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Different Tastes.

Equally Finicky.
But Raise Them Well and
They’ll be Friends for Life.
Our customer is the one on the right.
And figuring what tastes best to her is as much
a science as it is for her picky human pal.
Fortunately, we've been doing just that – longer
and better than anybody else in the business.

The Industry's First Choice for Dog and Cat Food Palatants.
www.nupetra.com
North America: United States 330.665.2127 800.854.2400 BioFlavor@nutriscience.com
Latin America: Mexico 55.5611.5897 info@aditivosinternacionales.com.mx
Europe: England +44.1344.637227 lincolnr@nutriscience.com
Australia: Victoria 613.59.711105 jseletto@inghams.com.au
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Editorial Notes comments
The “omic” mystery
BY JENNY KVAMME, DVM

Emerging areas of research might need some deciphering

I

n the January issue of Petfood
Industry, I wrote about a recent
trip to the Nestlé Purina Nutrition
Forum. At that meeting, the subject
of the various “omic” disciplines and how
they apply to nutrition research was brought
up. In my column, I mentioned a few of
those strange and confusing names (i.e.,
genomics, nutrigenomics, transcriptomics,
proteomics, metabolomics, etc.) but didn’t
get into too much detail about them. If you
are confounded by all these names and their
meanings, as I am, we are going to try to
ﬁgure some of them out right now.

What’s an “ome”?
Modern bioscience is constantly
developing new technologies with the
potential to transform researchers’ ability to
understand and manipulate living organisms.
Many of those techniques end with the sufﬁx
“-omics.” What does this term really mean?
In general, “omes” stems from the Greek
word for “all,” “every” or “complete.”
According to Wikipedia (http://
en.wikipedia.org/), an online encyclopedia,
the original use of the sufﬁx “ome” was
in the word “genome”—which refers
to the complete genetic makeup of an
organism. Because of the success of largescale quantitative biology projects such as
genome sequencing, the sufﬁx “ome” has
been extended to a host of other contexts.
Bioinformaticians and molecular biologists
were among the ﬁrst scientists to start to
apply the “ome” sufﬁx widely.

Glossary of terms
The Cambridge Healthtech Institute
maintains a website where most of the
following deﬁnitions can be found (http://
www.genomicglossaries.com/content/
omes.asp).
Genomics: According to Wikipedia,
genomics is the study of an organism’s
genome and the use of the genes. It

deals with the systematic use of genome
information, associated with other data,
to provide answers in biology, medicine
and industry. Genomics has the potential
of offering new therapeutic methods for
the treatment of some diseases, as well as
new diagnostic methods. Other applications
are in the food and agriculture sectors.
The major tools and methods related to
genomics are bioinformatics, genetic
analysis, measurement of gene expression
and determination of gene function.
Transcriptomics: Depicts the expression
level of genes, often using techniques
capable of sampling tens of thousands of
different mRNA molecules at a time (e.g.,
DNA microarrays). The complete protein
complement of a system is referred to as
its “proteome.” Studying the transcriptome
remains an important part of researching the
circuits of life (“metabolome”).
Metabolomics: The study of the
metabolite proﬁles in biological samples.
Although there is some debate over
what the ﬁeld should actually be called,
scientists are pushing forward to find
uses for metabolomic proﬁling, a clinical
option that is comparatively cheap and noninvasive. The general aim of metabolomics
is to identify, measure and interpret the
complex time-related concentration, activity
and flux of endogenous metabolites in
cells, tissues and other biosamples such as
blood, urine and saliva. Metabolites include
small molecules that are the products and
intermediates of metabolism, as well as
carbohydrates, peptides and lipids.
Proteomics: The large-scale, highthroughput analysis of proteins. Proteomics
represents the effort to establish the
identities, quantities, structures and
biochemical and cellular functions of all
proteins in an organism, organ or organelle,
and how these properties vary in space,
time and physiological state. Proteomics is
expected to have a profound impact on the

drug discovery and development process.
Proteomics promises to yield drugs with
reduced side effects and improve clinical
trial success.
Lipidomics: The large-scale study of
non-water-soluble metabolites (lipids).
Key technologies used in lipidomics
research include electrospray ionization
mass spectrometry (ESI/MS) and liquid
chromatography mass spectrometry.
Lipidomics is a rapidly-expanding research
ﬁeld in which multiple techniques are utilized
to quantitate the hundreds of chemicallydistinct lipids in cells and determine the
molecular mechanisms through which
they facilitate cellular function. Recent
developments in (ESI/MS) have made
possible the precise identification and
quantification of alterations in a cell’s
lipidome after cellular disturbances.
Nutrigenomics: The application of
the sciences of genomics, transcriptomics,
proteomics and metabolomics to nutrition,
especially the relationship between
nutrition and health. Nutrition and health
research is focused on the prevention of
disease by optimizing and maintaining
cellular, tissue, organ and whole-body
homeostasis. This requires understanding,
and ultimately regulating, a multitude of
nutrient-related interactions at the gene,
protein and metabolic levels. These new
disciplines and their attendant technologies
are changing the paradigms of health
research. Nutrigenomics is associated with
the issue of personalized nutrition, since
claims are being made that differences in
genotype should result in differences in the
●
diet and health relationship.
Dr. Kvamme is the associate editor
of Petfood Industry magazine. She
can be reached at 122 S. Wesley
Ave., Mt. Morris, IL 61054 USA, Tel:
+1.815.734.5637, Fax: +1.815.734.5649,
E-mail: kvamme@wattmm.com.
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UNLIMITED
MOTION
NUTRITIONAL SOLUTIONS FOR OPTIMAL
PERFORMANCE

Magnification: 695x

DSM Nutritional Products Ltd.
P.O. Box 3255, CH-4002 Basel
Switzerland

Healthy paw pads resist damage caused
by exposure to harsh surfaces and intense
activity. Paw pad protection is a nutritional
concept which helps the animal’s body
achieving optimum paw pad functionality
and resiliency. Pet owners can be comforted
knowing their pets are better equipped to
stand up to the demands of an active life.

petfood.nbd@dsm.com
www.dsmnutritionalproducts.com
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directory

2006

As of press time, here is an alphabetical listing of Petfood
Forum 2006 exhibitors, mailing addresses, phone and fax
numbers and contact E-mail addresses. Boldfaced listings have
an advertisement in this issue—see page noted to ﬁnd out more
about their products and services. Booth numbers and ﬂoor layout
will be published in the March issue of Petfood Industry.

3D Corporate Solutions,
LLC....................................... 59
200 Central Monett
MO 65708 USA
Tel: +1.417.236.9602
Fax: +1.417.236.0039
E-mail: greg@3dcorpsol.
com
A&J Mixing International/
Horizon Systems
8-2345 Wyecroft Road
Oakville, ON L6L 6L4
CANADA
Tel: +1.905.827.7288
Fax: +1.905.827.5045
E-mail: ajmixing@globalserve.
net

Quincy, IL 62301 USA
Tel: +1.877.236.2460
Fax: +1.217.231.2335
E-mail: pam_norsworthy
@admworld.com
ADF—American Dehydrated
Foods, Inc. .............................17
3801 E. Sunshine Street
Springﬁeld, MO 65809 USA
Tel: +1.417.881.7755
Fax: +1.417.881.4963
E-mail: kslentz@adﬁnc.com

ADM Animal Health &
Nutrition............................... 57
1000 N. 30th Street

AFB International.........30-31
937 Lone Star Drive
O’Fallon, MO 63366
USA
Tel: +1.636.281.0040
Fax: +1.636.272.0880
E-mail: dkrestel-rickert
@afbinternational.com

APEC—Automated Process
Equipment Corp. ................ 56

1201 North Fourth Avenue
Lake Odessa, MI 48849 USA
Tel: +1.616.374.1000
Fax: +1.616.374.1010
E-mail: sales@apecusa.com
APV Baker
3223 Kraft Avenue, S.E.
Grand Rapids, MI 49512
USA
Tel: +1.616.784.3111
Fax: +1.616.784.0973
E-mail: kari.patton@
invensys.com
Advanced BioNutrition
7155 Columbia Gateway Dr.
Columbia, MD 21046 USA
Tel: +1.410.730.8600
Fax: +1.410.730.9311
E-mail: acunniff@abn-corp.
com
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Aeroglide Corp. .................. 35
PO Box 29505
Raleigh, NC 27626-0505 USA
Tel: +1.919.851.2000
Fax: +1.919.851.6029
E-mail: sales@aeroglide.com
Alabama Power Company
600 N. 18th Street
Birmingham, AL 35203 USA
Tel: +1.205.257.1568
Fax: +1.205.257.2898
E-mail: jmtempli@
southernco.com
Alcan Packaging
8770 W. Bryn Mawr Avenue
Chicago, IL 60631 USA
Tel: +1.773.399.3643
Fax: +1.773.399.8099
E-mail: mike.dennis@alcan.
com

Alltech .................................. 54
3031 Catnip Hill Pike
Nicholasville, KY 40356 USA
Tel: +1.859.885.9613
Fax: +1.859.887.3256
E-mail: mfarmer@alltech.
com

Aleutian Proteins Inc.
2571 152nd Avenue NE
Redmond, WA 98052 USA
Tel: +1.425.869.7975
Fax: +1.425.869.8135
E-mail: joel@aleutian
proteins.com

Ameri-Pac, Inc. .................. 21
PO Box 1088
Saint Joseph, MO 64502 USA
Tel: +1.816.233.4530
Fax: +1.816.233.4536
E-mail: marcyc@ameri-pac.
com

American-Newlong, Inc. ... 47
5310 S. Harding Street
Indianapolis, IN 46217 USA
Tel: +1.317.787.9421
Fax: +1.317.786.5225
E-mail: gmcmillian@
american-newlong.com
American Packaging Corp.
103 W. Broad Street
Story City, IA 50248 USA
Tel: +1.515.733.1407
Fax: +1.515.733.1460
E-mail: dpruismann@
ampkcorp.com

BASF Corporation
100 Campus Drive
Florham Park, NJ 07932 USA
Tel: +1.973.245.6068
Fax: +1.973.300.0255
E-mail: johnsoj@basf.com

Bachelor Controls, Inc. ..... 55
123 N. Washington
Sabetha, KS 66534 USA
Tel: +1.785.284.3482
Fax: +1.785.284.3461
E-mail: marketing@
bachelorcontrols.com
Badger Trading Co.
9400 W. Highland Road
Mequon, WI 53097 USA
Tel: +1.262.238.1100
Fax: +1.262.238.1501
E-mail: bluehrnt@aol.com

Guelph, ON N1H 7M7
CANADA
Tel: +1.519.824.2381
Fax: +1.519.824.9472
E-mail: laura.feick@bi-pro.
com
Bio-Oregon, Inc.
PO Box 429
Warrenton, OR 97146 USA
Tel: +1.800.962.2001
Fax: +1.503.861.3701
E-mail: biooreg@paciﬁer.com
Biorem Technologies Inc.
7496 Wellington Road
34RR#3
Guelph, ON N1H 6H9
CANADA
Tel: +1.519.767.9100
Fax: +1.519.767.1824
E-mail: dwebb@biorem.biz

Bancroft Bag
425 Bancroft Blvd.
West Monroe, LA 71292 USA
Tel: +1.318.324.2297
Fax: +1.318.324.2318
E-mail: Linda@bancroftbag.
com

Bischof + Klein GmbH &
Co. KG
7868-F Rea Road, #316
Charlotte, NC 28277 USA
Tel: +1.816.215.0416
Fax: +1.704.752.9919
E-mail: bkna@carolina.rr.com

bi-pro marketing limited .. 53
370 Speedvale Ave. West

Bliss Industries, Inc. ......... 57
PO Box 910
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Ponca City, OK 74601 USA
Tel: +1.580.765.7787
Fax: +1.580.762.0111
E-mail: sales@
bliss-industries.com
Brabender Technologie Inc.
6500 Kestrel Road
Mississauga, ON L5T 1Z6
CANADA
Tel: +1.905.670.2933
Fax: +1.905.670.2577
E-mail: gogley@
brabenderti.com
Bühler Inc.
13105 12th Avenue, N
Plymouth, MN 55441 USA
Tel: +1.763.634.0907
Fax: +1.419.791.1747
E-mail: Michael.
ehr@buhlergroup.com
CFS N. America Inc.
8000 N. Dallas Parkway
Frisco, TX 75034 USA
Tel: +1.214.618.1105
Fax: +1.214.618.1205
E-mail: jeff.cole@cfs.com

CJ Foods, Inc....................... 54
121 Main Street
Bern, KS 66408 USA
Tel: +1.785.336.6132
Fax: +1.785.336.6370
E-mail: tmars@cjfoodsinc.
com
CPC Commodities, LLC
98 Celsor Road
Fountain Run, KY 42133
USA
Tel: +1.270.618.6455
Fax: +1.270.618.6400
E-mail: sales@
cpccommodities.com
CPM/Roskamp Champion
2975 Airline Circle
Waterloo, IA 50703 USA
Tel: +1.319.232.8444
Fax: +1.319.236.0481
E-mail: ronemousd@
cpmroskamp.com

Carolina By-Products
PO Box 3588
Winchester, VA 22603 USA
Tel: +1.540.877.3224
Fax: +1.540.877.3216
E-mail: mreiser@
valleyproteins.com
Carter Day/Jacobson
500 73rd Ave. N.E.
Minneapolis, MN 55432 USA
Tel: +1.763.571.1000
Fax: +1.763.571.3012
E-mail: todd_k@carterday.
com

Cereal Byproducts Co. ...... 56
55 East Euclid Avenue
Suite 410
Mount Prospect, IL 60056
USA
Tel: +1.847.818.1550
Fax: +1.847.818.1659
E-mail: dale@
cerealbyproducts.com
Cetec Industrie
B P 210
Perigueux CEDE 24052
FRANCE
Tel: +33.553.02.8500
Fax: +33.553.02.8510
E-mail: cetec@cetec.net
Conforma Clad Inc.
501 Park East Blvd.
New Albany, IN 47150 USA
Tel: +1.812.948.2118
Fax: +1.812.944.3254
E-mail: versmann@
conformaclad.com

Continental Agra/Conex
LLC....................................... 57
1400 S. Spencer Road
Newton, KS 67114 USA
Tel: +1.316.284.0623
Fax: +1.316.283.9584
E-mail: conex@
continentalagra.com
Coperion Corporation
663 E. Crescent Avenue
Ramsey, NJ 07446-1220 USA

Tel: +1.201.327.6300
Fax: +1.201.825.6490
E-mail: Cheryl.bulna@
coperion.com
Cozzini, Inc.
4300 W. Bryn Mawr
Chicago, IL 60646 USA
Tel: +1.773.478.9700
Fax: +1.773.478.2510
E-mail: tspino@cozzini.com

Creative Formulation
Concepts ............................... 52
1831 Forest Drive, Suite H
Annapolis, MD 21401 USA
Tel: +1.410.267.5540
Fax: +1.410.267.5542
E-mail: agridata@erols.com
DD Williamson & Co., Inc.
1901 Payne Street
Louisville, KY 40206 USA
Tel: +1.502.895.2438
Fax: +1.502.895.7381
E-mail: Thomas.
dotter@ddwmson.com
DER International
2820 Walton Commons West,
Ste. 136
Madison, WI 53718 USA
Tel: +1.608.237.7560
Fax: +1.608.237.7561
E-mail: rachel@derinc.com

DSM Nutritional Products,
Inc. ........................................ 5
45 Waterview Blvd.
Parsippany, NJ 07054 USA
Tel: +1.973.257.8504
Fax: +1.973.257.8653
E-mail: jeff.alix@dsm.com
Dakota Gold Marketing
4506 N. Lewis Avenue
Sioux Falls, SD 57104 USA
Tel: +1.605.332.2200
Fax: +1.605.332.2266
E-mail: msalonen@dakotago
ldmarketing.com

Danisco Canada Inc. .......... 56
230 Midwest Road

Scarborough, ON M1P 3A9
CANADA
Tel: +1.416.701.2661
Fax: +1.416.757.9243
E-mail: ﬁzul.bacchus@
danisco.com

Danisco USA........................ 56
3634 West Sexton Drive
Springﬁeld, MO 65810 USA
Tel: +1.417.886.1026
Fax: +1.417.886.1026
E-mail: don.tribby@danisco.
com

Deamco Corporation ......... 54
6520 E. Washington Blvd.
Commerce, CA 90040 USA
Tel: +1.323.890.1190
Fax: +1.323.890.1139
E-mail: agolian@deamco.
com
Decagon Devices, Inc.
950 NE Nelson Court
Pullman, WA 99163 USA
Tel: +1.509.332.2756
Fax: +1.509.332.5158
E-mail: sales@decagon.com
Degesch America, Inc.
PO Box 116
Weyers Cave, VA 24486 USA
Tel: +1.503.261.9798
Fax: +1.503.261.9752
E-mail: mclean@
degeschamerica.com
Dinnissen BV
Hosterweg 66
Sevenum NL-5975 NB
NETHERLANDS
Tel: +31.77.467.3555
Fax: +31.77.467.3785
E-mail: p.raeven@dinnissen.nl

Drying Technology, Inc. .... 53
PO Box 1635
Silsbee, TX 77656 USA
Tel: +1.409.385.6422
Fax: +1.409.385.6537
E-mail: drying@
moisturecontrols.com
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Fax: +1.620.879.5844
E-mail: jbarbi@midland
industrialgroup.com
EBM Manufacturing,
Inc. ...................................... 54
1014 Sherwood Road
Norfolk, NE 68701 USA
Tel: +1.402.371.2945
Fax: +1.402.371.9117
E-mail: darin@
ebmmanufacturing.com
EDL Packaging Engineers,
Inc.
1260 Parkview Road
Green Bay, WI 54304 USA
Tel: +1.920.336.7744
Fax: +1.920.336.8585
E-mail: jarlath.h@
edlpackaging.com
ESE & Intec
(Midland Companies)
PO Box 99
Caney, KS 67333 USA
Tel: +1.620.879.5841

Easy Automation Inc. ........ 52
102 Mill Street
Welcome, MN 56181 USA
Tel: +1.507.728.8214
Fax: +1.507.728.8215
E-mail: kprafke@
easy-automation.com
Enzyme Development
Corporation
360 W. 31st Street
21 Penn Plaza
Suite 1101
New York, NY 10001-2727
USA
Tel: +1.212.736.1580
Fax: +1.212.279.0056
E-mail: info@enzymenfo
@enzymedevelopment.com

Euroﬁns Scientiﬁc Inc. ...... 50
6555 Quince Road
Suite 202
Memphis, TN 38119 USA
Tel: +1.901.272.7511
Fax: +1.901.272.2926
E-mail: janharris@
euroﬁnsus.com

Evanger’s Dog and
Cat Food ............................. 55
221 Wheeling Road
Wheeling, IL 60090 USA
Tel: +1.847.537.0102
Fax: +1.847.537.0179
E-mail: hsher@
evangersdogfood.com
Exopack, LLC
3070 Southport Road

Spartanburg, SC 29302 USA
Tel: +1.864.596.7140
Fax: +1.864.596.7157
E-mail: chris.swalm@
exopack.com

Extru-Tech, Inc. ............36, 56
100 Airport Road
Sabetha, KS 66534 USA
Tel: +1.785.284.2153
Fax: +1.785.284.3143
E-mail: extru-techinc@
extru-techinc.com
Fairview Mills
604 Nemaha Street
Seneca, KS 66538 USA
Tel: +1.785.336.2409
Fax: +1.785.336.2541
E-mail: troy@fairviewmills.
com
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Focus
on

Preliminary program
»» Feline ﬂavor preferences
»» New technologies for ﬂavor release
»» Welfare concerns and palatability testing
»» Is too palatable irresponsible?
»» Wet processing’s impact on palatability
»» Dry processing’s impact on palatability
»» In-home palatability testing design
»» Genomics: Pinpointing palatability
»» Packaging and palatability
»» Innovative ingredients
»» Behavioral aspects of preference
»» How to achieve superior palatability

Presented by the publishers of PETFOOD INDUSTRY
magazine, Focus on Palatability is a comprehensive
educational program immediately following Petfood Forum
in Chicago, IL USA. Discover the keys to outstanding
palatability in 12 in-depth presentations from leading
industry experts. Registration form on reverse, or visit us
online at www.petfoodindustry.com for more details.

026PET6-19_001.ps 11

April 5-6, 2006 • Chicago, IL USA
February 2006 l Petfood Industry l 11

2/17/2006 10:57:55 AM

Registration Form
April 5 - 6, 2006 • Hyatt Regency O’Hare Hotel, Chicago, IL USA
Fax: +1.815.734.5631 • www.petfoodindustry.com
R
A
T
E
S

US$575 – Prior to January 25, 2006 (US$450 after discount*)
US$610 – Jan. 25 through Mar. 15, 2006 (US$470 after discount*)
US$680 – After March 15, 2006 (US$540 after discount*)

* If you attend both
FOCUS on Palatability and
Petfood Forum 2006, you receive
a 20% discount on FOCUS on
Palatablility rates!

NOTE: Registrations will not be processed without payment. Rate is determined by date payment is received. For more information
on Petfood Forum 2006, please visit www.petfoodindustry.com.

Method of payment:

❒ Check ❒ Money Order ❒ MasterCard ❒ Visa ❒ American Express ❒ Discover

(payable in US Dollars only)

SCHEDULE OF EVENTS

Personal Name on Credit Card

Wednesday, April 5:
3:00-5:30pm: Seminar sessions
5:30-6:30pm: Reception

Thursday, April 6:
7:00-8:00am: Breakfast
8:00-10:00am: Seminar sessions
10:00-10:30am: Coffee Break
10:30am-Noon: Seminar sessions

Card Number

Signature

Exp. Date

Please type or print CLEARLY, IN CAPITAL LETTERS (as you would like it to appear on your name tag):
Name (last, first)
Name (last, first)
Name (last, first)
For additional registrants, please use a photocopy of this form or visit www.petfoodindustry.com to register securely online.
Company
Address
State

City
Zip/Postal Code

Telephone

Fax

Please return this form with full payment to:
(payable to Watt Publishing Co. – FOCUS on Palatability)

FOCUS on Palatability
122 S. Wesley Ave.
Mt. Morris, IL 61054-1497 USA

Country/Province
E-mail
PLEASE MAKE HOTEL RESERVATIONS DIRECTLY
WITH THE HYATT REGENCY O’HARE HOTEL
In the US, Canada and Territories, call +1.800.233.1234
Others, call +1.847.696.1234
Identify yourself as a participant in FOCUS on Palatability prior to
March 15 to receive our special group rate. Room availability is
limited, and reservations will be handled on a first come, first served basis.

Prior to January 25, 2006, registration fees are refundable minus a US$80 cancellation fee. From January 25 to March 15, 2006, registration fees are refundable minus a US$125
cancellation fee. After March 15, 2006, attendee registration fees are non-refundable. Substitution of registered personnel is always available at no charge. Payment must accompany
this application. Write or fax Marcia Riddle for additional information, or e-mail her at riddle@wattmm.com. Rights to substitute speakers and change schedule as necessary are
reserved. If you, or anyone in your party has a disability that requires special assistance, please contact us.
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Fischbein Company .........52
151 Walker Road
Statesville, NC 28625 USA
Tel: +1.704.838.4602
Fax: +1.704.924.7936
E-mail: garrysls@ﬁschbein.com
Food Safety Net Services
221 W. Rhapsody
San Antonio, TX 78216 USA
Tel: +1.817.228.9795
Fax: +1.210.525.9788
E-mail: sbolekman@
food-safetynet.com
Foss North America
7682 Executive Drive
Eden Prairie, MN 55344 USA
Tel: +1.800.547.6257
Fax: +1.952.974.9823
E-mail: info@
fossnorthamerica.com
GTC Nutrition
600 Corporate Circle

Suite H
Golden, CO 80401 USA
Tel: +1.303.216.2489
E-mail: tobrien@
gtcnutrition.com

USA
Tel: +1.952.881.8673
Fax: +1.952.881.9617
E-mail: handerson@genpak.
com

Gateway Packaging
Company
20 Central Industrial Drive
Granite City, IL 62040 USA
Tel: +1.618.451.0010
Fax: +1.618.876.4856
E-mail: marketing@gateway
packaging.com

Grifﬁn Cardwell Ltd.
87 Fleet Road
Fleet, Hampshire GU51 3PJ
UK
Tel: +44.1252.365.500
Fax: +44.1252.612.875
E-mail: lphillips@
grifﬁncardwell.com

Geelen Counterﬂow
7380 Sand Lake Road
Suite 500
Orlando, FL 32819-5257 USA
Tel: +1.772.559.4338
Fax: +31.475.592767
E-mail: yvonne.evens@
geelencounterﬂow.com
Genpak
7611 James Avenue, S.
Bloomington, MN 55431

Hesco, Inc. ....................... 56
500 19th Street, SW
Watertown, SD 57201 USA
Tel: +1.605.884.1100
Fax: +1.605.884.1133
E-mail: bradh@hesco-inc.
com
Hood Packaging Corporation
390 E. Henry Street
Spartanburg, SC 29302 USA
Tel: +1.864.577.0422
Fax: +1.864.577.0283
E-mail: mcbride@
hoodpackaging.com

Grifﬁn Industries, Inc. .. 53
4221 Alexandria Pike
Cold Spring, KY 41076
USA
Tel: +1.859.781.2010
Fax: +1.859.572.2575
E-mail: sales@grifﬁnind.
com

ICC
Av. Brig
Faria Lima 1768-4C
Sao Paulo 01451-909
BRAZIL
Tel: +55.11.3093.0741
Fax: +55.11.3816.7661
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E-mail: Daniel.
morais@iccbrazil.com.br

IEH – Warren Analytical
Laboratory....................... 56
15300 Bothell Way, NE
Lake Forest Park, WA
98155 USA
Tel: +1.206.522.5432
Fax: +1.206.306.8883
E-mail: rebekahb@iehinc.
com
IPE/AFIA Feed Expo
1530 Cooledge Road
Tucker, GA 30084 USA
Tel: +1.770.493.9401
Fax: +1.770.493.9257
E-mail:
colentine@poultryegg.org
International Fiber Corp.
50 Bridge Street

North Tonawanda, NY 14120
USA
Tel: +1.770.492.0360
Fax: +1.770.492.0809
E-mail: lmacfarlane@
ifcﬁber.com

International Ingredient
Corp.................................14
150 Larkin Williams
Indust. Ct
St. Louis, MO 63026-0377
USA
Tel: +1.636.343.4111
Fax: +1.636.349.4845
E-mail: sgreer@iicag.com
J. Rettenmaier
16369 US 131 Highway
Schoolcraft, MI 49087 USA

Tel: +1.469.693.2490
Fax: +1.650.360.9500
E-mail: crath@jrsusa.com
Jan Dekker International
PO Box 10
Wormerveer 1520 AA
NETHERLANDS
Tel: +31.75.647.9999
Fax: +31.75.621.3883
E-mail: food@jandekker.
com
Jones-Hamilton Co.
30354 Tracy Road
Walbridge, OH 43465 USA
Tel: +1.419.666.9838
Fax: +1.419.666.1817
E-mail: cknueven@
jones-hamilton.com
KGK Synergize Inc.
1030-255 Queens Avenue
London, ON N6A 5R8
CANADA
Tel: +1.519.438.9347
Fax: +1.519.438.8314
E-mail: Reynolds@
kgksynergize.com
Kemin Nutrisurance, Inc.
600 East Court Avenue
Suite 600D
Des Moines, IA 50309 USA
Tel: +1.515.559.5497
Fax: +1.515.559.5259
E-mail: ryan.donnelly@
kemin.com

Kennelwood Inc. ............ 39
1913 N. Staley Road
Champaign, IL 61822 USA
Tel: +1.217.356.3539
Fax: +1.217.356.4459
E-mail: swatts8147@aol.
com
Kice Industries, Inc.
5500 N. Mill Heights Drive
Wichita, KS 67219 USA
Tel: +1.316.744.7151
Fax: +1.316.744.7355
E-mail: galles@kice.com

LaBudde Group, Inc. ... 55, 56
1239 12th Avenue

Grafton, WI 53024 USA
Tel: +1.262.375.9111
Fax: +1.262.375.9058
E-mail: richelabudde.com
Littleford Day Inc.
7451 Empire Drive
Florence, KY 41042 USA
Tel: +1.859.525.7600
Fax: +1.859.525.1446
E-mail: bbarker@littleford.
com
Marshall Industrial Dried
Goods
5740 Limekiln Road
Wolcott, NY 14590 USA
Tel: +1.315.594.1760
Fax: +1.315.594.1956
E-mail: mliseno@
marshallpet.com

Midwest Laboratories,
Inc. ................................. 53
13611 B Street
Omaha, NE 68144 USA
Tel: +1.402.334.7770
Fax: +1.402.334.9121
E-mail: gervin@
midwestlabs.com
Nealanders International Inc.
2770 Portland Drive
Oakville, ON L6H 6R4
CANADA
Tel: +1.905.829.2414
Fax: +1.905.829.2438
E-mail: jhodgson@
nealanders.com
Neogen Corporation
620 Lesher Place
Lansing, MI 48912 USA
Tel: +1.517.372.9200
Fax: +1.517.372.0108
E-mail: tritter@neogen.com

New Technology, Inc. ..... 55
11063 N. Highway 59
Gravette, AR 72736 USA
Tel: +1.479.787.6772
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Winning Brands
Dress for Success

It’s a dog eat dog world where shelf appeal
means life or death to your brand. Dress your
best with high impact packaging, resealable
convenience, and sustained freshness.
Your brand’s success is in the bag with Peel Plastics.

:
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1-905-456-3660

Visit: www.peelplastics .com
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Fax: +1.479.787.9957
E-mail: dan.lapointe@
newtechnology.com
Northwest Coatings LLC
7210 Cessna Drive
Greensboro, NC 27409 USA
Tel: +1.336.605.5100
Fax: +1.336.605.5107
E-mail: jbagwell@actinic.net

Novus International,
Inc. ................................... 9
530 Maryville Centre Drive
St. Louis, MO 63141 USA
Tel: +1.314.576.8443
Fax: +1.314.576.4635
Email: Mike.
Ofﬁcer@novusint.com

NuPetra LLC, a
NutriScience Technologies
Company ............................ 2
320 Springside Drive
Number 300
Fairlawn, OH 44333 USA
Tel: +1.330.665.1999
Fax: +1.330.665.2195
E-mail: Murphyc@
nutriscience.com
Nutra Blend, Inc.
3200 E. Second Street
Neosho, MO 64850 USA
Tel: +1.417.451.6111
Fax: +1.417.451.4515
E-mail: rhembree@
nutrablend.net
Omega Protein, Inc.
2101 CityWest Blvd.
Bldg 3, Suite 500
Houston, TX 77042 USA
Tel: +1.713.940.6169
Fax: +1.713.940.6166
E-mail: ewtonc@
omegaproteininc.com
PPI Technologies
1610 Northgate Blvd.
Sarasota, FL 34234 USA

Tel: +1.941.359.6678
Fax: +1.941.359.6804
E-mail: rlibera@
ppitechnologies.com
Paciﬁc Bag, Inc.
2045 120th Avenue, N.E.
Suite 100
Bellevue, WA 98005 USA
Tel: +1.425.455.1128
Fax: +1.425.990.8582
E-mail: kellev@paciﬁcbag.
com
Pactiv
1900 W. Field Court
Lake Forest, IL 60045 USA
Tel: +1.847.482.2816
Fax: +1.847.615.6337
E-mail: kheyen@pactiv.com

Pappas Inc. ..................... 41
575 E. Milwaukee
Detroit, MI 48202 USA
Tel: +1.313.873.1800
Fax: +1.313.875.7805
E-mail: john@pappasinc.
com
Parsons-Eagle Packaging
Systems
1415 Fortune Avenue
DePere, WI 54115 USA
Tel: +1.920.983.7100
Fax: +1.920.983.7300
E-mail: pesales@
parsons-eagle.com

Peel Plastic Products
Ltd. ................................ 15
49 Rutherford Road, S.
Brampton, ON L6W 3J3
CANADA
Tel: +1.905.456.3660
Fax: +1.905.456.0870
E-mail: richardp@
peelplastics.com
Perten Instruments NA, Inc.
6444 So. 6th Street
Springﬁeld, IL 62712 USA
Tel: +1.217.585.9440

Fax: +1.217.585.9441
E-mail: jpowers@perten.com

Peterson Company, The.. 51
PO Box 60
Battle Creek, MI
49016-0600 USA
Tel: +1.269.979.1600
Fax: +1.269.979.9227
E-mail: sharond@
thepetersoncompany.com
Petfood Enterprise
Technologies (PET)
No. 7 Heritage Oak Lane,
Suite 1
Battle Creek, MI 49015 USA
Tel: +1.269.979.0594
Fax: +1.269.704.5959
E-mail: leighanns@
petfoodenterprise.com

Petfood Ingredients,
Inc. .................................. 49
PO Box 2035
Mt. Pleasant, SC 29465 USA
Tel: +1.843.884.6135
Fax: +1.843.882.1710
E-mail: jcleyh@
petfoodingredients.com

Pet Food Solution, Inc. ... 45
PO Box 1091
Columbia, MO 65205 USA
Tel: +1.573.387.4400
Fax: +1.573.387.4404
E-mail: mhodge@
petfoodsolution.com
Pizzey’s Milling
PO Box 132
Angusville, MB R0J 0A0
CANADA
Tel: +1.204.773.2575
Fax: +1.204.773.2317
E-mail: glenn@pizzeys.com
Presto-X-Company
4521 Leavenworth
Omaha, NE 68106 USA
Tel: +1.800.759.1942

Fax: +1.402.554.1822
E-mail: jamesH@prestox.
com
Printpack Inc.
PO Box 43687
Atlanta, GA 30336 USA
Tel: +1.404.460.7327
Fax: +1.404.460.7165
E-mail: tmoss@printpack.
com

Profood International,
Inc. .................................. 52
40 Shuman Blvd.
Suite 160
Naperville, IL 60563 USA
Tel: +1.630.428.2386
Fax: +1.630.527.9905
E-mail: kathyl@
profoodinternational.com
Readco Mfg. Inc.
460 Grim Lane
York, PA 17402 USA
Tel: +1.717.848.2801
Fax: +1.717.848.2811
E-mail: isnider@readco.com
Romer Labs, Inc.
1301 Stylemaster Drive
Union, MO 63084 USA
Tel: +1.636.583.8600
Fax: +1.636.583.6553
E-mail: johnc@romerlabs.com
Rose Acre Farms, Inc.
PO Box 1250
Seymour, IN 47274 USA
Tel: +1.812.497.2557
Fax: +1.812.497.3115
E-mail: lspurgeon@
goodegg.com
Rouville Packaging, Inc.
400, Henri Bourassa
Marieville, QC J3M 1R9
CANADA
Tel: +1.450.460.4466
Fax: +1.450.460.4764
E-mail: audetteb@rouville.com
St. Joseph Chamber of
Commerce
3003 Frederick Avenue
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St. Joseph, MO 64506 USA
Tel: +1.816.364.4109
Fax: +1.816.364.4873
E-mail: tlesnak@
saintjoseph.com

SPF USA........................... 29
431 South Washington
Mondovi, WI 54755
USA
Tel: +1.715.926.3841
Fax: +1.715.926.5285
E-mail: sales@spf-usa.com
SRC Milling Co., LLC
11350 Kiefer Blvd.
Sacramento, CA 95830 USA
Tel: +1.916.363.4853
Fax: +1.916.363.3192
E-mail: SRCMilling@aol
Scan American Corporation
9505 North Congress Avenue
Kansas City, MO 64153 USA
Tel: +1.816.880.9321
Fax: +1.816.880.9343
E-mail: cparker@
scanamcorp.com
Scoular Co. IFI/IPC
250 Marquette Avenue
Suite 1050
Minneapolis, MN 55401 USA
Tel: +1.612.851.3700
Fax: +1.612.851.3764
E-mail: jberigan@scoular.
com
Selo Food Technology
Eektestraat 1
Oldenzaal 7570 AJ
NETHERLANDS
Tel: +31.6512.66820
Fax: +31.5415.10885
E-mail: nn@selo.com
Shaffer Manufacturing Corp.
1186 Walter Street
Lemont, IL 60439 USA
Tel: +1.630.257.5200
Fax: +1.630.257.3434
E-mail: info@
dunbarsystems.com

Silva International, Inc.
523 N. Ash Street
Momence, IL 60954 USA
Tel: +1.815.472.3535
Fax: +1.815.472.3536
E-mail: jweidenaar@
silva-intl.com
Smurﬁt-Stone
1228 E. Tower Road
Schaumburg, IL 60173 USA
Tel: +1.847.884.1200
Fax: +1.847.884.7206
E-mail: kseperack@smurﬁt.
com
Spray Dynamics, Ltd.
108 Bolte Lane
St. Clair, MO 63077 USA
Tel: +1.636.629.7366
Fax: +1.636.629.7455
E-mail: marketing@
spraydynamics.com

Summit Ridge Farms...... 35
RD #1, Box 131
Susquehanna, PA 18847
USA
Tel: +1.570.756.2656
Fax: +1.570.756.2826
E-mail: linda@srfarms.
com
Sun Opta Ingredients
25 Wiggins Avenue
Bedford, MA 01730 USA
Tel: +1.781.276.5100
Fax: +1.781.276.5125
E-mail: rudi.vanmol@
sunopta.com
Super Group/Coating
Excellence
1000 Century Avenue
Antigo, WI 54409 USA
Tel: +1.715.539.9721
Fax: +1.715.539.9741
E-mail: mark@supergroup.
com
Trouw Nutrition USA LLC
115 Executive Drive
Highland, IL 62249 USA
Tel: +1.618.654.2070

Fax: +1.618.654.6700
E-mail: michelle.henrycollins@nutreco.com
Tyson Foods, Inc.
PO Box 2020
Springdale, AR 72765 USA
Tel: +1.479.986.1034
Fax: +1.479.986.1099
Email: jerry.felts@tyson.com

US Commodities.............. 52
128 South 6th Avenue
West Bend, WI 53095 USA
Tel: +1.800.987.1070
Fax: +1.262.338.1071
E-mail: kzimmer@
agmotion.com
Union Special Corporation
1 Union Special Plaza
Huntley, IL 60142 USA
Tel: +1.847.669.4431
Fax: +1.847.669.4355
E-mail: bags@unionspecial.
com

Vicam ............................... 47
313 Pleasant Street
Watertown, MA 02472 USA
Tel: +1.617.926.7045
Fax: +1.617.923.8055
E-mail: andrew@vicam.
com

Vitalfa, LLC ...................... 7
7121 Canby Avenue
Reseda, CA 91335 USA
Tel: +1.818.705.4100
Fax: +1.818.881.6370
E-mail: rbrewster@vitalfa.
com
Wedlock Paper Converters
Ltd.
2327 Stanﬁeld Road
Mississauga, ON L4Y 1R6
CANADA
Tel: +1.705.456.9405

E-mail: kenh@
wedlockpaper.com

Weidenmiller Company ... 57
6720 Laporte Avenue
Lincolnwood, IL 60712
USA
Tel: +1.847.763.1701
Fax: +1.847.763.1702
E-mail: tw2046@aol.com

Wenger Manufacturing,
Inc. ............................... 60
714 Main Street
Sabetha, KS 66534 USA
Tel: +1.847.763.1701
Fax: +1.847.763.1702
E-mail: tw2046@aol.com
Werthan Packaging, Inc.
1515 5th Avenue, N
Nashville, TN 37208 USA
Tel: +1.615.277.2046
Fax: +1.615.726.1093
E-mail: ronp@werthan.com

Western Yeast Company ...55
2908 Santa Fe Trail
Fort Worth, TX 76116 USA
Tel: +1.817.560.0351
Fax: +1.817.560.0351
E-mail: jw@westernyeast.
com

Wilbur-Ellis Company ... 55
1608 Sylvestre Dr., Unit #5
Tecumseh, ON N8N 2L9
CANADA
Tel: +1.519.735.7441
Fax: +1.519.735.7141
E-mail: smckella@wecon.
com
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utstanding companies use innovation to stay in front of the market
and the competition. Alas, most innovations do not fall into your lap
or come knocking on your door. Still, many business people seem to
think that might happen. They watch the world from their desks, and base
most of their decisions from that view. Perhaps they expect the same old
marketing and controlling costs will be enough to boost their proﬁts.
Accomplished businesspersons aggressively pursue innovations. They
develop a systematic process to develop an innovation strategy containing
three key components:

Analysis >> Planning >> Implementation
Analysis includes market research reports; assessing the health of your
organization; ﬁnding out what your customers want; how your competitors
operate; and ﬁnding out what the petfood industry’s R&D trends are. Crucial
to any analysis, is upper-management making face-to-face contact with
experts, suppliers, retailers, existing customers and potential customers.
20 l Petfood Industry l February
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If you place undue resources on long-term
planning, today’s business will suffer. The
ideal approach is to focus on the present to
achieve growth and keep one eye on the future.
Looking for innovations is important, but so is
taking good care of current business.

Imagining the future
Companies tend to see their competitors as
providers of similar products. Then the future
throws them a curve ball. A helicopter service
may be doing very well transporting people
to an exclusive conference center. Then, highquality videoconferencing cuts their customer
base in half. Innovators concentrate on what
their customers’ requirements are likely to be
in the future.

The customer’s ideal
The core of what you are looking for is what
the customer wants from you. Analyze why
your customers buy from you and what their
ideal is. Next, prioritize their needs to increase
the odds of your strategy succeeding.

Innovation stations
Paying close attention to what your
customers say and what they really do is
crucial. Formal and informal market research
are important. Scientiﬁc journals and trade
magazines are valuable resources. Perhaps some
of the best hunting grounds are at symposia and
exhibitions. For example, at Petfood Forum
2006, you can ﬁnd useful contacts, ideas and
innovations. You can network and discuss key
issues. In the exhibition area, you can have an
exceptional opportunity to evaluate a wide

range of products (over 170 exhibits). As one
attendee put it, “it is a Mecca for purchasers.”

Topic Summaries

>>

Pitfalls ahead?

Testing the idea

Genuine lean manufacturing

Before committing to the production and
launch of a new product, it is wise to test the
idea. When projects involve different teams,
the following list helps to keep the project on
track and avoid problems.

Lean manufacturing is one of
the most tested and powerful
transformation methods today.
However, most companies do
not use it in a way that yields
its full potential. Do you know
the difference between fake and genuine lean? Jamie
Flinchbaugh will explain. He is a co-founder of the
Lean Learning Center, Novi, Michigan, USA.

> Product Development passes an
outline of the idea for a new product
to the sales team for consideration.
> Sales Team gives a brief to production
to assess viability.
> Production passes reports back
to initiators of the idea (Product
Development).
> Product Development makes
amendments and passes project
back to sales.
> Sales Team shows the idea to
customers for feedback.
> Customers provide feedback.
After a process has passed to another team,
it will still need to be monitored if it affects your
customers. Documenting processes always
leads to their improvement.
Again, the core of what you are looking
for is what your current and potential
customers want from you now, and in the
future. Innovators concentrate on what their
customers’ requirements are likely to be in
the future. Looking for those requirements at
Petfood Forum 2006 is part of that quest. The
following are summaries of the innovative
presentations you will ﬁnd there.

Registration information
Potentially dramatic innovations at Petfood Forum 2006
Petfood Forum 2006 will be at the Hyatt Regency Hotel, near Chicago’s O’Hare International
Airport. The registration fee includes the four meals and two receptions listed in
the schedule of events (see p. 25). In addition to our website (www.petfoodindustry.
com), you can get more information about Petfood Forum by E-mailing Marcia Riddle at
Riddle@wattmm.com (attendees) or Dee Henson at Henson@wattmm.com (exhibitors).
Make hotel reservations directly with the Hyatt by calling +1.847.696.1234 or faxing
+1.847.698.0139. For a lower group rate (US$154), make reservations in the Petfood Forum
block of rooms prior to March 15, 2006 and before the group block is filled.

The realities of globalization
Trade around the world has become a relativelylevel
“playing ﬁeld.” Numerous technological advances
and the lowering of political/trade barriers have made
it possible to do business instantaneously with billions
of people across the planet. Wallace Tyner, PhD will
discuss what this means to your business. Dr. Tyner
is the head of Purdue University’s Department of
Agricultural Economics at Purdue University, West
Lafayette, Indiana, USA.

Keeping consumer confidence
How a company deals with a
crisis can determine whether
a brand or company survives.
Stephen Payne of The Petfood
Institute (USA), will share ideas
for successful management
of a crisis. He will also offer warnings on pitfalls
and discuss how a trade association can help an
industry overcome problems. Steve is The PFI’s
vice president of communications. He handles a
variety of public relations and consumer affairs issues
and manages The PFI Market Access Program, a
USDA grant funded program to expand petfood
exports overseas.

Dental developments
Over the years, many pet dental
homecare programs have
been advocated. Evidence of
effectiveness is highly variable,
however. S. Dru Forrester,
DVM, Hill’s Pet Nutrition, will
discuss a recent Journal of Veterinary Dentistry report
that evaluates various dental homecare methods.
She will talk about current evidence that supports
the use of dental petfoods, chew toys, dental treats,
tooth brushing, zinc salts and other methods. Dr.
Forrester received her DVM from Auburn University
and completed an internship, small animal internal
medicine residency, and Master of Science degree
at Texas A&M University.
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Specialty probiotics

Cold plasma odor abatement

Petfood plus: Functional ingredients

Benedikt Sas, PhD will describe the
beneﬁts of the probiotic Bacillus
subtilis PB6 for companion
animals. He will also discuss its
safety aspects, mode of action
and challenges regarding its
application. Dr. Sas started as a chemistry manager for
Kemin Europe agrifoods, looking after the discovery and
development of new antimicrobials, biosurfactants and
antioxidants for the agricultural and petfood businesses.
In 2001, Kemin Pharma was founded, and he took on the
responsibility as the president. Kemin Pharma focuses on
the discovery and development of innovative concepts
and drugs for the treatment of infectious diseases.

Odor can be a big problem for petfood manufacturers.
Non-thermal “cold plasma” odor control is an advanced
technology that has been successfully used by the
petfood industry. Arne Thomas Haaland will present
the basic principles, design considerations and practical
experience with the petfood industry. Arne is with
Applied Plasma Physics (APP) in Stavanger, Norway.
APP has been working with Grifﬁn Cardwell, Louisville,
Kentucky, USA, since 2002.

Greg Aldrich, PhD will
explore functional ingredients
that fortify the antioxidant
defense system.
Whether dog, cat, mouse
or man, antioxidants are
crucial to survival in an oxygenated world.
Physiologically unchecked oxidation can lead to
many disease states which are painful, chronic,
and degenerative. Key metabolic antioxidants,
such as glutathione peroxidase and ascorbic
acid, have been shown to protect against
oxidative damage. Dr. Aldrich is a nutrition
consultant in the petfood industry.

Smarter purchasing
Dave Albrecht will discuss how
to develop a purchasing strategy
and how to analyze the industry
and the supplier for maximum
company benefit. Other points
he will cover include negotiating,
sourcing techniques, leveraging, regulatory compliance
and purchasing contracts. Dave has over 20 years
purchasing experience including Fortune 500 companies
such as Proctor and Gamble (The Iams Company) and
Campbell Soup. He is currently director of purchasing
for Wells Dairy, a leading US ice cream manufacturer.

Feline obesity
Obesity has become one of the most
common nutritional disorders in
cats. Obese cats suffer a wide range
of health problems such as diabetes
mellitus, thyroid dysfunction, and
hepatic, urological and cardiac
disorders. Hussein S. Hussein, PhD will explain the
etiology of feline obesity, evaluate its health risks and
identify strategies for its prevention. Dr. Hussein is an
Associate Professor of Nutrition and Microbiology at
the University of Nevada-Reno, USA.

The pet dietary supplements market
David Lummis is the pet market
analyst for Packaged Facts, a
division of MarketResearch.com.
and author of “Market Outlook,”
a monthly column in Pet Products
News. His report will:
• Quantify current size of pet supplements market
(primarily horses, dogs, and cats) and project sales.
• Examine other market factors such as “functional
pampering” (dubbed by Packaged Facts as the number
one trend for 2006), the aging pet population and
competition from nutrient-enhanced foods.
• Proﬁle purchasers of pet supplements.

State of the rendering industry
Without the rendering industry, byproducts from meat
and poultry processing would ﬁll up landﬁlls quickly
and the decomposing waste would contaminate our
soil and water. In the last decade, renderers have had
more than their share of problems, especially related to
Bovine Spongiform Encepahlopathy (BSE). Douglas
P. Anderson will share his insights on the state of the
rendering industry. Doug is vice president-rendering
at Smithﬁeld Foods—based in Smithﬁeld, Virginia,
USA—the world’s largest pork processor and producer.
He holds officer-level positions with the National
Renderers Association, the World Renderers Association
and the North American Rendering TSE Coalition.

Mandatory caloric labeling?
The Association of American
Feed Control Ofﬁcials (AAFCO)
is considering an amendment of
the Model Regulations that would
require a calorie content statement
on all dog and cat food labels. Dr.
Dzanis will describe the label changes that could
be required, as well as how pets, pet owners and
manufacturers could beneﬁt. Dzanis is a consultant for
the petfood industry and a former petfood expert with
the US Food and Drug Administration.

Leveraging production information
Ray Bachelor, a licensed
professional engineer, founded
Bachelor Controls, Inc. in
1983. His presentation will
cover how to make better use
of your production information,
including:
• Tying the information such as production
schedules, recipes, production results and raw
material usage into your business systems; and
• Tracking plant ﬂoor activities; and
• Making better business decisions.

Innovative packaging ideas
Arielle de Jong, of TNO Nutrition and Food
Research, will discuss a multi-discipline
approach to petfood packaging. For example,
it can combine expertise focused on:
•Packaging materials (innovative materials,
functional barriers, migration, technology
engineering and rapid prototyping).
•Technological aspects (shelf-life, sensory and
microbiological quality and toxicology).
Packaging can interact with petfood by actively
regulating conditions, thereby extending shelflife and improving safety and quality.

New product trends
Sumitha Nair from Mintel
International, will explore the
global arena of new petfood
products. She will analyze
some of the trends that are
gaining momentum within
the category, including health, humanization
and specialization. This presentation will also
examine a few rapidly growing ingredient
claims and innovative packaging opportunities,
as well as present key regional drivers and a look
at future trends. Sumitha is a senior consultant
with Mintel International Mintel Custom
Solutions. She provides strategic guidance and
analysis to a diverse portfolio of consumer
packaged goods clients.

The EU regulatory climate
Thomas Meyer is the secretary
general of FEDIAF, the European
association of individual country
petfood manufacturer trade
associations. He will describe how
EU petfood regulations strive to
achieve the best possible consumer protection and public
health policy. Mr. Meyer will give the legal-technical
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STRAIGHT TALK ABOUT
DUPONT™ ZONYL®
These days, rumors often travel faster than the truth,
and misinformation can spread with alarming speed.
That’s why we at DuPont are taking action to set the record straight
about an issue important to our customers and to consumers.

CONSUMER ARTICLES MADE WITH ZONYL®
ARE SAFE.
That’s not just our opinion. Independent scientific research and over
30 years of consumer use support the safety of our products.
Of course, in today’s fast-paced media and Internet world, dispelling
rumors and addressing misinformation requires more than facts. It calls
for a commitment to defend, to inform, and to advocate.
Our commitment to you and the Paper Packaging Industry is a sustained
effort to set the record straight. And to remind you, our valued customers,
why you can continue to trust DuPont to provide the most effective grease
and oil-resistance solutions. Solutions backed by comprehensive testing
and a firm commitment to safety. Solutions that will provide new and
innovative products and technologies to help keep your business
sustainable, now and in the future.
For additional information and updates, please visit
www.dupont.com/zonyl/

©2005 DuPont. All rights reserved. The DuPont Oval Logo, DuPont™, The miracles of science™ and Zonyl®
are trademarks or registered trademarks of DuPont or its affiliates. Zonyl® is a DuPont trademark for its brand
of surface protector.
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Petfood Forum 2006 ❯ Innovations

background, summarize recent regulatory developments
and elaborate in more detail on:
• Animal by-products/TSE;
• The imminent review of labeling and claims rules; and
• The further developments on the re-approval of all
petfood additives.
Thomas is a lawyer who has been Secretary General of
FEDIAF since 1998.

Controversial ingredients
Genetically-modified
ingredients, meat and bone meals
and others—you know how
these controversial ingredients
affect your business now, but
what about the future? This
presentation goes beyond advocating a position.
Juliet Zavon will use real-world examples and
examine how such controversies can be expected
to evolve over time and how businesses can
prepare for the changes. Ms. Zavon is a multilingual management consultant. Her consultations
cover new business opportunities, strategy,
valuations, international operations, strategic
alliances and competitive positioning.

Mycotoxicosis: Better
prevention and treatment
Current research has found new and better ways
to detect and detoxify mycotoxins. Recently,
dozens of dogs in the US died after eating
mycotoxin-contaminated, commercial petfoods.
Timothy Phillips, PhD of Texas A&M University,
a widely-respected mycotoxin researcher and
expert, will discuss some of his recent ﬁndings
and offer practical advice.

Petfood extrusion is a complex
process that is often considered
more of an art than a science.
Despite its complexity, there
is a systematic approach to
understanding and training
for extrusion by organizing the process into
manageable topical areas. Brian Plattner, PE,
manager of the Wenger Technical Center will
cover:
• Raw material selection;
• Hardware conﬁguration;
• Processing conditions; and
• Final product characteristics.
He will examine how these topics impact the
critical product characteristics such as shape and
density. He will also give practical advice on how
to manipulate the process variables to bring a ﬁnal
product back into speciﬁcation.

Formulating with new ﬂavors should be highly
collaborative. Kantha Shelke will describe how
successful initiatives involve marketers who
provide the concept, ﬂavor suppliers who provide
the aroma compounds, ﬂavorists who understand
the material interactions, product developers who
put it all together and plant operators who help
ultimately to make the ﬂavor system work. Kantha
is a principal at Corpus Blue LLC, a Chicago ﬁrm
that specializes in competitive intelligence and
expert witness services.

Good fats, bad fats
The concept of good fats and
bad fats is one that helps humans
keep track of their dietary habits
and heart disease risk. John E.
Bauer, PhD, DVM will discuss
how dogs and cats are different
and able to withstand both types of fats in their diets.
For them these fats are either facilitative or functional.
Dr. Bauer is Professor of Small Animal Medicine and
holds the Mark L. Morris Professorship of Clinical
Nutrition at the Veterinary College of Texas A&M
University. His areas of specialization are lipid
biochemistry, disorders of lipid metabolism and
comparative nutrition.

Asian industry analysis
The Asian petfood market is
dynamic and growing rapidly.
Eric Combelles, Euromonitor
International, will talk about
the characteristics of this
market. Japan dominates sales
of dog and cat food. Growth in China, with the
second largest dog and cat food sector in the
region, has been buoyant due to the increasing
popularity of mid-priced and premium dog and
cat food. Mr. Combelles monitors the research
for the petfood industry in Euromonitor’s key
52 countries.

Regulation and labeling update
Information on a petfood label ranges
from a statement as simple as that of
net weight to recommendations for
use as dietary therapy for some
disease conditions. Manufacturers
view a petfood label as an important
aspect of the product as it communicates something about
the nature of the product to the consumer. Dr. Dzanis will
discuss why it is important that the consumer be aware of
the valuable information on a petfood label. Dzanis is a
consultant for the petfood industry and a former petfood
expert with the US Food and Drug Administration.

Ten ways to increase packaging
productivity
Packaging analyst Ben Miyares
is the vice president of industry
relations at the Packaging Machinery
Manufacturers Institute. He will
explain several ways for petfood
manufacturers to increase packaging
productivity, including:
• Collaborate with your packaging machinery team.
• Establish realistic performance metrics.
• Maximize the performance of your installed
equipment.
Miyares is editor and publisher of Ben Miyares’
Packaging Management Update®, a weekly online
resource from PMMI that tracks packaging materials
and machinery technology trends.

Animal welfare: Getting
to research transparency
Dr. Daniel Carey, director
of technical communication in
the R&D division of The Iams
Company, will explain why he
thinks animal welfare guidelines
should not be proprietary. He
believes that petfood companies need to compete in
other areas: Innovating, processing and marketing.
However, when it comes to animal welfare, he says
petfood companies should be more open and transparent
about what they are doing by:
• Having a well-deﬁned, well-being policy.
• Auditing studies and procedures.
• Increasing reliance on non-traditional settings.
• Providing for the destiny of dogs and cats used in
feeding trials.

>>

Extrusion trouble-shooting guide

Flavor systems

Petfood Forum has become the meeting place
for petfood professionals. It will be at the Hyatt
Regency O’Hare, Chicago, Illinois, USA, April
3-5, 2006. In addition to our website (www.
petfoodindustry.com), you can get more specific
information by E-mailing Marcia Riddle at
Riddle@wattmm.com (attendees) or Dee Henson
at Henson@wattmm.com (exhibitors).
This information was as accurate as
possible at press time. Speakers and topics
are subject to change. Please consult your
Petfood Forum 2006 program at the event
for the most recent schedule and speaker
line-up.
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Petfood Forum 2006
Sessions in the same time slot are concurrent
SECTION A

Preliminary schedule
SECTION B

MONDAY—April 3, 2006
Registration
Reception—Hors d’oeuvres and cocktails

1:00—7:30 pm
5:30—7:30 pm

Registration
Reception—Hors d’oeuvres and cocktails

TUESDAY—April 4, 2006
Breakfast

7:00—8:00 am

Breakfast

Exhibits open 9:00 am—7:30 pm Exhibits open
Lean manufacturing
Jamie Flinchbaugh, Lean Learning Center

8:00—8:40 am

The realities of globalization
Wallace Tyner, PhD, Purdue University

Keeping consumer conﬁdence
Stephen Payne, The Pet Food Institute

8:45—9:25 am

Dental developments
S. Dru Forrester, DVM, Hill’s Pet Nutrition

Break

9:30—10:10 am

Break

Specialty probiotics
Benedikt Sas, PhD, Kemin Pharma

10:15—10:55 am

Smarter purchasing
David Albrecht, Blue Bunny Ice Cream

Feline obesity
Hussein Hussein, PhD, Univ. of Nevada-Reno

11:00—11:40 am

Report on the pet dietary supplements market
David Lummis, Packaged Facts

Lunch 11:45 am—1:00 pm Lunch
Cold plasma odor abatement
Arne Thomas Haaland, Applies Plasma Physics

1:00—1:40 pm

State of the rendering industry
Doug Anderson, Smithﬁeld Foods

Mandatory caloric labeling?
David Dzanis, DVM, PhD, Dzanis Consulting

1:45—2:25 pm

Leveraging production information
Ray Bachelor, Bachelor Control Systems

Break

2:30—3:10 pm

Break

Petfood plus: Functional ingredients
Greg Aldrich, PhD, Pet Food & Ingredient Tech.

3:15—3:55 pm

Innovative packaging ideas
Arielle de Jong, MSc, TNO

New product trends
Sumitha Nair, Mintel International Group

4:00—4:40 pm

The EU regulatory climate
Thomas Meyer, FEDIAF

Controversial ingredients
Juliet Zavon, Industry consultant

4:45—5:25 pm

Mycotoxicosis: Better prevention and treatment
Timothy Phillips, PhD, Texas A&M

Reception—Hors d’oeuvres and cocktails

5:30—7:00 pm

Reception—Hors d’oeuvres and cocktails

WEDNESDAY—April 5, 2006
Breakfast

7:00—8:00 am

Breakfast

Exhibits open

7:30—10:30 am

Exhibits open

Extrusion trouble-shooting guide
Brian Plattner, Wenger Manufacturing

8:00—8:40 am

Flavor systems
Kantha Shelke, Corpus Blue LLC

Good fats, bad fats
John Bauer, DVM, PhD, Texas A&M University

8:45—9:25 am

Asian industry analysis
Eric Combelles, Euromonitor International

Break

9:30—10:10 am

Break

Ingredient statement controversy
David Dzanis, DVM, PhD, Dzanis Consulting

0:15—10:55 am

Wet petfood processing progress
Scott Morris, PhD, University of Illinois

Ten ways to increase packaging productivity
Ben Miyares, PMMI

11:00—11:40 am

Animal welfare: Getting to research transparency
Dan Carey, DVM , The Iams Co.

Luncheon 11:45 am—2:00 pm Luncheon
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BY JENNIFER KVAMME, DVM

This information was as accurate as possible at press time. Speakers and topics are subject to change. Please consult your Focus on Palatability program
at the event for the most recent schedule and speaker line-up.
Dog and cat owners worldwide love to watch
their “kids” eat with enthusiasm. Because of this,
the palatant industry is big business. At this year’s
Focus on Palatability, industry experts will discuss
several facets of this big business in greater detail.
This symposium for petfood manufacturers and
suppliers is separate from, but will immediately
follow, Petfood Forum 2006.
Focus on Palatability consists of 12
presentations scheduled for April 5-6, 2006 at
the Hyatt Regency O’Hare in Chicago, Illinois,
USA. More information or online registration is
available at www.petfoodindustry.com or by Emailing Marcia Riddle at riddle@wattmm.com.
At this symposium you will learn useful
ideas that relate to petfood palatability. Focus on
Palatability will:
•Investigate what’s new in the science of
palatability;
•Examine the consequences of the on-going
race for the best palatability; and
•Consider animal welfare concerns related
to palatability testing and to clinical and basic
research.
For members of the American Registry of
Professional Animal Scientists (ARPAS), Focus
on Palatability provides six continuing education
credits.

Feline in-home palatability tests
The increasing need for
humane pet and animal food
and product testing has resulted
in the development of the
Citizen Scientist® program
by Dr. Timothy Bowser and
Dr. Charles Abramson. The program safely and
humanely tests preferences and palatability with
emphasis on felines and their owners. All testing

is conducted in-home or on-farm, under no-stress
conditions for the animals and their owners.
Timothy Bowser, PhD, will be discussing how the
program works and elucidating on some recent
data on feline palatability. He is an associate
professor at Oklahoma State University and codirector of the OSU Center for Palatability Studies
for Pet and Animal Foods. He has over 20 years of
experience in industrial and academic settings.

Behavioral aspects of preference
Animals’ food choices are
deter mined by: Speciestypical, congenital f lavor
p r efe r e n c e s ; i n d iv id u a l
experience of consequences
of ingesting potential foods;
and information acquired from con speciﬁcs.
The importance of the ﬁrst two determinants in
shaping dietary repertoires is widely appreciated.
In his presentation, Bennett Galef, PhD, will focus
on social interactions affecting food choices.
Dr. Galef is emeritus professor of Psychology
at McMaster University in Hamilton, Ontario,
Canada, and has authored more than 250 papers
on animal behavior; edited four books on animal
social learning; and is past executive editor of the
journal Animal Behaviour.

Packaging and palatability
Preserving the palatability of
a petfood product on the retail
shelf is of major importance.
Packaging plays a key role in
this preservation process. In
this presentation, Scott Morris,
PhD, will expand on the ways packaging can
help maintain palatability as well as prevent

spoilage. Dr. Morris is an associate professor in
the Departments of Food Science and Human
Nutrition and Agricultural Engineering at the
University of Illinois at Champaign-Urbana.

Is too palatable irresponsible?
Pets live increasingly more
sedentary, indoor lives, while
their owners provide excessive
treats and foods to enhance
the human-animal bond. The
resulting increased caloric
intake frequently causes weight gain, which can
lead to obesity. In his presentation, Sean Delaney,
DVM, DACVN, will point out how the petfood
industry can help prevent and manage the obesity
epidemic in companion animals.
Dr. Delaney earned his DVM and Master’s degree
in Nutrition from the University of California,
Davis. He is a Diplomate of the American College
of Veterinary Nutrition (ACVN) and is currently
employed as a lecturer in Clinical Nutrition at the
University of California, Davis. Dr. Delaney is
also the principal consultant for Davis Veterinary
Medical Consulting, which specializes in nutritional
consulting for the petfood industry.

New technologies for
studying flavor release
Controlling flavor release is
central to the success of
new petfood products. At
the Technological Institute in
Denmark, work focuses on a
dynamic characterization of
aroma and taste compounds to understand and
enable the use of the interaction between these
compounds and the major ingredients used in food
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products. The center’s main goal is to generate
the basis for new products with better taste. Anne
Maria Hansen is Centre manager for the Center
for Foodtechnology at the Danish Technological
Institute. She will present the Institut’s most recent
collaboration project between six other organizations,
partially funded by the Danish Ministry of Science,
Technology and Development.

Genomics: Pinpointing
palatability
The sequencing of the canine
genome is a milestone. It allows
workers to study the complex
olfactory system of the dog. The
biology of taste is inextricably
linked to the sense of smell,
and future work will address the genetic basis
of taste. Keith Murphy, PhD, will demonstrate
recent advances due to genomics research, along
with planned work and applicability to the petfood
and animal pharmaceutical industries.
Dr. Murphy received his BS in Microbiology,
his Master’s degree in Microbiology and his
PhD in Genetics. He is currently professor
of Veterinary Pathobiology in the College of
Veterinary Medicine and Biomedical Sciences at
Texas A&M University. Work in his laboratory
concerns hereditary diseases of the domestic dog.
This work includes the use of genetic and genomic
approaches to dissecting the genetics underlying
diseases and behavior.

The chemistry of savory flavors
Both dogs and cats show a
preference for proteins with
meaty, raw or roasted tastes and
aromas—commonly known
as savory ﬂavors. These taste
preferences are important for
both improved palatability and for increased
nutritional value of petfood. Nayan Trivedi, PhD,
will detail, with speciﬁc examples, how Maillard
reactions can be manipulated to generate desired
ﬂavor proﬁles. He will also discuss how savory
ﬂavors are created by utilizing natural vegetable or
animal meat or meat by-products. The discussion
will include how one can create various ﬂavor
notes by utilizing different amino acids, sugars
and vitamins—as well as by varying physical
factors such as time, temperature and pH of the
reactions.
Dr. Trivedi is a microbiologist/food technologist
with industrial research and product development
experience in the food, pharmaceutical and
petfood industries. He has been engaged in the
creation of savory ﬂavors for over twenty years,
the last ten years with AFB International creating
meat and vegetable protein-based savory ﬂavors
for companion animals.

Focus on
Palatability
WEDNESDAY—April 5, 2006
1:00—3:00 pm

Registration

3:00—3:30 pm

Citizen Scientists: Feline in-home palatability tests
Timothy Bowser, PhD, Oklahoma State University

3:30—4:00 pm

Behavioral aspects of preference
Bennett (Jeff) Galef, PhD, McMaster University

4:00—4:30 pm

Packaging and palatability
Scott Morris, PhD, University of Illinois

4:30—5:00 pm

Is too palatable irresponsible?
Sean Delaney, DVM, Davis Veterinary Medical Consulting

5:00—5:30 pm

New technologies for ﬂavor release
Anne Maria Hansen, Teknologisk Institute

5:30—6:30 pm

Reception

THURSDAY—April 6, 2006
7:00—8:00 am

Buffet breakfast

8:00—8:30 am

Genomics: Pinpointing palatability
Keith Murphy, DVM, PhD, Texas A&M University

8:30—9:00 am

The chemistry of savory ﬂavors
Nayan Trivedi, PhD, AFB International

9:00—9:30 am

Wet processing’s impact on palatability
Elodie Pettelot, SPF

9:30—10:00 am

Dry processing’s impact on palatability
Sajid Alavi, PhD, Kansas State University

10:00—10:30 am

Break

10:30—11:00 am

In-home palatability testing design
Robert Grifﬁn, PhD, consultant

11:00—11:30 am

Welfare concerns and palatability testing
Dan Carey, DVM, The Iams Company

11:30 am—Noon

Innovative ingredients
Lynn Deffenbaugh, PhD, AFB International
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Focus 2006 ❯ Anticipation

Wet processing’s impact on
palatability
Wet petfood palatability is the
result of several process-related
factors including: Product type,
formula, use and application
of palatability enhancers,
packaging, cooking, retorting
and their interaction. In her presentation, Elodie
Pettelot will discuss speciﬁc methods developed
in order to better understand palatability drivers
of wet products, such as texture measurement and
study of animal behavior.
Ms. Pettelot has a Master’s degree in Food Science.
She specializes in wet petfood palatability systems
and development of palatability enhancers for wet
petfood. She joined SPF’s R&D team three years
ago, where she is currently the wet petfood R&D
project manager.

Dry processing’s impact on
palatability
Extrusion is a commonly-used
process for producing petfood.
The high-temperature and
high-shear nature of the
process; its ability to handle
a large amount of meat
ingredients; and the capability for adding
lipids and other palatability enhancers before,
during or after the process lend a great degree
of ﬂexibility in enhancing palatability of any
extruded petfood.
Sajid Alavi, PhD, will focus on the effects
of addition of lipid and fresh meats to the
extrusion mix on the palatability of the end
product. Addition of palatability enhancers
to increase acceptability of the product will
also be addressed, as well as the effects of
preconditioning. Dr. Alavi received his PhD in
Food Science from Cornell University in 2001.
He joined the Department of Grain Science and
Industry at Kansas State University as assistant
professor in 2002. Dr. Alavi’s research interests
lie in food engineering—more speciﬁcally in
the areas of extrusion processing, rheology,
food microstructure imaging and structuretexture relationships.

In-home palatability testing
design
When people in the petfood
industry discuss in-home
testing they usually focus
on one or a combination of
three concepts: Testing in
pet owners’ homes where
the sole source of information comes from

the pet owners; testing in pet owners’ homes
(standard two-pan preference test) using the
owners’ pets; and/or the relationship between
tests conducted with animals housed in a
testing environment (i.e., kennels or catteries)
and tests conducted in the home using input
from the pet owners only. Robert Grifﬁn, PhD,
will address each of these topics with emphasis
upon the methods commonly employed; the
nature of the data generated; and examples of
where the relationship between the two tests is
positive and others where it is negative.
Dr. Griff in received his Doctorate in
Experimental Psychology, Animal Behavior,
Learning and Motivation from Florida State
University. He has had experience teaching
at the college level, followed by employment
in the Gaines Division of General Foods
Corporation. He was a private consultant
for several years and joined Hill’s Pet
Nutrition in 1993. In 1995, he restarted his
consulting venture. He currently has clients
in the human and petfood industry, where
he is focused upon statistical applications,
consumer and sensory testing and process
control/development.

Welfare concerns and
palatability testing
Animal welfare has been at
the forefront of controversy
in recent years. According
to Dan Carey, DVM, animal
welfare guidelines in the
petfood industry should not
be proprietary. He believes that the petfood
industry should be at the forefront of driving
animal welfare. In his presentation, he will
show how the industry can have a welldeﬁ ned, well-being policy.

Dr. Carey is a veterinarian and Director of
Technical Communication in the Research and
Development Division of The Iams Company.
He received his DVM from the University
of Missouri in 1978 and has spent the past
25 years in clinical nutrition and nutritional
research. He is co-author of Canine and Feline
Nutrition and co-editor of all three volumes
of Recent Advances in Canine and Feline
Nutrition.

Innovative ingredients
Palatability of a diet is
not equal to the sum of
the palatability of all the
i n d iv id u a l i n g r e d ie n t s
measured separately. Efforts
to improve palatability by
un-systematic trials of “add-in” ingredients
have a low probability of success. In her
presentation, Lynn Deffenbaugh, PhD
will focus on how selecting ingredients to
optimize palatability is more successful using
integrative techniques and statistical tools
such as principle component analysis.
Dr. Deffenbaugh is currently working
on new business development with AFB
International, Inc. She has previously held
various research and technical service
positions in the petfood industry with Kemin
Industries, Inc. and Hill’s Pet Nutrition, and
has additional experience in human food
product development with Kraft General
Foods, Inc. and General Mills, Inc.
●

This information was as accurate as possible at press time. Speakers and topics are
subject to change. Please consult your Focus on
Palatability program at the event for the most
recent schedule and speaker line-up.

How to attend

Focus on Palatability registration information

Focus on Palatability will be held at the Hyatt Regency Hotel, near Chicago’s
O’Hare International Airport. The registration fee includes an evening reception and
breakfast listed in the schedule of events (see p. 27). For registration information
visit our website, see p. 12 or contact:
Marcia Riddle, Watt Publishing Co., 122 S. Wesley Ave., Mt. Morris, IL 61054
USA, Tel: +1.815.734.4171, Fax: +1.815.734.5631, E-mail: riddle@wattmm.com,
Website: www.petfoodindustry.com.
Make your hotel reservations directly with the Hyatt by calling +1.847.696.1234
or faxing +1.773.380.4898. Identifying yourself as a participant of Petfood Forum
will qualify you for a lower group rate, if reserved prior to March 15, 2006.
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Welcome to my research laboratory.
Allow me to introduce you to my lab partner.

north america 800.218.5607
rgrimm@afbinternational.com

latin america 54.2322.480747
alusa@afbinternational.com.br

europe 31.73.5325777
j.vergeer@afbinternational.nl

asia / pacific 949.494.5917
db.afb@cox.net
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At AFB, we improve the health and nutrition of companion animals.
We’re excited about what we do and we never look back. We’re only
interested in the next breakthrough, the next big idea. When you feel
that way, your work doesn’t just happen at the office or in the lab.
A thought can strike you wherever you happen to be, whatever you
happen to be doing. At AFB, we never stop thinking. Never.
Explore the opportunities at AFB. Contact us at www.afbinternational.com.

TM

A Passion For Pets
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Trade show
Get the most out of your exhibit at PFF 2006

uppliers participate at trade shows
(like Petfood Forum) for a number
of reasons, including maintaining
presence in the market, to launch new products or
business ventures, to prospect or to generate direct
sales. Following are a few general observations on
successful approaches:

Identify your visitors
•Compile a list of the people you expect to see
based on customer/market knowledge. Always
arrive at the event prepared.
•Find out who each visitor is, who they work
for, and what they are interested in. This will
identify them as a prospect, supplier, distributor or
publication—and consequently, how much time is
warranted. Know how to disengage politely.
•Ask everyone who enters the stand for a
business card. Twenty percent of all people change
information on their business card every year.

Optimize your investment
•Welcome everyone who enters the booth/stand.
Prior to the event, agree on the key messages
you wish to convey. And what supplementary
information is important. Prepare appropriate
literature packs to hand out.
•Identify roles as a group. Decide who will
address certain roles and issues during staff
rotations. Technical, sales and business inquiries
should be directed to the best representative
available.
•Look like you want to talk to prospects and
try to stay fresh. Rotate staff positions as often
as possible. This reduces boredom and stimulates
booth traffic flow. Be at the booth only when
scheduled. People hanging around can discourage
those wanting to do business. The booth is not a
meeting place for old friends.
•Ask visitors if they are aware of the full extent
of your business’s capabilities and services. Most

Ask every person if you can add
them to your mailing list—a process
guaranteed to foster new business.
clients are only aware of the services they buy but
maybe not others. Prospects may be unaware too.
•Ask every person if you can add them to your
mailing list—a process guaranteed to foster new
business.

Avoid negatives
•Try not to sit down unless meeting with a
visitor. If you need a break, take it somewhere else.
Food and drink should be consumed away from
the booth/stand or limited to one preferably less
conspicuous area.
•Don’t ask questions that invite a “No” or a
negative response. Try to stimulate.
•Traffic flow is key to success, so keep all
booth entry points clear. Don’t block information
panels or displays, the reception desk or access to
●
literature.

That’s Nice LLC is a marketing communications agency. Contact: Tel: +1.212.779.4144, E-mail:
orange@thatsnice.com, Website: www.thatsnice.
com.
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An aisle seatT

op tips towards trade show success

H

ow many teams does your
company send to a trade
show? Unless you work
for a large company, the
answer is probably one.
So, the same small group
of staff members has to
pull double-duty at the
trade show, acting as both booth staff
and gathering relevant information.
Are you prepared to be an attendee?
Getting the most out of a trade show
requires careful preparation. With two
important tasks to balance, planning
becomes even more important. Thirtynine percent of all trade show attendees
spend less than eight hours visiting a
show—and exhibitors who have a booth
to manage have a mere fraction of that
time span available.
To get the most from attending a
trade show, you have to have a clear
strategy in mind. Knowing what you
need to accomplish before, during and
after the show is the ﬁrst step toward
success.

Before the show
Make a list of the goals you want
to achieve—personal goals and those
of your company. Every subsequent
decision that you make should put you
closer to achieving your goals. Read
through the trade show promotional
materials carefully. Make a plan for
attending the show. Include a list of
“must see” booths and “want to see”
booths. Spend a little time researching
the vendors, so that you’ll have a clear
idea of who you need to see, and what
you need to learn from them. That way
you’ll have useful questions to ask, and
will waste little time with small talk.
Decide how much time you want

to spend at the show, and then allot
an appropriate amount to each booth,
making sure to schedule the “must
see” booths first. Consider making
appointments with those exhibitors you
really want to meet with. If co-workers
are attending the show with you, divide
the show up into sections. Each team
member can sit in on different seminars
to maximize the amount of information
gathered by the entire team.
Once you’ve decided who you need
to see, get a map of the show ﬂoor and
prioritize your route. Additionally,
develop a lead form to record vendor
names, products, contact information
and any follow-up notes you’ll want to
remember after the show.

During the show
After getting your registration
materials, consult the latest version of
the trade show directory and revise your
plans as necessary. Exhibitors may have
dropped out or arrived unexpectedly,
or seminar times may have changed.
Collect the information that is of interest
to you or that could be valuable to others
in your company. Take regular breaks
to make notes. The notes will help you
write your trip report.
Trade shows are the ideal opportunity
to gather information about what
your competitors are doing. It’s often
the first glimpse you’ll get of new
product releases, special programs or
fresh marketing initiatives. A simple:
“So, what do you guys have in the
pipeline?” may reward you far more
than any carefully-worded queries
about technical specs. Let exhibitors
know that you are on a tight schedule.
They want to make the best use of their
time as well, and will gladly cut to the

BY SUSAN A. FRIEDMANN, CSP

chase with you. Sometimes booth staff
may not have the answers you require.
In that case, ask who you should contact
at their ﬁrm for follow-up.
Don’t be shy about by-passing
booths that do not interest you. The
exhibitors won’t mind. They want to
devote their time to potential customers.
At the same time, keep your eyes open
for networking opportunities. Industry
leaders haunt trade shows, and they’re
great people to know. Be social at
receptions—this is the time to hand out
those business cards.

After the show
At the end of the day, take some
time to organize the information you’ve
gathered. If it’s for co-workers, sort it
into envelopes and address them to the
relevant person. If the information is for
you, sort it by priority, afﬁxing sticky
notes to jog your memory after you’ve
returned from the show.
Take a moment after the show to
make note of any exhibits or displays
that you thought were particularly
effective. What did they do that
you could implement in your own
company’s marketing campaign? Be
sure to follow up with new contacts
and vendors after the show. Having a
clear plan of action will make sure that
the time you spent at the show was a
●
worthwhile investment.
Ms. Friedmann is author of Meeting
& Event Planning for Dummies, and
works with companies to improve their
meeting and event success through
coaching, consulting and training. Email: info@thetradeshowcoach.com ,
Website: http://www.thetradeshowcoach.com.
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Be proﬁtable
productive
How to get more than you expect in 2006
BY JOHN GRAHAM

What can we do to make 2006 a proﬁtable
and productive year? Here are 20 ideas
that can make the next 12 months turn out
better than you might imagine:
➤1. Focus on saving money for customers.
Use this theme to brand your business. Be known
for coming up with solutions that reduce costs
without compromising quality. If it isn’t necessary
or correct, don’t let them buy it. If it isn’t right,
advise against it: “Do you really want to do
that?”
➤2. Be the consultant. This isn’t
about gimmicks or ruses. It isn’t using
a title on a business card to mask that
you’re in sales. And this isn’t so-called
“consultative selling.” It means being
thoroughly knowledgeable about a customer’s
business so you can be candid and offer workable
options that may or may not be related to what you
sell. As a by-product, this is perhaps the best way to
earn respect.
➤3. Offer ways to save time. While price is always
important, saving time can be equally so. It translates into
reducing costs. Make sure your customers recognize the
time-saving beneﬁts of what you’re selling.
➤4. Stay closer to customers. Customer contact is
changing as companies deal with higher gasoline and
travel costs. Develop a schedule for all types of planned
contacts—phone conferences, direct mail, E-mail and
in person. This is more important than ever since the
competition is on the prowl. Large companies are looking
to attract long-ignored smaller customers, for example.
You need to be there.

➤5. Focus on differentiation. There’s danger ahead
when we allow our products and services to look like
everyone else’s. Do battle to avoid anything you sell being
perceived as a commodity by giving products and services
a unique identity.
➤6. Keep the CEO out of marketing. Top management
controls the budget, so its buy-in is necessary when it
comes to marketing. But the top brass can also present a
problem—they tend to view everything through company
eyes and have a particularly difﬁcult time thinking like
a customer. It’s only natural, since the company is their
mission. Make sure you have a capable marketer available
to help the CEO understand the role of marketing.
➤7. Don’t get distracted. This is the year to stay on
course. That means focusing on performance, getting
everything right. While new ideas are exciting, they can
be dangerous if they distract from getting the job done.
➤8. Plan and execute. Talking doesn’t make it so;
simply saying “yes” doesn’t necessarily get the job done.
Make this a priority: Who’s going to do what to whom and
when? Poor performance results from poor planning.
➤9. Take advantage of your expertise. Every business
has more expertise than it realizes. Pick out two or three
niche markets where you have several customers, and
brand your company as the “go to” people for each one.
Create specialized letterhead, business cards, direct mail
and other marketing materials such as a dedicated website
for each segment. Put your expertise to work where it
works best for you.
➤10. Take advantage of direct mail. Forget about
all those E-mail and fax “blasts.” Make sure E-mails are
personalized and focused on the recipients. The goal is to
connect with the right customers. While “blasting” is easy
and cheap, it rarely delivers expected results. Direct mail
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Be profitable and productive ❯ How to get more than you expect in 2006

takes planning and careful execution,
but you can hit the right customers.
➤11. Update corporate identity.
You want customers and prospects
to give you a second look. Attract
attention by selecting compelling
colors and a logo design that sends
the message that your company is
energized. Use this as an opportunity
to re-afﬁrm your core message.

➤12. Prospect systematically. Most
so-called “prospecting” is random
and dependent on luck rather than
carefully planned, properly-executed and
consistent efforts. Efﬁciency and sales
growth depend on year-round prospect
development. Since buying decisions
take longer and longer today, cultivating
a minimum of several hundred prospects
at all times is necessary.

➤13. Marketing precedes selling.
“The goal of marketing is to make
selling superf luous,” stated the
legendary Peter Drucker. Failure to
create a buying environment through
marketing makes getting sales feel like
pushing boulders up a mountain.
➤14. Ask customers what they
want and give it to them. It isn’t just
the wrong movie that keeps the theater
seats empty, it’s the wrong venue. Why
go out to see an expensive movie, eat
pitiful popcorn and walk on a sticky
ﬂoor, when you can relax at home and
watch a movie on a brilliant, sharp ﬂat
screen on the wall? Why not answer an
E-mail in real time with a BlackBerry
rather than waiting to get back to the
ofﬁce to check your E-mail? Why not
let consumers listen to the music they
want when they want it on the cheap?
Give them an iPod nano.

’

’

While new ideas
are exciting, they
can be dangerous
if they distract
from getting the
job done.

➤15. Cut the nonsense. Knock off
the hype and all the corporate jargon.
Telling it simply and clearly captures
attention. Forget about using the latest
titles; they’re self-serving and no
one cares. Get off the kick of trying
to impress people; then you’ll have
plenty of time to hone a compelling
30-second speech on why a customer
should do business with you.
➤1 6 . K n o w l e d g e - b a s e d
relationships. It’s slow to sink in,
but the revolution is here: Knowledgedriven business relationships are
where it’s at today. Knowledge-based
business relationships are critical to
sales success.
➤17. Avoid overload. Don’t pile
the plate so full that it loses its appeal.
Tantalize customers and prospects
with one beneﬁt, one concept or one
opportunity at a time. If you’re doing
direct mail, plan the campaign so
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you can showcase one facet at a time.
Don’t try to tell the whole story in a
single letter. Let the story unfold in
a series of letters. In the same way,
plan several sales calls before trying
to close the deal.
➤18 . Persistence is power.
Salespeople know decisions are delayed
and often drawn out over months (and
sometimes even years); so you’d better
be there when a prospect is ready
to buy. Fourteen years after giving
a seminar, a marketing executive
received a call from a salesperson
who had attended the session and
received the marketer’s newsletters
over the years. What followed was
a meeting with the company’s VP to
plan a marketing effort.
➤19. Use technology to the
fullest. Technology wins. The issue
isn’t whether a person answers the
phone, it’s making it easy for someone
to contact you. Call forwarding from
the ofﬁce to a cell phone sends the
right message. One of the best ways
to compete with large corporate
competitors is to push the technology.
No salesperson should be without a
laptop with a cell phone connection,
a BlackBerry or both. More and
more, customers expect real-time
responses.
Salespeople who do it now, get
the business. At the top of the list
should be a customer relationship
management system that automates
sales activity and prospect cultivation.
ACT!, Maximizer and GoldMine
are versatile and powerful. From a
service perspective, call centers have
evolved and are virtually transparent
to the customer. If it makes it easy
and convenient for the customer, it
passes the test.
➤20. Business isn’t warfare. It’s
easy for the competitive spirit that
drives business to get misdirected.
It’s less about beating the competitor
and more about getting and keeping
customers. In some ways, this is a far
more difﬁcult and less exciting task, but
nevertheless, it’s the really important
one. In fact, business consultant Gary
Hamel holds that the task is to move
away from the competition. That’s

what differentiation is all about and
why IKEA is so successful.
There seems to be indications that
2006 may hold some surprises, one of
which is a more serious and focused
business mindset. These 20 guidelines
can help you get even more than you
●
expect from the year ahead.

Mr. Graham is president of Graham
Communications, a marketing services and sales consulting ﬁrm. He can
be contacted at 40 Oval Road, Quincy,
MA 02170 USA, Tel: +1.617.328.0069,
Fa x: +1.617.471.150 4, E -m a i l :
j _ g r a h a m @ g r a h a mc om m.c om ,
Website: www.grahamcomm.com.

The Difference Is In The Details!

Service
All companies claim to be “customer driven.” So when we say that every single Aeroglide
employee is dedicated to doing whatever it takes, whenever and wherever, in pursuit of
customer satisfaction, don’t take our word for it. Experience it first-hand. Uncompromising
commitment. Unmatched performance.

Unmatched Performance
e-mail: sales@aeroglide.com

Raleigh, NC 27626 USA
Raleigh
+1 919 851 2000
Philadelphia +1 215 464 6070
England
+44 1780 767 007
Malaysia
+60 3 6411 9999

www.aeroglide.com
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Petfood Insights

regulations
BY DAVID A. DZ ANIS, DVM, PhD, DACVN

Life is more than petfood:

’

A procrastinator’s “Guide to the Internet”

F

requent readers of this
column may have perused
my thoughts on “Structured
Procrastination” in the
past. For those who haven’t, it is the
discipline by which a lot of work
can be accomplished in the process
of avoiding doing something even
more important. In fact, as I compose
this column over a week before its
deadline, I am consciously evading
another much more urgent matter.
While a long-time practitioner
of St r uct u red Procrast i nat ion,
I appreciate that sometimes only
plain, simple procrastination will
sufﬁce—and that there are just so
many games of computer solitaire a
person can play. As a service to those
like-minded readers (whether they be
from industry or government), below
are a few websites that have absolutely
nothing to do with petfood, nutrition
or regulations.
I am not the creator of Structured
Procrastination, merely a humble
student. To view the thoughts of
the original theorist, see the treatise
by John Perry at http://www-csli.
stanford.edu/~john/procrastination.
html.

Deep thinker or easily
amused?
The website for the “Annals of
Improbable Research” (http://www.
improb.com/) is a bit esoteric for
some, as it is humor by, about and
for scientists. I think AIR is where I
originally learned about Structured
Procrastination. Readers also can
submit papers that actually have been
published in the scientiﬁc literature on
research that the reader believes are

’

Here are a few websites
that have absolutely
nothing to do with
petfood, nutrition or
regulations.
— D. Dzanis

“improbable.” I once contributed a
paper entitled “Salmonella excretion in
joy-riding pigs” that ended up winning
its author an Ig Nobel Award.
Another science-related, albeit less
recondite, site is “Ask Dr. Science”
(http://www.drscience.com). Like the
Dr. Science radio program and the
long-defunct TV show, it’s funny for
all. I still have the “I Know More Than
You Do!” Dr. Science coffee mug that
I used to take with me to internal Food
and Drug Administration meetings.
The Association of American Feed
Control Ofﬁcials may be interested to
know that Dr. Science also does public
appearances at business meetings and
conferences (hint, hint).
The Onion (http://www.theonion.
com), a satirical newspaper, is very
entertaining as well. A word of
caution, though. While I personally
think the website is “safe for work,”
I know of at least one government
employee who was expressly and
speciﬁcally banned from visiting the
site while on the job.
Who doesn’t enjoy a good lawyer
joke? Because I am married to a
lawyer, I am allowed to disseminate
lawyer jokes with legal impunity

(I think it’s a federal law, not just a
state thing). Anyway, go to http://
www.lawyer-jokes.us to refresh your
memory of your favorites and maybe
even learn a few new ones.
For t he ver y bored , a nd /or
easily amused, visit the “Traffic
Cone Preservation Society” (http://
animation.ﬁ lmtv.ucla.edu/students/
awinfrey/coneindex.htm).

Late night at the office?
If you’re working late and your
ofﬁce doesn’t have a window, go to the
“World Sunlight Map” (http://www.
die.net/earth). Approximate your
location on the globe, and you can
determine whether it’s light or dark
outside without the hassle of having
to leave your desk.
Is everyone else in the ofﬁce gone
and you can’t believe the clock is
right? Go to http://nist.time.gov (do
not start address with “www”) to get
the “Ofﬁcial US Government Time”
anywhere in the United States.
Worried about drinking too much
of that ofﬁce coffee? Visit “Energy
Fiend” (http://www.energyfiend.
com/death-by-caffeine), plug in your
body weight and choose your favorite
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caffeinated drink from the list, and
the calculator will tell you how many
servings of that beverage would kill
you. Only if you’re really bored should
you attempt to validate that ﬁgure.
If you work so late that you miss
David Letterman on TV, you can view
an archive of his “Top Ten” at http://
www.cbs.com/latenight/lateshow/
top_ten/archive/. The site also is good
for those of us fuddy-duddies who go
to bed too early to watch the show.

Need to adorn your
workspace?
If you’re like me and tired of
the “inspirational” posters such as
you see in airline in-ﬂight catalogs
(e.g., “Teamwork,” “Success”), try a
“Demotivator” to dress up your ofﬁce
wall (http://www.despair.com /).
Management may not appreciate
sayings such as “Procrastination:
Hard work often pays off after time,
but laziness always pays off now,”
but the accompanying photography
is beautiful. Also, when was the last
time your boss was actually in your
ofﬁce, anyway?
Only in Los Angeles would the
country coroner’s office have its
own gift shop. Visit “Skeletons in
the Closet” (http://www.lacoroner.
com/) and impress strangers on your
next business trip with your very own
official LA Coroner carry-on bag
(“Why yes, I am a CSI!”). A beach
blanket with a chalk outline of a body
on it also makes a great gift.
Finally, if you truly want to take
the coroner façade to its limits, you
can purchase a real human skull at
http://www.boneroom.com (just don’t
try to take it on the plane with you).
It would also be impressive as part
of your ofﬁce decor, especially for
its intimidation value (it works for
superiors, peers or underlings). ●
D r. D zanis is a writer and
independent consultant for the petfood
and animal feed industries on matters
related to veterinary nutrition,
labeling and regulation. He can be
reached at Tel: +1.661.251.3543, Fax:
+1.661.251.3203, E-mail: dzanis@aol.
com.

Have you heard
the latest news?
Petfood Industry offers an E-mail newsletter with the latest industry info.
Contact petfoodindustry@wattnet.com to start receiving your copy or register
online at www.petfoodindustry.com.

You Need a Better Response

Industry Leader in Pet Food Testing

1913 N. Staley Road • Champaign, Illinois 61822 (USA)
Tel: 217/356-3539 • Fax: 217/356-4959
E-mail: dowatts@aol.com
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Oats

Cheerios® for pets?

O

ats, as a whole grain, are
widely promoted for their
beneﬁt to human nutrition
and health— especially
since the ﬁ rst federally-sanctioned
health claim for a manufactured food
was granted to makers of oat-rich
foods in early 1997. The petfood
industry is no stranger to oats; they
are a staple in horse feed and a key
component in many pet rodent diets.
However, oats are not all that common
an ingredient in dog and cat diets.
They are used as an “alternative”
carbohydrate in holistic diets or
as a novel carbohydrate in food
hypersensitivity and/or elimination
diets. Some petfood manufacturers
use oats in their formulas, and there
are even some diets in which oats are
mentioned as part of the product name.
But, by and large, oats don’t seem to
be as prominent as other grains. Is
there a simple reason why oats aren’t
that popular in dog and cat diets? The
short answer is no.

Cost-effective and
readily-available
Oats (Avena sativa L.) are a common
cool-season crop adapted to temperate
latitudes and grown in large quantities
in North America, Europe and Asia.
Globally, oats are the fifth-largest
cereal grain crop accounting for about
5-7% of the coarse grains. Oats can
be competitively priced relative to
other cereal grains and may, at times,
be a bargain based on their nutrient
composition.
From a labeling perspective, there
are plenty of label-friendly names to
choose from: Oat groats (a groat is the
seed or caryopsis); feeding oat meal;

nutrition
BY GREG ALDRICH, PhD

’

Ingredient Issues

’

Oats are not all that
common an ingredient in
dog and cat diets.

rolled oats; whole oats; ground oats;
toasted oats; broken oat groats; oat
groat chips; oat ﬂour; or clipped oats.
As an ingredient in dog and cat diets,
oats appear to have a favorable effect
on palatability. Thus, availability,
cost, labeling and taste aren’t really
issues limiting their use.

Key nutrients
The nutrient composition of oats
is high relative to other cereal grains.
Oats are higher in protein (17.1%)
with more lysine, methionine and total
essential amino acids than most other
popular feed grains. Oats also carry
a higher level of lipids (around 8.0%
ether extract) than most other grains,
of which about 40% is the essential
fatty acid linoleic acid (C18:2n6).
However, the biggest story with
oats is the appreciable amount of the
water-soluble mixed linkage (1 →
4) and (1 → 3) ß-D-glucopyranosyl.
These non-starch polysaccharides
are commonly referred to as beta
glucans. Beta glucans are distributed
throughout the oat seed and range
from 3-6%.

Beta glucans
In the gut, beta glucans increase the
viscosity of the luminal contents. As

— G. Aldrich
the digesta thickens due to these watersoluble beta glucans, it is thought that
they impair re-absorption of bile
acids and whatever nutrients that they
happen to be associated with. For
humans, the big beneﬁt to beta glucans
is their role in lowering re-absoprtion
of cholesterol via this mechanism.
While cholesterol and its role in
coronary heart disease don’t really
apply for the dog or cat, that doesn’t
mean that beta glucans don’t have
some beneﬁt. With the thickening of
the digesta, starch digestibility may
be slowed and could help explain why
oats lower the glycemic index more
than other grains (Jose-Cunilleras, et
al., 2004). This effect occurs whether
oats are fed whole, ground, pulverized
(Behall, et al., 2005) or thermally
processed (Vervuert, et al., 2003). This
effect certainly has implications in
diabetic diets for companion animals,
but may also beneﬁt performance and
general long-term health.

Digestion and utilization
While the rate of digestion and
absorption may be slightly slower as
reﬂected in the glucose and insulin
levels (glycemic index), the extent
of overall digestibility of the starch
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fraction in oats doesn’t appear to be
different from other cereal grains
(Walker, et al., 1994). However, a
high level of oats in the diet can lower
dry matter digestibility (Kempe, et
al., 2004), lead to softer stools and
diarrhea. This is primarily due to
the water-holding capacity of the
beta glucans. Further, this effect can
be exacerbated when both oats and
barley (another grain high in beta
glucans) are the two principal grains
in a petfood.
As a rule of thumb, keeping oat
levels below 30% of the formula
should prevent this from being an
issue. Other lower bowel benefits
of oats have been noted as well.
Speciﬁcally, the ﬁber fraction from
oats has been reported to improve
colonic fermentation and to increase
beneficial butyric acid production
(Bach Knudsen, et al., 1993). This
effect may actually be enhanced by
extrusion (Dust, et al., 2004).

Benefit for both
While oats are used sparingly in
petfood today, there doesn’t appear
to be a prevailing nutritional reason
against their inclusion in dog or cat
diets. Rather, the data would suggest
that oats might be a smart carbohydrate
option. Increasing acceptance and/or
demand for oats in pet diets will likely
hinge on the growing awareness of
how oats beneﬁt our own health.
Once consumers better understand
this, they might look for oat choices
in their dog’s or cat’s diet. Even if the
nutritional rationale isn’t the same,
both companion and owner will no
●
doubt beneﬁt.
Dr. Greg Aldrich is president of Pet
Food & Ingredient Technology, Inc.,
whose focus is to facilitate innovations
in foods and ingredients for companion
animals. He can be reached at Tel:
+1.785.271.0238, Fax: +1.785.271.6238,
E-mail: aldrich4@cox.net.

reprints
Would you like to have
reprints made of articles that
have appeared in

PETFOOD INDUSTRY?
Call Ginny Stadel or
Dee Henson today!
Tel: +1 815 734 4171 or
Fax: +1 815 734 5663
E-mail: stadel@wattmm.com
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Meeting Planner

S

end your meeting dates to:
Dorothy Randecker, Petfood
Industry, 122 S. Wesley Ave.,
Mt. Morris, IL 61054-1497
USA, Fax: +1.815.734.5649, E-mail:
randecker@wattmm.com. Please
include the dates and location of the
event along with the name, address,
telephone number, fax number, E-mail
address and website of the contact
person. Please note that, while most
submissions will appear on our website,
space constraints may limit the number
of events that appear in print.
Annual British Society
of Animal Science (BSAS)
Meeting, March 27-29, 2006,
University of York, United Kingdom.
Contact: British Society of Animal
Science (BSAS), PO Box 3, Penicuik,
Midlothian EH26 0R Z, United
Kingdom, Tel: +44.131.445.4508,
Fax: +44.131.535. 3120, E-mail:
BSAS@ed.sac.ac.uk, Website: www.
bsas.org.uk.

Petfood Forum, April 3-5, 2006,
Hyatt Regency O’Hare Hotel, Chicago,
Illinois USA. Contact: Marcia Riddle,
Watt Publishing Company, 122 S.
Wesley Avenue, Mt. Morris, Illinois
61054 USA, Fax: +1.815.734.5631, Email: riddle@wattmm.com, Website:
www.petfoodindustry.com.
Focus on Palatability, April 5-6,
2006, Hyatt Regency O’Hare Hotel,
Chicago, Illinois USA. Contact: Marcia
Riddle, Watt Publishing Company, 122
S. Wesley Avenue, Mt. Morris, Illinois
61054 USA, Fax: +1.815.734.5631, Email: riddle@wattmm.com, Website:
www.petfoodindustry.com.
Pet Industry Spring Trade
Show, April 7-9, 2006, Atlantic City,
New Jersey USA. Contact: HH Backer
Associates, Inc., 200 S. Michigan
Avenue, Suite 840, Chicago, Illinois

events
MARCH 2006-OCTOBER 2006

60604 USA, Tel: +1.312.663.4040,
Fa x: +1.312.663.5676, E -mail:
hhbacker@hhbacker.com, Website:
www.hhbacker.com.
ACVIM Annual Forum, May 31June 3, 2006, New Orleans, Louisiana
USA. Cont act : ACV I M, 1997
Wadsworth Blvd., Suite A, Lakewood,
Colorado 80214-5293 USA, Tel:
+1.303.231.9933, Fax: +1.303.231.0880,
E -mail: ACV I M @ACV I M.org,
Website: www.acvim.org.
AVMA Annual Meeting, July
15-19, 2006, Honolulu, Hawaii USA.
Contact: AVMA, 1931 North Meacham
Road, Suite 100, Schaumburg, Illinois
60173 USA, Tel: +1.847.925.8070,
Fa x: +1.847.925.1329, E -mail:
avmainfo@avma.org, Website: www.
avma.org.
IFT Annual Meeting and IFT
Food Expo, July 22-26, 2006,
Orlando, Florida USA. Contact:
Institute of Food Technologists, 525 W.
Van Buren, Suite 1000, Chicago, Illinois
60607 USA, Tel: +1.312.782.8424, Fax:
+1.312.782.0045, E-mail: info@ift.
org, Website: www.ift.org.
Petfood Forum Asia, September
11-13, 2006, Queen’s Park Imperial
Palace Hotel, Bangkok, Thailand.
Cont act : Ma rcia R idd le, Wat t
Publishing Company, 122 S. Wesley
Avenue, Mt. Morris, Illinois 61054
USA, Fax: +1.815.734.5631, E-mail:
riddle@wattmm.com, Website: www.
petfoodindustry.com.
A m e r i c a n A ssoc i a t i o n o f
Cereal Chemists (AACC) 2006
Annual Meeting, September 1720, 2006, The Moscone Center, San
Francisco, California USA. Contact:
American Association of Cereal
Chemists, 3340 Pilot Knob Road, St.
Paul, Minnesota 55121-2097 USA, Tel:
+1.651.454.7250, Fax: +1.651.454.0766,

E-mail: aacc@scisoc.org, Website:
www.aaccnet.org.
National Annual Pet Industry
Trade Show 2006, September
17-18, 2006, Toronto, Ontario, Canada.
Contact: Pet Industry Joint Advisory
Council - Canada (PIJAC), 2442 St.
Joseph Blvd., Suite 102, Ottawa, Ontario
K1C 1G1 Canada, Tel: +1.613.834.2111,
Fax: +1.613.834.4854, E-mail: executi
veofﬁce@pijaccanada.com, Website:
www.pijaccanada.com.
SuperZoo 2006, September
20-22, 2006 (tentative), Mandalay
Bay Convention Center, Las Vegas,
Nevada USA. Contact: World Wide
Pet Industry Association (WWPIA),
Tel: +1.800.999.7295, Website: www.
pia.org.
Pet South America
International Trade Show
2006, September 27-29, 2006, Sao
Paulo, Brazil. Contact: VNU Business
Media do Brasil, Tel: +55.11.3873.0081,
ext. 110, Fax: +55.11.3873.1912, Email: pet@vnu.com.br, Website:
www.petsa.com.br.
VIV China 2006, September 27-29,
2006, Beijing, China. Contact: Richard
de Boer, VNU Exhibitions Europe,
PO Box 8800, 3503 RV Utrecht,
Netherlands, Tel: +31.30.295.2714,
Fax: +31.30.295.2809, E-mail: richard.
d e.b o e r @ v nu ex h i bit io n s .c o m ,
Website: www.vnuexhibitons.com or
www.viv.net.
Pet Industry Christmas Trade
Show, October 6-8, 2006, Donald
E. Stephens Convention Center,
Rosemont (Chicago), Illinois USA.
Contact: HH Backer Associates, Inc.,
200 S. Michigan Avenue, Suite 840,
Chicago, Illinois 60604 USA, Tel:
+1.312.663.4040, Fax: +1.312.663.5676,
E-mail: hhbacker@hhbacker.com,
Website: www.hhbacker.com.
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Petfood Forum Asia
The meeting place for petfood professionals

Asia...

Discover new opportunities in

M

ore than ever, pet
owners in Asia are
turning to high quality
petfood and treats for their
pets. This means great new
opportunities for petfood
manufacturers and suppliers.
To learn more about the
growing Asian market,
join us in Bangkok for Petfood Forum Asia. Presented by the
publishers of PETFOOD INDUSTRY magazine, the event will feature
expert presentations on the dynamic Asian industry as well as an
exhibition of leading suppliers. Save these dates! More details on
Petfood Forum Asia—including complete registration materials—
will be available at petfoodindustry.com in coming weeks.

0ETFOOD
&ORUM !SIA

*," 1 /" Ê-9*"-1ÊEÊ 8 /"

September 11 - 13, 2006
Bangkok, Thailand
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Industry News
Wenger and Extru-Tech,
Inc. announce expansion
Wenger Manufacturing and ExtruTech, Inc. recently unveiled plans that
include facility expansions for 2006, as
well as enhancements and additions to
their extrusion product lines to address
speciﬁc market needs and trends. In
addition to the primary manufacturing
center at headquarters, Wenger is
leveraging strategic supply initiatives by
adding licensed manufacturing facilities
in South America and Asia.
It was also announced that ExtruTech, Inc. would expand their Sabetha,
Kansas, USA manufacturing facility
with a planned 9,000-square-foot
addition. The company expects to
complete construction of the building
in middle to late 2006.
Wenger Manufacturing is also
introducing the Magnum ST twin screw
line. The Magnum ST line includes
enhancements to the Wenger Magnum
twin screw extruder line. According to
the company, production capacities are
50% higher and double the available
power for a given screw diameter. A
newly-released enhancement to the
Extru-Tech, Inc. extrusion line is the
E800 Cooking Extrusion System. This is
an in-line system including a bin/feeder
combination and newly-engineered
conditioning cylinder specifically
designed for aquatic feed production.

Cornell develops
aflatoxin test
Even though Diamond, Country
Value and Professional brand dog
foods have been recently recalled for
containing aﬂatoxins, they have caused
at least 100 dog deaths in recent weeks,
say Cornell University veterinarians. To
better screen affected dogs so they can
be treated as soon as possible, Cornell
veterinarians report that they now have
a new test, adapted from one used in
humans, to accurately assess aﬂatoxin
poisoning in dogs.
Cornell’s Animal Health Diagnostic

Center (AHDC) is analyzing blood
and liver samples from sick dogs
around the country, testing suspected
dog food, conducting autopsies and
collecting as many livers as possible
from dead dogs to conﬁrm cause of
death, tracking dogs that have died
and following up on the health of
dogs that survive the food poisoning.
The AHDC has information for
veterinarians on its website at http://
diaglab.vet.cornell.edu/news.asp.

PFI statement on recent
petfood recall
The Pet Food Institute (PFI) has
issued the following statement regarding
the recent petfood recalls due to aﬂatoxin
contamination: “Recent recalls of some
dry petfood products
in the eastern US
have caused some
pet owners to be
concerned regarding
the safety of the petfoods they use which
are not involved. The affected petfood
was manufactured in one facility in the
southeast and represents a very small
portion of the petfood sold in the US.
Accordingly, the vast majority of US
petfood is not affected by this recall.
Members of the Pet Food Institute
take their responsibility to pet health
and well-being very seriously and
constantly monitor the safety of their
ingredients.”
“Aﬂatoxin is a naturally-occurring
substance which may be found in some
crops, such as oats, rice and corn. PFI
members test all of the ingredients they
use in petfood as part of their good
manufacturing practices to ensure they
are safe and free of hazardous levels
of aflatoxin or any other unwanted
materials. An acceptable level in petfood
for this substance is at the same or lower
than that allowed for human food.”
Further clarifying information
regarding the products involved, and
symptoms that pet owners should
look for, can be found at http://www.

diamondpet.com. Other information
regarding the recall can be found
at http://www.fda.gov/bbs /topics /
NEWS/2005/new01290.html.

International Pet Food
Co. to expand production
International Pet Food Co., the
manufacturer and distributor of JerHigh
petfood under the Charoen Pokphand
Group, plans to invest 365 million baht
to expand production capacity this year
and next. Managing director, Sukhawat
Dansermsuk, said the investment would
be made in two phases. About 250
million baht would be spent this year
to quadruple the daily capacity of dry
JerHigh pet snacks to 20 tons.
Next year, the remaining 115 million
baht would be used for machinery
installation to increase wet food
production, bringing daily capacity of
all kinds of products, wet and dry, to 40
tons from 15 tons currently.
In its ﬁ rst years, sales of JerHigh
reached 70 million baht, and in 2005,
they jumped to 150 million baht. The
company expects sales to reach 260
million baht this year, 514 million
baht next year and 900 million baht
in 2008. Half of the products are now
sold domestically, and the rest exported,
mainly to Australia, New Zealand,
Indonesia, Malaysia and Hong Kong.
Most of the output from the expanded
capacity would be for export, according
to the company. The company has
recently launched a wider range of
JerHigh products, which includes main
dishes, food supplements, snacks, pet
treats and gifts.

AFIA Conference offers
timely topics, expert
speakers
The American Feed Industr y
Association (AFIA) will hold the
annual Purchasing & Ingredient
Suppliers Conference, March 8-10,
2006 at the Sandestin Golf & Beach
Resort in Destin, Florida, USA. The
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conference is held in conjunction with
AFIA’s Spring Forum. The conference
program focuses on the f uture
direction of the industry, global food
issues, efﬁcient and frugal company
management, market demands for
energy, grains and oilseeds, the
impact of weather on crops and
markets, trends in the economy and
animal protein supply and demand.
Registration and program details
can be found at www.aﬁa.org, or call
+1.703.524.0810.

Japan to test US food
corn for aflatoxin
Japan has said it will now start
testing all US corn destined for food use
in the country for aﬂatoxin, according
to a report by Reuters. Japan currently
has a zero tolerance policy for aﬂatoxin
in corn for food use, but has established
limits on aﬂatoxin in corn for feed use.
Japan will not be testing corn for feed
use, according to the reports. Most of
the 16 million metric tons (mmt) of corn
imported by Japan is destined for the
feed industry. The appearance of fungus
in the 2005 corn crop due to drought in
various portions of the country is behind
the stepped-up surveillance by Japan.

UK animal welfare reform
substantial

The Bill—which will have its second
reading in Parliament in a debate opened
by the Secretary of State—will also
simplify animal welfare legislation for
enforcers and animal keepers and extend
the power to make secondary legislation
and bring current licensing powers into
a one-stop shop. The Animal Welfare
Bill applies to England and Wales.

2006 NIAA Annual
Meeting
Make plans to attend the 2006 Annual
Meeting of the National Institute for
Animal Agriculture (NIAA) scheduled
for April 3-6, 2006. The Galt House
Hotel and Suites in Louisville,
Kentucky, USA will serve as the site
for the event. Each year, NIAA’s Annual
Meeting brings together producers,
veterinarians, business executives,
scientists, academicians, state and
federal regulatory ofﬁcials and other
stakeholders in the animal food and ﬁber
industry to discuss the latest issues in
animal agriculture.
In addition, a special focus
symposium—“Business Continuity
and Disaster Recovery Planning:
Applying a Full-Court Press for
Animal Agriculture”—will take
place in conjunction with the annual

meeting on April 6. More information
on the 2006 NIAA Annual Meeting,
including registration, hotel and
sponsorship information, will be
available at www.animalagriculture.
org, or by calling +1.270.782.9798.

Kice welcomes Alles
Greg Alles has recently accepted
a position with Kice Industries, Inc.
as a regional sales manager serving
the Great Lakes, Ohio Valley and
Mid-South areas of the
US. Alles will spend
6-8 months at Kice’s
home office prior to
opening an ofﬁce in his
territory. Alles brings
to Kice Industries,
Inc. 25 years of selling
Greg Alles
industrial processing
and packaging systems. He has a
range of experience and knowledge
with such equipment categories as
screening, sizing, aspiration, particle
reduction, agglomeration, cooling,
feeding devices, product weighing, bag
closing and palletizing. He has worked
with cereal grain processing, petfood,
aquaculture, oil seed, food and spice,
seed, rendering, ethanol, agriculture
by-products, plastic/ﬁber compounding,

Margaret Beckett, UK Secretary of
State for Environment, Food and Rural
Affairs, hailed the British government’s
Animal Welfare Bill as the biggest
animal welfare reform in a century.
Beckett said, “the Bill introduces a
positive duty to ensure the welfare of
companion animals. This means that
their care no longer lags behind the
protection we already give to farmed
animals. For the ﬁrst time, there will
be powers to act before a pet suffers—a
radical change, as now it can take
up to 25 visits by RSPCA inspectors
before enough evidence is gathered to
prove animal cruelty. There will also
be increases in the penalties available
for the most serious offenses. Those
convicted of cruelty and animal ﬁghting
will face a quadrupling of the maximum
fine to £20,000, or up to 51 weeks
imprisonment or both.”
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Industry news ❯

particleboard, wood and ﬁber pelleting,
wood fiber flour systems, wood byproducts and recycled fuel systems.

Pet Appeal, Inc. makes
environmental packaging
choice
Pet Appeal, Inc., a Clackamas,
Oregon, USA-based pet products
company, announced a partnership
with the 100% Recycled Paperboard
Alliance following the conversion of
packaging for its Organix and Good
Buddy dog treat brands to 100%
recycled paperboard. The success of
an initial conversion of the Organix
packaging during the summer of 2005
prompted the company to expand the
conversion to its Good Buddy dog
treat line, which is all natural and
offers treats in four ﬂavors.
Pet Appeal, Inc., makers of Castor &
Pollux petfood and supplies, made the
decision to convert from virgin solid
bleached sulfate (SBS) paperboard
to appeal to their environmentallyconscious consumers and align with
their sustainability focus. Smurﬁt-Stone
Container Corporation’s Santa Clara,
California, USA mill is supplying the

reprints
Would you like to have
reprints made of articles that
have appeared in

PETFOOD INDUSTRY?
Call Ginny Stadel or
Dee Henson today!
Tel: +1 815 734 4171 or
Fax: +1 815 734 5663
E-mail: stadel@wattmm.com

100% recycled paperboard and Rose
City Printing of Portland, Oregon,
USA is the converter.
Through Pet Appeal’s partnership
with the 100% Recycled Paperboard
Alliance, the company is licensed
to display the trade group’s “100%
Recycled Paperboard” symbol on the
new packaging. The 100% recycled
paperboard symbol is owned by RPA100% and is reserved exclusively for
licensed use on products and packaging
made with 100% recycled paperboard,
and use of the symbol is free for licensees
of RPA-100%. Currently, more than
100 companies have signed licensing
agreements to display the symbol and
become RPA-100% partners.

Liu joins International
Ingredient Corporation
Dr. Qingping Liu has re-joined
International Ingredient Corporation
as director of sales
Asia. Liu will be
responsible for the
sales of all company
products to customers
in Asia. He is a native
of China and brings
with him 10 years
Dr. Liu
of international feed
ingredient industry experience. Liu
earned his PhD in animal nutrition
from the University of Missouri.
International Ingredient Corporation is
a manufacturer of dairy and specialty
feed ingredients, manufactured at the
company’s nine production facilities.

Ampac Flexibles
announces director
positions
Dave Bar tish has joined the
Ampac Flexibles, a division of Ampac
Packaging LLC, Performance Films
group as the director of sales. Bartish
has almost 20 years experience in
ﬂexible packaging including sales,
sales management and marketing.
Most recently, he led the sales and
business development team for a
major account at Curwood, a Bemis
company.
Also joining the Ampac Flexibles
team as part of its Converted Products

group is Tricia Reighard, director of
technical marketing. Reighard comes
to Ampac with a PhD in analytical
chemistry and an extensive consumer
packaging research background.
Additionally, Tom Crosson,
business development manager, will
help spearhead key growth initiatives
for the Performance Films group.

Cargill opens new feed
mill
Cargill Animal Nutrition has opened
a new 140,000-ton-capacity feed
manufacturing facility in Louisiana,
USA that enhances its ability to serve
customers through expanded capacity
and new capabilities. The new mill
will produce feed for the petfood,
aquaculture, equine, beef, poultry,
dairy and the wild game industries.
Two separate extruders allow the
mill to produce petfood and specialty
aquafeeds at the same time.
Construction of the mill took nine
months. To ensure the safety of the
employees, the older mill was shut
down during the heart of construction
and ultimately torn down, while the
new facility was built on an adjacent
lot. Feed was brought in from Cargill
Animal Nutrition (CAN) mills in four
different states including Alabama,
Mississippi, Tennessee and Texas to
meet the needs of customers.

Pet Ecology Brands,
Inc. announces record
operational results
Pet Ecology Brands, Inc. (www.
petecology.com) reports another
record month of operations. The
company added another 30 new stores
during the month of November. This
brings the total retailers in North
America presently offering the
company’s products to approximately
150 stores. The company expects
this growth rate to continue for the
foreseeable future, as its national
launch continues. Current market
exposure and penetration exceed the
goals that the company had set to
achieve by the end of the year.
The company ﬁ nalized production
and packaging schedules for its K-
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9 Fat Free Dog Treats, which are
reportedly the only fat free dog treats
currently available in the market. The
launch of this new product line was
set for January 15, 2006, and will be
offered initially through specialty pet
stores in the US and Canada.

the company release. This promotes
cleaning by allowing deeper tooth
penetration before the kibble breaks
apart. Testing proves DH produces
signiﬁcant tartar reduction when fed
every day.
Treat time can provide dental
beneﬁts as well, with Purina Veterinary
Diets® Dental Chews™ Canine
Treats. Dental Chews have received
the Veterinary Oral Health Council
Seal of Acceptance, given to products
meeting the council’s standards for
retarding tartar.

New diets promote dental
health
The new Purina Veterinary Diets®
DH Dental Health™ brand Canine
and Feline Formulas were developed
to signiﬁcantly reduce tartar build-up
while providing balanced nutrition for
everyday use by adult dogs and cats.
According to Nestlé Purina, daily
feeding maximizes the potential
of DH for overall plaque and tartar
reduction. The three DH Canine and
Feline Formulas are made speciﬁcally
for cats, medium- and large-breed
dogs, as well as smaller dogs weighing
less than 30 pounds. The patented
kibble of DH has a less brittle texture
than conventional dry diets, said

0ROVEN 2ESULTS
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Waggers include algal
DHA
Waggers Pet Products of Canada
announced recently that it is the
ﬁrst company to market a dog treat
incorporating omega-3 DHA from
an algal-sourced feed ingredient.
Tid Bits, Waggers’ debut product,
is on the shelves at approximately
500 pet stores across Canada, with
negotiations underway for distribution

into the US and overseas.
Jason Bailey, director and CEO
of Waggers, said: “Our research for
the functional nutrition ingredient
DHA initially led us to ﬁsh oil, but
then we discovered ABN’s algal
DHA, a cleaner and environmentallysustainable source of this important
omega-3 fatty acid.”

Pet Age Retailer Survey
identifies trends
The 2005-2006 Pet Age Retailer
Survey, a benchmarking tool designed
to identify sales and profit trends
in pet stores across the USA, found
that products for dogs led the way
to growth. In fact, products for dogs
represented at least three of the 10
fastest-growing product categories.
Number one was dog food, followed
by treats and food/petfood. Sixty-nine
percent of retailers surveyed said that
their dog food sales increased in 2004.
For more information visit www.
●
petage.com.
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AUTOMATED BAGGING SYSTEMS
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Up to 2,000 bags an
hour—paper or poly
Simultaneous double filling and servo-motor lateral
bag transfer drive for extra high capacity—regardless
of bag type. Complete changeover in 15 minutes or
less. Ruggedly constructed in the USA.
Ask for your FREE PRODUCT GUIDE today.
Phone: 317-787-9421, Fax: 317-786-5225
E-mail: newlong@american-newlong.com
Internet: www.american-newlong.com

AMERICAN-NEWLONG, INC.
5310 S. Harding Street, Indianapolis, IN 46217
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Research Notes
Oral health trials
DSM Nutritional Products, Basel,
Switzerland, conducted an oral health
care study at the Institute of Animal
Physiology, Ludwig-MaximiliansUniversity, Munich, Germany. The
product, STAY – Clean from DSM, is
a specially-formulated product form of
ascorbyl monophosphate.
The effectiveness of STAY – Clean
was examined in multiple cat trials with
two populations of nine shorthair cats
each. After cleaning the oral cavity on day
0, one group was fed for 28 days with a
control diet, the other group with the same
diet with topically applied STAY – Clean.
Blood samples, as well as readings of the
oral cavity parameters were taken on day
0 and day 29. The oral cavity parameters
included plaque and calculus formation,
reduction in gum-tooth attachment and
clinical signs of gingivitis.
Following the 28-day test period, no
adverse effects on general health were
observed. Cats receiving the diet with
STAY – Clean showed a 20% reduction
in plaque formation and 14% reduction in
calculus formation. The data also implied
that cats fed the STAY – Clean diet
maintained healthy gum-tooth attachment
and showed a reduction in gingivitis,
unlike the cats fed the control diet. These
results were further substantiated in an
in vitro study conducted by DSM which
demonstrated the ability of STAY – Clean
to inhibit the growth of oral bacteria
including those speciﬁcally responsible
for plaque formation.
Source: DSM Nutritional Products
data.

Owner impressions of
premium diets
Forty-four healthy dogs were enrolled
in a study to determine owner impressions
of three premium diets when extraneous
factors such as price and source (i.e.,
grocery store vs. pet specialty store or
veterinary clinic) were removed. During
the initial 12 months of the study, dogs
were each fed three premium diets for

four months in random order. Owners
who were not informed about identity
of the diets, completed questionnaires
regarding palatability of the diet; the
dog’s attitude; energy level; fecal
consistency; frequency of defecation;
hair coat quality; body condition score;
and whether they would feed the diet if
available commercially. During the last
four months of the study, owners fed the
same diet they had been feeding during
the preceding four months.
In general, scores for most variables
did not differ among diets and only
minor differences were found. However,
mean body condition score assigned by
the owners was signiﬁcantly lower than
mean score assigned by an investigator.
When asked at the end of the third and
fourth study periods whether they would
consider feeding the diet long-term, 12 of
the 44 (27%) owners gave inconsistent
responses. Results suggest that factors
other than the diets themselves may
affect owner impressions of dog foods.
Source: Sanderson, SL, et al., 2005.
Owner impressions of three premium
diets fed to healthy adult dogs. JAVMA
227:1931-1936.

LCPUFAs improve ERG
responses in puppies
Long-chain polyunsaturated fatty
acids (LCPUFAs) are essential for
proper neural and retinal development
in many mammalian species. A study
investigated puppies born to dogs fed
diets containing varying amounts of
vegetable and marine omega-3 fatty acids
during gestation/lactation. The fatty acid
compositions of dogs’ milk and puppy
plasma phospholipids were evaluated,
and electroretinographic responses of the
young dogs were determined after they
were weaned to the same diets.
Dogs’ milk fatty acid composition
reﬂected the diets fed during gestation/
lactation. The milk of dogs fed a high
α-linolenic acid (ALA) diet was enriched
in ALA, but not docosahexaenoic
acid (DHA). Puppies fed this ALA-

enriched milk accumulated more plasma
phospholipid DHA than the low (n-3) fatty
acid group. However, this accumulation
was less than that obtained in puppies fed
pre-formed DHA during development and
suckling (P<0.05). Electroretinograms
(ERGs) of 12-week-old puppies revealed
signiﬁcantly improved rod performance
in dogs fed the highest amounts of (n-3)
LCPUFAs (P<0.05).
These puppies demonstrated improved
rod response (improved amplitude and
implicit time of the a-wave, P<0.05).
Puppies from the low (n-3) fatty acid
group exhibited the poorest ERG
responses compared with the highmarine or high-vegetable (n-3) groups. A
novel parameter devised in this study, the
initial intensity at which the a-wave was
detectable (i.e., the threshold intensity),
also demonstrated that retinal response of
puppies consuming the (n-3) LCPUFAcontaining diets occurred at lower light
intensity, thereby exhibiting greater rod
sensitivity, than the other diet groups.
These ﬁndings indicate that pre-formed
dietary (n-3) LCPUFA is more effective
than ALA in enriching plasma DHA
during perinatal development and results
in improved visual performance in
developing dogs.
Source: Heinemann, K.M., Waldron,
M.K., Bigley, K.E., Lees, G.E. and Bauer,
J.E., 2005. J Nutr 135:1960-1966.

Nutritional management of
brain aging in dogs
Cognitive dysfunction syndrome
(CDS) has been used to describe
behavioral changes in older dogs. In a
study of 26 pet owners’ responses, the
most common complaints associated
with older dogs included destructive
behaviors, inappropriate urination and
defecation and excessive vocalization.
In another study, 22 of 80 (28%) dogs
11 to 12 years of age, and 23 of 34
(68%) dogs 15 to 16 years of age had
evidence of CDS. Furthermore, CDS
may be progressive because older dogs
with impairments in one behavioral
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category subsequently had impairments
in two or more categories within 12 to
18 months.
A series of studies were used to test
the hypothesis that a food enriched with
complex mixtures of antioxidants and
mitochondrial cofactors could result in
improvements in learning and memory
and reduce the extent of pathologic
changes that accumulate in the brain of
older dogs. In addition, a longitudinal
investigation of the effects of dietary
management on cognitive function of
Beagles has been completed.
Other measures from longitudinal
studies evaluated dietary effects on
landmark-discrimination learning in
dogs. The available evidence suggests
that spatial ability deteriorates with age
and dementia.
Source: Roudebush, P., Zicker,
S.C., Cotman, C.W., Milgram, N.W.,
Muggenburg, B.A. and Head, E., 2005.
Nutritional management of brain aging
in dogs. JAVMA 227(5):722-728.

Commercial vs. traditional
food in canine health
A one-year study at the Department of
Medicine, Veterinary College, Bangalore,
India included three groups of dogs:
Group I (fed on traditional homemade
vegetarian food including rice, bread,
lentil, milk and vegetables); Group II
(homemade food with meat, egg, beef,
chicken, rice, bread and milk); and Group
III (imported commercial feed).
A total of 1,229 dogs of different
breeds were randomly allocated to the
different groups. Occurrence of diseases
of the digestive system, urinary system,
skin disorders and metabolic diseases
was recorded. The dogs were monitored
throughout the course of the study by
this case history sheet maintained in the
Department of Medicine.
The results of overall incidence of
disease in dogs indicated that percentage of
occurrence of disease in Group III animals
was less as compared to Groups I and II.
The mortality pattern of pups till weaning
indicated that the percentage of survival
of pups in Group III fed on commercial
food was higher as compared to Group I
and Group II. This study concluded that
commercial food is balanced and meets

the requirements of the animals better
than homemade food.
Source: Abdul Rahman, S., and
Yathiraj. S., 2005. Proceedings of the
Waltham International Nutrition Sciences
Symposium, Washington, DC, USA.

Effect of BCAAs on
cognitive function in dogs
Branched-chain amino acids (BCAA)
ingested prior to, and during, a crosscountry race improved the cognitive
performance of human athletes. The
aim of this study was to determine if
BCAA had a similar effect on cognition
in exercising dogs.
The dogs (n=24) represented two age
groups—young (aged 1.5-3.0 years) and
senior (>8 years). All dogs underwent
seven weeks training over a standard,
seven-obstacle agility course. The test
comprised three consecutive circuits of
this standard (familiar) course, followed
immediately by a fourth (novel) course,
which was sited in a different area, using
a different conﬁguration of the apparatus.
BCAA were provided approximately 2.5
hours before the start of the test to the
supplemented group (n=12) in the form
of a low-protein, high-carbohydrate rice
cake coated with a baste of valine (40%),
leucine (35%) and isoleucine (25%) in a
carbohydrate solution (7g/100g water).
Unsupplemented dogs received the rice
cake with no BCAA.
There was no effect of supplementation
or sex on baseline performance counting
the number of errors made over course 2
(familiar), although young dogs tended
to make more errors compared to senior
dogs. This age effect was significant
over course 4 (novel), with young dogs
making almost double the number of
errors compared to senior dogs, but there

!

NEW

was no effect of supplementation, breed
or sex. However, following correction for
baseline performance, errors over course
4 tended to be less in supplemented
compared to unsupplemented dogs
irrespective of age. These findings
suggest that BCAA may improve the
ability of dogs to sustain cognitive
performance during exercise, which may
impact on overall performance.
Source: Fretwell, L.K., McCune,
S., Fone, J.V. and Yates, D.J., 2005.
Proceedings of the Waltham International
Nut r ition Sciences Sy mposiu m,
Washington, DC, USA.

CLA reduces body fat
accretion
Numerous studies in recent years
have confirmed beneficial effects of
conjugated linoleic acid (CLA) on cancer,
immune function, atherosclerosis, weight
gain, energy metabolism and body
composition. Of particular interest is the
impact of CLA on body fat.
In growing mice, CLA reduces the
percentage of consumed energy stored
in body fat while increasing energy
expenditure. Similar changes in body
composition, but not energy expenditure,
were observed in growing hamsters
and pigs supplemented with CLA. In
addition, lean body mass was increased
in pigs supplemented with CLA. Body fat
accumulation also is reduced in growing
puppies fed CLA, as demonstrated by
research conducted at the Nestlé Purina
PetCare Center. After 10 months, puppies
fed the diet enriched with CLA from
hydrolyzed sunﬂower oil had signiﬁcantly
less body fat than the control group.
Source: CLA reduces body fat
accretion. From Nestlé Purina Pet
●
Institute Research Report 9(2):5.

DRIED
CHICKEN
Natural Chicken Flavor
and
Palatability Enhancement

www.petfoodingredients.com
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E-News
Teleworking benefits employees,
employers
“In addition to quality of life and productivity beneﬁts,
telework has critical implications for the federal government’s
efforts toward recruiting and retaining the best and brightest,
conserving energy and gasoline, as well as realizing
robust business continuity preparedness,” according to
Stephen O’Keeffe, executive director of the Telework
Exchange. The rising cost of fuel is prompting thousands
of federal government workers to consider the beneﬁts of
teleworking—either working from home or at an off-site
location closer to home.
To further the cause, Telework Exchange recently
published a study that examined the cost of the daily
commute from April to September 2005. It found that
Americans spent US$250 million on commuting each
business day during April.
“With the September gasoline price hikes, the commuting
costs for all white-collar America jumped by over 42.6%
to US$355.8 million,” O’Keeffe said. Over the course of

the bioanalytical company of choice

Feed
& Seed

an average week, the study found that the US white-collar
workforce consumes 583.3 million gallons of gasoline. “If
the entire US white-collar workforce teleworks just two days
per week, America would conserve 233.3 million gallons of
gasoline each week,” O’Keeffe said.

Silliker Online University
Silliker Online University, Powered by EduNeering,
provides a curriculum of online learning courses designed for
small to mid-sized companies with a strong commitment to
food safety. According to Silliker, its online university allows
companies to optimize employee time, training budgets and
production schedules to increase productivity and proﬁtability.
Upon registration, employees are given access to courses within
two business days and can take courses 24/7 from any computer
with Internet access. Learners receive six months to complete
their designated courses.
Every HACCP, microbiological control and GMP course
in Silliker U is narrated and has been developed by leading
technical and instructional design experts. Courses can be
completed in 30 to 45 minutes, and interactive exercises and
tests allow managers, supervisors and employees to verify their
understanding of course content. Companies can train multiple
workers on-site with Silliker Online University. Log on to
www.silliker.com to learn more, or contact Silliker Education
Services at +1.800.829.7879.

RFID rush

We ensure the
integrity of your
seed and feed.
Eurofins ensures the integrity of your seed
and feed products with accurate analytical
services, marked by responsive turnaround
times and outstanding customer service.
Our pet food analysis covers everything from amino
acids to minerals, pesticides, vitamins and inorganic
materials. Our animal feed experts are noted for their
fast, accurate work in meat speciation, mycotoxin
detection and phytase and wastewater analysis.
For additional information call 515-265-1461, visit
www.eurofinsus.com or email us at info@eurofinsus.com.
©2006 eurofins

A recent study by Frost & Sullivan and the Computing
Technology Industry Association found that over 50% of the
510 North American companies it surveyed are evaluating, pilot
testing, implementing or currently using RFID technology.
David Sommer, vice president of electronic commerce for the
Computing Technology Industry Association, explained: “Much
of the RFID adoption in North America is being driven by
mandates and directives from key organizations, including the
US Department of Defense, the Food and Drug Administration
and Wal-Mart.”
Fully 46% of the consumer goods manufacturers surveyed
have implemented a RFID solution because of mandates from
Wal-Mart, along with 34% of food and beverage makers and
24% of textile and apparel manufacturers. The result among
many of the pressured companies has been “slap-and-ship”
implementation, where RFID tags are attached to shipping
containers, rather than more fully integrated into the overall
process. Over one-half of businesses in the consumer goods,
food and beverage and textiles and apparel markets use the
“slap-and-ship.”
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Picking the best day to send E-mails

International ad growth likely to come
When should you E-mail your prospects? The eROI Q3 2005 from unexpected places

Email Statistics study found that the day of the week was not
the only factor in determining E-mail marketing success. eROI
studied mailings by “micro-mailers,” with lists under 5,000; “small
mailers,” with lists of 5,000 to 24,999; “midsize mailers,” with lists
of 25,000 to 99,999; and “large mailers,” with lists over 100,000.
And it found that size matters—a lot. For large distribution lists,
Monday through Wednesday were found to be the best days to
E-mail—posting a 32% increase in reads and just over twice as
many clicks compared to the remaining days of the week.
eROI found that as list size increases, so do bounce rates,
and read and click rates decline. eROI analysts say these
ﬁndings reafﬁrm their earlier research—namely, that sending
volume is inversely related to how read and click rates. The
bigger the list, the less efﬁcient it will be.
One way large E-mail marketers might utilize the eROI
ﬁndings is to break big lists down into smaller segments and
treat different customers differently or, even better, utilize
dynamic data to address them. Also, as the report recommends,
“consider removing individuals that are not reading your Emails or separate them out into a different segment and mail
to them less frequently and see how that affects the overall
success rate of your campaigns.”

New ﬁgures from ZenithOptimedia show that traditional
ad expenditures continue to track or exceed the world
economy—reaching over US $400 billion in 2005.
ZenithOptimedia estimates that advertising spending
this year will grow 4.8%. And, looking forward, the ﬁrm
projects that 2006 will be even healthier with a 5.9% growth
rate, with 2007 and 2008 roughly the same at 5.7% and 6%
growth, respectively.
While the US continues to be the largest contributor to
global advertising growth, providing 33% of ad dollars added
between 2004 and 2008 while accounting for 41%-43% of
global advertising, growth rates are strong around the globe.
ZenithOptimedia recommends keeping an eye on the countries
it calls the ad-growth “hotspots”—the “BRIIC” economies of
Brazil, Russia, India, Indonesia and China. Currently, they
account for only 6-10% of ad spending, but are all among
the top eight growers, and ZenithOptimedia predicts they will
account for 26% of global ad growth 2004-2008.
By contrast, the ﬁve largest European markets (UK,
Germany, France, Italy and Spain) are making a predicted
contribution of 11%, and their combined share of the global
ad market consequently will shrink from 19% to 17% over
the same period.
●

Looking for a marriage of taste & quality?
Talk to Peterson.
We have the ingredients for your success. For over 40 years,
The Peterson Company has been providing the pet food
industry with top quality, specialized pet food ingredients
and services. During that time, our wealth of technical
expertise has put us at the forefront of new product development.
Our broad exposure to the industry helps us in coordinating
the research and development of new potential ingredients
and formulating them into marketable products. Our
commitment to ingredient technology can work for you.
We are also adept and experienced at developing entirely
new proprietary ingredients to meet your specifications,
with assured confidentiality. Whether you’re looking for a
new variety, or just want to add some spice to your existing
line, call The Peterson Company.

THE

Our products
produced in USA

The Peterson Company COMPANY
P.O. Box 60 • Battle Creek, MI 49016
Ph: (269) 979-1600 • Fax: (269) 979-9227
Website: www.thepetersoncompany.com
E-mail: sales@ thepetersoncompany.com
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Market place
Sumitomo Chemical America, Inc.
The MARKET PLACE is a
special advertising section which
contains no editorial material. Format
is similar to a classiﬁed section.
Advertising is grouped. Seperation
from competing advertising cannot
be guaranteed. Advertising in the
MARKET PLACE may not be
combined with display advertising for
frequency discounts. Maximum size in
Market Place is 3 inches (75mm).

335 Madison Ave., Suite 830 NY, NY 10017

QUALITY WITHOUT QUESTION
• Biotin • D L Methionine
Phone: 1-888-848-0200 • Contact: jharms@sumichem.com

Adhesives – Colorants – Coatings – Oils
Chemicals – Gums – Amino Acids – Fats
Preservatives – Antioxidants – Flavors
Custom Manufacturing
dmhingredients.com 847-362-9977

Rate per inch per issue: $135,
Rate per inch, 3 insertions; $130.
Rate per inch, 6 insertions; $125.
Rate per inch, 9 insertions; $120. Rate
per inch, 12 insertions; $115.
To order:

Call Dee Henson,
Tel: +1 815 734 5639
Fax: +1 815 734 5663
henson@wattmm.com

Why use a broker
when you can buy direct!
Dried Fruits and Vegetables,
Grains, Meals & Proteins

Contact: Kevin Zimmer or Mike Johnson
US Commodities, West Bend, WI
phone: (800) 987-1070
kzimmer@uscommodities-ag.com
mjohnson@uscommodities-ag.com

Visa and MasterCard acepted

LA CROSSE MILLING COMPANY
** OATS * BARLEY * CORN **

•
•
•
•
•

Steam Rolled Oat Groats and Barley
Ground Oat Groats and Barley
Steamed Crimped and Race Horse Oats
Steamed Flaked Corn
Whole, Cracked or Ground Pearled Barley
Cochrane, WI 54622 * 1-800-441-5411
www.lacrossemilling.com or lmc@mwt.net
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Improving Process Profitability . . . . Continuously!!!!

DELTA T MOISTURE CONTROL
(Proven on Petfood)
Reduces MC Variation 30+ % • No calibration
Average MC increased • Cruise Control Startup
Inside-the-dryer MC Sensor
409-385-6422
www.moisturecontrols.com
drying@moisturecontrols.com

BMF offers a complete range of production
machinery, from unit machines, custom applications to turn key systems. Our new machinery has a host of added features without the
added cost. Standard features that boost efficiency, upgrade quality and save time on sanitation and maintenance. Offering continuous
product improvements from subsequent generations of equipment, versatile range of products
& options, with proven long-term durability.
Don’t be fooled into the old cliché that size dictates value. Our experience has helped more
firms with cost-effective solutions than our competition. We are ready, willing and able to go to
work for you to provide you with better products
and bigger profits. Call today!!
Phone: 815/224-1306
Fax: 815/224-1396
www.bakerymachine.com

Nestlé Purina PetCare
Due to changes and upgrades, Nestlé Purina
PetCare Company has used and sometimes
new packaging and process equipment for
sale, such as: Can ﬁllers, shrink and stretch
wrapping, bag closers, case packers, labelers,
separators, emulsiﬁers, hammermills, etc.
Visit our website to view entire inventory - or to
receive our catalog, contact:
Nestlé Purina PetCare
Investment Recovery Group
5100 Columbia Ave; St. Louis, MO 63139
314/268-8810 or FAX 314/771-5099
e-mail: sschroeder@purina.com
http:\\www.investmentrecovery.com

QUALITY INGREDIENTS FOR PET NUTRITION
Chicken Meal
Chicken Fat (EU Approved)
Chicken By Product Meal
Low Ash Chicken By Product Meal (EU Approved)
Poultry By Product Meal
QUALITY FRESH & FROZEN INGREDIENTS
FOR PET NUTRITION
Chicken Livers
Chicken Heart and Livers
Chicken Heart, Liver, and Lungs
Chicken Hearts
Chicken By Products Viscera
Chicken Mechanical Debone Meat
Chicken Eggs
Contact: Michael Gammel
mgammel@pilgrimspride.com
903.575.3924 • 972.290.8354
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Market place
fres-pettm - Pet Food
Packaging Systems
• Form, fill & seal equipment
• Bag sealers for pre-made bags
• Multi-lane individual portion
machines
• Turnkey packaging installation
• Custom printed rollstock
laminations
• Pre-made bags & stand-up
pouches
• Consumer features - handles,
easy open sealants
• Degassing valves

Stand-Up Pouch Specialists
Stand-Up Pouch:
Contract Packaging • Machinery Manufacturing
Processing/Blending
For all your stand-up pouch requirements
126 Avenue C
Battle Creek, MI 49015-1940

3005 STATE ROAD
TELFORD PA 18969-1033
TEL 215-721-4600
FAX 215-721-4414
www.fresco.com
contact@fresco.com
/"563"-03("/*$.&"54

(269) 962-5071 Fax: 269-962-7041
www.robertspackaging.com

Blue Ridge Kennel

'30.."7&3*$,3"/$)

for sifting pet food

#FFGt1PSLt-BNC
#VĉBMPt$IJDLFOt5VSLFZ

1-800-356-9782

$IJDLFO/FDL #BDL#SFBTU#POFT
#FFG#VĉBMP#POFT0ĉBM
$POUBDU
3PZ7BO;BOEU
%FOWFS $PMPSBEP
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* Custom Creators, Producers, and Packagers
of extruded animal foods and treats
* State-of-the-Art, Fully Automated Production and
Packaging Systems

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

USDA registered research
facility performing petfood
testing since 1975.
Traditional and in-home
panels available.
Contact: Paul Plessner
telephone: 334/567-8195

Supplier of Bulk Specialty Oils
to the Food, Dietary Supplement
and Cosmetic Industries
tel: 617-472-9300
fax: 617-472-9359
www.bulknaturaloils.com

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

* Also Specializing in Stand-Up Pouch
(Roll-Stock or Pre-Made) Packaging Services
Our People and Facilities are
Dedicated to Meeting your Production Needs
A.I.B Superior Rating
Organic Certified
USDA - APHIS (EU) Certified

Sales Office
121 Main Street
Bern, KS 66408
785-336-6132
sales@cjfoodsinc.com
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INFO TOLLPACKAGINGCOM
WWWTOLLPACKCOM
#ALL TODAY FOR A QUOTE 

TOMATO POMACE
LaBudde Group
262-375-9111

Made in
the U.S.A.

Available:
13.2, 5.5 & 3 oz.
Pouches

LIVE YEAST CULTURES
with • Digestive Enzymes • Natural
Vitamins • No Fillers or Carriers •
Results are in from the Dry Dog and Cat Food Studies
Advantages of Yeast Culture over Brewer’s Yeast:
• Better Palatability
• Higher Consumption
• Better Stool Quality
• Equal in Digestibility
• Competitively Priced
Contact Us
for a copy
of the
studies

P.O. Box 257 • Chillicothe, IL 61523
Phone 309/274-3160 • Fax 309/274-5393
www.westernyeast.com

Phoebe Products, LLC
Dog Treat Private Label
109 Persnickety Place
Kiel, WI 53042
Phone: (920)894-3200
Fax: (920)894-4060

Taking Your Private Label Business to the Premium Level
• Quality Assurance
• Competitively Priced
• Exceptional Service
• Custom Treats
• Functional Treats
Minimum Order: 5,000 Pounds
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Market place
CONEX
• CUSTOM EXTRUSION SERVICES
• SPECIALIZING IN SMALL RUNS,
CONTAMINATION FREE.
• BULK BAG TO TRUCKLOAD AMOUNTS
• WE CAN ACCOMMODATE INGREDIENTS
WITH BEEF BY-PRODUCTS
Capabilities include, but not limited to;
Extrusion, blending, mixing, grinding, coating
(fats and/or enhancers), drying, and
bagging (20# to 50# and bulk bags).

de Rosier, inc.
SPECIALIZING IN PET FOOD
INGREDIENTS MILLED FROM:
• corn • wheat • rice
• barley •
• flax • rye • oats
John M. de Rosier 612-339-3566
E-Mail: jderosier@derosierinc.com
Roberto Bari 612-339-3599
E-Mail: rbari@derosierinc.com
Fax: 612-339-3568

Contact:
CONEX LLC 316-284-0623
1400 S Spencer Road
Newton, KS 67114

DEHYDRATED VEGETABLES
LaBudde is offering a unique and consistent powdered blend of dehydrated carrots, celery, beets, parsley, lettuce, watercress and spinach. We know of no other
way to get the healthy benefits of so many
vegetables in one product. Give us a call
at 800-776-3610 or 262-375-9111 and let
us work with you from concept to completion.
LaBudde Group, Inc. Grafton,WI 53024 USA

1417 State Highway 25 - Brainerd, MN 56401
(320) 277-3555 Phone - (320) 277-3955 Fax

Providing a Wide Range
of Solutions For All
Types of Pet Food

Warren Analytical
Laboratory Inc.
We are a professional food safety and nutritional
laboratory ready to serve all of your analytical needs.
Address: 650 O Street; Greeley, Co 80631
Phone: 1-800-945-6669; 970-475-0252
Fax: 970-351-6648
Website: www.warrenlab.com

Gum Blends
Functional Systems
Texturants
Specialty Sweeteners
Antioxidants
Emulsifiers
Danisco
Pet Food Ingredients
Tel: 416-757-4126
Fax: 416-757-9243

* Non-GMO
* Fibers

Call: 320-277-3555 or
E-mail: www.barrettag@brainerd.net

Cheese

Cheese

Providing Quality Cheese Based Ingredients
For The Animal Feed and Pet Food Industries.
Tel: (217) 465-4003
Fax: (217) 465-2123
Website: www.keys-mfg.com

Cereal Byproducts Company

Your Source for Healthy Whole Grains
* Certified Organic
* Cereal Grains

Contract Manufacturer
• Quality Pet Foods and Pet Treats.
• Complete Twin Screw Extrusion
system with drying and coating.
• Complete Fine Grinding & Mixing.
• Packaging and Warehousing.

* Amaranth
* Specialty Grains

* Conventional Grains
* Specialty Ingredients

*MILLED Whole Grains Available
*AIB “Superior” Facility *Kosher *HACCP Program
800-243-7264 www.hesco-inc.com Watertown, SD

• DRIED WHOLE EGGS
• RICE PRODUCTS
• DRIED BREWERS YEAST
• DRIED WHEY • BEET PULP
• STABILIZED FLAXSEED MEAL
55 E. Euclid Ave., Suite 410
Mt. Prospect, Illinois 60056
PH: 847-818-1550
FAX: 847-818-1659
Web Site: www.cerealbyproducts.com
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For your petfood ingredients and special blends
ADM Animal Health & Nutrition
contact us at 877.236.2460 or

animalnutrition@admworld.com
EXTRUDER SPARES

F E S
Frisby Extrusion
Services Ltd.
Tyson Court Yard
Weldon Industrial Estate, South
Corby, Northants, England
Tel: +44 (0) 1536 263545
Fax: +44 (0) 1536 205184
E-mail: welcome@fes-ltd.com
Website: www.fes-ltd.com
Frisby provide a professional and economical alternative for
all single and twin screw cooker extruder consumable spares.
We also refurbish screws and liners.

DRIED EGG PRODUCT
Excellent quality protein.
Our Dried Egg Product
contains NO hatchery waste.
Plant Approved For EU Export.
Manufactured and sold by:

VAN ELDEREN, INC.
Martin, MI

Tel: (269) 672-5123
Fax: (269) 672-9000
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7% "59 !.$ 3%,, 53%$ &%%$ !.$ '2!). %15)0-%.4
s 0ELLET -ILLS s #OOLERS s $RYERS
s 2OLLER -ILLS s &LAKERS s #LEANERS
s 3EWING ,INES s -IXERS s ,EGS s $UST &ILTERS
s !IR 0UMPS s #OMPLETE &EED -ILLS
s .EW #ONEX EXTRUDERS  REPLACEMENT PARTS FOR
)NSTAPRO -ODEL    EXTRUDERS
,!2'% ).6%.4/29 ). 34/#+
#ONTINENTAL !GRA %QUIPMENT )NC
 3 3PENCER 2D .EWTON +3 
0H    s &AX   
% MAIL GARY CONTINENTALAGRACOM
7EB WWWCONTINENTALAGRACOM

MIDWEST
AGRI-COMMODITIES
Sugar Beet Pulp suppliers to the
pet food industry representing
4 farmer-owned co-operatives
with 12 factories across the U.S.

LOW ASH POULTRY MEAL
POULTRY MEAL
CHICKEN MEAL
HIGH GRADE CHICKEN FAT
PET FOOD GRADE POULTRY FAT

TM

www.mwagri.com
Tel: 1-800-842-2133
Manufacture Quality Product
with the
Best Altima Hammermill
Proven, Trouble Free Performance
In difﬁcult grind applications.
Mill Technology Company, Inc.
763-553-7416
888-799-5988
gary@mill-technology.com

• Hammermills
• Pellet Mills
• Conditioners
• Crumblers
• Counter Flow Coolers

1415 W. Summit Ave, P.O. Box 910
Ponca City, OK 74602 USA
Ph: 580-765-7787 • 800-569-7787
Fax: 580-762-0111
www.bliss-industries.com

reprints
Would you like to have
reprints made of articles that
have appeared in

PETFOOD INDUSTRY?
Call Ginny Stadel or
Dee Henson today!
Tel: +1 815 734 4171 or
Fax: +1 815 734 5663
E-mail: stadel@wattmm.com
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Roy Leidahl, Agrifood Group Publisher
leidahl @wattmm.com
EDITORIAL STAFF
Tim Phillips, DVM, Editor
phillips@wattmm.com
Jenny Kvamme, DVM, Associate Editor
kvamme@wattmm.com
Peter Best, European Editor
best@watt-4.demon.co.uk
Tess Stukenberg, Art Director
EDITORIAL & SALES OFFICES
PETFOOD INDUSTRY, 122 S. Wesley Ave., Mt. Morris, IL
61054-1497 USA. Tel: +1.815.734.4171, Fax: 1.815.734.5649
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Wenger Petfood Systems . . . for those who
crave superiority in production.

Dogs, cats and most other pets certainly
don’t care what type of pet food extrusion
and drying equipment you use in your
operation . . . as long as the food meets
their discriminating taste.
But, the unparalleled performance, versatility and cost-sav-

new Waste Recycling System, any wet, under-processed product from system startup can be totally recycled for improved
plant efficiency.
As the world’s longtime leader in petfood production,
Wenger is uniquely positioned to give you the tools you need to
succeed – whether you already know which

ings potential of Wenger’s petfood systems are tremendously

tools you want or you need our process

appealing to manufacturers and processors worldwide.

expertise to guide you.

Product shapes, texture, density and palatability can all be
maintained within the strictest quality control limits.
Our extruders feature on-line control of mechanical energy
to meet specific target density or texture. And via Wenger’s

Put a Wenger system to work in your
operation and discover the type of quality and performance that pets around
the world will always appreciate.

USA 816 891 9272 / EUROPE 32 3 232 7005 / ASIA 886 4 2322 3302 / WWW.WENGER.COM
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