled to be held again in 2012.

Industry News
Quick Hits
NSF International 
announced a new 
strategic partner-
ship with MET 
Laboratories. 
Ted W. Beaty, 
executive vice 
president and 
co-founder of 
elevator bucket 
company Tapco 
Inc., has retired.  
Buhler Aeroglide 
announced a li-
cense agreement 
with Ronning 
Engineering Co. 
Inc. that includes 
the use of Ron-
ning’s drying 
technology for 
specifi c market 
segments like 
biomass. 
Vortex Valves 
International 
appointed Oliver 
Küng as the new 
sales manager 
of Vortex Valves 
GmbH. 

Learn more
The latest news and updates 

are always on 
www.PetfoodIndustry.com.

April 2010   IndustryIndustryPetfoodPetfood

Today’s petfood claims require solid data. At Summit Ridge 
Farms, we provide the pet food industry with accurate, reliable and 
precise research on all types of testing protocols for cats and dogs.  

Dental Protocols  •	
(as per VOHC)

Palatability Testing•	
Digestibility/ •	
Metabolism Testing
Stool Quality Analysis •	

Blood Level Protocols•	
AAFCO Nutritional  •	
Adequacy
Urine pH•	
Weight Loss Protocols•	
Customized Tests Available•	
Product Safety Testing•	

Setting the standard for pet food testing
570.756.2656  •  Fax 570.756.2826  •  www.SRFarms.com

Are you backing your claims with solid data?  

010-1004PETnews_C2201R9785.indd   10 3/24/2010   12:31:01 PM

http://www.petfoodindustry.com
http://www.PetfoodIndustry.com
http://www.SRFarms.com


011-1004PETnews_C2201R9785.indd   11 3/24/2010   12:32:01 PM

http://www.novusint.com


I N S P I R E D  M O L E C U L A R  S O L U T I O N S ™

VISIT KEMIN.COM

© Kemin Industries, Inc. and its group of companies 2009 All rights reserved.  ® ™ Trademarks of Kemin Industries, Inc., U.S.A.

Kemin Palasurance™ gives your product 
complete palatability assurance 

Even for doggie divas.
.

She may be a fi nicky eater, but she’ll love the enticing aroma and fresh 

fl avor Kemin Palasurance adds to your product every day, at every meal. 

Kemin palatants start with only the best raw materials. We use  42 years 

of scientifi c research to provide complete freshness and stability to 

protect the quality of your fi nal product. Rest assured, Kemin delivers 

the best palatants and stabilization on the market today. 

CONTACT A KEMIN PALATABILITY EXPERT TODAY!

North America +1 877 890 1462

Europe +32 14 25 97 80

South America +55 (49) 3312 8650

KEMIN PALATANTS PLEASE
EVEN THE TOUGHEST CRITICS
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THE FACE of HEALTH

© 2010 Corn Products International SD106727

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

immunity • digestive function • nutrient utilization

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

Contact us today for more information.
fortifeed.com

800-522-4682

Visit us at 
Petfood Forum Booth #608

FDA investigating 
dog treat 

The US Food and Drug 
Administration said it is looking 
into complaints about the 
Real Ham Bone for Dogs that 
has reportedly caused serious 
illness or death in dogs.

The smoked pig femur sold 
as a dog treat is distributed 
by Dynamic Pet Products, 
according to The Associated Press.

China aims to 
restrict imported 
petfood 

China’s State Council 
recently released the revised 
draft of the Administrative 
Rules of Feed and Feed Addi-
tives to address the issue of 
melamine contamination in 
petfood in the country.

However, the legislation 
explicitly aims to restrict the 
direct sale of imported petfood 
and feed additives by foreign 
enterprises and individuals.

This, and other restrictions 
included in the draft on foreign 
suppliers, has more to do with 
protecting state-owned enter-
prises than enhancing petfood 
safety.

UK petfood manufacturer Wagg 
Foods has developed the first dog 
food advertisement that smells of its 
product’s meaty aroma.

The billboard, which depicts a 

bowl of dog treats, is scented with 
a customized aroma that Wagg 
researchers have developed after 
studying dogs’ preferences.

If it proves popular with dogs when 

it is unveiled at a number of 
London locations, the company 
plans to roll out the advertise-
ments across the UK.

Wagg unveils scented advertisement for dogs
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SERVE THE BEST FOR YOUR PETS

We supply top quality meat raw materials for 
your pet food production 

   animal by-products for nutrition

   digests for palatability and claim

   snacks for treats 

Specialist solutions - for your benefit!       

BHJ Pet Food
- global sourcing, local delivery

- when you are looking for real value

Visit BHJ at Interzoo - Nürnberg, Germany
13-16 May 2010
Hall 7, stand 377

Head office +45 74 35 35 35 · www.bhj.com
Tel: US +1 402 734 8030 · Canada +1 905 951 2030
Spain +34 93 240 4065 · France +33 5 49 64 12 56 

Sweden +46 435 46 21 00 · Lithuania +370 37 302060  
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Dog biscuits
Cranimals offers functional dog biscuits 

called Zendog, which are formulated with 
organic pumpkin extract and a concen-
trated source of tryptophan, according to 
the company. The biscuits include cold-pressed cranberry 
seed oil, flax protein powder and the company’s Original 
Cranberry Supplement. The biscuits are designed to help 
calm anxious dogs.

Cranimals
+1.866.762.6315

www.cranimal.com

Dog weight management formula
Holistic Select from WellPet/Eagle Pack Pet Foods offers 

Weight Management for Dogs. It’s designed to have less fat 
and fewer calories to promote weight loss, according to the 

company, and also contains L-carnitine. It has a 
fatty acid blend for healthy skin and coat.

WellPet 
+1.800.225.0904

www.holisticselect.com

Tortoise formula
Tortoise MonsterDiets from Zeigler Bros. is a vegetable 

protein-based diet for herbivorous land tortoises. The 
formula uses protein and fiber sources blended with vita-
mins and minerals and is designed to promote growth, 
proper shell development and longevity. 
Ingredients include carrot, dandelion, celery, 
beet, parsley, lettuce and watercress.

Zeigler Bros. Inc.
+1.800.841.6800

www.zeiglerfeed.com

New Products
Get more

To feature your new product in 
Petfood Industry, contact Tara 
Leitner, Tel: +1.815.966.5421,  

tleitner@wattnet.net.  

For Consumers

April 2010   IndustryIndustryPetfoodPetfood

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

   • Improved GI tract health
   • Improved immune activity
   • Builds stronger defences

Helping animals live well.

(902) 468.2840
1.800.575.9100    

 tasco.ca/petfood

Visit us at                                Canadian Pavilion Hall 2.

Tasco® offers to pet food 
manufacturers a unique, 
functional ingredient that 
will set product formulation 
apart from the rest.

info@acadian.ca
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Grain-free cat food
Dick Van Patten’s 

Natural Balance L.I.D. 
Limited Ingredient 

Diets Green Pea & 
Salmon Formula for 
Cats is one of the 
company’s grain-
free allergy formulas. 
It is made specifically 
for cats and kittens 
prone to allergies 
and is suitable for all 

breeds and lifestages. Green Pea & 
Chicken formula also is available.

Natural Balance Pet Foods Inc. 
+1.800.829.4493 x145 

www.naturalbalanceinc.com

Small, medium dog 
breed food 

Giuntini offers a small and medium 
size dog food that is part of the 

Crancy Italian Way 
line, inspired by 
traditional Italian 
cuisine. Ingredi-
ents include olive 
oil, rosemary oil, 
tomato extracts 
and garlic powder. 
There are no 
preservatives or artificial color-
ings, according to the company.

Conagit S.p.A.
+075.8517845

www.conagit.it

Small dog treats 
Blue Dog Bakery 

offers Super Stars small 
dog treats. The baked 
treats are designed to 
help clean teeth and 
freshen breath. Each 

box comes with an 

assortment of flavors—Grilled Steak, 
Bacon and Roasted Chicken. Each treat 
contains 9 calories, according to the 
company.

Blue Dog Bakery
+1.888.749.7229

www.bluedogbakery.com

Superfood 
dog biscuits 

Zuke’s offers its 
Superfood Organic Dog 
Biscuit formulas in three 
flavors—Mean Greenz, 
Very Berryz and Health 
Nutz. All the flavors 
combine superfoods 
and a mixture of organic 
oats, barley and molasses.

Zuke’s
+1.866.985.3364
www.zukes.com

For Consumers
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Antler chews
Free Range 

Dog Chews has 
Buckarooz: deer 
antlers cut to size 
and packaged. The 
marrow-filled antlers 
are high in calcium 
and phosphorous and 
provide long-lasting chew, according 
to the company. The antlers are US 
sourced.

Free Range Dog Chews Inc.
+1.586.752.3040

www.freerangedogchews.com

Organic petfood line
The Humane Society of the 

United States has a certified-organic 
dog food line called Humane 
Choice. The food meets the nutri-
tional levels established by the 

Association of 
American Feed 
Control Officials 
for adult dog 
food, according 
to the society, 
and it is not 
tested on labora-
tory animals, is 
cruelty-free and 
does not contain 
any fats or proteins derived from 
animals.
Humane Society of the United States

+1.760.842.1073
www.thehumanechoice.com

Canned dog, cat food

Fromm Family Foods offers a 
variety of grain-free canned foods 
for dogs and cats. The Four-Star and 
Gold Canned foods feature meat 
simmered in broth. A variety of 
flavors are available.

Fromm Family Foods
+1.262.242.2200

www.frommfamily.com

Fruit and 
veggie treats

Loving Pets offers 
Vegitopia fruit and 
vegetable treats for dogs. 
Flavors include apple, 
banana, carrot, sweet 
potato and pineapple. 

Loving Pets
+1.866.599.7387

www.lovingpetsproducts.com

For Consumers
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®

Produce multiple colors and 
multiple shapes . . . all in a single pass.
P d lti l l d

Once again, Extru-Tech® is stretching the boundaries of single screw 
extrusion cooking technology. The all new Multi-Color/Multi-Shape 
Die Assembly allows the production of up to 4 separate colors and 
multiple shapes simultaneously. The revolutionary technology  
allows you to dramatically reduce mixing, batching and  
additional handling costs commonly associated with  
multiple color and multiple shape finished product.  
The potential increase in profit is significant.

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

Corporate Office
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ulti-Shape pe
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®
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Petfood extruder
Clextral’s Evolum LT 145 

extruder incorporates advanced 
temperature control for managing 
complex recipes in the processing 
of premium dry and semi-moist 
petfoods. The Evolum LT 145 
operates at throughputs from 5-10 
metric tons per hour. The machine 
includes ergonomically designed 
anti-slip steel footmounts as well 
as handrail and footrail.

Clextral Inc.
+1.813.854.4434

www.clextral.com 

For Manufacturers

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

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

(877) 498-2670
mktg@accuratefeeders.com

www.accuratefeeders.com

Why risk inconsistent flavor &
quality using inaccurate feeders?

Schenck AccuRate is a unit of Schenck Process      ©2008 Schenck AccuRate
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• Feeding Majors,

Minors and 
Dry Palatants

• Kibble Blending
• Extruder Feeding
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Packaging analysis
Mocon Inc. offers Advanced 

Packaging Solutions, designed to 
test for food deterioration, shelf 
life, microbial issues, transporta-
tion analysis and more. Testing 
capability includes a variety of 
types, substrates and compo-
nents—flexible structures, foil 
seals, pouches, aseptic boxes, trays 
and lidstock, etc.

Mocon Inc.
+1.763.493.7231

www.mocon.com

Fish protein isolates
Bluewave Marine Ingredients 

offers its PerfectDigest line of 
petfood ingredients featuring low 
molecular weight peptide fraction 
with no fish oil component. The 
company uses membrane purifica-
tion, which aims to reduce salt and 
biogenic amine components that 
can cause digestive tract problems.

Bluewave Marine Ingredients
+1.511.437.1555

www.bluewaveperu.com 

Bulk bag conditioner
Flexicon Corp. offers a sanitary 

bulk bag conditioner for loosening 
bulk solid material that has solidi-
fied during storage and shipment, 
allowing bulk bag unloaders to 
discharge it through bag spouts. 

For Manufacturers

April 2010   IndustryIndustryPetfoodPetfood

©2010 Rotex Global, LLC

Dry Screening Reaches New Heights
The APEX™ Screener from ROTEX Global, LLC, is the 
smart solution for dry screening. The APEX delivers  
high productivity and low operating costs with 
the same efficiency and gyratory-reciprocating 
motion as the ROTEX® Screener. Ergonomically 
designed to increase uptime, the APEX features 
side access doors that enable quick screen 
changes and maintenance by one person. 

To find out how the APEX™  Screener can increase your 
productivity, go to rotex.com/apex, or call 1-800-453-2321.

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
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The stainless steel conditioner 
features two hydraulic rams with 
specially contoured end plates that 
press opposite sides of the bulk bags.

Flexicon Corp. 
+1.888.353.9426

www.flexicon.com

Barrier film
Rollprint Packaging Products 

Inc. offers ClearFoil Z and ClearFoil 
X, clear ultra-high barrier pack-
aging options as an alternative to 
foil. ClearFoil Z reaches ultra-high 
oxygen barrier properties of 0.0008 
cc/100in2/24 hours and mois-
ture barrier properties of 0.0008 
g/100in2/24 hours, according to the 
company. ClearFoil X performs at 
0.004 cc/100in2/24 hours and 0.004 
g/100in2/24 hours. The two barrier 
films are made with aluminum 
oxide-coated polyester that can be 
either laminated or extrusion-coated 
with any of Rollprint’s sealant tech-
nologies. 

Rollprint Packaging Products Inc.
+1.512.869.6620

www.rollprint.com

Mercury test
Thermo Fisher Scientific Inc. 

offers the iCE 3000 Series AA spec-

trometers and VP100 vapor genera-
tion accessory to detect trace levels 
of mercury in fish. Coupled with the 
VP100 vapor generation accessory, 
the iCE 3000 Series AA spectrome-
ters are capable of reaching detection 

limits of 0.014 mg/kg, according to 
the company.

Thermo Fisher Scientific Inc.
+1.800.532.4752

www.thermofisher.com
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“Touch Screen Easy”
“Meet the NEW SafTestII™  high sensitivity platform for petfood and raw ingredient testing.  The 
combination of touch screen based protocols with ready-to-use kits make your most demanding 
applications easy to analyze in the connivence of your own laboratory.  With nanomolar 
sensitivity and high reproducibility,  5%CV, the SafTestII™  AOAC certified platform and kits are 
the most economical and environmentally-friendly solution for quick, simple and accurate 
determination of Peroxide Value, Free Fatty Acids, Percent Fat, Aldehydes and Alkenals in 
production, R&D, process control and quality assurance of your products.” 

 A “NOSE” 
for Quality 

Visit us at  www.mpbio.com/saftest  for just better information, education & deals. 
North America, Tel:  1.800.848.1163      Asia Pacific, Tel:  Europe, Tel:  00.33.3.88.67.54.44   saftest@mpbio.com 65.6775.0008 
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Peroxide Value

Free Fatty Acids

Percent Fat

Alkenals

Aldehydes

TM
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The secrets of
se lec t ion By Jessica Taylor

How do pet owners choose petfood? Dr. Kathryn E. Michel explains 
the philosophy behind people’s food choices for themselves and 
how that translates to what they look for in their pets’ food

If you really want to know why pet 
parents buy the foods and treats 
they do, ask them. Build a relation-
ship with your customers and be 
transparent.

Online extra!
View Dr. Kathryn Michel’s Virtual 

Petfood Forum presentation, “Communi-
cating with pet owners about  petfoods and 

unconventional diets,” at  www.
petfoodindustry.com/Whydobuy.aspx.

April 2010   IndustryIndustryPetfoodPetfood
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CONSUMERS HAVE A growing aware-
ness of the role of nutrition in main-
taining health and preventing disease, 
not only in their personal lives but their 
family’s as well, which often includes 
pets. Combined with a growing accep-
tance of complementary and alternative 
forms of medicine, and an increased 
access to information, especially via the 
Internet, pet parents have become more 
concerned with pet nutrition.

Suddenly, pet owners are scru-
tinizing petfood labels for calories, 
ingredients and country of origin 
labels as they would a meal meant 
for their own dinner table. Kathryn 
E. Michel, DVM, of the University of 
Pennsylvania investigated this new 
philosophy behind buying food for the 
pets’ bowl and found the reason why 
consumers buy what they do.

NUTRITION PUSHED TO the fore-
front of pet owners’ minds soon after 
the 2007 petfood recalls. Pet parents 
started looking for information on 
dogs’ and cats’ nutritional needs, and 
Michel says they often found it from 
veterinarians, family and friends, the 
media, the Internet, groomers and 
trainers.

Did you notice none of the 
consumers mentioned looking for 

information from the manufacturer 
or the nutritionists helping to develop 
petfood formulas? Instead, more 
and more often, veterinarians have 
become the source of information for 
things like the safety and nutritional 
adequacy of commercial petfoods, 
alternative and unconventional diets 
and dietary supplements.

If petfood producers take the time 
to understand why pet owners choose 
certain feeding practices, that would 
help facilitate:

Discussion of options and alterna-■

tives to current feeding practices; 
and
Influencing pet owners to modify ■

their feeding practices.
According to Michel, when 

consumers are worried about nutri-
tion, they are most interested in the 
ingredients being used to make up 
their pets’ diets. Common ingredient 
concerns include types and sources of 
ingredients—does the package mention 
by-products, rendered meats, grain/
grain-free or list additives? Another 
thing pet parents are looking for when 
they scan a petfood label: What ingredi-
ents are lacking? 

• Salmon

• Tuna

• Menhaden

• Herring

• White Fish

• Anchovy

• Sardine

• Freshwater

• Crab

• Shrimp

Count on Scoular People
for Your Fish Meal Needs

Justin Stadden
Jeff Shaffer

(800) 875-8905

www.scoular.com

Available:

• Naturally
  Preserved

• Bulk

• Bagged

• Toted
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Consumers continue to be interested in 
alternative diets—those that deviate from 
processed dry and canned wet petfoods—
like raw, frozen, refrigerated, holistic, 
vegetarian, vegan, natural, organic and home-
prepared meals.
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Kathryn E. Michel, DVM, MS, 
DACVN, is an associate professor 
of nutrition in the Department of 
Clinical Studies in the School of 
Veterinary Medicine at the Univer-
sity of Pennsylvania. She is also  a 
diplomat and current chair of the 
executive board of the American 
College of Veterinary Nutritionists.

KNOWING WHAT 
IS in petfood is one 
thing, but knowing 
where and from whom 
these ingredients are 
coming is another. 

More often, however, pet owners want 
to know about quality assurance (QA) 
practices your company has in place to 
ensure the safety of their four-legged 
family members:

Do you have established vendors?■

What specifications do you hold ■

your vendors to?
Are your ingredients tested for ■

nutrient content, microbiologic 
concerns and toxins?
Do you use feeding trials as a stan-■

dard for nutritional adequacy?
In order to communicate with 

consumers about their nutritional, 
ingredients and QA questions, Michel 
recommends addressing concerns 
instead of ignoring or avoiding them. 
Identify the specific concerns of the pet 
owner, correct misconceptions they may 
have and emphasize the importance of 
QA, she suggests.

If pet parents are becoming more 
concerned about the foods they are 
eating, it’s only natural for them to 
start to have the same worries about 
the foods their pets are eating. Food 
is, as defined by a social construc-
tionist viewpoint, a domain in which 
individuals define who they are in 
contrast to others.

According to Michel, pet owners 
will not only transfer their attitude 
about food to how they think their 
pets should be fed but also may focus 
on how the pet’s identity is defined by 
diet. When consumers begin to view 
their dog and cat’s diets in this way, 
they will often begin to investigate 
alternative diets—those that deviate 
from processed dry and canned wet 
petfoods—like raw, frozen, refrig-
erated, holistic, vegetarian, vegan, 
natural, organic and home-prepared 
meals.

These types of foods appeal to 
many pet parents for multiple reasons 
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such as being viewed as more ethical, 
better for the animal, more “natural” 
for the animal or safer than traditional 
diets. When pet owners turn to these 
unconventional diets in search of an 
answer to a pet’s health problems, 

weight management or personal 
beliefs of their own, Michel reminds 
producers and manufacturers to pay 
attention:

What are the owner’s reasons for a ■

new diet or feeding regimen?

What does the owner perceive as ■

being better or healthier about the 
diet?
Educate your consumer base on your ■

food and your diet and why it works!
And remember, never be afraid to ■

offer alternatives.
If you really want to know why 

pet parents buy the foods and treats 
they do, ask them. 

Build a relationship with your 
customers and be transparent. Once 
you can establish an open dialog, 
you will begin to learn just what 
consumers are after when they are 
making meals for Fido and Fifi. ■

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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The “B” word
The animal feed industry, 

including the petfood sector, regu-
larly uses the by-products of the 
human food industry in the formula-
tions for their foods. According to 
Michel, the public perception is often 
that by-products by defi nition are 
unwholesome and non-nutritious. 
Although it is true that by-products 
vary in their quality and suitability 
as ingredients, many are essential 
to the nutritional needs of dogs 
and cats, no matter how unsavory 
they may sound. Even feed ingredi-
ents not specifi cally designated as 
by-products—beef, for example—are 
often what many pet parents would 
consider offal. What can you do to 
change public perception? 

Educate pet owners on the benefi ts  ■

of your ingredients.
Be transparent about your ingre- ■

dients. Many petfood companies 
provide a full list of ingredients 
either on their packaging or their 
website.
Provide scientifi c information on  ■

the development of your petfood 
formula.
Don’t be afraid to let nutrition- ■

ists and veterinarians weigh in. 
Consumers want the facts from 
someone they trust!
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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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north america  636.329.0435  
northamerica@afbinternational.com 

latin america  54.11.4894.8570 
latinoamerica@afbinternational.com.br

europe  31.73.5325777 
europe@afbinternational.nl

asia/pacific  61.398.799093 
khall@afbinternational.com

australia  61.359.711105 
jseletto@inghams.com.au

UNDERSTANDING CATS MEANS IMPROVED CAT FOOD PALATABILITY.

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

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 floor of a 
customer’s manufacturing facility, we meet 
challenges head-on to improve palatability

By taking a holistic approach to palatability, AFB’s 
team of professionals develop concepts that can 
be commercialized for an increasingly demanding 
global marketplace.  The result is true product 
innovation delivering the next generation of 
palatability performance.

To learn more, contact AFB International or visit
www.afbinternational.com.
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UNDERSTANDING CATS MEANS IMPROVED CAT FOOD PALATABILITY.

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

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 floor of a 
customer’s manufacturing facility, we meet 
challenges head-on to improve palatability

By taking a holistic approach to palatability, AFB’s 
team of professionals develop concepts that can 
be commercialized for an increasingly demanding 
global marketplace.  The result is true product 
innovation delivering the next generation of 
palatability performance.

To learn more, contact AFB International or visit
www.afbinternational.com.
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PREMIUM 
DOG FOOD

ORGANIC

NET WEIGHT 6.6 lb (3 kg)

YOUR CHOICE
To Respec t  &  Humane ly  

Trea t  A l l  An ima ls

To Feed Your  Dog 
The F ines t  Ava i lab le  
Organ ic  Ingred ien ts

To He lp  E l im ina te  
Fac tory  Farming

MADE WITH 
FRESH VEGETABLES
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THE HUMANE SOCIETY of the United 
States (HSUS) just released its first ever 
dog food, Humane Choice. Launched in 
February 2010, the dog food  is a vegan, 
soy-based formula and does not support 
the factory farming industry, according 
to HSUS.

HSUS is largely known as the nation’s 

largest animal protection organization—
not a petfood manufacturer—and has 
recently come under scrutiny by the 
Center for Consumer Freedom. The 
group, represented by blogger David 
Marosko, recently took out a full-page ad 

in the New York Tmes, accusing HSUS of 
failing to allocate a significant amount of 
donations to needy pet shelters.

In a recent blog post by Petfood 
Industry editor-in-chief Debbie Phillips-
Donaldson, she voiced the thoughts 
of many industry insiders: “I have to 
confess surprise that an organiza-
tion like HSUS would even enter this 
marketplace. Think about it: HSUS has 
consistently pursued an activist agenda 
targeting significant segments of the 
economy, including agriculture and 
even petfood in the wake of the 2007 US 
recalls. Is HSUS following the cliché, if 
you can’t beat ‘em, join ‘em—convinced 
it can do better?”

With a marketplace that has somehow 
remained incredibly resilient despite a 
worldwide recession, and recent legisla-
tion like the petfood tax in California 
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MADE WITH
FRESH VEGETABLESFRESH VEGETABLESFRESH VEGETPetfood 

gets 
political By Jessica Taylor

HSUS recently launched its own line of organic dog food—what 
does its entry into the marketplace mean for the industry? 

With a marketplace that has 
somehow remained incredibly 
resilient despite a worldwide 
recession, and recent legislation 
like the petfood tax in California 
aimed at establishing a statewide 
animal abusers registry, one 
thing’s for certain, HSUS has 
made a very strategic move.

Read more!
To read and respond to Debbie Phillips-
Donaldson’s blog, “What do you think 

about the new dog food from HSUS?” go 
to http://www.petfood-connection.com/

profiles/blogs/what-do-you-think-about-the 
and join the discussion.

April 2010   IndustryIndustryPetfoodPetfood

HSUS is largely known as the 
nation’s largest animal protec-
tion organization—not a petfood 
manufacturer—and has recently 
come under scrutiny by watch 
groups like the Center for 
Consumer Freedom.
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Relax — it’s just that simple. You don’t need to spend more to get consistent, 

effective antioxidant protection for your pet food products. Ameri-Pac provides 

high-quality, affordable antioxidants through our OxyGon® and OxyBlock® lines. 

Our products are backed by experienced technical support and responsive, 

knowledgeable customer service. They are simply a better value.

Be finicky about your bottom line. 
Call Ameri-Pac at 800-373-6156.
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www.Ameri-Pac.com
© 2010 Ameri-Pac, Inc.
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Humane Choice is a dry kibble that is formulated to meet the 
nutritional needs of adult dogs and does not contain corn, dairy, 
artificial coloring, wheat, wheat gluten, animal-based protein or 

ingredients produced by genetic engineering, according to HSUS.  

aimed at establishing a statewide 
animal abusers registry, one thing’s 

for certain, HSUS has 
made a very strategic 
move.

“IT WAS LARGELY 
because of 
the 2007 
recalls that 

we decided 
to look into 

producing 
our own 

brand of petfood,” explains an HSUS 
spokesperson. “Pet owners lost confi-
dence in the petfood industry, and 
we wanted to make sure there was a 
safe, organic, natural choice available 
in the marketplace.”

HSUS also advocated for federal 
legislation that passed Congress in 

2007, requiring the Food and Drug 
Adminstration to set ingredient and 
processing standards for petfood, 
strengthen labeling requirements, 
establish an early warning system 
for contaminated food products and 
improve communication with the 
public and veterinarians during recalls, 
including a searchable online recall list 
posted on the agency’s website.

HUMANE CHOICE IS a dry kibble 
that is formulated to meet the nutri-
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We are experienced in developing proprietary ingredients to meet 
your specifications with assured confidentiality. Whether you’re 
looking for a new variety, or just want to add some spice to your 
existing line, call The Peterson Company.

Solutions Provided.

6312 West Main, Kalamazoo, MI 49009  |  Ph: 269.350.2900  |  Fax: 269.350.2916  |  www.thepetersoncompany.com

“Products Produced in the USA”

Let us help you 
reach your goals

Products produced in USA

Why has HSUS suddenly decided 
to throw its hat in to the already 
flooded petfood arena?
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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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tional needs of adult dogs and does 
not contain corn, dairy, artificial 
coloring, wheat, wheat gluten, 
animal-based protein or ingredients 
produced by genetic engineering, 
according to the organization. “Our 
product is certified organic and 
does not contain any animal-based 
proteins or fats,” says the HSUS 
spokesperson. “It is a complete and 
balanced natural formula made with 
fresh vegetables and grains.”

Another representative for HSUS 
says the company employed the 
services of two different veterinary 
nutritionists, both members of the 
American College of Veterinary 
Nutrition, to evaluate the formula 
and ingredients as well as the specific 
forms of the vitamins and minerals 
used in Humane Choice to ensure 

that the vegan dog food would meet 
all the requirements established by 
the Association of American Feed 
Control Officials for adult dogs. 

Currently, Humane Choice is avail-
able at Petco.com and select Whole 
Foods Markets in New York and New 
Jersey, USA. According to an HSUS 
spokesperson, the dog food will be 
in select Petco stores and additional 
Whole Foods Markets later this 
spring. Humane Choice is produced 
by a US Department of Agriculture 
(USDA) organic-certified grower 

and manufacturer in Uruguay. “The 
family-owned and operated busi-
ness has been growing grains and 
vegetables and making and exporting 
organic and vegetarian dog food for 
many years,” HSUS explains.

Susan Thixton, the voice of
TruthAboutPetFood.com, dug a little 
deeper and asked Sarah Barnett of 
HSUS to explain using an offshore 
manufacturer. “We sought a USDA-
certified organic manufacturer 
with years of experience producing 
quality dog food and facilities 
that met our safety, sanitary and 
environmental expectations,” says 
Barnett. “The selection of such a 
partner means that we can supervise 
harvest, production and packaging 
of Humane Choice in one location, 
through a single-source supplier 
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[@]See for yourself!
To view a full package label and 
in-depth Q&A with HSUS, visit 

www.humanechoice.com. To 
learn more about HSUS, check 

out humanesociety.org.

Register to view our most recently archived webinar “Measurement and Control of 
Water Activity in Pet Food Products,” originally broadcast on February 25, 2010 at 
10 am Central.   

Join Brady Carter from Decagon Devices, in a discussion on water activity and 
how it affects product safety. 

This educational seminar will also highlight:
the influence of water activity on chemical reactions and moisture migration •	
methods for measuring water activity and techniques for obtaining accurate •	
measurements
the effect of water activity on microbial growth and its practical application in •	
determining shelf stability 
and much more!•	

Brady Carter

Sponsored by

MeasureMent and Control of  
Water aCtivity in Pet Food Products

Webinar
arCHiVe

IndustryIndustryPetfoodPetfood www.PetfoodIndustry.com

to register visit: www.petfoodindustry.com/webinars.aspxArchived Program 
Now Available!
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Contact us to learn more about Carniking™ solutions for you and your customers.
Lonza Inc., Allendale, NJ USA, Tel +1 201 316 9270, carniking@lonza.com

Carniking™

Carniking™ offers pure
L-Carnitine and is a trademark 

of Lonza Ltd, Switzerland.

www.carniking.com

  Lonza is a life science company headquartered in 
Switzerland that manufactures a trusted source of 
L-Carnitine known as Carniking TM.

  L-Carnitine helps cells convert fat into usable energy.

  Carniking TM has proven valuable in providing pets 
with weight management solutions.

Carniking TM from Lonza... a simple solution!

Did you know?

The statements made in this advertisement have not been evaluated by the Food and Drug Administration. Lonza’s Carniking™ is not 
intended to diagnose, treat, cure or prevent any disease. No statement is intended or should be construed as a recommendation to 
infringe any existing patent. The information contained herein is believed to be correct and corresponds to the latest state of scientific 
and technical knowledge. However, no warranty is made, either express or implied, regarding its accuracy or the results to be obtained 
from the use of such information and no warranty is expressed or implied concerning the use of these products. The buyer assumes 
all risks of use and/or handling.

committed to local, sustainable 
agriculture.”

BUT WHY HAS HSUS suddenly 
decided to throw its hat in to the 
already flooded petfood arena? “HSUS 
developed this new dog food to give 
consumers an additional choice in the 
marketplace for pet lovers who want a 
safe, natural, organic and nutritionally 
complete food for their adult dog that 
doesn’t support the factory farming 
industry,” explains the HSUS spokes-
person. “It’s an opportunity to support 
our work confronting animal cruelty.”

An all-natural dog food may not 
seem like an obvious avenue for 
spreading animal cruelty awareness, 
but HSUS attests that’s precisely why 
it released its petfood line. “Every 
bag sold helps HSUS accomplish 
its mission to celebrate animals 
and confront cruelty,” states HSUS. 
“HSUS receives 6% of the wholesale 
price to help fund our critical life-
saving programs to rescue animals-
from disasters, provide spaying 
and neutering and other veterinary 
services, conduct undercover investi-
gations of animal cruelty and more.”  

DOES THE HUMANE Society have 
more plans for the petfood market? 
“We are exploring the opportunity 
to produce a canned adult dog food 
under the Humane Choice brand and 
also exploring a cat food that meets 
the unique nutritional needs of cats,” 
the HSUS spokesperson confides. 
“Pet lovers want not only a healthy 
and nutritious food for the animals 
in their families but also to know 
that they are making a difference 
for other animals around the world. 
With Humane Choice, we provide 
animal lovers an opportunity to 
make a difference.”  ■
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GRAIN-FREE AND RAW pet diets are 
increasingly appearing on store shelves, 
sought by pet owners seeking natural 
petfoods. Grain-free diets are petfoods that 

do not contain cereal grains, such 
as corn, rice or wheat. Raw diets are 
composed of raw skeletal muscle 
along with other ingredients (fiber, 
vitamins and minerals, etc.).

While their presence in the 
marketplace is growing, very little 
research has been conducted on 
these diets except for a few studies 

on grain-free and raw petfoods for cats.

AS OBLIGATE CARNIVORES, cats require 
nutrients found only in animal tissue, yet 

most commercial cat diets today contain 
a large amount of carbohydrates. The 
increased carbohydrates and reduced 
protein in cat diets have been blamed for 
causing obesity in cats, but there are very 
little data to support this claim.

Currently, there is no direct comparison 
between grain-free and grain-containing 
diets. Recent research evaluated adult cats 
during gestation and lactation, kittens and 
adult cats after spaying when fed grain-
free diets with different concentrations of 
protein and carbohydrate. Kittens fed the 
grain-free diets had the same body compo-
sition as kittens fed commercial diets 
(Vester et al., 2009a; Lauten et al., 2000).

The adult cats were able to maintain 

Pet owners are increasingly 
seeking petfoods that seem more 
natural and closer to what pets 
would eat in the wild.   

Online exclusive!
Watch Dr. Vester Boler’s presentation 

from Virtual Petfood Forum Target: 
Nutrition at www.petfoodindustry.com/

SciencePowerpoint.aspx.
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Are niche diets backed 
by science? By Brittany M. Vester Boler, PhD

To date, little research has been done on grain-free or raw diets, 
especially in cats
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body condition during gestation and 
lactation and had a similar body 
composition as adult cats fed commer-
cial diets (Vester et al., 2009b; Lauten et 
al., 2000). This indicates that grain-free 
diets do not lead to large differences in 
body fat content of young cats.

Cats fed grain-free diets ad 
libitum before and for 24 weeks 
after spaying gained weight (1.3 
kg) following spaying (Vester et al., 
2009b). Compared to results from 
another study in our laboratory at the 
University of Illinois (Figure 1), cats 
fed a commercially available grain-
containing diet ad libitum for 12 weeks 
after spaying gained a similar amount 
of weight (1.3 kg; Belsito et al., 2009).

These studies indicate that grain 
in the diet is probably not leading to 
weight gain after spaying; the increase 
is more likely due to removal of 
estrogen or testosterone and interac-
tions with other hormones in the body. 

MICROBIAL POPULATIONS IN the 
large bowel can be influenced by grain-
free diets. The grain in typical cat diets 
provides a fiber source to the animals 
and leads to carbohydrate fermentation 
in the colon. While cats are carnivorous 
and have a short large bowel compared 
with other species, they still have an 
active microbial population.

One study compared a baseline 
grain-containing diet with two grain-
free ones (Lubbs et al., 2009). The 
baseline had higher fiber than either 
grain-free diet (8% versus 6% and 2%, 
respectively). Still, there was a two-log 
increase in a potentially pathogenic 
bacterium (Clostridium perfringens) 
and a one-log decrease in a beneficial 
bacterial genus (Bifidobacterium spp.) in 
cats fed the grain-free diets. The differ-
ences were likely due to the different 
amounts and types of fiber in the diets.

MOST RESEARCH ON raw diets has 
focused on bacterial contamination. 
Many commercial raw diets have been 
reported to be contaminated with 
Salmonella spp., E. coli, Salmonella typh-
imurium and/or Clostridium perfringens
(Freeman and Michel, 2001; Weese et 

al., 2005; Finley et al., 2008). Consump-
tion of these diets can potentially lead 
to fecal shedding of bacteria. This 
means owners should take precau-
tions when feeding these diets and 
disposing of feces.

Though research is limited, three 
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Figure 1. Body weight changes
Weight gain after spaying in cats fed grain-free diets vs. cats fed a grain-containing diet was similar.

Figure 2. Crude protein digestibility
One study of raw meat diets for cats compared the percentage of crude protein the cats were able to 
absorb and utilize.
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key studies evaluated raw meat diets:
Cats were fed a high-protein, grain-■

free, kibble diet, raw beef diet or 
cooked beef diet (Kerr et al., 2008);
The cats were fed four different raw ■

meat diets based on beef, bison, elk 

or horse (Kerr et al., 2009); and
Cats were fed commercially avail-■

able beef or horse meat-based raw 
diets (Vester et al., 2010).
All the diets were grain-free; the 

beef diets in studies 1 and 3 contained 

beet pulp as a partially fermentable 
fiber source, while all other raw diets 
contained cellulose as a completely 
unfermentable fiber source. The 
studies’ authors measured digestibility. 

Crude protein digestibility of the 
extruded kibble diet was 80%, while 
all the raw or cooked meat diets were 
at least 90% digestible (Figure 2, p. 38). 
Fat digestibility was lowest when cats 
consumed the kibble diet (approxi-
mately 92%) and the raw elk meat diet 
(approximately 87%). All other raw and 
cooked meat diets had approximately 
95% or greater fat digestibility.

Fecal output was reduced by almost 
50% when cats were fed raw or cooked 

meat diets compared to an extruded 
kibble diet (Kerr et al., 2008). This 
decrease in fecal output may be advan-
tageous to pet owners. 

THOUGH WE NEED more research 
on their health benefits, it is apparent 
that when formulated correctly, grain-
free and raw diets provide adequate 
nutrition to cats. Feeding them comes 
down to the preference of pet owners. 
If they believe the diets make their pets 
healthier, there is a place for such prod-
ucts in the marketplace. ■

Dr. Brittany Vester Boler is a postdoctoral research 

associate with the Department of Animal Science at 

the University of Illinois.

[@]Online extra!
Find references for this article 

at www.petfoodindustry.com/
ScienceReferences.com.

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. 

Toll Free: 1.800.763.7430   
Phone: 519.824.2381   
Fax: 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:
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Specialty products
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Natural 
Pigments®

TO THE PETFOOD INDUSTRY

We source the world for ingredients including amino acids, direct fed microbials, enzymes,
flavors, minerals, natural pigments, phosphates, specialty ingredients, vitamins and surfactants
and deliver in bag or bulk, by transport or rail. For fastest ingredient service, call or fax your
order today.

041-1004PETscience_C2201R9781.indd   41 3/24/2010   1:09:25 PM

http://www.billbarr.com
mailto:Bill@billbarr.com


42   www.petfoodindustry.com

ACCORDING TO THE article  “HACCP: 
Where Did We Go Wrong?” by David 
Rosenblatt, DVM, ever since Dr. Paul 
LaChance of NASA and Dr. Howard 
Bauman of Pillsbury pioneered the use 
of CCPs (critical control points) in food 

production 50 years ago, 
HACCP (hazard analysis 
and critical control points) 
has become the most widely 
accepted system for managing 
food safety in the world. 
“There is no argument as 
to the effectiveness of the 
system when it is applied 
properly,” explains Rosenblatt. 
“However, poor implemen-

tation or abuse of the system can be 
devastating. Indeed, many of the recently 
widely publicized food safety incidents 
were caused by products originating from 

HACCP-certified plants.” So what can 
petfood manufacturers do to avoid such 
brand-threatening catastrophes? 

Equipped with a better understanding 
of the system, the industry can apply and 
maintain more effective petfood safety 
management programs. As defined by 
Rosenblatt, HACCP is designed to iden-
tify, evaluate and control all food safety 
hazards associated with any food related 
process. “The methodology is based on 
establishing a precise process flowchart 
and identifying all significant food safety 
hazards at each step of the process,” he 
explains. “Those steps along the process 
at which effective control is applied are 
identified as CCPs and will be monitored 
accordingly.”

Examples of CCPs can include thermal 
processing, sieving, metal detection, 
acidification and high hydrostatic pres-

Safety fi rst By Jessica Taylor

The latest on HACCP, GMPs and other programs to help you 
ensure the safety and quality of your petfood products

The classic HACCP system is 
implemented under the working 
assumption that good manufac-
turing practices are in place and 
that hazards associated with 
poor practices have already been 
addressed. This is often a wrong 
assumption. 

Webinar!
The American Feed Industry Associa-

tion has designed an educational webcast, 
“Management Considerations for 

Salmonella/Microbial Control,” to help feed 
and petfood industry personnel better 

understand how to control and manage 
Salmonella. Register for the webcast taking 

place on April 22, 2010, at www.afia.org.
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The checklist
To make sure your HACCP system is 

running smoothly, keep the reins tight 
on a few key areas, Dr. David Rosenb-
latt recommends:

Management of documents and ■

records;
Effective training;■

Calibration of measuring devices;■

Trend analysis;■

Continual improvement;■

Management of change;■

Identifi cation and traceability; and■

Communication with customers■

Go to www.petfoodindustry.com/
HACCPlist.aspx for Dr. Rosenblatt’s 
complete HACCP step-by-step checklist 
and guide to a safer, smooth-running 
manufacturing plant.

Photo by Dundanim. BigStockPhoto.com
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sure (see Figures 1 and 2). All of these 
steps divide the process into “before” 
the CCP (potentially contaminated) 
and “after” the CCP (always hazard 
free), states Rosenblatt’s article. 
Unfortunately, a major weakness of 
HACCP is that it is not designed to 
address hazards not controlled as part 
of the process. Rosenblatt uses this 
example: A dry petfood manufacturer 
might choose the dryer as a CCP, 
because the time and temperature are 
sufficient for eliminating pathogenic 
bacteria. Because this step is a CCP, 
the time and temperature will be 
rigorously controlled and there will be 
no concern that contaminated product 

could proceed to packaging. However, 
if the product at the packaging line 
were to become contaminated with 
bird droppings, the result could be a 
Salmonella outbreak. “This is only one 
of many scenarios where HACCP was 
working well (CCPs under control), 
and a food safety incident occurred 
anyway,” he points out.

So what steps can you take to 
ensure this doesn’t happen on your 
manufacturing line? Stella & Chewy’s, 

makers of raw, natural dog foods and 
treats, has recently taken an innova-
tive approach to ensure its products 
are safe for both families and pets.

“At this company, food safety 
is our first priority,” stated Marie 
Moody, Stella & Chewy’s founder and 
president, in a press release. “And we 
have the processes in place to prove 
it.” The company has developed a 
patent-pending SecureByNature 
system to guard against food contam-
ination throughout the manufacturing 
plant. A key component of this system 
is the hydrostatic high pressure 
(HHP) process—a technology that 
actually eliminates harmful patho-

gens without cooking out vital nutri-
ents or changing the natural taste, 
says the company. HHP is the only 
scientifically recognized pasteuriza-
tion method that does not use heat or 
irradiation to accomplish this.

“Our patented food safety process 
was designed by a professor of food 
safety at Kansas State University,” 
says Sandy Goodman, CEO of Stella 
&Chewy’s. “Experts have told us that 
the food safety programs at Stella 
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Figure 1. High hydrostatic pressure on 
E. coli and Salmonella
The effects of a high pressure treatment on the reduction of natural and antibiotic resistant E. coli and 
Salmonella. Error bars indicate the standard deviation from three individual trials. 

An on-going tradition of packaging excellence.

www.polycello.com
petfood@polycello.com 

1-800-565-5480
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printing  
sets you  
apart. 

With PolyCello’s 10 color  
process and higher  

line screens, pet owners  
will be quick to pick out  

your premium packaging.
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&Chewy’s would be in the fore-
front of human food manufacturers 
and are years ahead of the petfood 
industry.”

It is crucial for the petfood safety 
specialist to acknowledge that HACCP 
is not designed to compensate for 
GMP shortcomings and that hazards 
controlled by GMPs are as significant 
as those being controlled by CCPs. “A 
HACCP program that is not regularly 
maintained and updated will quickly 
become obsolete,” asserts Rosenb-

latt. “The most important aspect of 
maintaining the system’s validity is 
managing change.” 

Failure to evaluate the potential 
impact of changes prior to imple-

menting them can be disastrous, 
Rosenblatt warns. The most effective 
way of managing this is to establish 
and implement a change procedure 
(see checklist on p. 42). ■
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Figure 2. High hydrostatic pressure on micro� ora
The effects of a high pressure treatment on the reduction of background microflora in coarse ground 
beef. Error bars indicate the standard deviation from three individual trials.

Knowledge for Pet Well-Being
Subscribe to receive your very own Empyreal® 75 Update today.

Take a look at the new format of Empyreal® 75 Update, our new-look pet food  
e-Newsletter!  Share insights and information with those who bring you Empyreal® 75,  
and read articles like From the Manager’s View, The Market Commentary, R&D  
updates – with key articles on topics of interest in the incredibly fast-growing pet  
food industry.  You’ll also be treated to special updates from Marketing and Sales.

Critical Information on Assisting in Your Pet’s Well-Being,  
brought to you 4-times per year! 

Go to http://watt.netline.com/empyreal75 to receive your own copy  
of this new, valuable and FREE information!

[@]
Online exclusive!
View a PowerPoint presentation 

by Galen Rokey of Wenger on how 
process hardware has an impact 

on petfood safety at 
www.petfoodindustry.com/

WengerImpact.aspx.
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CentreFocus, LLC is a leading advisory organization  
with expertise in the pet food industry.

Pet Food

•	 Label	Registration	

•	 Marketing

•	 Branding
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•	 Logistics

•	 Market	Intelligence
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•	 Value	Message	Creation

•	 Leverage	of	Product		
Features		and	Benefits

Tel. +1.815.966.5580  •  Fax. +1.815.966.6416  •  www.CentreFocusLLC.com 
303 North Main Street, Suite 500 •  Rockford, Illinois 61101-1018  USA

The	main	challenge	of	any	organization	is	the	clarity	of	their	mission	—	Where	
are	we	going?	What	is	our	role?	Why	are	we	doing	this?	—	These	are	all	ques-
tions	that	CentreFocus,	LLC	can	assist	in	answering.

We	work	with	top	management	to	assess	their	current	requirements	and	make	
recommendations	that	will	generate	a	substantial	and	lasting	financial	impact.	

The	pet	 food	 industry	 has	 had	many	new	 requirements	 pushed	upon	 it	with	
more	to	come.		The	recent	recall	has	brought	great	attention	to	this	sector	and	the	
regulations	continue	to	tighten.		Plus,	with	the	idea	of	a	pet	as	part	of	the	family	
becoming	more	prevalent,	the	pet	food	industry	is	set	for	an	exciting	future	with	
many	new	ideas	coming	to	market.	

If	your	needs	are	with	production,	marketing,	logistics,	nutrition,	labeling	or	any	
other	segment,	our	team	of	experts	will	use	their	unique	comprehensive	back-
ground	to	provide	direction	with	great	transparency	throughout	the	process.

If	you	are	dissatisfied	with	any	portion	of	your	current	business	model,	contact 
CentreFocus, LLC today so	that	we	may	assist	in	getting	you	back	on	track	
towards	success.
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AS OF THE time of this writing, 
initiation of the US Food and Drug 
Administration’s (FDA) pilot program 
to accept generally recognized as 
safe (GRAS) notifications for animal 
feed and petfood ingredients is still 
pending. However, in anticipation 
of the start of the program later in 
2010, several presentations on the 
subject were given at the Association 
of American Feed Control Officials 
(AAFCO) meeting in January. Most 
interesting is how GRAS notifications 
compare and contrast with the other 
primary means to allow for use of 
new ingredients. 

TABLE 1 SUMMARIZES the main 
differences in new ingredient options. 
Compared to the legally binding 
approval under the food additive peti-
tion (FAP) process through FDA, the 
AAFCO animal feed ingredient defi-

nition process consists of an informal FDA review 
of the data. Technically, an AAFCO-defined 
ingredient is still an unapproved food additive, 
but for all practical purposes, feed control officials 

are extremely unlikely to question the use of the 
ingredient in animal feed or petfood (provided it 
meets any specified conditions of use) regardless 
of the process employed.

While FDA does not make an independent 
judgment as to the safety of the subject of a 
GRAS notification, it is presumed that feed 
control officials will also consider a “no ques-
tions” response by FDA as sufficient tacit indica-
tion of ingredient acceptability.

An AAFCO definition generally requires less 
data than FAP, though the need to demonstrate 
safety and utility can still be sizable. Comple-
tion of either process can take years. Although 
a GRAS notification requires the same data as 
FAP, theoretically FDA should be able to respond 
to a GRAS notification faster than the other two 
options. However, the upfront time it may take 
the submitter to compile and evaluate the data 
can be longer than the other methods.   

ANY OF THE three options can be burdensome 
to the submitter in both time and resources 
required. In theory, a manufacturer may be able 
to bring the ingredient to market quicker through 
the GRAS notification process. However, the 
requirement for data to be freely accessible to the 
public may be difficult, if not wholly infeasible, in 
the case of a new ingredient. Also, a determina-
tion of GRAS by a firm typically requires that 
an expert panel be convened to review the data, 
which may add significant resource requirements 
compared with the other methods.   

If data suggest a potential target animal, 
human food or environmental safety issue, 
FAP is usually most appropriate. In fact, if FDA 
determines existence of a safety risk during an 
AAFCO definition review, it most often will 
cease further review of the proposed definition 
and require the firm to submit an FAP.  ■
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How do GRAS 

noti� cations 

compare with the 

other primary means 

to allow for use of 

new ingredients?

Petfood Insights
David A. Dzanis, DVM, PhD, DACVN

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

Get more
Read Dr. Dzanis’ previous 
column on GRAS at www.

petfoodindustry.com/
InsightsGRAS.aspx.

FDA lays out options 
for new ingredients
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Find more online
For more information, visit http://www.aafco.org/Portals/

IDCIngredientDefi nitions/tabid/166/Default.aspx and click on 
these presentations:

Options for Including Ingredients in the Offi cial Publication,  
Shannon Jordre, Center for Veterinary Medicine (CVM), FDA;
Process Options for Substances Used in Feed, Mika Alewynse,  
CVM, FDA; and
Animal GRAS Feed Notifi cations, Geoffrey Wong, CVM, FDA. 
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Table 1: New animal feed and petfood ingredient options
Manufacturers have several paths to gaining approval for new ingredients for their petfood products.

Food additive petition (FAP) AAFCO feed ingredient 
defi nition GRAS notifi cation

Legal status Formal approval
Exercise of enforcement 
discretion after informal 
review

 Legal notifi cation

Type of data Data can be confi dential/
proprietary

Data can be confi dential/
proprietary 

Majority of data must 
be published in scientifi c 
literature or the public 
domain

Quantity of data Extensive Less than FAP Same as FAP

Data submitted to FDA All studies All studies Summary report

Party responsible for 
determination of safety FDA FDA Submitter

FDA resources required High Less than FAP Less than FAP or AAFCO 
defi nition

Submitter resources 
required High Less than FAP Potentially higher than FAP

End result of positive FDA 
review

Codifi ed in Code of 
Federal Regulations (CFR)

Published in AAFCO 
Offi cial Publication

“No questions” letter sent 
to submitter, posted on 
FDA website

When can market 
ingredient After FDA approval

Ideally after defi nition 
accepted by AAFCO, 
but usually OK after FDA 
completes review 

Legally upon submitter’s 
completion of GRAS 
determination, but prudent 
to wait until FDA responds 

Action needed to reverse 
determination

Legal procedures by FDA 
required

FDA withdraws exercise 
of enforcement discretion, 
AAFCO defi nition deleted 

FDA must show it is an 
unapproved food additive

Details on process 21 CFR 571 AAFCO Offi cial 
Publication

Federal Register Notices
Human - 62 FR 18937
Animal - pending

The natural choice for 

Core vacuum coating
High energy feed
Optimum penetration of liquid

Forberg International AS    Hegdalveien 77   NO-3261 Larvik   Norway   Tel +47 33 13 34 34   Fax +47 3313 34 35   sales@forberg.no

www.forberg.no
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Effects of Glu-CS on serum 
fructosamine 

Twelve healthy adult dogs received oral 
glucosamine chondroitin sulfate (Glu-CS) to 
determine whether such short-term supplemen-

tation alters serum fructosamine concentration. 
After three weeks, then a four-week washout 
period, the same dogs received a placebo for 
three weeks.

No significant change in serum fructosamine 
concentration was identified after treatment 
with either Glu-CS or the placebo. The change 
in serum fructosamine concentration associated 
with Glu-CS administration was not significantly 
different from the change in concentration asso-
ciated with administration of the placebo.

Results suggest that in healthy dogs, short-
term (i.e., 21 days) oral Glu-CS administra-
tion does not affect glycemic control or cause 
diabetes mellitus.
Source: C.E. Lenox and K.F. Lunn, 2010. Effects of 
glucosamine chondroitin sulfate supplementation on serum 
fructosamine concentration in healthy dogs. JAVMA 236: 
183-186. doi: 10.2460/javma.236.2.183

Omega-3 fatty acids and 
osteoarthritis

The objective of this study—among 127 client-
owned dogs with osteoarthritis from 18 private 
veterinary clinics—was to assess the effect of 
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Key Concepts
Effects of Glu-CS on serum fructosamine 
(JAVMA 236: 183-186. doi: 10.2460/javma.236.2.183) In healthy dogs, 
short-term glucosamine chondroitin sulfate supplementation does not 
affect glycemic control or cause diabetes mellitus.

Omega-3 fatty acids and canine osteoarthritis
(JAVMA 236: 59-66. doi: 10.2460/javma.236.1.59) Dogs fed the test 
food had a signifi cantly improved ability to rise from a resting position 
and play at six weeks and improved ability to walk at 12 and 24 weeks.

Fish oil omega-3 and weight bearing 
(JAVMA 236: 67-73. doi: 10.2460/javma.236.1.67) At least in the short 
term, dietary supplementation with fi sh oil omega-3 fatty acids resulted 
in improvement in weight bearing in dogs with osteoarthritis.

April 2010   IndustryIndustryPetfoodPetfood

We know where to fi nd

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

Fast and Th orough • 
Ability to Recruit Internationally• 
Petfood Industry • Partner

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 • chuck@smithlaue.com

Research Notes

048-1004PETrsh_C2201R9766.indd   48 3/24/2010   1:43:59 PM

http://www.petfoodindustry.com
mailto:chuck@smithlaue.com


 www.petfoodindustry.com     49   

April 2010   IndustryIndustryPetfoodPetfood

food with high concentrations of fish oil 
omega-3 fatty acids and a low omega-
6:omega-3 fatty acid ratio on clinical signs 
of the disease.

For six months, the dogs were randomly 
fed a commercial food or a test food 
containing a 31-fold increase in total 
omega-3 fatty acid and a 34-fold 
decrease in omega-6:omega-3 ratio. 
Owners completed a questionnaire 
about their dogs’ arthritic condition, and 
investigators performed a physical exami-
nation and collected samples for CBC and 
serum biochemical analyses.

Dogs fed the test food had a significantly higher serum 
concentration of total omega-3 fatty acids and a signifi-
cantly lower concentration of arachidonic acid. According to 
owners, dogs fed the test food had a significantly improved 
ability to rise from a resting position and play at six weeks 
and improved ability to walk at 12 and 24 weeks.
Source: Roush et al., 2010. Multicenter veterinary practice assessment of 
the effects of omega-3 fatty acids on osteoarthritis in dogs. JAVMA 236: 
59-66. doi: 10.2460/javma.236.1.59

Fish oil omega-3 and weight bearing
in dogs with osteoarthritis

This study evaluated the effects of a food supplemented 
with fish oil omega-3 fatty acids on weight bearing in 
38 client-owned dogs with osteoarthritis. The dogs were 
randomly assigned to receive a commercial food or a test 
food containing 3.5% fish oil omega-3 fatty acids. On days 
0, 45 and 90, investigators conducted orthopedic evalua-
tions and force-plate analyses of the most severely affected 

limb of each dog, and owners completed 
questionnaires about their dogs’ arthritis 
signs.

The change in mean peak vertical force 
was significant for the test-food group (5.6%) 
but not for the control-food group (0.4%). 
Improvement in peak vertical force values was 
evident in 82% of the dogs in the test-food 

group, compared with 38% of the dogs in the 
control-food group. Investigators’ subjective 
evaluations showed dogs fed the test food had 
significant improvements in lameness and 
weight bearing. At least in the short term, 
dietary supplementation with fish oil omega-3 

fatty acids resulted in improvement.
Source: Roush et al., 2010. Evaluation of the effects of dietary supplemen-
tation with fish oil omega-3 fatty acids on weight bearing in dogs with 
ssteoarthritis. JAVMA 236: 67-73. doi: 10.2460/javma.236.1.67

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

www.agrisystems.net

Higher delta tocopherol antioxidant 

 naturally increases product shelf life.

Ameri-Pac.com   1-800-373-6156
Powder or Liquid
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Recent studies have evaluated the 
effects of fish oil omega-3 fatty 
acids on dogs with osteoarthritis.
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Petfood Industry 
Strategic Consultants

Tel. +1.815.966.5411  
pisc@wattnet.net

Because the longer term starts today!

Petfood Industry Strategic Consultants (PISC) 
can help your company chart a successful 
new road map! To begin your journey, please 
sign up at http://i.nl02.net/watt001l/ to get 
connected with one of the consultants in the 
PISC network.
 
What is PISC? PISC is a non-exclusive NETWORK 
of current petfood-specific industry consultants 
poised to offer you and your company expertise in:

Retail expansion & site analysis•	
Regulatory compliance•	
Labeling requirements•	
Market intelligence•	
Qualitative auditing•	
Marketing & communications activities•	
Organizational design and structure•	
Value message creation•	
Leverage of product features and benefits•	
Other services as needed!•	

PISC is a different kind 
of consulting service in 
that our team will adapt our services to fit 
your organization’s specific challenges and 
initiatives.

In delivering plans and programs to fit your 
needs, we will make sure to strive for optimal 
quality in our deliverables…all in balance with 
cost efficiency and timeliness…and with results 
that are measureable!

For more information, please contact pisc@
wattnet.net or +1.815.966.5411, or sign up at 
http://i.nl02.net/watt001l/ so we can contact 
you immediately to discuss your needs and 
objectives.

You have your hands firmly  
on the steering wheel.  

Do you have the road map?
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Packaging

Stand Up and Be Counted 
With C.J. Foods’
Custom Pet Food

Processing and Packaging

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

sales@cjfoodsinc.com

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

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

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

Our People and Facilities are
Dedicated to Meeting your Production Needs

Organic Certified
USDA - APHIS (EU) Certified

Equipment

Manufacture Quality Product
with the

 Best Altima Hammermill
Proven, Trouble Free Performance

In diffi cult grind applications.

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

gary@mill-technology.com

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

weidenmiller.com

Equipment
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Ingredients

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

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

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

Supplier of Bulk Specialty Oils 
to the Food, Dietary Supplement

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

www.bulknaturaloils.com

FIBER SOLUTIONS
Apple

Blueberry
Cranberry

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

“Your partner for 
ingredient sourcing, 

processing and supply”

WHITE POTATO
SWEET POTATO

www.lansingtradegroup.com

Isaac Matthews 
imatthews@lansingtradegroup.com

419-897-3186
www.lansingtradegroup.com

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

LACROSSE MILLING COMPANY

Conventional and 
Organic Whole Grains

OAT FLAKES

OAT FLOUR

OAT BRAN

OAT FIBER

ORGANIC OATS

BARLEY

WHEAT

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

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

RICE PROTEIN CONCENTRATE 
(40% TO 75%)

and RICE SWEETENERS

Product from                           facility in Pakistan
Non GM Conventional and / or Certifi ed Organic

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

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 

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
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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

Call Us Today 800-874-2376

Product 
of USA

Iden� ty 
Preserved

Cer� fi ed
Organic

Non-GMO
Project
Verifi ed

Gluten-free | Omega-3's | Whole Grains | Trans-fat free

Let us be your Best Value - 
Quality, Service, Price - supplier for:

Quality IngredientsPremium

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!

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

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

Including Brown & Golden Flaxseed & Flaxseed Meal

Brown Rice Organic Rice
Brewers Rice Bran
Rice Hulls Rice Protein

John Welisch
www.nationalrice.com

Custom Formulation
Private Label Pet Food

“The Race for 
Quality Has No 
Finish Line.”

Ohio Pet Foods, Inc.
38251 Industrial Park Road

Lisbon, Ohio 44432
330-424-1431

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

info@ohiopetfoods.com
www.ohiopetfoods.com

Ingredients

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

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

Established 1987

A world of specialty ingredients
from one reliable source

Ingredients and Preblends
 ● Vegetables ● Dried Fruits
 ● Grains ● Herbs/Spices
 ● Pulses ● Oilseeds
 ● Pulps ● Organics

● Peanuts/Tree Nuts

Randy Peterson & Patrick Backowski
1-800-264-5711 / 1-701-282-8222

www.specialtycommodities.com
rpeterson@scifargo.com

pbackowski@scifargo.com

Kosher, AIB, OCIA, ASTA, WBFI, NOP, PFI

Organic ingredients/blends
Dehydrated Potato/ 

Potato blends
Oatmeal Pellets
For Details Please Contact:

Martin Brown — 612-486-3853
mbrown@agmotion.com

Mary Jo Langenecker — 262-623-2654 
mlangenecker@uscommodities-ag.com

Paul Boisclair — 559-355-1680 
pboisclair@agmotion.com

Your Pet Food 

IngredIent
SOURCE

1-800-987-1070
An AgMotion Company

Your Pet Food Your Pet Food Your Pet Food Your Pet Food Your Pet Food 
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LaBudde Group
262-375-9111

TOMATO 
POMACE

High Quality
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EssentiallyPet
Nutrition. Commitment. Solutions.

Don’t miss  
any of the  
essential  

information 
DSM has to  

offer.
By subscribing to  

Essentially Pet, you  
can have the next  

issue delivered  
directly to your inbox!

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

essentiallypet

Testing

Quality affordable testing for palatability
and nutritional adequacy since 1982.

KENNELWOOD INC.

217 356-3539
email: dowatts@aol.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

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
e-mail: wentwor@msn.com

MARKETPLACE 
ads are also placed on 

www.PetfoodIndustry.com 
for maximum exposure!

To order: 
Ginny Stadel,  Tel: +1.815-966-5591

gstadel@wattnet.net

Established 1987

A world of specialty ingredients
from one reliable source

Specialty Commodities Wants You!

Entrepreneurial Merchandisers Wanted

Specialty Commodities is expanding and is 
looking for experienced pet food ingredient 

traders that know how to navigate the specialty 
ingredient markets. Great opportunity for 

individuals or to bring your own team to the table.

Contact Randy Peterson
800-264-5744    701-282-8222

rpeterson@scifargo.com
www.specialtycommodities.com

Job board website specializing
in the Pet Food sector.

email: ClientCare@AnimalJobHunter.com

Employment

Potato Protein • Brewer’s Dried Yeast

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

Ingredients
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Ad Index

3D Corporate Solutions LLC ...............8-9
Acadian AgriTech ............................... 16
ADF-Amer Dehydrated Foods ............... 3
AFB International .........................28-29
Agri Systems .................................... 49
Ameri-Pac Inc .............................. 31, 49
Bemis Flex Pkg-Milprint Div .............. C3
BHJ A S ............................................ 15
Bill Barr & Co .................................... 41
Buchi Labortechnik AG ....................... 17
Buhler Inc ......................................... 27
Cargill Corn Milling ............................ 44
Cargill Sweetners N A ......................... 7
CentreFocus llc .................................. 45
Coating Excellence Intl ....................... C2
Decagon Devices ............................... 34

DSM Nutritional Prods Ltd ................. 54
Extru-Tech Inc ............................. 18, 20
Forberg International AS .................... 47
GTC Nutrition .................................... 14
InterSystems .................................... 16
Kemin Nutrisurance Inc .................12-13
Lonza Inc .......................................... 35
Martek Biosciences ............................ 26
North State Flexibles......................... 25
Novus Nutrition Brands LLC ............... 11
Omega Protein Inc ............................. 24
Peel Plastic Products Ltd. ................... 37
Petfood Industry 
  Strategic Consultants ....................... 50
Pharmachem Laboratories .................. 33
Polycello ........................................... 43

Premier Tech Chronos ........................ 39
Rotex Inc .......................................... 20
SafTest, A Division of 
  MP Biomedicals ............................... 21
Sanimax Marketing Ltd ..................... 40
Schenck AccuRate .............................. 19
Smith & Laue Search .......................... 48
SPF Diana ........................................... 5
Starlinger & Co. Gesellschaft 
  m.b.H. ............................................ 19
Summit Ridge Farms .......................... 10
The Peterson Co ................................ 32
The Scoular Company ......................... 23
Trouw Nutrition USA LLC ..................... 1
Van Drunen Farm .............................. 55
Wenger Manufacturing Co............ 55, C4

Wenger Industry Poll
Add your input
to the dialogue.

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

SALES
REPRESENTATIVES
USA:

Steve Akins
VP/Publisher
Tel: +1 919 387 7961
Fax: +1 815 968 0941

sakins@wattnet.net 

Karen Blandford-Anderson
Sales Manager
Tel: +1 815 966 5571
Fax: +1 815 968 0941

kanderson@wattnet.net 

Michelle Adams
Inside Sales Manager
Tel: +1 815 966 5503
Fax: +1 815 968 0941

madams@wattnet.net

Ginny Stadel
Sales Associate
Tel: +1 815 966 5591
Fax: +1 815 968 0941

gstadel@wattnet.net

INTERNATIONAL:
Europe & Asia 
Tineke van Spanje
Tel: +31 495 526 155
Fax: +31 495 525 126

tvanspanje@wattnet.net

Southeast Asia 
Dingding Li
Tel: +86 21 541 36853
Fax: +86 21 541 33676

dingdingli@vip.163.com

Corporate 
headquarters:
303 N. Main Street, Suite 500, 
Rockford, IL 61101
Tel.: +1 815 966 5400  
Fax: +1 815 968 0941

IndustryIndustryPetfoodPetfood

PETFOOD INDUSTRY (ISSN 0031-6245) is published 
monthly by Watt Publishing Co., 303 N. Main St., 
Suite 500, Rockford, Illinois 61101-1018 USA. All 
rights reserved. Reproduction in whole or part with-
out written permission is strictly prohibited. PETFOOD 
INDUSTRY and its logos are registered trademarks of 
Watt Publishing Co. POSTMASTER: Send address 
changes to: PETFOOD INDUSTRY, 303 N. Main St., 
Suite 500, Rockford, Illinois 61101-1018 USA. Pe-
riodical postage paid at Rockford, IL and additional 
mailing offi ces.  Canada: Canada Post International 
Publication Product Mail Code 1686232.

AFIA Feed Industry Institute, June  
14-17, 2010, Hilton St. Louis at the 
Ballpark, St. Louis, 
Missouri, USA. For 
more information, 
please contact 
akeller@afi a.org 
or visit www.afi a.org.

Expo Pack México and Processa  
2010, June 22-25, 2010, Centro 
Banamex, Mexico City, Mexico. 
For information on this event, 
please visit www.expopack.com.
mx or email mercadotecnia@
expopack.com.mx.
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Petfood Forum and Workshop:  
Hands-on Nutrition, April 12-15, 2010, 
Hyatt Regency, Chicago, Illinois, USA. 
For more information and registration 
information, please visit www.
petfoodindustry.com/
petfoodforum.aspx.

Global Feed and Food Congress, April  
20-23, 2010, Cancun, Mexico. For more 
information on this global event, please 
email mcampos@conafab.org or visit 
www.globalfeed-food.com.

H. H. Backer Spring Trade Show &  
Educational Conference, April 23-25, 
2010, Baltimore Convention Center, 
Baltimore, Maryland, USA. For 
more information, contact Backer at 
dharvey@hhbacker.com or www.
hhbacker.com/SpringTradeshow.asp.

Calgary Pet Industry Trade Show,  
April 25, 2010, Calgary, Albany, 
Canada. For registration, e-mail 
communications@pijaccanada.c
om or visit www.pijaccanada.com/en/
tradeshows/calgary.

Industry Calendar
Find out what industry events 

are approaching. Go to 

Western Pet Expo, May 2-3,  
2010, Richmond Curling Club, 
Richmond, British Columbia, 
Canada. For registration, e-mail 
communications@pijaccanada.
com or visit www.pijaccanada.
com/en/tradeshows/western.

Interzoo 2010, May 13-16, 2010,  
Exhibition Centre Nuremberg, 
Nuremberg, Germany. For more 
information, visit www.interzoo.com.
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BEMIS FLEXIBLE PACKAGING—MILPRINT DIVISION • 3550 MOSER STREET • OSHKOSH, WI 54901 • WWW.MILPRINT.COM

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

NEW!
SupersizeBulk

Bags!
NEW!

SupersizeBulk
Bags!

Bring on the Big Dogs
New Pet Food Bags from Bemis are the Toughest of the Pack

Sign up for strategic packaging insights with 
BEBriefs e-newsletters at milprint.com.

What’s the big thing in pet food? It’s new super-strong �exible bulk bags from Bemis, 
available with convenient handles and zippers. Our bags’ pest-resistant, high-
performance polymer won’t rip, dent, stain or scu�. Plus, the high-glass colorful 
printing delivers more graphic bite for your buck.

Bring on your biggest pet project. And let Bemis put some teeth into your next package.

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

©2010 Bemis Flexible Packaging-Milprint Division 1/10
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We could talk all day about our quality and productivity.

But we’d rather 

talk about yours.

For 50 years, innovative Wenger ideas have
inspired and created change in the extrusion

industry. And we apply that same ingenuity to our

full line of horizontal and vertical dryers.

Impeccable quality is standard on all

Wenger models; but nearly everything else

may be customized to your specifications.

Controls, configurations, materials, size

and many other specs of each Wenger

dryer are matched to your particular

line for optimum production outcome.

Talk to Wenger today, and surround 

yourself with unrivaled resources for

exceeding your processing goals.

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

USA      BELGIUM      TAIWAN      BRASIL      CHINA      TURKEY

Superior Technology. Unparalleled Service.

Robert Sunderland, Director

of Dryer Technology

Steve Campbell, Manager

of Equipment Engineering
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