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ON THE ALL-NEW 

PetfoodIndustry.com
Check out our exclusive online product databases. You can 
review and comment on products for:

Consumers,•  www.petfoodindustry.com/petfoodandtreats.aspx
Petfood manufacturers,•  www.petfoodindustry/products.aspx

Online exclusives

Videos: Fish4Dogs and Total Alimentos
Watch Jill Angel describe Fish4Dogs’s rapid expansion and 

Antonio Teixeira Miranda Neto discuss sustainability in 

Brazil at www.petfoodindustry.com/MediaList.aspx.

PowerPoint: More marketing power
Check out Robert Wheatley’s Petfood Forum 2010 presenta-

tion at www.petfoodindustry.com/MarketingPower.aspx.

Research: Satiety in pets
Dig deeper on this topic with the research behind satiety stud-

ies at www.petfoodindustry.com/Research_Notes/5926.html.
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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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THOSE OF US who love, live with and/
or work with pets know intuitively the 
many benefits they bring to people. But 
can those benefits be quantified and 
backed by sound, scientific research?

More and more experts seem 
to think so. About this time last 
year, global petfood giant Mars 
Petcare announced that its Waltham 
Centre for Pet Nutrition was teaming 
up with the Eunice Kennedy 
Shriver National Institute of Child 
Health and Human Development, part 
of the US National Institutes of Health 
(NIH), to study whether animals have a 
tangible effect on children’s well-being.

In fact, this August NIH 
issued a “funding opportunity 
announcement”—government-speak 
for a grant application—for the study 
of the impact of human-animal inter-
action on child health and develop-
ment. So if your company works 

with any universities or other organizations 
doing research in this area, you can direct them 
to http://grants.nih.gov/grants/guide/rfa-files/
RFA-HD-12-105.html.

AT THE END of September, Mars unveiled its 
latest initiative in this area. Power of Pets is a 
collaboration with YMCAs in five US cities to 
promote the benefits of pet ownership to human 
health. (For more information, see www.
petfoodindustry.com/6042.html.)

At the same time, Mars released results of a 
study of 1,000 US pet owners on exercising with 
pets and other aspects of human health they 
believe their pets confer. Some highlights:

Improving their overall well-being was the  
main reason respondents gave for having a 
pet, with 66% choosing it; 61% also said they 

wanted companionship;
Half of the respondents said it’s more important 
to maintain a positive relationship with their pet 
than with their best friend. Women were more 
likely to say this than men, 53% to 46%;
95% said they have a very strong emotional 
connection to their pet, and 63% said they’re 
extremely attached to their pet; and
Respondents reported a gamut of 
positive emotions associated with their 
pets, such as happiness (83%), love (70%), 
calmness (65%), excitement (31%) and even 
invigoration (18%).

YOU MIGHT BE thinking: Of course a huge 
company like Mars can throw its vast resources 
behind research like this. But it’s not alone.

Recently the American Pet Products Associa-
tion (APPA, www.americanpetproducts.org), 
which represents hundreds of petfood (and other 
pet) companies of varying sizes, announced a 
similar initiative. APPA is partnering with Dr. 
Alan Beck at Purdue University and the Human 
Animal Bond Research Initiative (HABRI, www.
habri.org) with the main goals of creating a 
central database for research and encouraging 
the US Congress to provide resources to NIH so 
it can allocate money toward such research.

What does this mean for petfood? It may seem 
like preaching to the choir. Yet in the September 
issue of Pet Business magazine, Bob Vetere, 
president of APPA, made this case: “The fastest 
growing demographics in the US population 
(Hispanic, Black, Asian and children) represent 
some of the lower incidences of pet ownership. 
Left unchecked, this does not bode well for such 
a vibrant industry.”

If that’s true, then it may make sense for all 
of us to start making the case for the benefits of 
pet ownership in our marketing, promotions and 
communications. ■
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Something to Chew On
Debbie Phillips-Donaldson

Making the case for pets

More and more 

experts think the 

bene� ts to humans 

of owning pets can 

be quanti� ed and 

backed by scienti� c 

research.

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

Get more 
Access more results from 

Mars’ pet owner survey at 
www.petfoodindustry.

com/6105.html 
(scroll to the bottom of the page).
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Petfood sales 
expected to rise

Global petfood sales are forecast 
to rise 2.5%, according to a recent 
Euromonitor report.

The trend of pet humaniza-
tion has consumers purchasing 
higher-premium products for pets 
they view as children, reported 
industry leaders Mars and Nestle. 
The Euromonitor report expects 
Brazil to overtake Japan as the 
second-largest market in 2015.

Pet humanization is most 
pronounced in the US where sales 
in the petfood industry, which 
is triple the size of its baby food 
industry, are expected to grow 
by 1.5%. The report says Western 
Europe is following this trend, too, 
with the Chinese petfood market 
growing close to 5%.

New Petfood Industry
App available

Petfood Industry’s new iPhone and iPad App, which 
can be downloaded free from Apple’s App Store, gives 
readers full access to the magazine, inter-
active features and news and product 
feeds from PetfoodIndustry.com. 

With the App, you can choose 
between seeing thumbnails of a page, 
a full page or enlarged text versions of 
stories. It also allows you to link directly 
to advertising information and videos, 
as well as access RSS feeds from Petfood-
Industry.com, easily bookmark and share stories with 
colleagues and search current and past issues. 

The App can be downloaded at http://itunes.apple.
com/us/app/petfood-industry/id395690390?mt=8 or by 
searching for “Petfood”  in the Apple App Store.

Also available is an enhanced Mobile Web 
Reader that provides many of these same features on 
other mobile devices by simply pointing the device’s 
browser to www.petfoodindustry-digital.com. 

Industry News
Quick hits
NSF Interna-
tional was 
named a US 
Environmental 
Protection Agency 
(EPA)-recognized 
certifi cation body 
and laboratory 
for EPA’s ENERGY 
STAR program. 
Bluewave Marine 
Ingredients’ JV 
operation received 
GMP certifi ca-
tion from SGS 
company.
Zuke’s appointed 
John Hart as 
company presi-
dent and Michael 
McCarthy as 
the company’s 
marketing director.
Provimi Group 
appointed Michel 
Cup as chief 
fi nancial offi cer 
and corporate 
compliance and 
risk offi cer for the 
company.

Learn more
The latest news and updates are 

always on 
www.PetfoodIndustry.com.

November 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?  

readers full access to the magazine, inter-
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ALIMET® feed supplement amino acid

NATUGUARD® feed preservative antioxidant

IDEA™ assay feed quality service

Novus chelated mineral 

solutions are just the right thing 

to improve mineral availability 

and enhance overall nutrition in 

your pet food products. In fact, 

we are the industry’s leading 

ingredient provider of chelated 

minerals as defined by AAFCO. 

So if you want your label to say 

chelate, you need solutions from 

Novus. For more information, 

call Vanessa Stewart at 

1.888.568.0088 or visit 

www.novusint.com.

Spot-on Chelated 
Mineral Solutions. 

®ALIMET, MAAC, NATUGUARD and                 are registered trademarks of Novus 
International, Inc., and are registered in the United States and other countries.
TMIDEA is a trademark of Novus International, Inc.
©2010 Novus Nutrition Brands, LLC all rights reserved.   |   1668

Rely on the Novus family 
of pet ingredient solutions.
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Home baked dog biscuits
Bocce’s Bakery dog biscuits are made 

in New York with local, human-grade 
ingredients and home baked in small 
batches with no chemicals or preserva-
tives, according to the company. They are 
also wheat free and available in flavors 
including PB’N’J, Beef Bourguinon, 
Grandma’s Apple Pie and The Elvis.

Bocce’s Bakery
www.boccesbakery.com

Fromm grain-free 
dry dog food

Fromm Family Foods Four-Star Nutri-
tionals Beef Frittata Veg is a dry, grain-
free dog food that combines beef, whole 
eggs, potatoes and a blend of fruits and 
vegetables. Prebiotics and probiotics also are 
included, and the formula is appropriate for 
all lifestages, according to the company.

Fromm Family Foods
+1.800.325.6331

www.frommfamily.com

Seasons Natural dog foods
Seasons Natural Pet Food offers its 

Cool and Warm Weather Blends designed 
to address the varying metabolic energy 
requirements of pets caused by changes in 
the weather. The cool weather blend has 
an increased amount of proteins and fat, 
whereas the warm weather formula has a 
lower amount of those ingredients. Micro-
ingredients such as L-carnitine are in the 
cool blend, and electrolytes are included in 

the warm blend.
Seasons Natural Pet Food

+1.877.808.0838
www.seasonspetfood.com

Natural Chicken Breast, Pork Strips
Nutri-Vet LLC Hip & Joint Natural Chicken Breast 

Strips and Pork Strips provide glucosamine to help main-
tain healthy canine joint function and connective tissue. 
The chicken and pork are sourced in the US only, according 

to the company. There are 100 mg of 
glucosamine per ounce, which is equiva-
lent to one to three strips.

Nutri-Vet LLC
+1.877.729.8668

www.nutri-vet.com

Precise Holistic Complete
dog, cat food

Precise Pet Products, from Texas Farm 
Products Co., has Precise Holistic Complete, 
a line of dog and cat food formulas. The 
formulas feature DHAgold omega-3 fatty acids 
to support cognitive learning and probiotic 
Bacillus coagulans to aid digestion, according to 
the company. Wild at Heart Flight Line–Duck 
and Turkey, Wild at Heart River Line–Salmon, 
and Large and Giant Breed Adult are some of 
formulas featured in the line.

Texas Farm Products Co.
+1.888.477.3247

www.precisepet.com

High performance 
dog foods

Dr. Tim’s Pet Food Co. offers 
Momentum, Pursuit and Kinesis 
Premium Athletic dog foods. All are 
available in 8-, 18- and 35-pound bags 
and an 8-ounce sample size. Momentum 
is designed for the high-performance 
athlete, Pursuit is for the moderately 
to vigorously active dog and Kinesis is an all lifestages 
formula. Corn, soy and animal by-products are not used in 
Dr. Tim’s petfoods, according to the company.

Dr. Tim’s Pet Food Co.
+1.906.249.8486

www.drtims.com

Evo Senior Formula 
dog food

Natura Pet Products Inc. Evo 
Senior Formula dog food is based 
on a high-protein, grain-free diet. 
Using turkey and chicken protein, 
the formula is designed to support 

New Products Get more
Find more online in our 
product databases at 

www.petfoodindustry.com.

For Consumers
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lean muscle mass and maintain 
ideal body condition, according 
to the company. The EVO senior 
variety also includes glucosamine, 
chondroitin sulfate and long-chain 
omega-3 fatty acids.

Natura Pet Products Inc.
+1.800.532.7261

www.naturapet.com

Feline Greenies 
Dental Treats

Nutro Co. offers 
Feline Greenies 
Dental Treats for 
daily control of 
plaque and tartar. 
The treats, designed 
for adult cats, have 
less than 2 calories 
per piece and are 
available in a variety of 
flavors.

The Nutro Co.
+1.800.833.5330

www.greenies.com

Surf ‘n Turf raw 
dinner

Stella & Chewy’s Surf ‘n Turf 
raw dinner uses meat sourced from 
US Department of Agriculture-
inspected facilities, without added 
hormones or antibiotics, according 
to the company. Surf ‘N Turf 
contains raw salmon, raw beef, 
cranberries, spinach, broccoli and 
beets. Other dinner flavors offered 
are Super Beef, Chewy’s Chicken, 
Dandy Lamb and Duck Duck 
Goose.

Stella & Chewy’s
+1.888.477.8977

www.stellaandchewys.com

For Consumers

November 2010   IndustryIndustryPetfoodPetfood

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 maintain function and integrity.

  Carniking TM is valuable in helping to live longer, 
healthier lives.

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.
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OptiCell dietary fiber
Agromed Austria OptiCell is a lignocellulose product 

made from fresh wood, processed to an ultra-fine particle 
size and used as a dietary fiber source in animal nutri-
tion. It combines non-fermentable and fermentable 
dietary fiber, providing prebiotic activity, according to the 
company.

Agromed Austria
+43.0.7583.5105

www.agromed.at

Online energy calculator
The Hydro-Thermal Corp. online 

calculator uses thermodynamic 
assumptions and formulas to estimate 
the energy used for specific process 
conditions and compares the required 
energy of a heat exchanger with that 
of a direct steam injection three-way 
valve. Users can input their process 
flow rates, needed output temperature, 
fuel costs and other data directly into 
the calculator.

Hydro-Thermal Corp.
+1.800.952.0121

www.hydro-thermal.com

Dust Sentry Level 
Sensing Unit

Oneida Air Systems Inc. Dust 
Sentry Level Sensing Unit is 
designed to protect against overfill 
of dust drums. It has adjustable 
infrared sensing technology and 
flashes a strobe light to alert when 
the dust in the container reaches 
the preset level. The unit can be 
retrofit to any drum or container, 
according to the company, and 
works with solids or liquids.

Oneida Air Systems Inc.
+1.800.732.4065

www.oneida-air.com

Twin-Cel energy device
Kathabar Dehumidification Systems 

Inc. offers the Twin-Cel energy device, 
a liquid desiccant energy reduction 
system that utilizes energy previ-
ously lost to building environments. 
Twin-Cel transfers both temperature 
and moisture between the airstreams, 

For Manufacturers

November 2010   IndustryIndustryPetfoodPetfood

Well proven key 
machinery and 
complete process lines 

ANDRITZ FEED & BIOFUEL is a major player on the
global market for supplying of plants, equipment, 
and services for the petfood industry.
Our solutions are tailor-made to the specific require-
ments, be it for know-how, engineering, process lines, 
single unit machines, spare and wear parts, or service.
Modular design tailor made particularly to meet your 
needs. Each process carefully controlled and monitored 
to secure a safe feed of the highest possible quality  

- at all times...

ANDRITZ FEED & BIOFUEL
Europe, Asia and South America: 
andritz-fb@andritz.com 

USA and Canada: 
andritz-fb.us@andritz.com www.andritz.com

16   www.petfoodindustry.com
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Registration is now open for Petfood Forum 2011 –  
April 11-13, 2011, at the Renaissance Schaumburg.

The premier event for the worldwide petfood industry is 
bigger and better than ever in 2011 with a new location at the 
Renaissance Schaumburg, just 10 miles west of Chicago’s O’Hare 
International Airport: www.renaissanceschaumburg.com.

The beautiful Renaissance Schaumburg offers more exhibition 
and meeting space, and is located in an area with more than 70 
popular restaurants, large shopping destinations (Woodfield Mall, 
Streets of Woodfield and IKEA) and many more activities.

KEYNOTE SPEAKER – TIMOTHY A. HUNT, DVM
Learn about the thrill and excitement of the Iditarod from 

keynote speaker Timothy A. Hunt, DVM, who 
has not only worked the legendary race as a 
veterinarian but has run it himself. Dr. Hunt operates 
a small-animal veterinary practice in Marquette, 
Michigan, and is an avid musher who has competed 
in numerous events throughout North America and 
Europe. In 2005, he launched his own line of dog 
food - Dr. Tim’s - due of the lack of high-quality feeds 

on the market for the hard-working Alaskan Husky and has since 
introduced additional formulations.

APRil 11–13, 2011
Renaissance Schaumburg 
Schaumburg, Illinois, USA

Registration is also open for Petfood Workshop 
2011: Safety First – April 13-14, 2011. 

This focused seminar follows right on the heels of 
Petfood Forum to give you in-depth knowledge 
of petfood safety. Join experts in small, interactive 
sessions designed to provide hands-on learning 
that you can take back to work.

REGISTER NOW + 
EARLY BIRD DISCOUNT
Register online now at  
www.petfoodindustry.com/PFF2011.aspx#tab_1  
or turn the page and fill out the registration form.

Take advantage of the Early Bird Registration  
discount before February 15, 2011, and 

save 15% or more. 
Plus, register for both Petfood Forum and 
Petfood Workshop and you’ll save 20-25%.

APRil 13–14, 2011
Renaissance Schaumburg 
Schaumburg, Illinois, USA

GET iNSPiRED AS KEYNOTE SPEAKER DR. TiMOTHY A. HUNT BRiNGS THE  
EXCiTEMENT OF THE iDiTAROD TO THE RENAiSSANCE SCHAUMBURG

Petfood Forum 2011
NEW  LOCATION!
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Attendee Registration Form
Register online at www.petfoodindustry.com/PFF2011.aspx#tab_1

Registration date Petfood Forum
only

Petfood Workshop
only

Petfood Workshop
(discounted rate if also 
registered for Forum)

Through February 15, 2011 US$955 US$705 US$555

After February 15, 2011 US$1,095 US$825 US$655

NEW: Petfood Forum Group discount available to five or more attendees.  
For more information, e-mail OutreachRegistration@niu.edu or call +1.815.753.7922.

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

Name (last, first)  ______________________________________________________  Job title ____________________________________________

Company name _________________________________________________________   URL ____________________________________________

Address ______________________________________________________________   City ____________________________________________

State/province ___________________________________   Zip/postal code ______________________   Country________________________________

Phone ______________________________   E-mail ______________________________________   Fax __________________________________

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

Industry segment (e.g., manufacturer, supplier, retailer, veterinarian, etc.): _____________________________________________________________________

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

Do you subscribe to Petfood Industry magazine? ❐  Yes  ❐  No Do you also wish to attend Petfood Workshop: Safety First, April 13-14? ❐ Yes  ❐ No

ADDITIONAL ATTENDEES—same rates above apply.   Check if also attending Petfood Workshop: 

Name (last, first)  _____________________________________________  E-mail _________________________________________________    ❐
Name (last, first)  _____________________________________________  E-mail _________________________________________________    ❐
Name (last, first)  _____________________________________________  E-mail _________________________________________________    ❐
Name (last, first)  _____________________________________________  E-mail _________________________________________________    ❐
Method of payment:  ❐ Check  ❐ Money order   ❐ MasterCard  ❐ VISA  ❐ American Express  ❐ Discover

Name on credit card __________________________________________  Card number ___________________________________________________

Signature  ________________________________________________ Expiration date __________________________________________________

Please return this form with full payment  
(payable to Northern Illinois University) to:

Petfood Forum / Petfood Workshop 2011 
c/o Registration Office
Outreach Services,  Northern Illinois University
DeKalb, Illinois, USA 60115
Phone: +1.815.753.7922      Fax: +1.815.753.6900
Email: OutreachRegistration@niu.edu

NOTE: Registrations will not be processed without payment; rate is determined by date payment is received. Prior to 
February 15, 2011, attendee registration fees are refundable minus a cancellation fee; contact OutreachRegistration@niu.
edu or +1.815.753.7922. Substitution of registered personnel at no charge. Watt Media reserves the right to substitute 
speakers and change schedule as necessary. If anyone in your party requires special assistance, please contact us.

PLEASE MAKE HOTEL RESERVATIONS 
DIRECTLY WITH THE RENAISSANCE 
SCHAUMBURG
Call +1.800.468.3571 or visit www.marriott.com/
hotels/travel/chirs?groupCode=watwata&app=re
svlink&fromDate=4/9/11&toDate=4/15/11
To receive a special group rate, please contact 
the hotel prior to March 11, 2011, and identify 
yourself as a Petfood Forum or Petfood Workshop 
2011 participant (or use the name Watt). 
Room availability is limited; reservations will 
be handled on a first come, first served basis.

Register by 

February 15, 2011, 

to save 15%!

April 11-13, 2011

NEW LOCATION!  Renaissance Schaumburg  
(10 miles from Chicago’s O’Hare airport)

April 13-14, 2011

Full registration includes 
all refreshment breaks, 
receptions and meals 
except dinner, plus access 
to all conference sessions 
and the exhibit hall.

FOR TRANSPORTATION FROM 
O’HARE AIRPORT
For special rates on a taxi, limo or  
shuttle, please visit www.
petfoodindustry.com/
PFF2011.aspx#tab_5, e-mail 
OutreachRegistration@niu.edu 
or call +1.815.753.7922.  We 
recommend you reserve your ground 
transportation in advance.
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allowing for energy savings, 
according to the company. Outside air 
and exhaust air are handled in sepa-
rate units connected with piping.
Kathabar Dehumidification Systems Inc.

+1.716.875.2000
www.kathabar.com

Maintainer retort 
software

Allpax Products Maintainer soft-
ware automatically tracks and alerts 
personnel when critical retort compo-
nents are scheduled for maintenance. 

Maintainer also 
provides retort 
room personnel 
with quick access 
to machine 
documentation, 
maintenance tech 

notes and 3-D views of retort compo-
nents, according to the company.

Allpax Products
www.allpax.com

Enhanced Sanitary 
Dryer

Wenger Manufacturing’s Enhanced 
Sanitary Dryer was designed to reduce 
the risk of contamination. According 
to the company, the design criteria for 
the new dryer stated that no internal 
horizontal surface could be larger 
than 5-by-5 mm unless absolutely 
necessary. The design also called for 
a minimum 30-degree slope on all 
internal ledges and the elimination of 
cracks and crevices in which fines and 
material could collect.

Wenger Manufacturing
+1.785.284.2133

www.wenger.com

iQ-Check 
Salmonella II kit

Bio-Rad Laboratories Inc. iQ-Check 
Salmonella II kit has AOAC approval 
for real-time PCR detection of 
Salmonella from wet cat food, dry dog 

food, stainless steel, plastic, ceramic 
and concrete. This method involves a 
single primary 20-hour enrichment 
in buffered peptone water, followed 
by a one-step high throughput DNA 
extraction in 96-well plate format.

 www.petfoodindustry.com     19   
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Bio-Rad Laboratories Inc.
+1.510.724.7000

www.foodscience.bio-rad.com

Stackable Scoops
Innovative Molding Inc. offers Stackable Scoops, avail-

able in several sizes from 25 cc to 90 cc with either short or 

long handles. The tapered shape of the scoop’s cup is designed 
to allow the scoops to be stacked in nested logs to reduce ship-
ping and storage costs. The scoops are available in white, black 
or natural colors, with custom hues available upon request.

Innovative Molding Inc.
+1.707.829.2666

www.innovativemolding.com

Food contact products
DuPont Performance Polymers food contact prod-

ucts are food grade. The products, which include Hytrel 
TPC-ET, Delrin POM, Rynite PET and Sorona EP PTT, are 
compliant with several regulations, including US Food and 
Drug Administration, European Food Contact 2002/72/EC 
and GMP (EC) 2023/2006, according to the company.

DuPont Performance Polymers
+1.800.441.7515

www.dupont.com

For Manufacturers
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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

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

www.bhj.com

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!       

SERVE THE BEST FOR YOUR PETS

BHJ Pet Food
- global sourcing, local delivery
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O
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U
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S
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WORCESTERSHIRE, A BEAUTIFUL 
county in the heart of England, may be 
best known for the famous sauce. But 
thanks to the rapid, truly international 
growth of Worcestershire-based petfood 
company Fish4Dogs, will the region soon 
be known for something else?

In the six years since it launched, 
Fish4Dogs has created its place in the 
global pet market and consolidated the 
positive perception of its distinctive 
feature: using omega-rich fish as the 
main ingredient in all its products. “This 
feature provides a clear of point of differ-
ence with other brands of petfood,” says 
Jill Angell, current marketing director 
and a company co-founder.

THAT POINT OF difference stems 
from the professional history of Angell 

and her husband, Robert, combined 
with their shared love for companion 
animals. Fish4Dogs was the brainchild 
of the couple, both former consultants 
for more than 15 years in the human 
grade seafood processing industry.

The Angells started by making treats 
for their elderly Great Dane, baking fish 
skins in their own kitchen. Seeing how 
much these treats helped their dog’s 
mobility and coat condition, they realized 
the potential for a dog food based on fish. 
In 2004, they, along with other private 
shareholders, formed the company.

“There are a number of advantages to 
fish in a dog’s diet,” Jill Angell explains. 
“Fish is naturally high in nutritionally 
essential omega-3, which is an important 
aid to coat and skin condition as well as 
a way to maintain joint mobility. Our 

Fish4Dogs catches 
success in the market By Stefania Pes

The UK petfood company’s rapid growth is powered by its 
distinctive key ingredient, word-of-mouth marketing and 
geographic expansion

Fish offers a number of advan-
tages to a dog’s diet, says Jill 
Angell, including improvements in 
skin and coat condition, mobility 
and digestion.

Video extra! 
Watch Jill Angell, co-founder and 

marketing manager of Fish4Dogs, 
describe how the company is expanding 

rapidly beyond its UK base. Visit 
www.petfoodindustry.com/5304.html.

J U S T  T H E 

FACTS
Headquarters:
Worcestershire, UK
Offi cers: Jill Angell, 
founder and marketing 
manager; Graham Smith, 
CEO; Dominic Ebery, 
sales manager
Sales: Parent company 
FKRA has annual turnover 
of €232 million (US$323.5 
million)
Brands: Fish4Dogs, 
Fish4Puppies, Fish4Cats
Distribution: Pet stores 
and distributors in 30 coun-
tries in Europe and Asia, plus 
the US (treats) 
Facilities: Worcestershire. 
Parent company FKRA is 
based in Stavanger, Norway, 
with Fish4Dogs part of its 
Arctic Petfoods Division
Employees: 25, including 
a show team for UK 
championship shows, sales, 
marketing and customer 
service. Parent company 
FKRA has 390 employees
Websites: www.fi sh4dogs.
com, www.fkra.no

November 2010   IndustryIndustryPetfoodPetfood
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products, based on total or very high 
inclusion of high-quality fish, show 
an amazing impact on the overall look 
and outward health of the dog even 
within a short period.

“Fish protein is also a high-quality, 
easily digestible protein, with around 
80% digestion compared to 50% to 
60% for some low-quality meats,” 
she continues. “This ease of digestion 
makes fish an excellent food for dogs 
with delicate digestions as well as 
senior dogs whose digestive systems 
are starting to slow down.”

GOOD NEWS SPREADS fast. Soon 
the new fish treats were in demand 
in pet stores all over the UK and 
then around the world. In late 2006, 
the brand went from the kitchen in 

the Angells’ house to the factory, 
extending from just treats into a 
complete food line.

“One of the key drivers behind the 
rapid growth of Fish4Dogs has been 
the power of word of mouth,” Angell 

says. “The high level of omega-3 in 
our products gives fast and visible 
improvements to the dog’s coat and 
mobility. This visible effect proves to 
the owner that these products work as 
promised, a message consumers are 

more than happy to pass on.”
The company has also relied 

strongly on people it calls opinion 
leaders and on the large amount of 
research and communication that 
goes on between dog owners, Angell 
explains. “This is why we invest 
heavily in promoting through the 
breeder and show community, with a 
major stake in championship shows 
and breeder clubs. These key opinion 
leaders have become powerful ambas-
sadors for the brand.”

THE SECOND KEY driver to growth 
has been geographic expansion. From 
its very early days, Fish4Dogs has 
supplied both its domestic market 
and exports, with the export business 
really starting to take off in early 2008. 
Today, over half of Fish4Dogs’ busi-
ness comes from sales in Europe and 
Asia—a total of 30 different countries.

“We started six years ago with only 
two-and-a-half staff,” says Angell. 
“Recently, a new CEO, Graham 
Smith, has been appointed by the 
board, bringing our staff total to 25.”

In late 2007, Fish4Dogs went into 
partnership with Norwegian farming 
cooperative FKRA, which provided 
support for the company’s develop-
ment. In 2010, FKRA took a control-
ling interest as co-founder Robert 

Today, over half of Fish4Dogs’ 
business comes from sales in 
Europe and Asia.

From the initial fish-skin treats, the Fish4Dogs 
product range has expanded to include kibble 
for dogs, puppies and cats, other treats, salmon 
mousse and salmon oil—all with fish as the main 
ingredient.
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Angell stepped down. FKRA’s deeper 
involvement is intended to bring its 
significant manufacturing experience 
to bear, including a new 12 million 
Euro (US$16.6 million) state-of-the-
art production facility for petfoods 
based at its headquarters in Stavanger, 
Norway.

Expansion is not over, as the 
company plans to open up new 
markets and intensify its presence in 
underserved territories such as the 
US, Eastern Europe and Australia. The 
strategy also includes working more 
closely with current distributors and 
investing in more international sales 
managers to continue the doubling of 
sales every year.  ■

Lots of fi sh—for cats, too 
Unlike other petfood products with fi sh as the main protein source, Fish4Dogs uses 

only fi sh and no chicken or other low-cost meat ingredients for bulk, the company says.
Another common feature of Fish4Dogs recipes is simplicity. The ethos is to use 

a few high-quality natural ingredients—with fi sh as the key one—and no artifi cial 
colors, additives or preservatives. The company also strives to be known for the 
high fi sh content of its products: over 55% fi sh for adult dog foods and over 70% for 
puppy food.

The product line includes:

C O U N C I L 

INTERNATIONAL FEED EXPO, INTERNATIONAL POULTRY EXPO AND THE 3RD ANNUAL

PET FOOD CONFERENCE
JAN. 25, 2011 – 9 A.M. – 6:30 P.M. AND JAN. 26, 2011 8 A.M. - NOON  GEORGIA WORLD CONGRESS CENTER, ATLANTA, GA. 

ONE LOCATION…
COUNTLESS OPPORTUNITIES
• Top Industry Executives and Purchasing Decision-Makers
• World’s Largest Feed and Poultry Technology Exchange
• 14 Acres of Exhibits
• Exceptional Education Programs

o New! Hatchery-Breeder Clinic
o Feed Manufacturing Education Program
o International Poultry Scientific Forum
o Animal Agriculture Environmental Sustainability Conference
o Poultry Market Intelligence Forum

19,000 INDUSTRY 
LEADERS FROM OVER 
100 COUNTRIES

A A
F I

Pet Food 
Committee

More details at:
www.petfoodconference.com

Register Today!

Finest Fish Complete, a fi sh and  ■

potato kibble in Salmon, Whitefi sh 
and Puppy varieties;
Working Dog Complete kibble in  ■

Fish, Salmon and Sardine fl avors;
Sea Jerky, made simply from baked  ■

fi sh skins with a rough texture that 
helps remove tartar from dogs’ teeth. 
The treats are also low in calories at 
113 per 100g, the company says, 
equating to 2.5 calories per treat for 
the best-selling starter pack;
Sea Biscuits, a natural alternative to  ■

more processed products;
SOS Salmon Oil, a pure oil rich in  ■

omega-3 and other essential fatty acids;

Finest Salmon Mousse, made from  ■

99% salmon and 1% seaweed 
extract, a complementary food to 
be mixed with the main food. This 
dog “dessert” or treat is often used 
to encourage fussy or convalescing 
dogs to eat or is mixed with softened 
puppy kibble to make a weaning 
porridge; and
Fish4Cats, a complete line developed  ■

with the same ethos and high-quality 
ingredients as the dog products. It 
includes Finest Fish 4 Cats Complete, 
Star Fish Cat Treats, Finest Salmon 
Mousse 4 Cats and SOS Salmon Oil 
for Cats.

Stefania Pes is a writer and pet market research 

specialist for Mediatic (www.mediatic.it) based in Italy.
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U.S.A. 
Sensient Colors Inc.   
2515 N. Jefferson
St. Louis, Missouri 63106
800-325-8110
info@sensientfoodcolors.com

Canada
Sensient Colors Canada Ltd.
30 River Street
Kingston, Ontario K7K 2A1
800-267-7884
scc-sales@sensient-tech.com

Mexico & Latin America
Sensient Colors S.A. de C.V.
Rodolfo Patron Num 12
Parque Industrial Lerma 
Lerma, Edo. De Mexico, C.P. 52000,
Apartado Postal 17, Mexico
52-728-285-0569

Brasil
Estrada dos Romeiros KM 38,5 nr. 105 
06513-001 Santana de Parnaiba, 
Sao Paulo, Brasil 
55-11-4622-8282
atendimento@sensient.com 

extensive color spectrum

consistency & stability

safety & security
®

Fusion Precise Natural Colors®

The FUSION PRECISE NATURAL COLORS line delivers an extensive color spectrum 
with proven consistency and stability.  

Sensient® has provided world-class safe and secure natural color solutions for 
over 60 years.

Allow us to assist you on your latest development or natural conversion project.
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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.

north america  800.218.5607  
northamerica@afbinternational.com 

latin america  54.2322.480747 
latinoamerica@afbinternational.com.br

europe  31.73.5325777 
europe@afbinternational.nl

asia/pacific  61.398.799093 
khall@afbinternational.com

australia  61.359.711105 
jseletto@inghams.com.au

1011PETfish4dogs_22_C2201R14696.BK.indd   26 10/28/2010   11:04:25 AM

mailto:northamerica@afbinternational.com
mailto:latinoamerica@afbinternational.com.br
mailto:europe@afbinternational.nl
mailto:khall@afbinternational.com


UNDERSTANDING CATS MEANS IMPROVED CAT FOOD PALATABILITY.

AFB International is the pet food industry’s 
leader in palatability technology and has been 
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WE ARE WATCHING the evolution of the 
petfood business as the market continues 
to experience fundamental change. The 
informed pet parent has emerged: 
spending more while challenging brands 
on their commitment to better nutrition 
and seeking credible validation on the 
quality of ingredients. 

Competitive strategies must evolve: 
As more brands start competing in the 
natural and organic premium segment of 
the business, added pressure will come 
on optimizing brand uniqueness and 
differentiation. Business models may 

need to be structured for what lies ahead: 
Consumers will hold brands account-
able for their nutritional integrity, thus 
putting pressure on managing ingredient 
sourcing costs and balancing issues with 
what the market wants. Are you ready?

THESE CONDITIONS WILL place 
increased demands on petfood organiza-
tions to fully invest in the development 
of stronger and more relevant brands and 
require new thinking about go-to-market 
strategies. Let’s take a look at the bigger 
issues:

 By Robert Wheatley

Best practices in building brand equity, constructing a compelling 
value proposition and understanding the emotional triggers that 
drive purchase decisions

Your goal as a business is NOT to 
acquire customers to make more 
money. Your goal is to use money 
to acquire and keep happy pet 
parents.

More hot tips! 
Want to learn more about marketing 

petfoods and treats in our adaptive 
and forward-thinking market? Check 

out Robert Wheatley’s presentation on 
marketing with emotional significance 

at www.petfoodindustry.com/
MarketingPower.aspx.
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Premiumization is not a temporary ■

adjustment in consumer prefer-
ence.
People increasingly believe there ■

are real quality of life and health 
benefits from feeding a more 
expensive, high-quality diet to 
their furry family members.
The vast majority of this early 

“trading up” segment growth has 
come from high-income households 
(US$100,000+). Saturation is inevi-
table and so it’s likely that the middle 
of the market will eventually follow 
the early adopters as the business 
matures. This will invite more compe-
tition at the premium end.

This will require small- and 
medium-sized brands to refocus 
themselves from push (sales) driven 
business strategies to marketing 

models (brand development): Brands 
must pull consumers to the shelf and 
work to drive emotional qualities and 
differentiation. A strong brand is your 
most important asset. Period.

THE JOB NOW for every brand in the 
game is to mine consumer insight with 
a goal to acquire greater understanding 
of your users: their interests, habits, 
passions and concerns. Why they buy 

your brand. What they think they are 
paying for. This information is vital to 
constructing a compelling brand value 
proposition—one that optimizes your 
collection of functional, financial (not 
just about price), intangible (perceived) 
and emotional (feelings) benefits. 
This analysis then informs marketing 
strategy and communications plans. 
The goal is to fight rampant “same-
ness” among competing brands 

The goal is to fight rampant “sameness” among competing brands by pushing the envelope on brand 
uniqueness. 

Wenger Industry Poll
Add your input
to the dialogue.

To answer the poll question, log on to 
www.petfoodindustry.com 
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by pushing the envelope on brand 
uniqueness.

Today what is equally true is this 
unshakeable fact: The product is the 

marketing. Thus tools such as brand 
positioning and social media are just 
that—ways to connect with consumers 
more meaningfully and effectively. The 

product and its integrity remain at the 
forefront of your ability to grow and 
sustain a loyal customer base of those 
who know, trust and respect you.

In the world of social media where 
conversations drive perception, brand 
reputations can be successfully built 
by remaining faithful to the premise 
that superior pet nutrition can support 
a value proposition consumers will 
continue to pay for. To quote one of the 
greatest legends in the history of brand 
building, David Ogilvy, who weighed 
in on the matter of respect for what the 
customer knows, “The consumer is not 
a moron, she is your wife.” ■

Today what is equally true is this unshakeable fact: 
The product is the marketing, proclaims Wheatley.

®

Superior finished product with energy 
consumption reduced up to 20%.
S i fi i h d d i h

Industry leading AirFlow II technology literally smashed dryer 
efficiency standards when introduced. This exclusive technology 
simply operates at the highest efficiency today.  Efficiencies 
accomplished through the ability to independently manage air 
flows and temperatures within each dryer zone have taken product 
quality to levels that benefit customers in every corner of the world.

How we manage energy today will determine the kind of world we 
live in tomorrow.  What started as pure innovation at Extru-Tech has 
grown into dryer/cooler technology that an entire industry now uses 
to gauge efficiency.  Now that’s innovation driven by Extru-Tech.

Corporate Office

®

Robert Wheatley is the CEO of 

Wheatley & Timmons Inc.
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SATIETY IS A complex process that 
involves both neuronal and hormonal 
signals to the brain. Through this 
complicated system, our bodies relay to 
our brain long-term signals (e.g., how 
often to eat) and short-term signals (e.g., 
when to stop eating a meal).

Examples include stretch receptors 
in the stomach, which signals to the 
brain that we are full. Hormonal signals 
include those that tell our brains we are 
hungry versus full. Ghrelin is a hormonal 
signal that increases before meals and 
decreases following consumption of a 
meal in many species. Hormonal signals 
that tell us we are full include glucagon-

like peptide-1 (GLP-1), leptin, peptide YY 
(PYY) and choleocytekinin (CCK).

CURRENT LITERATURE REGARDING 
satiety has mostly focused on humans 
and human models, but there has been 
some evaluation of different nutrients for 
satiety in dogs. The literature in dogs has 
focused on changing the diet macronu-
trient profile (protein, fat, fiber concen-
trations) or evaluation of the macronu-
trients themselves. This research may be 
used to help pets lose weight, decrease 
negative behaviors associated with 
putting your pet on a weight loss diet or, 
preferably, to prevent weight gain.

Satiety in dogs 
and cats Brittany M. Vester Boler, PhD

What does the recent evaluation of different nutrients for satiety 
reveal about dogs’ and cats’ diets?

Current literature regarding 
satiety has mostly focused on 
humans and human models, but 
there has been some evaluation 
of different nutrients for satiety in 
dogs and cats.

Get more in-depth online
Dig deeper on this topic by checking 

out the research behind satiety studies. 
Check out www.petfoodindustry.com/

Research_Notes/5926.html.
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A combination of high-protein, 
high-fiber diets may provide the 
most benefit to controlling satiety 
and weight gain/loss.
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Dr. Kelly Swanson’s group evaluated the changes in 
hormone concentrations after a dose of one macronutrient 
(chicken=protein, maltodextrin=carbohydrate, lard=fat, 
water=control) in adult dogs (Lubbs et al., 2010). While the 
authors noted no difference in post-prandial ghrelin concen-
trations, the GLP-1 concentrations tended to be elevated 
in dogs fed lard. It was also noted in this work that satiety 
hormones are highly variable throughout the day, and there-
fore, more sensitive tests for these hormones may be needed.

Different types of ingredients that provide a predominate 
macronutrient (e.g., beef versus chicken) may affect satiety 
differently. We recently evaluated different protein sources—
beef, chicken, pork, salmon and pollock (Vester Boler, 
2010). While we were able to influence satiety hormones 
and plasma AA in the dog after a protein pre-meal, we 

were unable to influence food intake. Numerically, dogs 
consumed the least amount of food after consumption of a 
salmon or chicken pre-meal. This corresponded with many 
responses noted with decreased glucose and ghrelin and 
increased insulin, GLP-1 and several plasma amino acids. 
This may indicate that each protein source should be evalu-
ated individually.

ANOTHER WAY TO affect satiety is by stimulating stretch 
receptors in the stomach. Gastric distension by a meal or 
experimental means will decrease subsequent meal intake 
in dogs (Pappas et al., 1989). This idea of “gut fill” is one 
mechanism by which feeding a high-fiber diet is expected to 
be satiating. The animal must consume a greater amount of 
food to meet its caloric need.

Dietary fiber, however, may provide more benefits than 
gut fill alone, as fibers that are able to be fermented in the 
large bowel may also affect satiety hormones. Dr. Guido 
Bosch evaluated test diets containing 8.5% cellulose (non-
fermentable) or 8.5% beet pulp + 2% inulin (fermentable) 
(Bosch et al., 2009). The authors assessed voluntary food 
intake by feeding the same diet six hours after the morning 
meal of the test diet. Voluntary food intake tended to be 
lower in dogs fed the fermentable fiber diet. Neither diet in 
this experiment affected the gut hormones tested (glucose, 

Dietary fiber may provide 
more benefits than gut fill 
alone.
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insulin, PYY, GLP-1 or ghrelin) as was 
expected.

A combination of high-protein, 
high-fiber diets (HPHF) may provide 
the most benefit to controlling satiety 
and weight gain/loss. Voluntary food 
intake of a commercially prepared 
HPHF diet was lower compared to 
a high-protein or high-fiber diet 
alone (Weber et al., 2007). The two 
high-fiber diets, however, contained 
different types of fiber sources, which 
complicate the results.

UNFORTUNATELY, VERY LITTLE 
data regarding satiety in cats has 
been published. Many of the satiety 
hormones are reported to respond 
similarly to how they do in humans 

and other species, including 
ghrelin (Ida et al., 2007), leptin 
(Vester et al., 2009) and CCK 
(Backus et al., 1995). Their response, 
of both hormones and food intake to 
different macronutrients, however, is 
not yet reported in the literature.

A further complicating matter is 
that steroid hormones play a large role 
in the influence of satiety hormones. 
Cats and dogs that are spayed or 
neutered are at an increased risk for 
becoming obese, and it has been 
well documented that many animals 
will reduce energy expenditure and 
increase food intake following the 
surgery (Belsito et al., 2009; Lund et al., 
2006). Administering estradiol to cats 
after spaying decreases food intake 

(Cave et al., 2007), which indicates 
loss of estrogen, leads to changes in 
satiety signals in cats as well. This is 
an obvious area of research that needs 
to be explored further considering the 
large numbers of dogs and cats that 
are spayed or neutered. ■

Subscribe to Empyreal® 75 Update today. The one pet food industry e-newsletter 

that qualifi es as a must-read. Stay current with insights, key information and original 
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Another way to affect satiety is by stimulating 
stretch receptors in the stomach, according to 
research.
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Brittany M. Vester Boler, PhD, is a postdoctoral research associate with the Department of Animal Science at the University of Illinois.
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CUTTING BACK ON the amount of 
waste, pollution and damage we do to 
the Earth on a daily basis as individuals 
can seem like a daunting task, but when 
you try applying those same practices 
to your manufacturing processes, it can 
seem insurmountable. Not only is it 
important for the future of the industry 
to learn to adapt, it’s also important to 
let consumers know your company is 
working hard to make “green” changes 

Reducing your carbon 
footprint By Jessica Taylor

Ways to save on utilities and other costs while reducing the 
amount of waste and emissions from your plant

Not only is it important for the 
future of the industry to learn to 
adapt, it’s also important to let 
consumers know your company 
is working hard to make “green” 
changes to your production lines 
and manufacturing facilities—
not just your packaging and 
ingredients.

The LPS installation consists of 
3,870 Solyndra solar panels, 
producing over 825,000 kWh of 
electricity and eliminating more 
than 1.1 million pounds of CO2 
emissions annually, according to 
the company.

Learn more online!
Check out more ways to make your 

company a carbon-footprint-friendly 
manufacturer with information from 

Jacques Wijnoogst’s PowerPoint presenta-
tion on sustainability of petfood at www.

petfoodindustry.com/CarbonFriendly.aspx.
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to your production lines and manufac-
turing facilities—not just your pack-
aging and ingredients. Let’s explore 
how some companies are reducing 
their carbon footprint with new tech-
nologies while assuring pet parents 
that their products (and practices) are 
ones they can continue to trust.

LPS Industries is a vertically inte-
grated flexible packaging converter 
powered by renewable energy. “Pack-
aging manufactured with solar power 
is an attribute that is attractive to our 
customers with a corporate commit-
ment to sustainability, especially those 
whose goods are sold at retail,” explains 
Charles Ardman, VP of marketing. “A 
supply chain partner with a comple-

mentary sustainability commitment 
that has a real, measurable impact on 
the environment can meaningfully 
differentiate a product on the retail shelf 
in the eyes of the customer.”

In June 2010, LPS announced it had 
completed the largest Solyndra solar 
panel rooftop installation in the US, 
a 704.34kW system. The installation 
will provide 25% of the power for the 
165,000-square-foot manufacturing 
facility and is part of a larger commit-
ment to reduce energy consumption 
and produce packaging products in the 

most sustainable manner.
Industrial hot water heating can 

be a major energy and cost outlay 
for petfood processors and manufac-
turers. Reducing that energy usage is 
good for the company’s bottom line, 

the environment and the public. An 
easy-to-use calculator that estimates 
the energy used for specific process 
conditions, developed by Hydro-
Thermal, is now available at www.
hydro-thermal.com/calc/htesc.htm.
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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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Alkenals

Aldehydes

TM

Kathabar Dehumidification Systems offers 
Twin-Cel, a liquid desiccant energy reduction 
system for buildings that utilizes energy previ-
ously lost to the environment.
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eLearning
Powered by Petfood Industry

Introducing

WATT eLearning is…
FLEXIBLE—learn at your own pace

CONVENIENT—access sessions 24 hours a 
day from any internet-based computer or 
smart phone

USER-FRIENDLY—log on, choose a session 
and start learning

AFFORDABLE—learn from the best in the 
industry without the added cost of travel

The online educational portal 
for industry professionals.

try now brings you unprecedented access to the industry’s top thought leaders…Petfood Industry now bri g
me or office.       from the comfort of your home or office

m events on your computer or smart phone, View on-demand presentations from Petfood Forum events on y
       featuring speakers recognized as key experts in their industry.

Log on to www.wattelearning.com rum presentations now.   to start browsing the current catalog of Petfood For
         Check back often for newly added sessions and updated offerings.

Coming Soon: Participate in live online courses 
taught by industry experts and academia 

Powered by: PETFOOD INDUSTRY IN  PRINT    ONLINE    EVENTS
Petfood Industry, Petfood Forum, PetfoodIndustry.com, Petfood Industry eNews, Petfood Nutrition eNews, 

e-Marketing, Petfood Industry TV, Podcasts, Webinars, Research, Database Management
IndustryPetfood
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“Products Produced in the USA”

6312 West Main  |  Kalamazoo, MI 49009  |  P: 269.350.2900  |  F: 269.350.2916  |  www.thepetersoncompany.com

The calculator uses sound 
thermodynamic assumptions 
and formulas to estimate 
the energy used for specific 
process conditions and 
compares the required energy 
of a heat exchanger with that 
of a direct steam injection 
three-way valve. Users can 
input their process flow rates, 
needed output temperature, 
fuel costs and other data 
directly into the calculator. 
A comparison of the energy 
usage is shown side by side for each 
heating technology.

Kathabar Dehumidification 
Systems offers Twin-Cel, a liquid 
desiccant energy reduction system for 
buildings that utilizes energy previ-
ously lost to the environment. Twin-

Cel is a total energy device that trans-
fers both temperature and moisture 
between the airstreams and allows 
for greater energy savings than the 
recovery of sensible heat only. These 
systems reduce the utilities required 
to condition outside air for a building, 

according to Kathabar.
One petfood manufac-

turer focusing heavily on 
its environmental impact is 
the Brazilian company Total 
Alimentos. Currently, 100% 
of the water discharged from 
the production of its petfoods 
is treated and returned to 
the environment under 
appropriate conditions of 
reuse. Investments of US$1 
million provide equipment 
and environmental control 

processes, from advanced treatment 
of waste by filters to the chimneys 
of steam-generating systems used in 
manufacturing. All waste generated by 
the plant is destined for composting or  
producing organic fertilizer for products 
such as fruit and coffee.� n

Total Alimentos retains a native forest equivalent to 192,000 square meters 
in addition to practicing reforestation with native trees such as jatoba, 
mahogany, ypê yellow peróbar rosa, cedar and others.
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RECENTLY, A COMMENTARY in the 
op-ed section of a local newspaper 
proclaimed chickens to be “the new 
black.” Apparently, keeping poultry 
has become increasingly popular 
among the less agriculturally inclined 
in the US, not only in the suburbs but 
with the big city folk, too.

Now, I’ve kept a relatively small 
flock of chickens and other fowl for 
many years, generally enough to keep 
my family as well as a few others 
perpetually in stock with fresh eggs. 
However, this new breed of poultry 
enthusiast has scaled back the hobby 
much further, often keeping only two 
or three hens in a fairly small space 
but treating them much more as pets 
than for utilitarian purposes.

In response to this growing market 
of people with pet chickens, manufacturers 
are coming out with products to accommodate 
their particular needs. Among such products 
are smartly designed but compact coops and 
enclosures that easily fit in a backyard of the 
most modest dimensions. Feeders and other 
equipment now can be purchased in a variety of 
boutique colors. Toys, costumes and even diapers 
for your pet chickens are now available.

WHILE MOST POULTRY feeds and supplements 
are still sold on the basis of their nutritive value, 
treats for chickens (as opposed to chicken treats 
for dogs and cats) are becoming popular, as well. 
I would expect the major livestock feed manufac-
turers to retain most of the market with respect 
to provision of the mainstay components of the 
pet chicken’s ration (e.g., nutritionally complete 
mash or crumbles, scratch grains, oyster shells).

However, like other pet owners, pet chicken 
owners appear receptive to value-added niches 

such as vegetarian, natural and organic (the 
latter for the perceived health benefit to the 
chicken, not necessarily to adhere to require-
ments for organic egg production). Also, there 
have long been supplement products on the 
market intended to help in the nutrition, health 
or productive capacity of flocks large and small. 
The pet chicken treat market, though, appears 
open at this time. 

Currently, most chicken feeds, including 
treats, are primarily available through feed stores. 
However, I have seen some pet stores as well as 
the pet departments in discount stores carrying 
food items for poultry. I would think pet chicken 
owners would be more inclined to purchase a pet 
chicken treat at one of these outlets while shop-
ping for items for their other, more traditional 
pets rather than making a special trip to the feed 
store. Thus, there would appear to be opportuni-
ties to distribute pet chicken treat items through 
the same channels as other petfoods and treats.   

THE INGREDIENTS SUITABLE for a chicken treat 
are notably different from what normally goes in 
a typical dog or cat treat. Commercial products 
I’ve seen for this purpose include seeds, nuts, 

dried fruits and insects such as mealworms. 
Manufacturers of bird food and other specialty 
petfood may be more capable of handling these 
types of ingredients. From my experience, most 
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Treats for chickens 

(as opposed to 

chicken treats for 

dogs and cats) are 

becoming popular.

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; email: dzanis@aol.com.

Find more
Read more of Dr. Dzanis’ 

columns online at 
www.petfoodindustry.com/

petfoodinsights.aspx.

Chickens: new opportunity 
for the pet treat industry?

November 2010   IndustryIndustryPetfoodPetfood

Chickens have a 
decidedly poor, if not 
virtually nonexistent, 
sense of taste.
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After a four-year hiatus, Petfood Forum returns to Europe in a new 
location at the Koelnmesse in beautiful, historic Cologne, Germany. 
The event will be held in conjunction with one of the largest agri-
feed events in the world, Victam International: www.victam.com.

Attendees at Petfood Forum Europe will enjoy educational 
presentations on innovations in petfood, networking with peers, 
and the opportunity to visit top suppliers at their trade booths as 
part of Victam International. The schedule of educational sessions 
will be announced in the near future.

May 4, 2011 — Cologne, gerMany

LOG ON FOR UPDATES
Bookmark www.petfoodindustry.com/PFFeurope2011.aspx on your computer and  

check back often for updates on registration, scheduled speakers and more.

early BIrD onlIne regISTraTIon noW oPen.  
SaVe 10% THroUgH MarCH 14, 2011.

Petfood Forum Europe 
returns May 4, 2011

REGISTER NOW +  

EARLY BIRD  
DISCOUNT
Register online now  
at www.petfoodindustry.com/
PFFEurope2011.aspx#tab_1 or turn 
the page and fill out the registration 
form to take advantage of the Early 
Bird Registration discount and 

save 10%
(through March 14, 2011).
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Attendee Registration Form
Register online at www.petfoodindustry.com/PFFEurope2011.aspx

Registration date Registration fee
Through March 14, 2011 225 Euros

After March 14, 2011 255 Euros

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

Name (last, first)  ______________________________________________________  Job title ____________________________________________

Company name _________________________________________________________   URL ____________________________________________

Address ______________________________________________________________   City ____________________________________________

State/province ___________________________________   Zip/postal code ______________________   Country________________________________

Phone ______________________________   E-mail ______________________________________   Fax __________________________________

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

Industry segment (e.g., manufacturer, supplier, retailer, veterinarian, etc.): _____________________________________________________________________

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

Do you subscribe to Petfood Industry magazine? ❐  Yes  ❐  No

ADDITIONAL ATTENDEES—same rates above apply.   

Name (last, first)  _____________________________________________  E-mail ______________________________________________________   

Name (last, first)  _____________________________________________  E-mail ______________________________________________________   

Name (last, first)  _____________________________________________  E-mail ______________________________________________________   

Name (last, first)  _____________________________________________  E-mail ______________________________________________________   

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

Name on credit card __________________________________________  Card number ___________________________________________________

Signature  ________________________________________________ Expiration date __________________________________________________

Please return this form with full payment  
(payable to Northern Illinois University) to:

Petfood Forum Europe 2011 
c/o Registration Office
Outreach Services,  Northern Illinois University
DeKalb, Illinois, USA 60115
Phone: +1.815.753.7922      Fax: +1.815.753.6900
Email: OutreachRegistration@niu.edu

NOTE: Registrations will not be processed without payment; rate is determined by date payment is received. Prior to March 14, 2011, attendee registration fees are refundable minus a 
cancellation fee; contact OutreachRegistration@niu.edu or +1.815.753.7922. Substitution of registered personnel at no charge. Watt Media reserves the right to substitute speakers and 
change schedule as necessary. If anyone in your party requires special assistance, please contact us.

IndustryIndustryPetfoodPetfood

Register by  

March 14, 2011, to   

save 10%!

May 4, 2011 • Koelnmesse • Cologne, Germany    In conjunction with Victam International 2011

Registration includes all conference 
sessions, a light breakfast, generous 
buffet lunch and coffee break.

PETFOOD FORUM EUROPE HAS NO EXHIBIT HALL; ALL EXHIBITS ARE PART OF 
VICTAM INTERNATIONAL. For information on exhibiting, please visit www.
victam.com or contact Steve Akins at +1.815.209.6444 or sakins@wattnet.net.

ENTRY INTO VICTAM INTERNATIONAL is free; register 
online at www.victam.com. Also check the Victam 
website for information on special hotel rates and travel packages.
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chickens seem eager to peck at almost 
anything you give them but appear 
most inclined to eat common fruits 
and vegetables, baked goods and 
breakfast cereals. 

 A definite consideration in formu-
lating a chicken treat is the fact that 

chickens have a decidedly poor, if not 
virtually nonexistent, sense of taste. 
Thus, they primarily rely on visual 
and textural cues to determine what is 
food. In other words, don’t depend on 
flavor additives to augment accept-
ability of chicken treat products. Also, 
of course, chicken have no teeth, so 
while they can peck and tear at soft 

items, any hard baked or extruded 
item larger than they can swallow will 
likely go to waste. 

EVEN THOUGH THEY may be thought 
of as pets, labeling of chicken treat 
products would need to adhere to 

the general Association of American 
Feed Control Official (AAFCO) Model 
Regulations, not the AAFCO Regula-
tions for Pet Foods and Specialty Pet 
Foods. It is unlikely that the AAFCO 
definition for “specialty pet” would (or 
should) apply in this case, and even 
if it did there are existing labeling 
requirements specifically applicable 

to poultry feed labels in the general 
regulations that would supersede any 
applicable petfood labeling require-

ments. Thus, the label format, particu-
larly the guarantees, would need to 
follow that prescribed for non-pet 
poultry feeds. ■
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Keeping poultry has become increasingly popular 
among the less agriculturally inclined in the US, as 
well as with the author.

Pet chicken owners appear receptive 
to value-added niches such as 
vegetarian, natural and organic.
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CALCIUM IS A vital nutrient for 
growth and sustained pet health. It is 
a principal structural component of 
bone and teeth, facilitates blood clot-
ting binding-proteins, serves as a key 
conductor of nerve signals, initiates 
muscle contractions, activates select 
physiological enzymes and buffers 
pH changes.

Because of these critical roles, it is 
important that the diet contain suffi-
cient amounts of calcium. However, 
the calcium content of common 
ingredients used in pet diets (outside 
of incidental bone) is often inadequate. 
This makes supplementation neces-
sary. The ingredient most often used 
to fill the gap is calcium carbonate. 

What is calcium carbonate? It is one of those 
invisible low-tech components of our modern 
world that is used in a broad array of everyday 
products with little fanfare. While the name—
calcium carbonate—may belie its origin, it is 
no “cooked-in-the-lab” synthetic compound. 
Rather, it is a readily available, inexpensive, 
naturally occurring mineral that literally lies 
right under our feet.

AT THE ELEMENTAL level, calcium carbonate 
(CaCO3) is a strangely unique polymorphous 
molecule that can occur in at least three different 
crystalline forms (e.g., calcite forms a trigonal 
crystal, aragonite a rhomboid and vaterite a 
hexagonal crystal). The calcite form is the domi-
nant structure in nature and is found mostly 
in chalk, limestone or marble. While chalk and 
marble have their limited applications, limestone 
is the form with the greatest array of uses.

Limestone is a sedimentary rock formed either 

from direct precipitation of calcium carbonate 
from (sea) water or from ancient oceanic organ-
isms (corals, sponges, foraminifers and algae) 
that settled to the sea floor. These calcium 
carbonate deposits accumulated into layers and 
were compressed by billions of pounds of pres-
sure over millions of years until they became 
rock. Today, limestone is found in relative abun-
dance throughout the world in stratified rock 
formations. 

Calcium carbonate from limestone has a 
number of industrial applications in paint, paper, 
ceramics and metals. It is the starting material 
for the production of other calcium products such 
as “lime” (CaO), hyrated lime (CaOH), calcium 
chloride (CaCl) and calcium sulfate (CaSO4).  It 
is used to modify soil pH in farming and is the 
reason your water may be “hard.”

Calcium carbonate has pharmaceutical 
applications in antacids (e.g., Tums) and as a 
phosphate binder for the treatment of conditions 

such as hyperphosphatemia. Also, when finely 
ground, it is the abrasive used in toothpaste and 
is an oft-used tableting aid for dietary supple-
ments and medicinal pills. So, calcium carbonate 
is an ingredient you experience almost every day 
in one form or another.
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Calcium carbonate: 
safe, effective, economical for pet diets

This is the ingredient 

most often used 

for vital calcium 

forti� cation.

Dr. Greg Aldrich is president of Pet Food & Ingredient Technology Inc.

Ingredient Issues
Greg Aldrich, PhD

Get more
Read more of Dr. Aldrich’s 

columns online at 
www.petfoodindustry.com/

ingredientissues.aspx.
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While the name may 
belie its origin, it 
is no “cooked-in-
the-lab” synthetic 
compound.
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CALCIUM ALLOWANCES IN dog 
and cat diets are recommended from 
as low as 0.29% for maintenance 
to as high as 1.2% for growth and 
reproduction (dry matter 4,000 kcal 
diet; NRC, 2006). Further, the ratio 
of calcium to phosphorus should be 
between 1:1 and 2:1 to avoid imbal-
ances and antagonisms. Calcium is 

relatively non-toxic in high doses, but 
imbalances relative to other minerals 
can lead to depressed intake and 
growth in cats and skeletal develop-
mental issues in dogs when Ca levels 
exceed >2.3% of the diet (NRC, 2005).

Calcium absorption and mainte-
nance of circulating levels is tightly 
controlled by the actions of vitamin D 
and parathyroid hormone. Utilization 
of calcium sources is further influ-
enced by phosphorus, gastric pH, age, 
calcium source, phytates, oxalates, 
fatty acyl “soaps” and imbalances and 
(or) interference from other minerals 
such as iron, aluminum and magne-
sium (McDowell, 1992).

So, a number of non-ingredient 
factors can influence the utilization of 
dietary calcium. While there is limited 
data available regarding supplemental 
calcium sources for companion 
animals, there is ample applicable 
data in swine, where bioavailability of 
calcium from ground limestone and 
(or) calcium carbonate is effectively 
100% (Soares, 1995). 

IN THE REGULATORY world, “ground 
limestone” and “calcite” are defined 
as acceptable sources of calcium 
carbonate with a minimum calcium 
composition of 33% and “calcium 
carbonate” (the ingredient) is defined 
as more than 38% calcium (AAFCO, 
2010). Since ground limestone is 

commonly merchandised for phar-
maceuticals, food and feed with more 
than 98.5% calcium carbonate, the 
yield of calcium exceeds the 38%. So, 
while they may be defined differently 
with regard to calcium content (33% 
vs. 38%), “ground limestone” and 
“calcium carbonate” are for all prac-
tical purposes the same ingredient.

But, not so quick! They aren’t 
exclusively calcium and carbonate. 
Because ground limestone and 
(or) calcium carbonate are earthen 
compounds, they are not “chemically 
pure” like synthetic compounds. As 
such, they may contain trace amounts 
of other nutritionally important 
minerals such as sodium (~0.06%), 
magnesium (~0.05%), manganese 
(~2,779 ppm), iron (336 ppm), copper 
(24 ppm) and selenium (0.07 ppm). 
In addition, it is incumbent upon 
suppliers to provide assurance that 
arsenic, fluoride, lead and other 
potentially toxic minerals are below 
harmful levels. 

DEPENDING ON THE calcium level 
of the core ingredients in the formula, 
the amount of calcium carbonate 
and (or) ground limestone added to 
petfoods generally falls into the range 
of 0.1 to 1.5%. In the market, it is 
available as white to gray in color and 
is found in various particle sizes from 
coarse granules to a flour-fine powder. 
It has good flow characteristics and 
handling is straightforward.

Calcium carbonate from ground 
limestone is an easy-to-use, safe, 
effective and economical source of 
calcium fortification for most dog 
and cat diets (and is good for their 
humans, too).  ■
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It is one of those invisible low-tech 
components of our modern world 
that is used in a broad array of 
everyday products.

• Crude

• Kosher

• Refi ned

Contact Us for 
Competitive Pricing

Bill Stone
(612) 851-3760

bstone@scoular.com
www.scoular.com
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Nutrient and energy intake in 
Amazon parrots

Segregation and feeding 
behavior might alter ingre-
dient and nutrient composi-
tion of the multi-component 
diets commonly fed to parrots. 
First, the nutritional impact 
of segregation was assessed 
when multi-component diets 
were temporarily stored in 
food containers that were 
replenished before completely 
emptied and birds were fed 
from the upper layer. The most 
detrimental effect was a vast 
decrease in mineral supple-

ments, leading to a decrease in calcium-to-
phosphorus (Ca:P) ratio.

Next, a feeding trial was performed on 
six yellow-shouldered Amazons (Amazona 
Barbadensis) in which the nutritional impact of 
parrot-specific feeding behavior was assessed as 
well as the influence of additional fruit provided 
next to the seed mixture. Profound selective 
feeding behavior and dehusking of seeds resulted 
in a vast increase in energetic density by up to 
64% in the ingested fraction. The already subop-
timal Ca:P ratio further deteriorated. Providing 
fruit next to the seed diet significantly lowered 
voluntary energy intake without compromising 
adequate protein intake.

Despite efforts of nutritionists to formulate 
multi-component seed diets to approximate esti-

mated, species-specific requirements, 
nutritional composition of the food 
actually consumed can vastly deteriorate 
due to animal and management factors. 
Offering fruit next to a seed-based diet 
effectively reduces voluntary energy 
intake and can hence be applied to abate 
obesity.
Source: I.D. Kalmar et al., 2010. Effects of 
segregation and impact of specific feeding 
behavior and additional fruit on voluntary 
nutrient and energy intake in yellow-shouldered 
amazons (Amazona barbadensis) when 
fed a multi-component seed diet ad libitum. 
JAPAN online July 2010. doi: 10.1111/j.1439-
0396.2010.01026.x
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Research Notes

Key concepts
Nutrient and energy 
intake in parrots
(JAPAN online July 2010. doi: 10.1111/
j.1439-0396.2010.01026.x) Despite 
efforts to formulate diets to approximate 
species-specifi c requirements, nutri-
tional composition of the food actually 
consumed can vastly deteriorate due to 
animal and management factors.
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Find more
Read more Research 

Notes online at 
www.petfoodindustry.com/

researchnotes.aspx.

To register for your own digital issue of The Extru-Technician, please go to 

http://eforms.kmpsgroup.com/wattpub/forms/extr_subscribe.htm .   

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
Did you miss out on 

the live Virtual Petfood 
Forum: Innovation event? 

Check out the archived presenta-
tions at www.wattevents.com!
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Submit resumes to Bill Crone
email: bill.crone@delmonte.com

or fax: 310.519.2269

Title:
GROUP MANAGER – INNOVATION &

PRODUCT DEVELOPMENT 
Department:  R&D

Location:  Terminal Island, CA

Major Responsibilities:

➤ Provides high level management to lead both wet and dry
 product development activities   
➤ Provide the product and packaging technical leadership
 necessary to manage key company growth and
 innovation development projects through
 commercialization, utilizing both internal and external
 resources 
➤ Supports and participates in market research / marketing
 programs and 
➤ possess the insights necessary to bring technology in
 product/package industry to deliver consumer relevant
 innovations.  
➤ Must continuously strive to apply industry knowledge to
 help deliver effi  ciencies in conversion, packaging cost,
 and improved product and package quality.

Additional Expectations:

➤ The “expert or specialist” in his/her area of expertise (i.e.
 extrusion, processing,  formed product)                        
➤ Ability to use a resource both within Pet Food R&D and
 outside of the research functions

Education/Experience Requirements:

➤ Advanced applicable degree (i.e. Food Science, Baking
 Science) 
➤ Bachelor Degree with equivalent experience in a food
 related fi eld.
➤ 10 years or more experience in food product //process
 development

Title:
MANAGER, R & D (Innovation & Strategy)

Department:  R&D
Location:  Terminal Island, CA

Major Responsibilities:

➤ Provide technical management and support of Pet Food
 Research & Development activities that will lead to the
 long term development of new and improved products 
➤ Create an innovation pipeline of projects, products and
 processes in conformance with DLM Pet Foods long term
 strategy  
➤ Usage of both internal and external sourcing for these
 creative activities thereby ensuring optimization of costs
 and palatability while providing ingredient and product
 fl exibility
➤ Will lead DLM Pet Food in maintaining a competitive
 position in the marketplace

Additional Expectations:

➤ The “expert or specialist” in his/her area of expertise
 (i.e. extrusion, processing, formed products)
➤ Ability to use a resource both within Pet Food
 R&D and Leadership, Teamwork, 
➤ Managing changes, Developing Self & Others, Strategic
 Thinking, and Business Planning & Results 

Education/Experience Requirements:

➤ Bachelor Degree in Food Science, Chemical Engineering,
 or related fi eld, or equivalent experience in a food or
 agricultural related fi eld
➤ 8-10 years of relevant experience in Pet Food  research
 and product development

Title:
 SENIOR ASSOCIATE –TECHNOLOGIST I

Department:  R&D
Location:  Terminal Island, CA

Major Responsibilities:
➤ To carry out cat and dog food research projects leading to
 the development of new product or modifi cations of
 present products

Additional Expectations:

➤ Must be able to travel by plane
➤ Must be capable of travel for extended periods
➤ The ability to perform as a team leader
➤ Must be able to work in a factory environment dealing
 with equipment and raw ingredients
➤ Must be able to conduct plant tests and product/
 production commissioning
➤ Physical labor (some lifting and maneuvering around of
 equipment in plant locations)

Education/Experience Requirements:

➤ Bachelors Degree in Food Science, Chemistry, or Biology 
➤ 3-5 years of relevant experience within the food industry

Title:
 Research Fellow I

Department:  R&D
Location:  Terminal Island, CA

Major Responsibilities:

➤ Technically guide development of new products
 or modifi cations of present product
➤ Serve as an expert technical resource to Pet Food
 Operations and/or Research & Development
➤ Manage highly technical special projects as required
 and reports to the R&D Manager

Additional Expectations:

➤ The “expert or specialist” in his/her area of expertise (i.e.
 extrusion, processing, formed product)                        
➤ Ability to use a resource both within Pet Food R&D and
 outside of the research functions

Education/Experience Requirements:

➤ B.S. Degree with 15 to 20 years of pet food experience 
➤ Masters Degree with 15 years pet food experience
➤ PhD with 12 years experience
➤ Predicated on education and experience 12 to 20 years.
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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

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

Spray Dried PORK LIVER

Spray Dried POULTRY LIVER
(Chicken and/or turkey)

DRIED EGG PRODUCT

EGG/LIVER BLENDS

Manufactured and sold by:

VAN ELDEREN, INC.
Martin, MI

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

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@WILBURELLIS.COM
• WWW.WILBUR-ELLIS.COM

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
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To order: 
Ginny Stadel

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

MARKETPLACE 
ads are also placed on 

www.PetfoodIndustry.com 
for maximum exposure!

Call Us Today 800-874-2376

LaBudde Group
262-375-9111

TOMATO 
POMACE

High Quality

Portage la Prairie, MB. Canada
Specializing in sales of

milled and whole fl axseed to the 
Petfood Industry

Contact Richard at
1 866 283 3331

Or Email:
rzacharias@prairiefl ax.com

RICE PROTEIN, RICE
SWEETENERS & RICE MEAL
Product from facility in Pakistan — 

Non GM Conventional and / or
Certifi ed Organic

Tel: (314) 919-5045
Email: FAYYAZSAJ@aol.com

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

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

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

1-612-486-3853
An AgMotion Company

Your Pet Food Your Pet Food Your Pet Food Your Pet Food Your Pet Food 
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Ingredients

INGREDIENTS
Natural bulk ingredients for 

your formulation needs.
Experts in botanical, fruit and vegetable 

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

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

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

Equipment

Job board website specializing
in the Pet Food sector.

email: ClientCare@AnimalJobHunter.com

Employment

37178 N. 103rd Street
Scottsdale, AZ 85262

Or
P.O. Box 2465

Carefree, AZ 85377
PH: 480/664-7553 • FAX: 480/664-9633

E-mail: HG@badgertrading.com
Web Site: badgertrading.com
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Petfood-Connection.com
The professional network for the global petfood industry

Find free 
information on 

IndustryPetfoodPetfood

Ad Index

weidenmiller.com

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

Reconditioned SELO 
Steamtunnel

Cap. 4T/h incl. extruder 
and cutter

Available end 2010
Contact Ronald for more details

Boldt FPE BV
e-mail: info@boldtsystems.com

Nestlé Purina PetCare Company is a premier global 
manufacturer of pet products, with North American 
headquarters in St. Louis, Missouri. Due to changes 
and upgrades, we have used and sometimes 
new pet food packaging and process equipment 
for sale, such as: Union Special US400 Sewing 
Systems and Elmar Can Fillers.
Visit our website to view entire inventory —
or contact:
Nestlé Purina PetCare, Investment Recovery Group - 2B
Checkerboard Square, St. Louis, MO  63164
Phone: 314/982-5115 or FAX 314/982-4199
E-mail:  sandra.schroeder@purina.nestle.com
Website:  www.investmentrecovery.com

Nestlé Purina PetCare

Equipment

FOR SALE
• Wenger 20-90 SS Double

Conditioner with 15 HP Drive

LIKE NEW!
• Belt-O-Matic Dryer — 6’ x 40’
Model #320B2X with 30 HP fan, 

SS Belt with cyclone,
Also 2 - 30 HP fans on cyclone

  Contact:
gary@continentalagra.com

Used Equipment

To order space in MarketPlace: 
Ginny Stadel

Tel: +1.815-966-5591 gstadel@wattnet.net
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MARKETPLACE
Essentially Pet

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://eforms.kmpsgroup.

com/wattpub/forms/
essp_subscribe.htm 
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The Results Are In…Petfood Industry’s
Second Annual Virtual Petfood Forum was a huge success!

FORUM SPONSORS

Over 700 attendees from more than 60 countries signed up to attend 5 LIVE educational  
presentations, visited top supplier booths and networked with petfood manufacturing  
professionals from around the globe.

MISSED THE LIVE EVENT? 
There is still plenty of time to register and log on to view the five on-demand presentations  
from the live event and download valuable educational information. Visit www.WATTevents.com 
to register today and gain complimentary access to the presentations until 21 January 2011.
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AFIA’s Annual Equipment Manufac- 
turers Conference, 
November 4-6, 
2010. Lowe’s Ventana 
Canyon Hotel, Tucson, 
Arizona, USA. To 
register, please visit www.afi a.org or 
email vpedrotty@afi a.org.

Chapman University Extended Educa- 
tion Short Course Analysis Session, 
November 6, 2010. One University 
Drive, Orange, California, USA. For 
details, visit www1.chapman.edu/
enhance/FoodScienceMainPage.htm 
or contact Carla Wiesmuller, (949) 
341-9863 or wiesmull@chapman.edu.

Cantox Workshop: How to Utilize the  
New GRAS Process for Animal Food 
Ingredients, November 9, 2010. Four 
Points by Sheraton, Chicago O’Hare 
Airport, Chicago, Illinois, USA.  More 
details are available at www.cantox.
com/pdfs/food/CTXFG0641%20
-%20CVM%20GRAS-Full%20Confer-
ence%20Brochure.pdf.

Industry Calendar

AAFCO Mid-Year Meeting,  
January 17-20, 2011. Tradewinds 
Island Grand, St. Pete’s Beach, 
Florida, USA. To register 
visit www.aafco.org or call 
+1.800.808.9833.

21st Annual Practical Short  
Course on Feeds & Pet Food 
Extrusion, January 30-February 
4, 2011. Texas A&M University, 
College Station, Texas, USA. For 
more information, please email 
mnriaz@tamu.edu or check out 
www.tamu.edu/extrusion.
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See more
Find out what industry events 

are approaching. Go to 
PetfoodIndustry.com.

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 without 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. Periodical postage paid at Rockford, 
IL and additional mailing offi ces.  Canada: Canada Post 
International Publication Product Mail Code 1686232.

Online events
AFIA Webcasts: Controlling  Salmonella in Your Facility 
and Management Considerations for Salmonella/
Microbial Control are available for download 
at www.afi a.org.

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

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

    • Specialty Pet Treats     • Pet Food
                                            For all your stand-up pouch requirements
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Stand.Fetch.RollOver.
GoodPackage!

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

PerformMoreTricksatRetailwithBemisPackaging
Newsuper-strong, super-sizedpolymer bags fromBemis are a brand’s best
friend.The smart, flat-bottomdesign lays downor stands tall for twice the
shelf impact. Integral handles, sliders or press-to-close zippers carry their
weight in convenience. And thebold, premiumgraphics fetch attention
like never before.

Roll over sales in record numbers. Contact us today
at 920-527-2300 or milprint@bemis.com.ToughNew

Large-Format
Bags!

ToughNew
Large-Format

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

©2010 Bemis Flexible Packaging-Milprint Division 1/10
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Since 1935, we've been helping customers solve problems
and capitalize on opportunities faced by their businesses.

Seventy-five years ago, a key answer was a molasses mixer.
Today, the solutions tend to be more technologically 

complex – but our founding pledge remains unchanged.

At Wenger, we innovate to solve customer challenges. 

And then we do it again.

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

USA           BELGIUM           TAIWAN           BRASIL           CHINA           TURKEY

Inventing the new original since 1935.

innovation is our enduring legacy. 

1011PETcov_1_C2201R14687.BK.indd   54 10/28/2010   10:27:27 AM

mailto:INFO@WENGER.COM

	Contents
	Features
	Fish4Dogs Catches Success in the Market
	Marketing with Firepower
	Satiety in Dogs and Cats
	Reducing Your Carbon Footprint

	Columns
	Something to Chew On
	Petfood Insights
	Ingredient Issues

	Departments
	Industry News
	New Products
	Research Notes
	Market Place
	Advertisers' Index
	Industry Calendar


