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Spring is coming, and what does that 
mean for pet specialty retailers? Re-
arranging your apparel displays and 

closeouts, perhaps? Is it time to get be-
hind some of those bulky items or go up 
on the high shelves to see what may need 
to be dusted? 

It may be all of those things—but 
may I make a suggestion? 

Training and development. 
Training is one way to keep employees 

energized and satisfied with their work. 
It also helps the employer as much, if not 
more than, the employee. 

As the employer, you are making an 
investment in your employees. Employ-
ees usually realize that, so training can 
translate into their feeling valued at the 
workplace. Employees will consider it 
a benefit of working for you, which is 
good for employee retention and will 
have a big effect on your bottom line.  

“…The tangible costs as well as in-
tangible costs associated with replacing 
employees have increased exponentially 
over the years…” said Noah L. Pusey, 
President and CEO of Ripple Analytics 
Inc. and guest blogger for our sister com-
pany, Best Places To Work Group. 

Having a staff of well-trained em-
ployees is marketable. As a pet product/
service retailer, you can take pride in the 
fact that employees are trained and that 
can be used in conversations with cus-
tomers, especially when offering advice 
about purchases and pet care. 

There are plenty of training materi-
als available for the store manager, but 
what’s available for the employee? How 
can we as an industry help employees 
understand how they play an integral 
part in the wonderful world of pets? 

Some manufacturers and vendors of-
fer in-store training on the use and sale 
of products. However, once the represen-
tative leaves the store, so does 80 percent 
of what was taught. Brochures and other 
POS materials offer some help, but what 
remains is a cursory understanding of the 
bigger picture. How does this product 
play a part in the overall success of the 
store? What role does this product and 
your store play in the lives of the custom-
er and their companion animal? Under-
standing the big picture helps your em-
ployee feel confident and self-assured in 
their work.  

How do you get started? Consider a 
training program including goals and 
benchmarks for the development of your 
staff. There are some free tools available 
from the American Society of Training 
and Development and even from the 
Society for Human Resource Manage-
ment, but also look to Pet Age in the 
not-too distant future. I’ll be dusting off 
my training hat this spring in the hope 
to bring you some of the tools to bridge 
that knowledge gap.

Spring Training 

It’s worthwhile to invest in employee 
training.

All the Best, 
Allen Basis

Executive Publisher
allenb@petage.com





   

I peruse the e-newsletter from PIJAC 
daily. Lately, it seems that each one 
has a story about a community ban-

ning or restricting live animal sales. 
Sometimes these bans only affect cer-
tain types of animals–usually reptiles–
and sometimes they are total bans. 

The trend I have noticed lately is 
stores being banned from selling dogs 
and cats that do not come from rescues 
and shelters. PIJAC recently respond-
ed to a proposed ban on retail sales of 
kittens, puppies and pot-bellied pigs in 
Las Vegas. You can find the PIJAC re-
sponse on our website. 

I can see why these types of laws 
have some popular support. We all 
want more animals to leave the shel-
ters and move into loving homes. We 
all want inhumane breeders to go out 
of business. These laws seem to make 
that happen.

But do they really? I have yet to see 
research showing that these laws result 
in more dog and cat adoptions or stop 
bad breeders. Do they just cause people 
who want a certain breed to go directly 
to a breeder? Or to travel to a pet store 
in the next county? 

Laws like these also restrict consum-
er choice. There is nothing inherently 
wrong with wanting a specific breed 
of cat or dog or other animal. As long 
as the animals being sold come from 
ethical breeders and are cared for prop-
erly in the store, pet-loving consumers 
should be able to buy them. My part-

ner and I adopted our cats from a local 
shelter and would do so again. But if 
we wanted to buy a sphynx or a Bur-
mese, we should be able to do so. 

So what can you, as a retailer, do 
about bans and restrictions on live ani-
mal sales? For one, you can support PI-
JAC, but there are also things you can 
do locally. Join your local Chamber of 
Commerce so they can better represent 
your interests. Attend municipal coun-
cil meetings when any pet legislation is 
being discussed—your city likely has 
a meeting schedule online. As a local 
business owner, it should not be hard 
to get a meeting with a local council-
person to talk about these and other 
issues you face—knowing you might 
make it harder for them to vote against 
your interests. 

Lastly, make sure that your store 
cannot be used as an example of why 
live animal sales should be banned. 
Practice exemplary care and hygiene 
with the animals you sell. Make sure 
that social animals are well socialized. 
Do not sell unhealthy animals. Do your 
utmost to prevent escapes of non-na-
tive animals that could pose a threat to 
local wildlife. Besides, these are things 
you should be doing even without the 
threat of restrictive legislation.

Tom Mazorlig
Editor

tomm@petage.com

Coming Soon? 

Restrictions on selling animals could 
be coming to your community. Visit www.petage.com 

to get all the latest

breaking pet industry 

news and sign up for 

our weekly newsletter

STAY CONNECTED              

KEEP INFORMED              

BE CURRENT





   

FEATURED TWEETS

Pet Age is available to you all day every day, on our website. 
Visit www.petage.com for daily news, as well as this month’s Web Extra stories and features.

24/7 Stay Connected | petage.com





   

WellPet to Acquire Sojos 

WellPet, manufacturer of natu-
ral and pet health-focused pet 
foods, has acquired Sojos, a 

family-owned company offering a line of 
raw, freeze-dried pet food for dogs and 
cats.

Sojos will continue to be based in 
Minneapolis, MN.

WellPet says there will be no chang-
es in the day-to-day operations of ei-

ther company and that Sojos 
co-owners Ward and Maggie Johnson 
will help with the transition.

“Ward and Maggie Johnson have 
built one of the most exciting brands 
in raw nutrition and a first class team 
and manufacturing facility,” said Well-
Pet CEO Tim Callahan. “WellPet and 
Sojos share a mission to transform the 
lives of pets by providing the very best 

in natural nutrition, and now our col-
laboration will enable them to grow 
and serve more pet families while 
staying true to the Sojos we know and 
love.”

Introduced to pet owners in 1985, 
Sojos pioneered and today is one of the 
leading brands in the fast-growing cat-
egory of raw nutrition for pets.

Open Farm Launches New App to Promote 

Transparency

Open Farm has launched a new trace-
ability app that will run on both its desk-
top and mobile sites. 

As part of the company’s commitment 
to ethical and transparent sourcing prac-
tices, the app allows pet owners to instant-

ly trace the origin of every ingredient in 
their bag of Open Farm pet food. 

By visiting Open Farm’s website and 
entering the lot code located on the back 
of pet food bags, users will be able to see 
where each ingredient originated from 

and was purchased. 
The new feature also allows pet own-

ers to view other sourcing information, 
such as whether an ingredient is non-
GMO, Seafood Watch Certified or lo-
cally grown.

More than 1 Million Households Forced to Give 

up Pet Each Year, ASPCA Research Reveals

An American Society for the Prevention 
of Cruelty to Animals (ASPCA) study 
found that more than 1 million house-
holds are re-homing their pets each year. 

The study, published in the peer-re-
viewed Open Journal of Animal Sciences, 
aimed to uncover how and why pet own-
ers re-home their pets. 

According to the study, an estimated 
6.12 million households are re-homing or 
surrendering their pets every five years. 

“While some of the reasons people 
re-home their pets are quite complex 
and difficult to change, many reasons 
given by the respondents in this study 
might have been easily resolved through 
affordable, accessible veterinary care, 
pet-friendly housing and access to other 
supplies and resources,” said Dr. Emily 
Weiss, vice president of research and de-
velopment for the ASPCA. “Knowing 

that many pet owners would've opted to 
keep their pet with them if they'd had 
access to such critical services illustrates 
the need for programs and services that 
intervene and reach these pet owners be-
fore they're forced to make this difficult 
decision.”   

Thirty-seven percent of re-homed pets 
were given to a friend or family member, 
while 36 percent were taken to a shelter. 

The most common primary reasons 
for re-homing a pet were related to the 
pets themselves, followed by family sit-
uations and housing issues. Twenty-six 
percent of those who gave away the pet 
due to a pet-related issue said they could 
not afford medical care for the pets’ 
health problems. 

The study also uncovered a stark 
difference in responses between those 
with a household income below 

$50,000 and those with a household 
income above $50,000. Those with in-
come below $50,000 were significantly 
more likely to re-home due to cost and 
housing issues as opposed to pet-relat-
ed issues. 

“Efforts to address animal home-
lessness often focus on helping animals 
in shelters, but this research and our 
own community-focused programs 
show we need to focus just as much 
on keeping pets from entering shelters 
in the first place, specifically by help-
ing owners access critical resources,” 
said Matt Bershadker, president and 
CEO of the ASPCA. “When pets are 
kept out of shelters, it not only pro-
tects those animals, but keeps families 
together and frees up critical shelter 
space and supplies for other animals in 
need.”



NEW

Healthy-pet.com

Nature’s Gift
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Urban Expositions Expands Sales, Marketing 

Team for P3 Trade Show

Trade show producer Urban Exposi-
tions has expanded the sales and mar-
keting team for its pet industry trade 
show, P3 | Progressive Pet Products.  

Representing a complete rein-
vention of the former H. H. Backer 
Total Pet Expo, P3 will debut August 
24 and 25 at Navy Pier in Chicago, 
Illinois.

The full P3 team now includes:
, Group Show Director

, Vice President of Marketing
, Show

   Director
, Sales Manager 

, Sales Manager
, Buyer Relations

   Director
h, Show 

Administrator
“We're receiving tremendous feed-

back on the show since we've an-

nounced it to the marketplace,” said 
Courtney Muller, Executive Vice Pres-
ident of Urban Expositions. “The addi-
tion of our team members will further 
drive our sales and marketing efforts.”

The show has already attracted the 
support of industry distributors like 
Phillips Pet Food & Supply and Gen-
eral Pet Supply, as well as a growing 
roster of top brands and industry in-
novators.

Worldwise Completes Debt Refinancing to Fund 

Growth

Worldwise, Inc. has recapitalized with a 
$31.4 million unitranche credit facility 
provided by Monroe Capital, LLC.  

The financing refinanced World-
wise's outstanding senior debt, and will 
provide additional capital to support 
ongoing product development, channel 
and market expansion, as well as future 
acquisitions.  

“Monroe understood the pet sec-
tor in general and the opportunity for 
Worldwise to grow substantially in the 

highly fragmented pet accessory segment 
in particular,” said Jeffrey Ginsberg, 
chairman of Worldwise and managing 
director of Mistral Equity Partners, the 
company's private equity sponsor.  “They 
came up with a very creative and flexible 
structure that will enable Worldwise to 
invest in innovation, organic growth, 
and an aggressive acquisition program.”

Worldwise merged with Quaker 
Pet Group in May 2015, bringing to-
gether two leading pet companies and 

combining their expertise and creative 
energy. The merger has enabled World-
wise, a manufacturer of pet bedding, cat 
scratchers, cat toys and other cat acces-
sories, to participate in the dog toy and 
carrier markets. 

Worldwise's portfolio of brands now 
includes SmartyKat, TrustyPup, Petlinks, 
Hear Doggy!, Sherpa and goDog, and its 
products are distributed at over 30,000 
doors across multiple retail channels 
throughout the world. 

Petfood Forum 2016 Announces Speakers and 

Topics

The scheduled speakers and topics for 
the 2016 Petfood Forum, which will take 
place from April 18 to 20 in Kansas City, 
Missouri, have been announced.

Pet food industry experts at the event 
will present the latest research on pet nu-
trition, pet food ingredients, safety, pro-
cessing, and product development. The 
list of speakers and topics is now available 
at www.petfoodforumevents.com.

On April 18, a Petfood Innovation 

Workshop focusing on meat and novel 
proteins will take place. Victoria Stillwell, 
star of Animal Planet’s It’s Me or the Dog 
and CBS’s Greatest American Dog, will 
serve as the keynote speaker on April 19.

Maria Lange of GfK will deliver a pet 
food market update, and four different 
tracks of sessions on nutrition, ingredi-
ents, product development and safety will 
follow.

Jackie McClaskey, secretary of agricul-

ture for Kansas, will be among the general 
session speakers on April 20, followed by 
more concurrent sessions. The program 
will conclude with a discussion session 
on finding the pet food industry’s future 
work force, featuring a panel of industry 
executives.

Early bird registration savings for both 
the Workshop and Petfood Forum 2016 
are available through February 1 at www.
petfoodforumevents.com.



The Must-Attend Event for the 
Global Pet Food Industry

April 18-20, 2016 Kansas City Convention Center
Kansas City, Missouri, USA

GO TO: 

www.PetfoodForumEvents.com

REGISTER TODAY 
TO RESERVE YOUR PLACE!

Top 5 Things To-Do at 
Petfood Forum:

and socialize with clients and
 industry leaders during multiple networking
 opportunities

 with more than 
 200 leading suppliers

 the latest research and innovative
 information on the global pet food market

 with 70+ locally-based headquarters
 of animal health and pet food companies in the
 Kansas City Animal Health Corridor

 the new 
 with speaker

 sessions right in the Exhibit Hall

April 18, 2016 

Meat & Novel Proteins

Learn in hands-on 
demonstrations how 
to create high impact, 
sustainable and 
functional meat and 
other novel protein 
products, which are 
the leading growth 
category for pet food.

USA

Featured Keynote Speaker: 
Victoria Stilwell – star of Animal Planet’s 
hit show It’s Me or the Dog.

General Session: 
Making sense of pet food specialty trends 
in 2016 – Maria Lange, Senior Product 
Manager, Consumer Choices, GfK USA

Presented by

BRING YOUR COLLEAGUES, GROUP DISCOUNTS FOR 5+ AVAILABLE!



   

Blue Buffalo Settles Class Action Lawsuits

Blue Buffalo Company, Ltd. has en-
tered into a settlement agreement in the 
class action lawsuits brought on behalf 
of consumers and consolidated in the 
Multi-District Litigation pending in 
the United States District Court for the 
Eastern District of Missouri.

The plaintiffs in the lawsuits claim 
that certain Blue Buffalo products 
were not consistent with the “True 

Blue Promise.” Blue Buffalo denies any 
wrongdoing, and has agreed to the settle-
ment to eliminate the burden of further 
litigation.

Under the terms of the agreement, 
Blue Buffalo will pay $32 million into 
a settlement fund to settle the claims 
of the plaintiff class. Any attorneys’ fees 
awarded by the court and all costs of no-
tice and claims administration will be 

paid from the settlement fund. 
The amount that each class member 

who submits a claim for reimbursement 
will receive will depend on the total 
amount of Blue Buffalo products pur-
chased by the claimant during the class 
period and certain other conditions.

The settlement agreement is subject 
to preliminary and final approval by the 
court.

Nestle Purina PetCare Named One of The Best 

Places to Work in 2016

For the third consecutive year in a row, 
Nestlé Purina PetCare Company has 
been honored with a Glassdoor Employ-
ees' Choice Award recognizing the Best 
Places to Work in 2016. 

Purina ranked ninth on this year's list, 
making it the highest-ranked consumer 
packaged goods company and the high-
est-ranked company in the Midwest. 

The Employees' Choice Awards pro-
gram, now in its eighth year, relies solely 
on the input of employees, who elect to 
provide feedback on their jobs, work en-
vironments and companies via Glassdoor.

“We are honored that our associates 
have once again placed us in the top 10 
for three consecutive years,” said Joseph 
Sivewright, CEO of Nestlé Purina Pet-

Care Company. “This recognition is a 
testament to the people who every day 
make Purina a great place to work by 
embodying our core values of integrity, 
passion, expertise, performance and in-
novation.”    

Nestlé Purina has more than 7,600 
U.S. associates working in 20 facilities 
across 13 states. 

JD Pets and More Launches New Website and Blog

JD Pets and More has created and 
launched a new website venture, www.
JDPetsAndMore.com.

The website features a broad selec-
tion of pet products including outdoor 

and indoor pet beds, cat furniture and 
pet feeders. 

The company plans to continue add-
ing more products for pets with the po-
tential for branching out to other items 

later on. 
In addition to the main website, JD 

Pets and More owner Harold Davis is 
launching a blog located at www.JDS-
PetProductReview.com.

Bobbi Panter Pet Products Partners with 

Christies Direct for International Distribution

Bobbi Panter Pet Products will now be 
available through U.K.-based Christies 
Direct and www.christiesdirect.com.  

The partnership enables Bobbi 
Panter Pet Products to be distributed in 

the U.K., Europe and beyond. 
“Bobbi Panter really appealed to us 

as we loved the story behind the brand, 
the company ethics, packing, products 
and formulas,” said Colin Christie, 

managing director of Christies Direct.  
“The unique products, delightful scents, 
gentle salt free and tear free formula-
tions make for a winning combination.”





   

Manna Pro Acquires Nutri-Vet and Petnology 

Essentials

Manna Pro Products, LLC, a manufac-
turer and marketer of animal nutrition 
and care products, has expanded its small 
and companion animal business through 
the purchase of assets relating to the Nu-
tri-Vet and Petnology Essentials brands. 

These and other brands will be run as 
a separate entity under the name of Nu-

tri-Vet Wellness, LLC. 
Both Nutri-Vet and Petnology Essen-

tials offer U.S.-manufactured canine and 
feline health and wellness supplements. 

“Manna Pro’s acquisition of Nutri-Vet 
and Petnology are complementary exten-
sions of our company that will benefit 
customers and the brands in our portfo-

lio,” said Beth Rogers, vice president of 
marketing at Manna Pro. “These acqui-
sitions give us the opportunity to deliver 
Manna Pro’s heritage of quality, value and 
service to a whole new set of customers 
and consumers, in addition to the sizeable 
growth opportunities we see with these 
brands in our current channels of trade.”

Arlee Forms Distribution Partnership with Fauna 

Foods Corp

Arlee Pet Products has announced a dis-
tribution agreement with Fauna Foods 
Corp of Elmhurst, NY. 

Fauna will offer the Arlee Pet line 
of premium pet beds, crate cushions, 
throws, car seat covers and bowl 
mats to their independent pet spe-

cialty customers in the New York, 
New Jersey and Connecticut tristate 
area. 

“We are very excited to partner with 
Fauna Foods as our first distributor,” 
said Ian Weiss, vice president of sales for 
Arlee Pet Products. “Their reach into ev-

ery independent pet retailer in their 
territory and reputation for excellent 
customer service makes them the 
perfect partner for us to launch the 
line to both large and small retailers 
in and around the New York metro-
politan area.”

New York Governor Signs Small Animal Care Bill

Governor Cuomo signed into law SB 
5946, which amends Article 26 (Mis-
cellaneous) of the NY General Business 
Laws and requires pet dealers to provide 
access to digital or written instructions 
on the care of all small animals sold.   

The instructions will be obtained 
from sources including, but not limited 
to, state or national veterinary profes-

sional associations, reptile associations 
or pet industry organizations and will 
include information on housing, sanita-
tion, feeding and watering, handling and 
veterinary care.  

Pet dealers will also have to file annu-
al copies of these instructions with the 
Department of Agriculture and Markets.

The legislation defines “small ani-

mal” as any small mammal, including 
but not limited to, hamsters, chinchil-
las, guinea pigs, gerbils, rabbits, mice, 
rats, ferrets and small amphibians or 
reptiles to include frogs, snakes and liz-
ards. Dogs and cats are not included in 
this definition. 

Feeder animals are not included in 
these requirements.

Nestle Opens $220 Million Pet Food Factory in 

Mexico

Swiss multinational food and beverage 
company Nestle has completed a new 
$220 million pet food factory in the 
Mexican state of Guanajuato.  

The plant, located in the city of Silao, 
is part of the brand’s $1.03 billion four-

year investment program for Mexico 
that was unveiled last year at the World 
Economic Forum.

During the plant’s inauguration, 
President Enrique Peña Nieto thanked 
the company for its confidence and said 

the country is a reliable investment des-
tination.

Laurent Freixe, an executive vice 
president of Nestle S.A., said that the 
factory would generate 750 million pe-
sos ($43.9 million) annually.



CHRISTIE
RAMPONE

FRIDAY, MARCH 18
8:00 AM - 8:45 AM 

ROOM W209 
ORANGE COUNTY 

CONVENTION CENTER

APPA’s Professional 
Women’s Network 

is excited to join forces with the 
APPA Young Professionals (YPs) to 

co-host this special networking 
event. This will also mark the debut 

of the YPs as the first group in 
the pet industry geared toward 

developing the career paths of our 
future leaders.

The breakfast will  feature special guest, 
Christie Rampone, Captain of the U.S. 

Women’s National Soccer Team, 1999 & 2015 
FIFA World Cup Champion, and 3x Olympic 

Gold Medalist. 

The APPA Professional Women’s Network Breakfast Sponsored by



   

A Pet With Paws Launches New Website

A Pet with Paws, maker of pet carriers 
and accessories, has launched its newly 
revamped website. 

The site offers quick and easy access 
to essential information about the brand 
and its products, media appearances and 

wholesale opportunities and more. 
“I’m so excited to announce the 

launch of A Pet with Paws’ new website,” 
said Ann Greenberg, founder and CEO 
of The Underground Chic and A Pet with 
Paws. “The site is bright, fun, easy to nav-

igate and will allow visitors to have a very 
informative experience about what our 
brand represents as we continue to grow 
and make a positive impact on the planet.”

Learn more about A Pet with Paws at: 
www.apetwithpaws.com

Healthy Pet’s 

ökocat Cat 

Litter Now 

Available in 

Over 4,000 

Stores

Healthy Pet’s ökocat natural cat litters are 
now available at over 4,000 retail stores 
across North America. 

“Achieving placement in over 4,000 
retail doors, ökocat is definitely mark-
ing its territory in the premium natural 
cat litter category,” said Samuel Cohen, 
Healthy Pet’s vice president of marketing 
and sales. “We anticipate continued and 
exponential growth of ökocat, as cat par-
ents demand litters that are healthier for 
their cat, home and planet, and more im-
portantly, perform outstandingly against 
the traditional dusty clay litters that fill 
up our landfills.”

Ökocat combines unique textures, 
superior odor control and maximum 
absorption with dust-free and clumping 
options. Five formulas meet the needs 
of different breeds and household pref-
erences.

NOW AVAILABLE
FOR GPE

To register for your Global Pet Expo Green Paw visit 
www.petsustainability.org/the-accelerator

What 
shade 
   of 
GREEN are you?



Pet Ownership Saves $11.7 Billion in U.S. Health 

Care Costs

According to a study by the Human An-
imal Bond Research Initiative (HABRI), 
there has been an $11.7 billion savings 
in U.S. healthcare costs as a result of pet 
ownership.

“There was abundant research to 
show that pets have a positive effect 
on our health, but this is the first time 
that anyone has looked at the impact on 
the U.S. healthcare system,” said study 
co-author Terry L. Clower, PhD North-
ern Virginia chair and professor of Pub-
lic Policy at George Mason University’s 
School of Policy, Government, and In-
ternational Affairs and Director of its 

Center on Regional Analysis. “Our anal-
ysis shows that pet ownership produces 
meaningful savings for total health care 
costs in the United States.”

The largest savings was determined 
based on a lower incidence of physician 
office visits by pet owners as compared 
to non-owners. According to the study, 
132.8 million pet owners in the United 
States visit a doctor 0.6 times less than the 
average non-pet owners, and the average 
cost of a physician office visit is $139.

“Thinking about things that people 
should do to maintain their health, ‘get 
a pet’ belongs on that list,” said HAB-

RI Executive Director, Steven Feldman. 
“When health insurance companies are 
looking at wellness incentives to keep 
costs down, pet ownership provides an-
other way for people to stay healthy and 
save money.”

Additional savings were calculated 
for dog owners who walk their dog five 
or more times a week. This group, total-
ing more than 20 million people, shows 
a lower incidence of obesity, and were 
responsible for saving $419 million in 
related healthcare costs.

The full report can be found on the 
HABRI website, www.habri.org.

The one thing dog & cat people 
have agreed on for 40 years.

Tomlyn.com | 877.580.7729

    

Tomlyn has been a favorite brand of 
pets and their parents since 1976.
Owned by the ninth-largest vet pharmaceutical  
company, and with veterinarians on staff, we’re a  
family-founded company fully dedicated to pet  
health. Tomlyn is a name you and your pets can trust.



   

Mendota 

Products, 

Inc., Acquires 

DERMagic 

Skin Care for 

Animals

Mendota Products, a St. Paul, Minn.-
based dog product manufacturer, com-
pleted the acquisition of DERMagic 
Skin Care for Animals on December 30, 
2015. The latter is based in Kingston, 
Wash. and produces all-natural and or-
ganic animal skin care products.

“We are very excited about the acqui-
sition of DERMagic Skin Care and add-
ing their wonderful line of organic skin 
care bars and other superb skin products 
to our offerings,” said Robin Cady, pres-
ident of Mendota Products. “Their prod-
ucts perfectly complement our other 
Made in the USA line of dog products, 
and we are committed to continuing the 
high standards, high quality and exten-
sive customer service that has historically 
set DERMagic Skin Care for Animals 
apart in the pet industry.”

With the addition of DERMagic, 
Mendota Products now provides a com-
prehensive line of internal and external 
preventative and maintenance products 
for pet allergies, skin care and immune 
system support and more. Mendota 
Products already included Made in the 
USA leashes, collars and slip leads as well 
as the RETRIEVE Health line of supple-
ments for dogs of all ages.

“This transaction delivers great value 
for our customers and creates a company 
ideally positioned to serve our custom-
ers and grow over the long term,” said 
Dr. Adelia Ritchie, former president of 
DERMagic Skin Care for Animals. “I am 
confident Robin and her team will con-
tinue the high standards we have set for 
meeting our customers’ needs with the 
best products and support.”
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Radio Systems Corporation to Acquire Southern 

Pet Containment

Radio Systems Corporation has entered 
into a binding agreement to acquire 
Southern Pet Containment and its related 
companies. The acquisition will be final-
ized on March 31, 2016.

Southern Pet Containment is a dis-
tributor for Invisible Fence Brand. Its ter-

ritory includes independent and directly 
owned dealerships throughout Florida.

“SPC’s seasoned management team, 
led by Michael Gibbs, has done a great 
job building a solid and successful busi-
ness operation that provides superior cus-
tomer service,” said Lance Tracy, Radio 

Systems Corporation’s chief commercial 
officer. “Radio Systems Corporation and 
SPC share a strong customer focus, and 
the combination of resources will help 
deliver a richer and more comprehensive 
Invisible Fence Brand experience for cus-
tomers in Florida.”

Good Deeds

EzyDog, a manufacturer of dog ac-
cessories for active dogs, is partnering 
with the North Idaho-based Panhandle 
Animal Shelter to help find homes for 
homeless dogs.

EzyDog will be offering a collar 
to every dog that is adopted from the 
Panhandle Animal Shelter for the en-
tire year of 2016.  

“We just want to see every dog get 

a chance at a forever home,” said John 
Hatcher, president of EzyDog. “We are 
happy to see these newly adopted dogs 
start out their lives with a new collar.”

Approximately 700 dogs are expect-
ed to be adopted from Panhandle Ani-
mal Shelter during 2016.

Continued on p.21



   

American Kennel Club Relaunches AKC 

Marketplace

The American Kennel Club (AKC) has 
launched a new version of AKC Market-
place with enhanced functionality to better 
serve breeders with the opportunity to pro-
mote themselves directly to potential dog 
owners.

Through interactive profile pages, un-
limited listings and a user-friendly experi-
ence, AKC Marketplace helps breeders 
showcase all they do for their dogs and 
find good homes for their puppies.

Improvements to AKC Marketplace 

include a new homepage with better func-
tionality, advanced searching and filtering 
capability and easy access to breed stan-
dard information. The enhanced breeder 
profile pages are to include litter, health 
and vaccination information, as well as 
unlimited photo and video galleries.

“The enhanced AKC Marketplace 
will allow breeders to engage with po-
tential dog owners, share their knowl-
edge of their breed and ultimately help 
people find the right breed for their 

lifestyle,” said Dennis Sprung, presi-
dent and CEO of the AKC. “Our team 
has worked diligently to make the 
necessary improvements to make this 
the best place possible for breeders to 
showcase their litters.” 

Breeders that sign up for AKC Mar-
ketplace receive a dedicated profile page, 
an AKC.org URL to share with potential 
buyers, unlimited litter listings and cus-
tomer service support.

Gray Muzzle Selects ‘Best in Show’ Contest 

Winner for October

Bark! in Gaithersburg, Md. has been se-
lected the winner of Gray Muzzle’s ‘Best in 
Show’ Senior Department Contest for the 
month of October. 

The locally-owned small business 
stocks healthy, eco-friendly and socially 
responsible products for companion ani-
mals.

“The Ark Naturals line has helped us a 

lot,” said Laurie Newton, Bark! store man-
ager. “Not only for our senior pet custom-
ers, but for a variety of customers who like 
the supplements, shampoos and Joint Res-
cue treats, in addition to the Gray Muzzle 
line, that Ark Naturals has to offer.” 

Gray Muzzle is still asking retailers to 
create their own senior department. Those 
who wish to participate in the contest 

should send Gray Muzzle photos of their 
store’s senior department that include the 
Gray Muzzle products to newsletters@ark-
naturals.com. 

Winners will receive prizes including 
a Kindle Fire, Gray Muzzle products and 
Amazon gift cards. 

For full rules and regulations, please 
contact newsletters@arknaturals.com.

TTPM Expands Reach in Pet Sector for 2016

Review site TTPM (Toys, Tots, Pets & 
More) has announced its Showcase pro-
gram for 2016, as well as expanded ef-
forts to promote pet products.

The TTPM Spring Showcase on April 
26, 2016 and the TTPM Holiday Show-
case on October 6, 2016, both hosted in 
New York City, will allow pet product 
manufacturers to connect directly with 
members of the media. 

“Our showcases were very successful 

for our pet product manufacturers that 
attended last year, and TTPM post-
ed hundreds of pet product reviews in 
2015,” said Andy Krinner, TTPM’s pet 
content director.  “I’m looking forward 
to expanding our reach even further in 
2016, as we continue to inform the me-
dia and consumers about the most in-
novative products for our beloved four-
legged pet kids.” 

Pet products are showcased in a dis-

tinct section of TTPM exhibit spaces 
and are supported by aggressive market-
ing efforts both before and after events. 

Major media outlets, including CNN 
Money, AP, CNBC, trade publications 
and online writers in vertical categories 
attend to find the latest products for their 
readers and visitors. First launching pet 
content at the 2015 Spring Showcase, 
TTPM is anticipating a major expansion 
for pet toys and gear in 2016.



Trupanion, a medical insurance provider 
for cats and dogs, is delivering six tons 
of dog and cat food to Seattle Humane 
Society, Everett Animal Shelter and The 
Humane Society of Tacoma and Pierce 
County throughout December. 

The combined effort of Trupanion’s 

employees increased their record for last 
year’s pet food donation of just under 
four tons and expanded their reach to 
give to more shelters.

“Trupanion’s annual food drive has 
become one of the team’s favorite times of 
the year, and we’re thrilled to know that 

our efforts are making such a difference 
in the lives of pets,” said Emily Renfrew, 
shelter support manager at Trupanion. 
“These shelters work tirelessly to make 
sure that all pets are receiving the best 
care possible and we hope this donation 
will help support their great work.”

Good Deeds

K. Sutherland PR Takes on Three New Pet 

Industry Clients 

K. Sutherland PR has been selected to 
manage three new pet industry clients: 
Activ4Pets, FetchFuel and Pets Best In-
surance.

Launched in 2015, Activ4Pets is a us-
er-friendly app and online platform that 
minimizes uncertainty associated with a 

pet’s veterinary history. It provides a safe 
and reliable option for managing a pet’s 
health on-the-go. 

Launched by GOGO Pet Foods, 
LLC in March 2015, FetchFuel is a 
squeezable daily joint, skin and coat nu-
tritional supplement for dogs. It contains 

high-quality, human-grade ingredients 
that help support dogs’ overall health. 

Pets Best Insurance provides com-
prehensive pet insurance for dogs and 
cats, protecting against major financial 
setbacks and giving pet owners peace of 
mind.

Continued on p.22
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VCA Animal Hospitals announced 
that select hospitals in northeastern 
Texas will offer free boarding assistance 
for small animals to families who are 
impacted by the severe weather and 
tornadoes in the region. 

“Our thoughts are with the many 
families in northeastern Texas who 
have been seriously impacted by 
these tornadoes,” said Art Antin, 
chief operating officer of VCA An-
imal Hospitals. “We are extending 
free boarding for family pets that 

have been displaced so families can 
feel confident their pets are safe and 
focus on their priorities during this 
critical time. With local area shelters 
at capacity, VCA is also housing pets 
for the Garland and Rowlett animal 
shelters.”

Boarding assistance at partici-
pating northeastern VCA hospitals 
is based on space availability. Pets 
should be current on vaccinations, 
but if they are not, VCA veterinar-
ians will update vaccinations free of 

charge. 
VCA Hospitals will also offer a free 

health assessment exam for pets that 
have been evacuated or displaced as a 
result of the tornadoes. Pet owners are 
encouraged to contact the American 
Red Cross or any one of the following 
VCA hospitals for boarding assistance 
and more information.

Callers can reach VCA DeSoto An-
imal Hospital at 972-223-4840 and 
VCA Beltline East Animal Hospital at 
972-226-0265.

Animal Behavior College (ABC) an-
nounced that Wahl Clipper Corpora-
tion has become a Gold-level Sponsor 
for the school’s certified Grooming In-
struction Program (GIP). 

“The partnership between ABC and 
Wahl bring together the outstanding 
combination of a strong educational 
footprint with the leading manufactur-
er of grooming products that not only 
gives professionals the learning experi-
ence they want, but an experience that 
is combined with quality products they 
deserve,” said Helen Cox, marketing 
manager at Wahl Clipper Corporation. 

“This partnership underscores our con-
tinued commitment to quality educa-
tion for professionals who care for the 
pets in our families. We look forward 
to a long term partnership with ABC.”

Headquartered in Sterling, Illi-
nois, Wahl Clipper Corporation is best 
known for its electric hair clippers, 
which are popular among barbers and 
hairstylists worldwide. In addition to 
personal care and professional groom-
ing supplies, the 96-year-old company 
manufactures pet grooming supplies, 
including clippers, trimmers, combo 
kits, brushes and shampoos.

“We appreciate the opportunity 
to partner with Wahl in offering our 
grooming program students product 
samples and information from one 
of the industry’s most respected and 
well recognized brands,” said Steven 
Appelbaum, president and CEO of 
Animal Behavior College. “Wahl is 
a huge supporter of professional pet 
groomer education. The company not 
only offers innovative and high-qual-
ity supplies and tools, it also provides 
extensive grooming guide videos and 
information for professionals as well as 
pet owners.”

Good Deeds

Royal Canin has announced its inau-
gural Service Dog Training Partnership 
with Kingston 4 Paws Service Dogs, 
which officially launches on January 1, 
2016.

Kingston 4 Paws Service Dogs is an 
organization that provides fully trained 
service dogs and ongoing handling 
support to physically and emotional-

ly-challenged Canadians and their fam-
ilies, assisting them to become more in-
dependent in their Southeastern Ontario 
communities. It also provides Canine 
Assisted Intervention Dogs to treatment 
professionals to work as partners in ther-
apy, particularly for local youth.

“We have enjoyed a special rela-
tionship with Royal Canin since the 

very first full year of our operations in 
2014,” said Marty Grieve, vice pres-
ident of Kingston 4 Paws. “Know-
ing we would be able to provide our 
young puppies and dogs in training 
the superb Royal Canin diets allowed 
us to concentrate on delivering the 
best possible dogs to the many com-
munities we serve.”

Continued from p.19
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AKC Reunite, North America’s larg-
est non-profit pet identification and 
recovery service and an affiliate or-
ganization of the American Kennel 
Club (AKC), has donated $1,500 to 
the Friends of Rowlett, a non-profit 
Texas organization that is providing 
supplies and assistance to pets dis-
placed in the area. 

AKC Reunite also donated 50 
microchips with pre-paid enroll-
ments for owners.

“Our mission at AKC Reunite is 
to help alleviate some of the concern 
during a disaster,” said Tom Sharp, 
CEO of AKC Reunite. “Through 
our AKC Pet Disaster Relief Pro-
gram, we are able to keep pets with 
their families and provide some 
comfort during these very difficult 
times.”

AKC Reunite donates funds and 

Pet Disaster Relief trailers to help re-
unite pets with their owners in com-
munities affected by natural disas-
ters. Following the recent tornadoes 
and brutal storms in Texas, local club 
members recommended reaching 
out to the Friends of Rowlett and 
the Rowlett Animal Shelter, both 
of which are organizations based in 
Rowlett, Texas, where the storm had 
done considerable damage.

“When we learned about Rowlett 
Animal Shelter’s efforts, we wanted 
to assist them with the pets that were 
displaced from the storm,” said Dal-
las Harsa, director of sales and busi-
ness development at AKC Reunite. 
“Thanks to AKC Club Members 
across the country, AKC Reunite has 
a national informational network to 
find out about local needs when di-
sasters strike.”

Good Deeds

Manna Pro Purchases Harris 

Farms

Manna Pro Products LLC, which manu-
factures and markets products for animal 
nutrition and care, has acquired Harris 
Farms LLC. 

Harris Farms, based in Tennessee, de-
signs and markets products for the poul-
try, farm and ranch industries. 

“Harris Farms products complement 
current feed and supplement products 
sold by Manna Pro,” said Beth Rogers, 
vice president of marketing at Manna Pro. 

According to Rogers, the acquisition 
of Harris Farms holds benefits for all par-
ties as the backyard chicken movement 
grows in popularity. Though Manna 
Pro’s largest group of products are for 
horses, the company manufactures feed 
for poultry and a range of other animals. 

“The Harris Farms family of brands 
has earned a well-deserved reputation in 
the poultry, farm and ranch industries by 
consistently delivering on their unwaver-
ing pledge of excellence in product qual-
ity and customer service,” said president 
and CEO Paul Slinkard. “We are proud 
to join Manna Pro, a company that has 
consistently proven its commitment to 
providing the animal nutrition and care 
industry with innovation and excellence.” 

Harris Farms produces lines of poul-
try waterers and feeders as well as chicken 
coop equipment such as nesting boxes, 
scoops, egg baskets, and bedding forks 
and shovels. They also manufacture egg 
incubators and heated drinker bases that 
prevent waterers from freezing.

Continued from p.22
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Movers and Shakers

Lew Sutton, board member of The Pet 
Care Trust, the non-profit organization 
funding the Pets in the Classroom Grant 
Program, has retired after 16 years of 
service.

Sutton is the executive vice president 
of the international markets division at 
PetAg, Inc. and has an extensive back-
ground in animal science and nutrition 
as a well-published animal nutrition 
specialist.

Under his leadership, the Pet Care 

Trust began the Pets in the Classroom 
grant program in 2010, a program 
that provides teachers with funding to 
purchase and maintain classroom pets. 
Through this educational grants pro-
gram, teachers can obtain a grant for the 
purchase of new pets, pet environments 
or pet food, and supplies for existing 
classroom pets.

 “Lew Sutton had done more in his 
16 years on The Pet Care Trust Board 
to advance the work of the Trust than 

any other individual,” said Steven T. 
King, executive director of The Pet Care 
Trust. “He was instrumental in the de-
velopment and roll-out of the Pets in the 
Classroom program, which has provid-
ed more than 70,000 grants to teachers 
and brought a pet into the lives of more 
than 3 million children.”

To learn more about The Pet Care 
Trust and the Pets in the Classroom 
grant program, visit www.petsinthe-
classroom.org/about.

Oxbow Animal Health has hired Ka-
trina Salitros as events and trade show 
marketing coordinator. 

Salitros will coordinate the planning 
of trade shows, open houses, receptions 
and company events. 

Previously, Salitros worked at the 
Home Shopping Network and Black 
Hills and Badlands Tourism. She brings 
to Oxbow an organized take on the 
world of creative marketing as well as a 
deep love for animals. 

“I’m so excited to be a part of a grow-
ing company that is so passionate about 
their products, as well as all of the users 
that the products impact,” Salitros said. 
“I can’t wait see where we will go from 
here.” 

BestFriendFence.com, a division of Ben-
ner’s Gardens, LLC, has hired Benjamin 
Reeder as CEO. 

Ben joins the company from Prager 
Microsystems, where he created and led 
online marketing strategies for BestFriend-

Fence.com and other clients. Previously, 
Ben was the co-founder of several Internet 
related and e-commerce companies. 

“Ben has been involved in the Inter-
net sales and marketing business for 15 
years and brings tremendous experience 

to the franchise,” said Janice Mullins, a 
spokesperson for BestFriendFence.com.

“I am thrilled to be a part of this or-
ganization, which has been such an in-
novator and pioneer in the pet fencing 
business,” Reeder said.

Jack Drasner of Pet Results in Sales 
& Marketing (PRISM), a sales, market-
ing and business development consult-
ing company for Pet CPG, announced 
today that he and his independent Sales 
Representative Cooperative is joining 

Canagan Pet Foods LLC on a full time 
basis. 

Drasner will head up the U.S. sales 
team as vice president of sales and mar-
keting for Canagan. 

Bill McBrearty, Homer Davis, Jim 

Boyd, and Charlie Lambert will also be 
joining Drasner at Canagan. 

“It’s not often that two companies’ 
relationships and visions click; when 
they do, it is an opportunity for both to 
take advantage,” Drasner said. 

Continued on p.25



Animal Supply Company, a nation-
al distributor of pet food and sup-
plies, has named distribution and 
consumer products veteran Donald 
P. McIntyre its new chief executive 
officer, effective February 1, 2016.  

“With a proven track record 
of executive leadership and supply 
chain experience, Donald brings 
exceptional skills for driving our 
continued excellence and growth,” 
said Randy Reber, chairman of the 
board.  

Prior to joining ASC, Mr. McIn-
tyre served as president of the West-
ern region as well as SVP of national 
supply chain and strategy at United 
Natural Foods, Inc. Previously, Mr. 

McIntyre served as president and 
CEO of Claridge Foods and held 
several senior positions within sub-
sidiaries of Sara Lee Corporation.

The American Kennel Club (AKC) 
has appointed Alexandra Aleskovsky 
its executive vice president and chief 
growth officer.

Aleskovsky will oversee the de-
velopment of growth strategies based 
on insights, research, innovation and 
marketing. In addition, her role will 
include formalizing the company’s 
strategic-planning processes, forging 
new working relationships and syn-
ergies across the organization, and 
establishing greater transparency and 
accountability for those carrying out 
AKC’s mission.

She will report to Dennis Sprung, 
president and CEO of the AKC.

“We’re thrilled to attract such 
high-caliber talent to the AKC,” 
Sprung said. “Alexandra is an excellent 
choice to help ensure we are well-po-
sitioned to ultimately drive strong 

growth, now and for the future.”
With over 20 years of experience 

growing consumer products and dig-
ital consumer brands, and leading 
the growth of new digital companies, 
Aleskovsky has established herself as 
an industry thought-leader and in-
novator. Most recently, she has been 
running a consultancy that advises 
companies across industries on digital 
strategy and transformation, position-
ing, customer acquisition and reten-
tion, monetization opportunities and 
execution of the vision for growth.

Aleskovsky has previously held po-
sitions at eScholastic, WeightWatch-
ers.com, ClubMom.com and iVillage. 

“It’s an extremely exciting time 
to be joining the American Kennel 
Club,” Aleskovsky said. “It’s an orga-
nization with both a great history and 
a great future.”

Movers and Shakers

Continued from p.24



The Pet Studio Crate Table combines a pet crate with a stylish 
end table for a unique and versatile piece of furniture. The open 
design allows pets to come and go as they please. Made of 
durable, long-lasting wood in a warm finish. 
www.petedge.com 

These interactive toys are available in various sizes and shapes 
suitable for all breeds. Ideal for playing fetch, Treevers are made 
with a soft outer layer of neoprene. The inner layer is made from 
heavy-duty cotton canvas and filled with granulated cork that 
helps the toy float in water.
www.MammothPet.com

This new e-collar can accommodate dogs 
as small as ten pounds. The ultra-compact, 
fully waterproof system still packs all of 
the features of larger units, such as “nick” 
and “constant” stimulation modes and a 
non-stimulating high performance 
pager. The transmitter displays 
remaining battery life and exact 
level of stimulation output.
www.dogtra.com



An easy, effective way to stop pets 
from chewing their cuts, abrasions 
and medicated or bandaged areas, 
NibbleNot contains bitter-tasting 
agents that discourage destructive 
behavior. When applied to injuries, 
NibbleNot also soothes and 
promotes healing. An oil-based 
emulsion, it is longer-lasting than 
other water-based products. 
www.viachemllc.com

The Nifti SafeLatch Pet Safety Leash has the first 
redesigned bolt snap latch, which provides life-
saving benefits for pets and allows a user-friendly, 
convenient, one-hand automatic connection to the 
metal D-ring on a pet's collar or harness.
It is available in five colors.
www.NiftiSafeLatch.com

 
These gentle, paraben-free shampoos 

leave coats clean, shiny and fluffy. They 
provide soothing relief for dogs with itchy 
hot spots or chronic skin issues and offer a 

long-lasting solution to dogs with smelly 
coats. Each bottle is packed with nutrients, 

including vitamins E and B5. 
www.reliqpet.com



GOT
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These cat treats are made from 
hand-cut portions of responsibly 
harvested tuna and cage-free 
chicken that are lightly grilled 
and packed in a savory seafood or 
poultry broth. Available in eight 
enticing varieties, they offer a 
unique texture, aroma and taste. 
www.inabaciao.com

 
The Litter Champ’s unique triple-seal 
design and its sturdy, non-porous 
resin contain odors.  Economical 
and environmentally-friendly, it is 
designed to fit with the décor of 
any home. Its attached litter scoop, 
continuous bagging system, and 
hygienic, hands-free pedal operation 
make Litter Champ easy to use. 
LuckyChamp.com



With two scratching surfaces 
and a dangling feather toy, 

the Savvy Tabby Duo Cat 
Scratch Post offers limitless 

scratching and play options. 
Designed to satisfy a cat’s natural urge to 

scratch, it features ten high-quality corrugated 
cardboard rings around a scratching post 

wrapped in sisal. 
www.petedge.com

This travel dog bowl 
is barely an inch thick when 
collapsed, making it ideal for 

travel and easy to pack. Made of 
food-grade silicone, it holds up to 

24 fluid ounces and is dishwasher 
friendly as well as BPA free. 

www.kurgo.com

Available in value-sized 
bags, these lasting chews 
are 100 percent digestible 
and high-protein. They are 
non-staining and odorless, 
making them ideal for 
rewarding dogs both 
indoors and out. They come 
in Chicky, Turducky, Piggy 
and Peanutty varieties.
www.emeraldpet.com

Visit www.petage.com 

to get all the latest

breaking pet industry 

news and sign up for 

our weekly newsletter
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The 36-inch tall terrarium features a 
full front glass opening door with snap 
closure and a stainless steel screen 
top which will not corrode and keeps 
feeder insects inside while allowing 
greater UVA and UVB penetration.  
Additional features include a lockable 
door for safety and a water-tight base. 
www.zoomed.com 

Max Wax paw wax is made 
from all-natural, human grade 

and food grade ingredients 
and is available in two sizes. 

It protects against snow, ice, 
chemical burns from ice melt, 
pesticides, hot pavement and 
sand. Ideal for moisturizing dry 

and cracked pads, it can be used 
year-round to protect paw health.
www.PawzDogBoots.com

These soaps are crafted with fresh goat’s milk and 
are free of chemicals, artificial dyes, preservatives 
or alcohols. The nutrient-rich formula, which is 
infused with essential oils, leaves pets’ skin and 
coat feeling clean and soft. The packaging is made 
with recycled content and soy ink. 
www.SerenityGoats.com



FUEL FOR ANY ADVENTURE.

MADE IN NEW ZEALAND SNIFF AROUND AT WWW.ZUKES.COM CONTACT YOUR DISTRIBUTOR

Zuke’s  Genuine Jerky Steaks™ combine the delicious flavor of omega-3 
rich, grass-fed New Zealand Beef with fresh veggies like Carrots, Potatoes, 
or Sweet Potatoes to make a wholesome snack. These slices of real meat 
are naturally nutritious, grain free, preserved without added nitrites or 

nitrates and make a great nautural fuel for adventures of any size!
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This line of flakes was developed as a natural 
premium diet with limited ingredients suitable for 
both fresh and saltwater aquarium fish. Five times 
thicker than standard flake foods, FUSION flakes 
come in four different flavors and do not contain 
as many fillers as its competitors. 
www.elivepet.com

This line of dog shampoos and leave-in 
conditioning sprays, made with cruelty-
free, natural ingredients, are paraben-
free and available in six different 
varieties. They are manufactured in a 
100 percent solar-powered production 
facility in California. Proceeds from their 
sales will be donated to the Lucy Pet 
Foundation. 
www.lucypetproducts.com 



This line of dog bowls and 
diners combine durable, 
bacteria resistant, dishwasher 
safe stainless steel bowls 
with frames and stands 
handcrafted with metal and 
wood. Elevated dog bowls 
minimize stress on dogs’ 
muscles, joints and back, 
and are ideal for dogs with 
digestive problems.
www.indipets.us

These water-resistant dog boots are a 
simple, stylish and effective solution for protecting paws 
and conquering weather during the winter months. The 

non-skid rubber soles help to keep dogs safe on their feet 
and are ideal for wearing on snow, ice and salt. 

www.pawtech.com 

These lickable treats for cats are made with 
certified dolphin-safe tuna or cage-free 

chicken as the main ingredient. They have a 
creamy texture and come in five savory flavors. 
They can be eaten from the tube, poured into a 

bowl, or used as a topper on wet or dry food. 
www.inabaciao.com

The Kibble Carrier, 
constructed with 
durable hex-weave 
material, is perfect 
for any road trip. 
Modeled after river dry 
bags, the carrier top 
rolls down and clips 
securely to keep food 
fresh and contained, 
whether packing for a 
week or a weekend. 
www.kurgo.com



This habitat kit includes everything needed to set up a natural habitat 
for a pet insect or arachnid. The 3-gallon glass terrarium is ideal for 

putting together the perfect enclosure for small mantis, walking sticks, 
scorpions, spiders and many other insects.
www.zoomed.com

Each kit includes a stripping tool, ergonomic de-
matting comb, ergonomic de-matting tool, 16-oz. 
GloCoat Conditioner and Detangler Spray, and a 
mat and tangle splitter. The tools effectively strip 
coats and cut through mats, and the conditioner 
penetrates mats and tangles for faster comb outs.
www.petedge.com

This practical harness has an easy-grab handle to help 
control excited pets. A reflective strip above the D-ring 

keeps pets visible. With quick-release buckles and 
adjustable webbing for varied dog sizes, the durable 

shell has a lined and padded interior for added comfort. 
www.petedge.com

Provide simple, suitable basking sites for 
turtles in ponds or large tanks with the new 
Extra Large Turtle Pond Dock. The dock 
comes with a nylon bag to hold gravel and a 
nylon suspension cable to keep it anchored. 
A unique self-leveling feature automatically 
adjusts to all water levels.
www.zoomed.com



Good Boy’s dog-safe Choc Drops contain carob (a 
chocolate substitute) and are carefully blended with a 

variety of cereals, vitamins and minerals. The treats come 
in chocolate, yogurt and sugar-free versions, as well as a 

specific milk chocolate option for puppies. 
armitages.co.uk

 
The three new Solution Sprays 
compliment the brand’s 
Signature Line Dog Shampoos. 
Itchy Dog Spray, Stinky Dog 
Spray and Charlie Dog Spray 
contain essential oils that can 
be sprayed on and left in to 
solve common hair and skin 
issues, including irritation,
odor and fleas.
www.bobbipanter.com





Specifically designed for very small dogs (5-15 pounds), 
these teeth-cleaning treats are now available in
smaller 6- and 12-ounce packages, as well as
individually wrapped trial packs. These grain-free
chews are packed with chicken flavor, veggies
and antioxidant-rich blueberries.
www.petsafe.com

These toys are 30 percent 
tougher than Mammoth’s 
standard rope chews and 

made especially for strong 
chewers. The interlocking 
tight weave construction 

allows for the perfect 
interactive experience. The 

rope fibers floss dogs’ teeth 
and help maintain good 

dental hygiene while playing, 
tossing and tugging.

www.mammothpet.com

A gentle, safe way to clean 
dogs’ teeth and eliminate 
plaque and tartar. Petsmile 
is the only toothpaste 
for pets recommended 
by the Veterinary Oral 
Health Council (VOHC). Its 
exclusive Calprox formula 
is clinically proven to 
inhibit plaque formation 
for healthier teeth and 
gums without brushing.
Petsmileusa.com

Scout & Zoe’s Nibblet 
antler chews maintain 

the cleanliness of small 
animal’s teeth and keep 

growing choppers in 
check. Made from U.S.-

sourced shed wild elk 
antlers, Nibblets are 

durable, contain natural 
calcium and are chemical 

and preservative free. 
www.scoutandzoes.com

Formulated with dentally helpful human-grade 
ingredients like cinnamon, clove, spearmint and 
Stay-C 50, it features an airy structure that is easy for a 
senior dog to chew. It controls plaque and tartar while 
promoting fresh breath and is ideal for dogs with missing 
teeth and gum tenderness.
www.gray-muzzle.com



Scout & Zoe’s antler dog chews come 
in a variety of sizes and are ideal for assisting in 

keeping dogs’ teeth clean. Durable and full of 
natural calcium, the antler chews are crafted from 

naturally shed elk antlers sourced in the U.S.A. and 
are chemical and preservative free.

www.scoutandzoes.com

Made of a pea and 
potato-based protein, 
Zuke’s Z-Bones are 
highly digestible,
grain-free dental chews 
that fight doggie breath 
and clean teeth the 
natural way. Thanks 
to an ingredient list 
containing nutrient-
rich apples, carrots and 
cherries, every bite 
also contains healthy 
antioxidants. 
www.zukes.com

This tug toy boasts 
solid rubber 
construction that 
is extra durable to 

handle aggressive 
chewing. The bumps 

on the toy’s surface 
massage dogs’ gums in 
order to promote good 
dental health. A great 
toy for interactive play 
and tug-of-war games.
www.Petmate.com

These vegetable-based chews contain 
calcium and clove bud oil, which 
promotes dental health, improves 

gums and encourages better 
breath. They are available in 

three sizes to suit a variety 
of breeds and can be 
used to help reduce 
indigestion, toothaches 
and stress in dogs. 
www.whimzees.com

This highly-digestible rawhide 
alternative chew helps clean 
dogs’ teeth while they gnaw. 
SmartBones are made using 

extruded, wholesome grains 
and other vegetables such as 

sweet potatoes, carrots and peas 
combined with chicken breast. 

Available in several different 
varieties, the Dental formula 

specifically tackles oral hygiene.
www.smartbones.com

Next Month: Focus on Fish Products



What’s in the Bag?

Petfood Forum presents an opportunity for education, networking.

BY DAN CALABRESE

Customers of pet retailers like em-
ployees who are knowledgeable 
about the products they sell. What 

are the ingredients in this dog food? How 
is this cat food made? What should I be 
concerned about if I feed it to my pet?

That’s an understandable desire on 
the part of customers, but every pet re-
tailer understands it can be difficult to 
maintain a full staff of well-trained and 
highly knowledgeable retail employ-
ees. Getting the information is difficult 
enough, let alone equipping your man-
agers to train people who may or may 
not still be working for you in a few 
months.

The organizers of Petfood Forum, 
which occurs April 18-20 in Kansas City, 
Mo., have tried to at least make that first 
part easy, while also equipping attendees 
to effectively pass the information on to 
employees after the show.

“When you go into a store, if you 
have questions about what’s in a bag, 
you’re usually talking to someone who 
has no insight,” said Steve Akins, vice 
president and publisher at WATT Glob-
al Media, organizer of Petfood Forum. 
“So mid-level management has an op-
portunity to attend the industry’s only 
food-focused event on the technologies 
that go into the manufacture of pet 
foods. They can learn more about it and 
then possibly begin to train some of their 
employees.”

That, of course, is just one aspect 
of Petfood Forum, which has the larger 
mission of allowing attendees to learn 
about the latest research and innovative 
information on pet nutrition, global pet 
food market growth, pet food safety, pro-
cessing, packaging and other issues from 
experts in the industry.

For retailers, the opportunity is to 

take employees from the point where 
they’re clueless about food questions to 
actually being able to pass along useful 
insight to customers.

“It’s structured so they can at least 
take a step in that direction and perhaps 
scout out more information,” Akins said. 
“The people who are presenters are al-
ways available for follow up discussions. 
We do make presentations available for 
download after the conference.”

That provides an opportunity for 
store managers, having attended the 
sessions, to share them with employees 
afterward and share the knowledge they 
gained. According to Akins, the offering 
fills a need in the industry because there 
is not a great deal of online learning 
available on the subject of pet food.

An entirely different challenge for pet 
retailers is making sure managers can ef-
fectively convey that training to employees 



sufficiently enough that the employees can 
answer customer questions, some of which 
are impossible to predict.

Retailer employees who only work 
on a part-time schedule have to be paid 
for the time they spend in training, 
and most are not hired with any sort 
of pre-existing expertise on pet food or 
other pet products. They may also not 
be committed to a long-term career with 
a retailer, which means it is crucial for 
training to be efficient and effective.

Then again, the potential payoff is 
immense. Pet owners typically know 
little about the food they are buying 
apart from what they may see in ads. 
One product may put itself forth as the 
healthier option, or the one created us-
ing “science,” but what are the details 
to back up those claims, or potentially 
refute them?

The retailer that makes sure custom-
ers can walk in and get those questions 

answered by even the lowest-level em-
ployee offers a value-add that could make 
a difference in terms of cementing a long-
term relationship with a customer.

Even if some employees leave the 
store, perhaps soon after receiving train-
ing, word gets around that the store is 
committed to training knowledgeable 
employees, and that reputation will usu-
ally outlast the occasional departure of 
an individual.

“I’m sure there are some, especial-
ly on the chain side, that already take 
advantage of some training that’s out 
there,” Akins said. “But by and large, if 
someone wants to know why a label is 
arranged the way it is, or just what they 
should buy for their dogs, people have 
no idea.”

Of course, most people who attend 
trade shows, while they are interested in 
education, are looking first and foremost 
to make inroads in the area of network-

ing. Akins understands that well and en-
courages attendees to remember that the 
most valuable networking often goes on 
outside show hours and away from the 
official show venue.

“The show is very strong on the op-
portunity for networking interactions 
to occur at meals or receptions,” Akins 
said. “A lot of the trade show market is 
just, ‘Here’s my exhibit. Come see all 
the products available in the market.’ At 
Petfood Forum—while we have an exhi-
bition and it’s important—people come 
here first of all for the networking. That’s 
what we get in reader surveys and attend-
ee surveys; number two is education.”

Petfood Forum will be held at the 
Kansas City Convention Center from 
April 18 through April 20. Its hotel 
headquarters is the Downtown Kansas 
City Marriot. More information about 
the show, its agenda and its attendees is 
available at PetfoodForumEvents.com.

#ReadyForMyC loseup

March 10-13, 2016 
Georgia International Convention Center

Atlanta Pet Fair
& Conference

My team of groomers is always searching 
for the hottest new ways to have me looking 
competition-ready. Their secret? Atlanta 
Pet Fair & Conference! With the grooming 
industry’s top competitive events, outstanding 
seminars and 100+ exhibitors, Atlanta Pet 
Fair & Conference benefits their business, 
and my close-up too.

#AtlantaPetFair

REGISTER NOW
www.atlantapetfair.org



Increase Your Sales with Signs

Educate your customers and increase your sales at the same time.

BY ANDY BLACK

Recently, I was talking to Rick 
Ludes, sales manager at Central 
Pet in Southern California. He was 

telling me about a store that had bought 
a bulk supply of bird millet that wasn’t 
selling, even at 39 cents per unit. 

Then they tried an experiment. 
They placed a sign on the basket that 

read, “Fresh Bird Millet, 59¢ each or 2 
for $1.” Shortly after, the millet started 
to sell. They were eventually even able to 
raise their price and sell more—all be-
cause of a sign.

In the course of business, I call on 
a lot of retail stores throughout the 
western states and, curiously enough, I 
don’t see as many signs as I used to in 
the stores.  I truly believe that there is 
an advantage to using signs because they 
give information to your customer who 
otherwise might not ask and increase the 
chance for impulse sales, all at very little 
cost or effort to you.

In-store signage can be a powerful 
selling aid. According to a study by the 
Point of Purchase Advertising Institute, 
in-store advertising, such as point of pur-
chase signage, influences 53 to 60 per-
cent of the consumer purchases to some 
extent. Another research study revealed 
that, during the same sales period, if 100 
products were sold with no signage, then 
170 were sold when handwritten signs 
were used and 265 products were sold 
when signs were professionally produced 
to sell the products.

Those are pretty powerful numbers 
and should convince any pet retailer to 
increase their in-store signage. From end 

cap signage to window displays, in-store 
signage guides customers through the re-
tail location and can provide valuable in-
formation to assist the customer in their 
purchase decisions.

How about your store’s identifying 
sign on its exterior? When was the last 
time you looked at it closely? A faded or 
peeling sign might turn business away. 
Since most commercial locations have 
glass entry doors as well as windows, 
what are your doors and windows saying 
to the public about your business?

As an example, many aquatic stores 
paint over their windows. Some do a 
great job by hiring a professional to in-
dicate what the store specializes in, but 
many more just shove fixtures up against 
the windows to block the algae-causing 
sunlight. Unfortunately, I’ve seen this 
type of thing in my travels, from aquatic 
to general merchandise pet stores, and 
it’s not a pretty sight and does nothing to 
draw customers in.

According to one national study of 
independent retailers, over 35 percent 
of their customers learned of their busi-
nesses through just seeing the store sign 
as they passed by, while another 29 per-
cent already knew they were there but 
a newly installed sign finally brought 
them into the store. Comparing those 
numbers to 14 percent brought in by 
word of mouth, 10 percent by advertis-
ing and 12 percent by other, it is clear 
just how important an outside sign can 
be in building your business.

Keep in mind that 85 percent of 
your customers live or work within a 

five-mile radius of your business and 
a good outside presence is essential to 
your store’s sales growth. Don’t be afraid 
to change out your window advertising 
signage monthly and only keep in-store 
signage if it shows sales progress. Try 
something different in place of the signs 
that are not bringing in sales.

Every endcap in your stores would 
benefit by providing a theme, such as a 
dog food of the month endcap, boxed 
aquarium setups or anything else you 
know you can sell and want to bump 
those sales up even more. Make sig-
nage detailing why the product is being 
showcased and why the customer is en-
couraged to buy it now. 

Statements like “We Recommend” 
or “We Use This at Home” or “This 
is Our Favorite” are powerful senti-
ments that will encourage customers 
to try what you’re selling. Signs can be 
as small as an index card or as large as 
a 10-foot banner; just make sure your 
sign tells the story, keeping it simple 
and to the point.

If you haven’t used in-store signs in 
a while, or even if you have never used 
them, try them out. Signage is an inex-
pensive way to increase your sales.  Over 
time, you will see what works and what 
doesn’t and make the whole process 
more effective and informative.

Andy Black is an associate/partner at Market 
Strategies, an independent rep group that 
serves all 50 states. He has more than 40 



One of the most common feline 
behavior questions I am asked 
is, “How do I stop or prevent my 

cat from scratching the furniture?”
Retailers who offer solutions for in-

appropriate scratching to customers in-
crease loyalty and product sales. 

Scratching Is Natural

Firstly, owners cannot stop cats from 
scratching objects. Cats do this for a 
number of reasons, all of which consti-
tute normal feline behavior. 

A cat’s claws are made of keratin, 
the surface portion of which is some-
times called a sheath. Cat claws grow 
regularly—which makes sense, given 
the amount of use they receive. As the 
claws grow, cats remove the dead portion 
of the sheath by scratching them on a 
rough surface. 

Cats also scratch to mark territory. 
This is accomplished by visual marks 
and by scent patterns that are left during 
scratching. 

Cats—especially kittens—scratch be-
cause it is fun, feels good and is a great 
way for them to explore the texture of 
new or even familiar items. After a while, 
some cats learn to scratch as a way of al-
leviating boredom. Engaging in some 
sort of physical activity when bored is 
very common for intelligent animals like 
cats and is not much different from a dog 
chewing household objects under similar 
circumstances. 

Any behaviorist will tell you that the 
way to solve behavioral challenges is to 
understand root causes of the specific 
behavior you wish to address. This way, 
you are dealing with causes and not just 

symptoms. In the case of scratching, 
there isn't usually much you can do to 
eliminate the root causes, and so the key 
to addressing the challenge is to strongly 
focus the cat on scratching the correct 
item. This is logical, as the more the cat 
scratches on a correct item, the less it will 
scratch on something inappropriate. 

So what items are appropriate? A 
sturdy scratching post is best, though 
there are a number of things I learned 
to look for after training pets for more 
than 30 years: 

1. I like posts made of sisal fabric. 
Sisal is a tough, durable fabric not dis-
similar in texture to tree bark. Fabric is 
a better choice than rope because rope 
can become knotty. As the knots untan-
gle, the rope can catch on the cat’s claws, 
making the sensation less pleasurable. 
Some cats can even damage their claws if 
they catch them on rope threads.

2. Scratching posts should be tall 
enough for a cat to stretch full length 
and still be able to scratch the post.

3. The post must be sturdy and not 
fall over or tilt when the cat attempts to 
utilize it. This means a strong base and 
proper construction are critical. 

Encourage Appropriate Scratching

Once an owner has a few sturdy sisal 
scratching posts, the next step is to get 
the cat to use them. Some people are 
lucky and must simply put a few posts 
around the house. Within a day or so, 
their cats use them and the inappropri-
ate scratching problem is solved. Others, 
however, may need to condition their 
cats to use the posts. 

Placement of the posts is an import-

ant consideration. Advise customers that 
many cats like to scratch after sleeping, 
so putting a post or two near the cat’s fa-
vorite sleeping areas is a good idea. Oth-
er folks report success after putting the 
scratching posts near things that the cat 
has already scratched. If the cat has been 
scratching furrows in a couch, locating 
a scratching post next to that couch is 
worth considering. 

Owners can also place a small amount 
of catnip by the base of the post to make 
it even more attractive. 

To further encourage scratching 
in the right place, owners should offer 
praise— maybe a small treat—anytime 
they see the cat using the post. 

By following these instructions 
and with a little patience, most cat 
owners can address problem scratch-
ing in a few weeks to a few months.  

Steven Appelbaum is the President of Animal 

school for animal-related careers. He is a 
freelance writer and dog trainer with more than 
30 years of experience.

Scratch That 

Some tips for helping customers solve problem cat scratching.

BY STEVE APPELBAUM



Retail Resolutions

These three simple resolutions can help your 
independent retail business thrive.

BY STEPHANIE BRAUN 

It’s an exciting time to be an indepen-
dent retailer. You might have noticed 
that, over the past few years, there’s been 

a huge resurgence in shopping local as 
well as new tools to help indie businesses 
thrive. There are some super-progressive 
pet supply retailers who are rock stars in 
the game. If you’d like to join them this 
year, consider the following:

1. Turn your website into a
     revenue site
Retailers list a number of reasons for 

why they are not ready for a web store. 
More often than not, they report not hav-
ing enough time or know-how to run an 
online store. Here’s some good news: it’s 
easier than you think.

Having a web store allows you to 
make sales while you sleep. Not only are 
you extending your business's reach and 
increasing sales by selling online, but you 
are also offering customers something you 
couldn’t before: an increased level of con-
venience. 

Even your local customers who enjoy 
visiting your shop in person appreciate the 
convenience of ordering goods on the In-
ternet. Once you are finally ready to open 
yourself to the infinite opportunities of 
selling online, look for a solution that of-
fers these key features:

that don’t require any, or minimal, coding 
skills. 

come with a large selection of customiz-
able templates and designs, as well as the 
ability to very easily import and export 
your current products.

a web store platform that can easily inte-
grate with your point of sale and account-
ing software.

solution that offers training and support 
(via tutorial videos, step-by-step instruc-
tions and phone support).

must come protected by a 256-bit SSL 
certificate.

For more information on how to choose 
a web store solution that best suits your 
needs, check out the eCommerce Buyer’s 
Guide at lightspeedhq.com/resources. 

2. Ramp up your social media 
    strategy
Having a Facebook page is essential 

for any retail store, but what about other 
social media platforms like Twitter, Insta-
gram or Pinterest? You might not believe 
that a basic shop—that perhaps exclusive-
ly sells kibble or dog crates—could pos-
sibly look interesting on a photo sharing 
site, but that’s where social strategy comes 
in. What pet stores sell is a love for ani-
mals, a healthy solution for pets and a 
sense of community. With that in mind, 
think about the kinds of photos that con-
vey these ideas. 

When it comes to your Internet pres-
ence, content is king. This year, invest in 
proper photography. Pet clothing should 
be shot with proper lighting and backdrops 
(no blurry iPhone pictures of clothes on a 
rack, please!). You can also start gathering 
stock images of happy animals that convey 
your shop’s story, or make sure you can use 
the professional photos from the brands 
you carry. Need some inspiration? Check 
out Californian pet supplies retailer’s Ins-
tagram account @healthyspot, which has 
over three thousand followers.

Social media is great way to engage 
with your clientele. If you haven’t already, 
launch a photo-based competition, where 
customers must take a selfie with their pet 
and tag your store for their chance to win 
a prize. One of the biggest advantages of 

having a large audience of followers is that 
you can advertise to them for free. With 
a dedicated audience on Instagram, your 
digital flyer is sure to get noticed.

3. Get automated
We’ve been evangelizing the bene-

fits of automating processes for years. 
In the case of a zombie apocalypse, it 
would be advisable to have some sys-
tems (and skills) in place that don’t re-
quire the Internet but, until then, apps 
are going to be key to saving you time 
and money. Automated systems (such 
as a point of sale, cloud-based loyalty 
programs and other digital apps) serve 
to make retailer’s lives simpler and pro-
vide the kind of data that couldn’t eas-
ily be gathered manually. Fortunately, 
these solutions are getting easier and 
easier to set up. In 2016, you’ll notice 
that the systems available for retail-
ers have been designed for users with 
computer skills of varying levels, and 
provide a ton of support for those who 
don’t feel comfortable installing an app. 

This year, while major chains and In-
ternet giants like Amazon continue to 
gobble up sales, you’ll notice just how 
many tools there are to help independent 
retailers thrive. You might already be a 
tech-savvy merchant with a web store and 
great content for social media, but kicking 
off the new year is a great time to explore 
new ways (and new apps) to make smarter 
buys, improve your customer relationship 
management, or simply make better mer-
chandising decisions. 

For those who are still a bit reluctant to 
start selling online, we promise it’s not as 
complicated as it might seem.

Stephanie Braun specializes in retail customer 
experiences and is a regular contributor to the 

com/blog/)





Retailers can play a 
role in fighting pet 
dental disease by 
offering an array 
of dental health 

products.

By Alexandra Wepner



eeth are important to our health. 
Though perhaps often over-
looked as a vital part of one’s 

overall health, dental and oral hygiene 
play an integral role in the upkeep of our 
systems.

In the world of pet medicine, the 
stakes are just as high. But the domesti-
cation of companion animals, particular-
ly cats and dogs, has complicated things. 
The responsibility of what would nor-
mally be a naturally occurring process 
now falls on the shoulders of pet owners, 
who must take special care to maintain 
their pets’ dental and oral hygiene. And 
it often proves to be an arduous task.

“The carnivore diet in the wild pri-
marily consists of food obtained from 
carcasses of animals they have hunted, 
or carrion,” said Colin Harvey, BVSc, 
FRCVS, DipACVS, DipAVDC, and 
Director of the Veterinary Oral Health 
Council (VOHC). “This natural diet 
requires extensive biting and tearing, 
which provides an excellent source of 
abrasive action on the teeth, including a 
‘flossing’ action when tearing meat from 
the bones.”

Harvey explains that this process is 
almost completely eliminated for com-
panion animals, whose eating habits 
have acclimated to the domestic environ-
ment of their pet owners’ homes.

“Most cats and dogs are fed conve-
nience foods, which are characterized 
by defined nutritional content, need for 
convenient storage and use, and lack of 
smell or appearance that would be objec-
tionable to the owner,” Harvey said. “The 
result is that the standard dog and cat diet 
has little of the wild carnivore chewing ac-
tion when consumed by the pet.”

And what happens if this removed 
cleaning process is not supplemented? 
Ultimately, your furry friend is left in-
creasingly susceptible to serious disease. 
As explained by Harvey, a buildup of 
tartar (calcium salt deposits) can pro-
vide plaque and other harmful bacteria 
an ample place for growth, leading to 
inflammation in gum tissue and a break-
down of tooth, bone and the attachment 
between the two. These issues initially 
manifest themselves as detectable symp-
toms, such as discolored deposits on 
teeth, bad breath and bleeding gums. 

In severe cases, teeth become loose and 
eventually fall out, causing pain for pets 
that may prevent them from eating.

“When gum disease is severe, the 
bacteria around the teeth find their way 
into the bloodstream and can become 
lodged in other areas of the body,” Har-
vey said. “As a result, there is evidence 
that kidney, liver and heart abnormal-
ities are more likely to be seen in dogs 
and cats with severe gum disease than in 
those with healthy mouths.”

So it’s clear: maintaining dental and 

oral hygiene is a critical responsibility for 
pet owners. In turn, pet retailers can play 
a crucial role in making sure that con-
sumers understand the importance of 
this task and are presented with adequate 
information about proper hygiene prac-
tices and helpful products. Maintaining 
dental and oral health is not always easy, 
but it is a need that consumers will al-
ways have. Herein lies an opportunity 
for pet store owners. 

Pastes, Gels and Sprays

Luckily, periodontal disease is relative-
ly easy to prevent, especially when pet 
owners are equipped with the proper 
knowledge and maintenance tools. Just 
as brushing several times a day does the 
job to prevent plaque and tartar build-
up in humans, it also benefits the dogs 
(and more rarely, cats) who will tolerate 
the act. However, many products are 
available for the pet owners who prefer 
hands-free paths to their pets’ optimal 
dental health.

“Since pet owners have trouble when 
attempting to brush their pets’ teeth, 
we came out with Petsmile, the ‘no fuss’ 
pet toothpaste that eliminates the need 
to actually brush your pets’ teeth,” said 
Lucia Smigel, president and CEO of 

Petsmile. “Our proprietary ingredient 
Calprox—which originated from its par-
ent company Supersmile, a leading oral 
care company for humans—safely dis-
solves the plaque. The safety and results 
of this ingredient led us to be the first pet 
toothpaste awarded the VOHC seal for 
plaque inhibition. In addition, we use 
only human grade ingredients that are 
made in the USA.”

Depending on how it is applied, 
Petsmile can be used to achieve a cleanse 
with a range of intensity. For deep clean-
ing, toothbrushes are recommended. For 
easier maintenance, the Petsmile Profes-
sional Applicator Swab can be used or 
the paste can be spread on snacks and 
chew toys, as it has a natural beef fla-
vored formula that will appeal to canine 
companions. Petsmile is formulated to 
give dogs of any breed or size stronger, 
healthier and whiter teeth.

To help customers fortify their pet’s 
dental health even during meals, Ark 
Naturals Breath-Less Plaque Zapper is 
available. This odorless, tasteless, color-
less natural water additive fights plaque, 
tartar and bad breath as dogs or cats drink 
from their water bowls, even if they do 
not drink the entire serving. The formula 
helps to maintain saliva’s natural pH and 
is available individually packaged in sizes 
Small-Medium and Medium-Large.

In 2003, PetzLife released its first 
No-Brush Oral Care Spray and Gel 
product. Ten years later, they introduced 
1oz Complete Oral Care Travel Size Gels 
in both salmon and peppermint flavors 
and PetzLife’s Complete Oral Care 1oz 
Spray. Both products provide pet own-
ers with ease of use and guarantee clean 
teeth and fresh breath. The smaller bottle 
design also allows pet owners to conve-
niently carry the product and dispense 
smaller doses to small dogs and cats. One 
week trial sizes with a coupon for full size 
bottles are also available.

Dental Chews

Following the release of their spray and 
gel lines, PetzLife formulated the active 
ingredients in those products into a 
dental chew. The product’s effectiveness 
comes from the mechanical aspect of the 
chews’ ridges scraping the teeth and the 
blend of essential oils and extracts that 

 “Luckily, periodontal 

disease is relatively easy to 

prevent, especially when 

pet owners are equipped 

with the proper knowledge 

and maintenance tools.”



help remove excess calcium in saliva that 
could otherwise build on teeth. 

While daily brushing is recommend-
ed by veterinarians as the foundation of 
pet dental and oral hygiene habits, dental 
chews can maintain cleanliness between 
brushings and visits to the vet. 

Ark Naturals Brushless-Toothpaste 
is specially sized for dogs of every size, 
from Mini to Large and everything in 
between.  Ingredients such as cinnamon, 
vanilla, clove and alfalfa work to freshen 
pups’ breath. For senior dogs or those 
with missing teeth and tender gums, 
Gray Muzzle Brushless-Toothpaste is de-
signed with a light, airy structure that is 
easier for older dogs to chew and will still 
give them all of the dental health benefits 
of a product made for younger dogs.

Customer habits have driven the re-
cent trend in the pet product industry for 
more products made with human-grade 
material. More and more, consumers are 
expecting their choice pet products to mir-
ror those products that they themselves 
would use, in design as well as quality. 

Similarly, the natural product catego-
ry has seen much growth, featuring prod-
ucts such as WHIMZEES Natural Dental 
Chews.  With unique shapes and knobby 
designs to promote proper blood flow 
through the gums, prevent bad breath 
and tartar build-up, WHIMZEES are 
made with a limited number of natural 
ingredients, excluding artificial flavors, 

colors, preservatives, GMOs, gluten or 
meat. They are high in fiber and low in 
calories and sugars, and come in a variety 
of shapes and sizes, including the newly 
released XXS Toothbrushes and the Alli-
gator, which is the brand’s best-seller.

Although the target demographic 
for many dental pet products are dogs, 
some brands, such as Ark Naturals and 
PetzLife, are formulated and designed 
to help maintain dental and oral health 
in cats as well. Ethical Products’ Feline 
Harvest Dental Treats are specifically 
made for cats, with flavors including 
chicken, duck, salmon and tuna. 

Chewing materials for small animals 
are particularly essential, as their teeth 
continuously grow throughout their 
lifetimes. Similar to cats and dogs, nat-
ural chewing process in the wild would 
normally prevent small animals’ teeth 
from growing to the point of detriment. 
However, owners of small animals must 
supplement this lack of chewing activity 
by providing proper materials.

Doubling as a chew material and a 
source of nutrition, KAYTEE Forti-Di-
et Crunch with Dental Bites promotes 
dental health with the grinding action 
that small animals employ when eating 
them. Just one dental product of several 
in the KAYTEE brand, Forti-Diet helps 
control tooth growth and removes tartar 
build-up, made with a range of ingredi-
ents meant to nourish pets. 

Conclusion

According to the American Veterinary 
Dental College (AVDC), periodontal 
disease is the most common clinical 
condition in dogs and cats, with most 
of these pets showing some evidence 
of periodontal disease by the time they 
reach three years of age. 

One of the primary responsibilities 
of pet manufacturers and retailers is to 
inform consumers of meaningful infor-
mation and to equip them with useful 
tools so that they are most capable of 
caring for their pets. The dental and oral 
hygiene category is a prime opportunity 
for store owners to fulfill that responsi-
bility—by presenting customers with a 
wide array of products to make their pet 
dental care practices as easy and effective 
as possible.  

Colin Harvey, Director of the 
VOHC, recommends that consumers 
pay close attention to relevant labels and 
certifications, and that store owners can 
make this easier by displaying informa-
tive signage. 

“Alerting [pet] owners can be done 
by placing a poster or shelf-card contain-
ing the VOHC Seal and a brief descrip-
tion of the VOHC Seal system in the 
aisle containing the dental products,” 
Harvey said.

A full list of VOHC Accepted prod-
ucts can be found at vohc.org/accept-
ed_products. The organization hopes 
to develop awareness surrounding the 
importance of good oral health in pets, 
and retailers are encouraged to visit the 
VOHC website and contact the Director 
at VOHC@AVDC.org.

Periodontal disease is

the most common clinical

condition in dogs and cats.

Most show evidence of the disease

by the time they are three years old. 
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Dental products are becoming in-
creasingly important as the in-
cidence of dental disease rises 

among aging dogs. This category poses 
a tricky element, however, because not 
all dog owners will have consulted with 
their veterinarian before seeking out a 
dental treatment. Always start from that 
point because some dental problems 
simply cannot be addressed with treats 
or supplements. 

Pet Humanization

For those pet owners who strive to be 

proactive by taking care of their dog’s 
teeth or for those customers who have 
already consulted their vet, be prepared 
to offer a range of solutions from food 
toppers and water additives to pastes 
and treats. As this category has expand-
ed, trends in dental products are evolv-
ing to meet the increased need and to 
appeal to human consumers. 

“The pet health category mirrors the 
human health category, as greater im-
portance is placed on dental health,” 
said Jeff Camosci, Paragon Pet Products’ 
vice president of sales and marketing for 

North America. “Humanization is also 
a very important factor. With more pets 
than ever before being considered mem-
bers of the family, pet parents are read-
ing labels and are more educated than 
ever before, and they seek out prod-
uct-solutions that offer the best in qual-
ity and performance. Healthy products 
and products with certified quality are 
in high demand.” 

Reflecting this trend, Paragon Pet’s 
WHIMZEES brand is produced ac-
cording to human-grade standards us-
ing vegetarian ingredients. 

Healthy Canines for Canines

More owners seeking dental health products for dogs. 

BY MAGGIE MARTON





“There are three main items that 
most consumers are looking for in a 
dental health product for their pets,” 
said Martin Shimko, managing part-
ner of SV Distribution, producers of 
ProDen’s PlaqueOff. “In varying order, 
they are looking for effectiveness, price, 
and ease of use.” 

According to Shimko, ProDen’s 
PlaqueOff hits those three key points. 
It is a powder that can be used as a food 
topper, making delivery simple. 

“PlaqueOff has many other benefi-
cial attributes as well, such as the natu-
ral ingredients, the lack of additives or 
harmful chemicals of any kind, and the 
high palatability of the product so that 
it exceeds the requirements of most cus-
tomers,” he said.

Treats that provide dental health 
benefits appeal to consumers who want 
to spoil their pet while providing health 
benefits. Treats like Zuke’s grain-free, 
potato- and pea-based Z-Bones are 

popular options because pet owners 
already have brand recognition with 
Zuke’s from their typical treat lines, so 
it is not as big of a stretch to get your 
customers to shift to the dental version. 

Swedencare, the manufacturer of the 
Proden PlaqueOff Dental Powder, has 
created a new product in a treat form 
that contains Proden PlaqueOff. The 
new Proden PlaqueOff Dental Bites are 
palatable, crunchy bites that give the pet 
owner an alternative form of PlaqueOff 
to give their pets. Camosci said that this 
is beneficial to owners with picky pets 
or owners who free-feed multiple pets. 

Smile for Safety

As with any edible or supplement prod-
uct, consumers are concerned about 
safety. In particular, there’s an emphasis 
on ingredient origin and manufactur-
ing process after numerous recalls have 
worried pet owners. 

“Pet parents don’t have to worry 

about questionable ingredients or addi-
tives with Barkworthies since we pride 
ourselves on simplifying the process for 
pets and their parents,” said Bill Chil-
ian, marketing vice president at Bark-
worthies. “For instance, with our ant-
lers, we simply sort, clean and round 
any sharp edges to protect the pet. It’s 
all about delivering a premium, safe 
chewing experience for the pet while 
they naturally receive the associated 
health benefits.” 

Barkworthies makes a range of bones 
and chews, like bully sticks, elk antlers 
and chews made from a variety of pro-
teins from the typical (cow and pig ears) 
to the unusual (kangaroo chews). They 
also have a specific selection of Made in 
the USA products with corresponding 
POP displays.  

In store, it is important to convey 
the benefits and features to customers. 
However, Camosci recommends limit-
ing messaging to one key point. 

“Dogs need good oral care to keep 
them healthy,” Camosci said. “Good oral 
care does not come just from feeding the 
right kibble, but a combination of regu-
lar veterinarian check-ups, brushing the 
teeth and providing effective chew treats 
to keep the teeth clean and healthy.” 

WHIMZEES has created a variety 
of displays and POP materials that are 
available to achieve clear on-shelf com-
munication. 

“The goal of each display option is to 
clearly explain the benefits of oral health 
while highlighting our products' features 
and benefits in a ‘WHIMZ-ical’ way that 
engage the pet-parent shopper inside the 
store,” Camosci said. “We want to be a 
partner to our retailers, since they in-
terface with consumers every single day. 
We provide POS materials from signage 
to printed collateral, and based on the 
exploding growth of this category, we 
encourage our retail partners to create a 
section dedicated to oral/dental health 
and the important benefits of good oral 
care.”

Maggie Marton is a freelance writer and pet 
lifestyle pro. She lives in Bloomington, Ind., with 
her husband, three dogs and a cat.
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A healthy weight is key to a dog’s 
overall good health. As dog obesity 
is on the rise, pet food manufac-

turers are targeting the issue with special 
weight management formulas and are 
taking the lead in addressing the role that 
exercise plays in the weight management 
equation.

Eating Better, Moving More

“Diet and exercise go hand in hand 
for dogs, too,” said Brent Mayabb, DVM, 
vice president of corporate affairs at Royal 
Canin USA. “For weight loss, we always 
focus on controlling the caloric intake, 
but we often ignore caloric use side of the 
equation. This is where increased exercise 
can play a role.” 

“Many pets lead less active lives today, 
and just as with people, this can result in 
weight gain,” Mayabb said. “For that rea-
son, combining increased activity with 
controlling calories can improve the effec-
tiveness of a weight loss program. And it’s 
a good idea to discuss both a weight man-
agement and exercise problem with the 
dog’s veterinarian, so that the advice can 
be tailored to your dog’s specific needs.”

According to Mayabb, obesity is more 
common in small dogs. 

“Our mini formulas have decreased 
caloric densities compared to our medi-
um and maxi formulas,” he said. “How-
ever, it’s possible for any dog of any size to 
become obese, so we have weight control 
diets for each size class.”

 “Also, certain breeds, such as dachs-
hunds, English bulldogs and Labrador 
retrievers, are prone to obesity,” Mayabb 
added. “For this reason, we formulate our 
Breed Health Nutrition for these breeds 
with lower caloric intake, kibble designed 

to slow down ingestion and L-carnitine to 
help their body burn fat.

The newest products on the shelf from 
Merrick Pet Care are the Merrick Back-
country Ancestral Diet and their Limited 
Ingredient Diets, which feature different 
proteins.

“Choosing a grain-free, high-protein 
diet for your dog can often lead to im-
proved energy levels, helping to naturally 
maintain their active lifestyle and healthy 
weight—a virtuous circle,” said Betsy 
Berger, communications manager at Mer-
rick Pet Care.

“Feeding a diet rich in quality animal 
protein and choosing more nutrient-dense 
recipes allows pet parents to spoon out 
smaller portions overall,” Berger said. 
“That’s why even recipes like our Merrick 
Backcountry Ancestral canine diet, or our 
Merrick Limited Ingredient Diet recipes 
for pets with food allergies, can still con-
tribute to optimal weight for your dog.”

According to Chanda D. Leary-Cou-
tu, senior manager of marketing com-
munications for WellPet, the company 
has seen a shift in consumers’ purchasing 
habits.

“Pet parents are becoming hyper-vigi-
lant when selecting the right diet for their 
pets, often looking for ingredients that 
mimic their own or one recommended by 
a veterinarian,” Leary-Coutu said. “Some 
qualities pet parents look for are lean 
meats from quality protein sources like 
turkey, duck, salmon and lamb; whole-

some fruits and vegetables; no corn or soy 
and no added artificial flavors, colors or 
preservatives. As part of this trend, we’ve 
seen a growing interest in many of our 
grain-free and raw-inspired recipes as well 
as our weight management formulas for 
dogs of all sizes.” 

“All our Wellness CORE recipes are 
protein-focused with controlled levels of 
fat, carbohydrates and calories,” she con-
tinued. “However, the Wellness CORE 
Reduced Fat formula has 25 percent less 
fat than the original CORE formula and is 
recommended for weight loss [and] man-
agement in pets. This formula includes an-
tioxidants, omega fatty acids, glucosamine 
and probiotics.” 

The Holistic Select Weight Manage-
ment food from WellPet is specifically 
formulated with the company’s Unique 
Digestive Health Support System, which 
includes active probiotics, healthy fiber 
and digestive enzymes that supports ab-
sorption and utilization of vital nutrients 
throughout the dog’s entire body. 

 According to Leary-Coutu, the com-
pany’s food labels are a good source of nu-
tritional education for both retailers and 
pet owners looking to better understand 
what they’re feeding their pets. 

“We also recently rolled out an educa-
tional campaign for retailers and pet par-
ents alike called The 5 Signs of Wellness,” 
she said. “This effort aims to educate our 
partners and customers on the visible in-
dicators of overall health and wellbeing 

Reducing 

Puppy Pounds

Combating dog obesity  
requires better diets and 
more exercise. 

BY SANDY ROBINS



in their pets: skin and coat health, diges-
tive health, energy, immunity, and eyes, 
teeth and gum health. Balanced nutri-
tion through quality ingredients like pro-
tein-rich meats and whole fruits and veg-
etables is the key to a long, happy life for 
pets and their parents alike. We also work 
with retailers to encourage pet parents to 
talk with their veterinarians about what 
food and treat recipes best cater to their 
pet’s dietary and nutritional needs.”

Leary-Coutu added that the compa-
ny’s research into canine weight manage-
ment has highlighted that fact that if a dog 
is leading an active lifestyle and eating a 
nutritionally balanced diet, they’re less 
susceptible to weight issues, no matter the 
breed. 

“As dogs age, their activity levels tend 
to decrease, making them more prone to 
weight gain,” she said. “It’s also import-
ant for pet parents to work closely with 
their veterinarians to determine the cor-
rect portion size for dogs. Despite getting 

high-quality nutrition, dogs will be likely 
to gain weight if they’re regularly consum-
ing larger portions than what their body 
requires.”

Slowing Down

Frequently, dogs that eat too quickly 
are also eating too much because the mo-
ment they put on their “hang-dog” look, 
the owner will replenish the food bowl.

Food cubes are an excellent alterna-
tive to a regular food dish because it slows 
down the consumption of the meal be-
cause dogs have to work for their kibble, 
which gives them a chance to digest and 
feel full.

Kruuse, the Danish company well 
known throughout Europe for their in-
ventive pet product lines including inno-
vative food bowls and food cubes, recently 
established nationwide distribution in the 
United States. Consequently, their BUST-
ER SoftCubes are now available in Amer-
ica. The cubes look like large dice and 

come in a variety of bright colors and sizes.
“If you feed your dog dry food, 

the BUSTER cube can be an excellent 
substitute for a food bowl,” said Lars 
Lund, sales director for the Americas. 
“The BUSTER SoftCube can be filled 
with a dog’s daily meal portion. The 
way in which a dog can push and roll 
the BUSTER Softcube around allows it 
to hone its natural instinct to work for 
food. And because of the way the kibble 
is dispensed, they are forced to eat more 
slowly.”

“The SoftCube is made of a non-tox-
ic and recyclable material and is easy to 
rinse to keep clean,” Lund said. “They 
work well on all floor surfaces and are 
not noisy when used on a wooden or 
laminated surface.”

pet lifestyle expert, author and pet industry 
spokesperson. Her work is visible on a variety of 



King-Sized Business Opportunity

There are plenty of new options for cat beds. 

BY STACY MANTLE

According to a recent survey by 
Nestlé Purina, over half of all 
millennial respondents (those in 

the age range of 18-34) stated that they 
have cats. In fact, 57 percent of millen-
nials believe that their cat is as import-
ant to them as their friends, and two out 
of five say their cat is their “best friend.”

This provides a unique opportunity 
to retailers, particularly in the area of cat 
beds. Our crepuscular cats snooze their 
days away, with the average feline sleep-
ing 12 to16 hours each day. That makes 
finding a bed that their cat approves a 
priority among cat owners. 

While big box stores still prefer larg-
er vendors with multiple SKUs, smaller 
retailers can take advantage of the oppor-
tunity to differentiate by carrying small-
er, more stylish brands. Beds are becom-

ing a priority for cat owners, but retailers 
often have challenges in finding enough 
floor space for bulky beds. Manufactur-
ers have taken this problem to heart and 
are focused on providing store-friendly 
packaging. New packaging solutions for 
bulky beds, collapsible beds and easier 
to stack cartons allow smaller retailers to 
carry a wider selection.

Two for One

Manufacturers have mastered the art 
of creative design with thoughtful 
multi-purpose beds. No matter where 
a cat prefers to lounge, there is an op-
tion available for them that will fit the 
style of any home, office or outdoor en-
closure. Many cat beds even double as 
carriers, which make trips to the veteri-
narian much more comfortable for both 

animal and human. 
“The advantage of a mobile pet bed 

is that a cat will be in its own bed on 
short trips to the vet or on longer trips 
away from home, thereby helping to 
reduce anxiety,” said Michael Leung, 
co-owner of Sleepypod. “Our carri-
ers are everyday pet beds designed to 
be used at home and on the go. When 
cats use Sleepypod beds and carriers at 
home, they become acclimated to the 
bed that transforms into a carrier. Since 
a pet is traveling in its own bed, travel is 
easier and less stressful. Also, the qual-
ity of the materials are the best in the 
industry. Sleepypod uses ballistic nylon 
for durability, tear resistant mesh, and 
ultra-plush bedding.” 

NekoChan, home of the popular 
NekoFlies cat toy, recently introduced 



Cat Nappers to their line of products. 
These luxurious napping spots cater to 
the cat that prefers to burrow into a chic 
“sleeping bag” (complete with ears and a 
tail) or a collapsible pet house. 

“Cats are naturally attracted to the 
soft, plushier types of fabric,” said Ellen 
Tsyuaki, founder of NekoFlies. “Our 
houses are quite versatile—you can un-
zip the roof and use that as a second-
ary sleeping pad folds flat—for storage 
or travel big enough to stretch out if 
they need to. I think cats enjoy houses, 
as they are places where they can have 
a hiding spot to view what is going on, 
sleep in different locations and offers 
them a sense of protection from the out-
side. They can also stalk prey passing in 
front of the opening or just enjoy cud-
dling in more confined spaces for their 
nap.”

Innovation Never Sleeps

As owners become more educated on 
their felines’ individual personalities, 
they understand that some cats have 
specific preferences for beds. Whether 
that be a simple cardboard box or an 
extravagant tree or a plush bed, this is 

how design meets 
function. 

Cat Crib Cat 
Hammocks are 

space savers for those who reside in small 
areas. The innovative hammock attaches 
to the legs of any existing chair, saving 
floor space and creating a secret sleeping 
area for cats. The simple packaging and 
design make it easy for retailers of any 
size to stock them.

When it comes to aesthetics and cre-
ating a beautiful display in your adop-
tion area or storefronts, the Pet Tree 
House is the most obvious choice. The 
addition of the new self-assembled KIT-
TY trees have helped sales boom. 

“The KIT-TY Trees have all the great 
features like the plush, removable car-
pet, the removable silk foliage, and the 
great smelling cedar,” said Joe DelRoc-
co, co-founder of Pet Tree House. “The 
new KIT-TY Trees are just as heavy, 
stable and beautiful as our famous Syca-
more Tree but at a fraction of the cost.”

Durability is also a concern among 
cat owners—particularly those who al-
low their cats to be outdoors or who care 
for feral cats.  

“Our cat beds are unique because 
they’re designed for inside and outside 
use, whereas many other brands fo-
cus on indoor cats,” said Pascale Duff-
ieux-Pierce, executive vice president of 
Brinsea. “The KatKabin has a weath-
erproof shell to keep outdoor or feral 

cats dry and cozy in adverse 
weather, as well as shaded in 

the summer. The unique dome 
shape makes it easy to hide in bush-

es, which cats love, and the removable 
cat door gives them an extra feeling of 
security while simultaneously block-
ing wind and weather. Our Skratch-
Kabin is a great indoor activity center 

because it’s a scratcher and lounge in 
one, which is a big hit with consumers.”

“Ultimately, we want to provide a 
safe getaway for cats,” Duffieux-Pierce 
said. “But if it’s not comfortable for the 
cats, they won’t go in it for the protec-

tion in the first place.”
A recent acquisition of Nation-

al Consumers Outdoors Corp by 
Central Garden & Pet has led to 
the company’s entry into the bed-
ding category.  

“We are excited to acquire 

the industry-leading dog and cat bed-
ding company,” said John Ranelli, CEO 
and president of Central Garden & Pet.  
“Bedding is the fifth largest category in 
dog and cat supplies and is growing at 
a healthy rate. The acquisition fits right 
into our strategy of building a portfo-
lio of growing businesses and categories, 
and is a strong complement to Central’s 
current broad portfolio of pet products.”

Self-warming beds, such as those 
available from New Age Pet, are growing 
in popularity. Their new ThermoCore 
technology utilizes the body heat from 
your cat to keep them warm with no 
electricity, batteries or harmful chemi-
cals. A wide variety of designs is the ear-
mark of ecoFLEX, which is made from 
a blend of recycled polymers and wood 
byproducts. EcoFLEX is a durable, nat-
urally insect and rot-resistant, and very 
easy to clean material. 

For a more conservative style that 
meshes with any decor, the Kathy 
Ireland Loved Ones collection from 
Worldwise lends a classic style. 

“The line includes a collection of 
stylish, modular cat furniture that satis-
fies your cat’s natural needs by providing 
places for them to scratch, play, groom, 
stretch and rest,” said Aimee Diskin, 
director of innovation product develop-
ment for Worldwise. “With innovative 
designs inspired by home décor trends, 
these elegant pieces work perfectly on 
their own, but can also be combined to 
create a stylish activity center for your 
cat.”

As our feline friends gain a larger 
section of the pet market, it is more im-
portant than ever for retailers to carry 
a selection of cat beds for both indoor 
house cats and outdoor enclosures. They 
will find that high quality cat houses, 
beautifully designed and sourced from 
environmentally friendly materials, are 
in high demand.

Stacy Mantle is an award-winning writer and 

and spokesperson. She is the founder of 
PetsWeekly.com and a regular contributor to 



Across the country, living spaces 
are becoming smaller. For this 
reason, it has become almost a 

necessity that certain pet accessories 
such as cat scratchers do “double duty” 
in the home by providing a place to 
scratch and possibly snooze as well as 
being an attractive decorative feature.

Furniture to Scratch

“Today, pet parents no longer have to 
put up with unattractive cat trees cov-
ered with outdated shag carpeting in 
their living rooms in order to give their 
cats a functional scratch solution,” said 
Hannah Rosengarten, research and de-
sign manager for Worldwise, Inc. “Our 
Kathy Ireland Loved Ones collection is 
designed to be solution-based, fashion-
able and functional. When creating the 
Loved Ones cat furniture collection, we 
took inspiration from popular home dé-
cor styles, incorporating rich faux-wood 
finishes and muted colors, so these piec-
es blend seamlessly with existing fur-
nishings.” 

“Of course these pieces also in-
corporate functional and fun details 
for cats,” Rosengarten said. “Multiple 
scratching surfaces, fun toys and rest 
spots are a must in any cat furniture, 
and our Scratch and Climb Tower, Cov-
ered Groom & Hide Scratch Perch, and 
Scratch & Seek Tower incorporate them 
in clever and practical ways to make 
these pieces perfect for cats and their 
families.”

Shelley and Joe DelRocco, owners 
and designers of Pet Tree Houses based 
in Florida, label themselves “purveyors 
of feline fun.” Their trees are topped with 

branches of silk leaves and have a com-
bination of real bark and sisal scratching 
zones incorporated into the design. The 
company recently introduced branches 
of autumn-colored leaves to their col-
lection so that owners can change out 
branches to add a seasonal touch to their 
home environment.

According to DelRocco, the com-
pany has been working on new ideas in 
order to evolve their Trees into “a total 
life habitat.” 

“We are now making them with in-
tegrated food and water bowl inserts as 
well as vertical sisal scratchers, which 
can be located just about anywhere on 
the tree, providing another scratching 
alternative to the real bark,” DelRocco 
said. “Our ultimate goal is to offer our 
feline companions a place where they 
can safely eat, drink, sleep and play 
while we humans can enjoy the natural 
beauty that instinctively lures them.”

The company also specializes in cus-
tom designs to meet individual cat own-
er’s needs.

“We recently designed a 12 feet tall 
tree that balances on a pole and sits in a 
vase on a nine-inch wide base in order 
for it to work in the home of its owner,” 

DelRocco added.
Rolf C. Hagen (USA) Corp has a 

line of cat furniture called Vesper V-line 
also designed to satisfy daily feline activ-
ity and scratching needs and meet the 
aesthetic tastes of cat lovers.

Made of New Zealand pine and oth-
er wood veneer finishes, the furniture 
features varying combinations of cozy 
cubes, platforms and tunnels, as well 
as strategically placed scratching areas 
made from durable seaweed.

Up, Down and Across

According to the 2015-2016 National 
Pet Owners Survey, published by the 
American Pet Products Association, the 
majority of households with cats have 
two or more. Thus, products for multi-
cat households have to meet both ver-
tical and horizontal scratching needs 
to match the preferences of different 
felines. 

“The most popular horizontal 
scratchers are simple corrugate scratch-
ers,” Rosengarten said. “A cat who turns 
up its nose at a flat corrugate scratcher 
may love a carpeted scratch post or a si-
sal-covered ramp. That’s why it’s essen-
tial for retailers to offer their customers 

A Cat Needs 

to Scratch

Modern cat scratchers  
are more pleasing to 
owners’ eyes. 

BY SANDY ROBINS



a selection of scratchers that represent a 
wide range of not only scratching ma-
terials but also shapes and angles. Our 
color-coded Petlinks System helps to 
educate consumers about the different 
types of scratchers and why a cat might 
prefer one type over another.”

Corrugated cardboard replicates 
bark that cats like to scratch. The pop-
ularity of these products is also linked 
to their relatively low price point, and 
they can serve multiple purposes in the 
home. PetFusion’s Jumbo Cat Scratcher 
Lounge offers multi-tiered scratching 
surfaces as well as places for cats to sit 
and relax.

“We call it a playscape,” said Kevin 
Krueger, head of business development 
for the company. “And it’s reversible for 
twice the usage.”

New from the company is the Pet-
Fusion Modern Cat Activity Tree, a 
crossover between a scratching post and 
a cat condo that offers a 30-inch sisal 

scratching post along with both a plat-
form and a cubbyhole for cats to hang 
out in.

“It’s constructed from premium 
grade furniture materials in neutral col-
ors to blend into most home interiors, 
and it comes with a catnip stray to at-
tract feline interest,” Krueger said.

Decorative and Functional

Imperial Cat also offers a variety of 
multi-functional scratching shapes in 
the Scratch ‘n Shape collections. There 
are animal designs such as their giant 
tigers, turtles, iguanas and dogs. For 
car enthusiasts, there are car shapes. 
Imperial Cat even offers sports-themed 
scratchers in different sizes with designs 
on the edges so that they will fit into 
any room. Behaviorists say that you can 
never have too many scratchers in your 
home.

For cat lovers who really like for 
their cat scratchers to be decorative 

features, the FelineYogi scratching mat 
should have appeal. The mats are made 
out of the same material used for hu-
man yoga mats, and they each come 
with an add-on toy such as twine ball 
stuffed with catnip.

“The mats are available in a variety 
of fun colors such as red, green and pur-
ple,” said Paige Hodges, the mat’s cre-
ator. “They are very multi-functional in 
that many cats like to sleep and scratch 
on them, while in other households 
they are used as a food mat. I have even 
had customers take them with them for 
a vet visit to place on the examination 
table to make cats feel more secure in 
a medical environment. And it gives 
them something to scratch out their 
anxiety on, too.” 

pet lifestyle expert, author and pet industry 
spokesperson. Her work is visible on a variety 
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Cloudy or partly sunny skies, bright 
noonday sun, soft glowing sun-
sets, cool moonlight–for fish liv-

ing in their natural environments, the 
light they experience changes through-
out the day. For fish owners striving to 
make their aquarium environment as 
natural as possible, lighting is a key in-
gredient in the overall design. 

“When it comes to lighting for 
aquariums, the goal is always to replicate 
the natural light of both the sun and the 
moon,” said Phil Bartoszek, research and 
development product manager for Elive 

Pet. “Whether it was with fluorescent 
lights or now as people are moving into 
more LED lights, it helps that designers 
are all working toward the same goal.”

A Customized Approach

The increasing affordability and popu-
larity of LED lights is making it easier 
for aquarium owners to customize their 
lighting and create a more natural ap-
pearance. 

“Gone are the days of a simple on/
off switch,” said Bryan Lowe, account 
executive at Finnex. “Consumers now 

are interested in fixtures that allow the 
manipulation of colors as well as light 
intensities.” 

Many LED strip lights give people 
the ability to customize according to 
their own specific preferences. Whether 
called pods or chips, LED strip lights can 
hold a number of different, small LED 
lights, allowing for total customization. 

For example, Elive Pet’s series of LED 
track lighting includes interchange-
able pods, so customers can choose to 
stick with the standard lighting mix or 
change out red, white or blue lights for 

Keeping it Real

Customization, mimicking nature are trends in aquarium lighting.  
BY KAREN M. ALLEY



different colors or intensities. Color can 
also be manipulated without having to 
change pods. Elive’s track lights include 
a blue-channel dimmer to regulate light 
intensity, and Current’s Satellite Fresh-
water LED+ and Orbit Marine LED+ 
light systems let aquarium owners con-
trol through a remote which color chips 
are on or off, which in turn customizes 
the light’s color and intensity. 

One goal fish owners have with cus-
tomization is finding the perfect combi-
nation to really highlight the inhabitants 
of the aquarium. Whether the tank holds 
tropical fish, a coral reef or lush plant 
life, the lighting requirements for opti-
mum viewing pleasure and to promote 
the appropriate growth vary. Current’s 
product line includes lighting specifically 
for freshwater or saltwater environments. 
Elive Pet has introduced a line called 
High-Def Color, a specially tuned RGB 
LED pod that is designed to make the 
reds, greens and blues of the aquarium 
pop without compromising any of the 
other colors. 

Another benefit of customization 
is the ability to mimic the natural en-
vironment of the fish. Brand new for 
2016, Aqueon has introduced the Opti-
Bright+LED Light that includes the abil-
ity to program sunrise and sunset modes 
to replicate a natural day/night cycle. In 
addition to day and night, owners can 
also control the “weather.” The aquarist 
can simulate cloud cover by dimming 
the lights, or Current’s Satellite and Or-
bit lines take it a step further, with preset 
weather features including cloud cover 
and lightning storms.

Minimal Distractions

With aquarium lighting, it is not just the 
light output that is an important consid-
eration. 

“While lighting is essential in the 
overall health of the environment, it also 
provides a better viewing experience for 
the hobbyist, which means aesthetics 
are an important factor in new lighting 
designs,” said Karina Esquivel, senior 
brand manager for Central Garden and 
Pet, makers of the Aqueon brand. 

Customers are not just looking for 

systems that illuminate their aquarium at 
optimum standard—they are also looking 
for slimmer designs that keep the focus 
on the aquatic environment, as opposed 
to a bulky fixture. Luckily, you don’t have 
to sacrifice light quality when slimming 
down the fixture. Fixtures from lines such 
as Current’s TruLumen and Finnex’s Ultra 
Slim tout high output even with the min-
imum amount of hardware.

It’s not just bulky fixtures that can 
serve as a distraction for aquarium view-
ing. Every thing that goes along with 
keeping fish—filters, heaters, pumps and 
anything that goes in the tank—each has 
its own cord and plug. Current is work-
ing on a product that will integrate all of 
these features into the lighting control, 
eliminating some of the clutter associat-
ed with aquariums and further improv-
ing the viewing experience. 

“We’re known for lighting, but we’re 
also looking for ways to make tanks 
more aesthetically pleasing,” said Tara 
Robertson, sales manager for Current. 
By integrating all the systems needed for 
an aquarium into one place, the aquari-
um will look more streamlined and less 
cluttered.

The Future Looks Bright

One of the great things about the aquar-
ium lighting category is that it is con-
stantly changing and improving. While 
fish owners usually do not go out and 
buy a new light for their tank as often 
as they might buy things like food and 
decorations, the new features and bet-

ter-quality products available help make 
lighting products more than just a one-
time purchase. New offerings from man-
ufacturers will also go a long way toward 
enticing those impulse buys from cus-
tomers. 

One thing to look forward to is some 
of what are now considered high-end 
features becoming more affordable, like 
Wi-Fi or software controlled features. 
As work continues on LEDs, more col-
ors and improved efficiencies will make 
these products even more appealing to 
the customer. For now, more products 
come with remote control, which allows 
customers to control the lighting in their 
tank without ever leaving the couch—
making for a fun, more interactive view-
ing experience.

“Overall, a nice aesthetic and bet-
ter viewing experience goes a long way 
toward making fish owners happy,” Es-
quivel said. “And the happier the hob-
byist is with their set up, the longer they 
will stay in the hobby!”

Karen M. Alley is a freelance writer who 
specializes in writing for retail and marketing 
publications.



Goldfish have been responsible for 
getting many hobbyists started 
with aquarium keeping. Basic 

goldfish are hardy, reasonably priced 
and do not require a lot of expensive 
equipment to maintain. Now more 
than ever, quality fancy goldfish give 
independent aquatics shops a way to of-
fer something the big box stores don’t. 
They can also be a great option for hob-
byists who are becoming bored with an 
existing aquarium and are looking for a 
new direction to rekindle their aquarist 
interests. 

For many seasoned hobbyists, gold-
fish have traditionally been considered 

something you feed to large predatory 
fish, rather than beautiful pets that eat 
out of your hand and grow to be living 
jewels. Having a dedicated goldfish dis-
play tank in your store with fully grown 
orandas, ryukins, pearlscales, moors 
and lionheads will quickly change that 
impression and can spark interest in un-
initiated fish keepers. 

“Independent retailers are always 
looking for a unique position in the 
marketplace and goldfish offer a huge 
opportunity,” said Rick Preuss of Pruess 
Pets in Lansing, Mich. “There are plenty 
of dedicated goldfish keepers out there 
and creating a reputation for quality, a 

good selection and knowledge can gen-
erate a strong regional draw.” 

Teaching hobbyists proper care for 
their goldfish is paramount to ensur-
ing success. Because goldfish are high 
waste producers, aquariums of 20 gal-
lons or larger are best, along with high 
capacity filters that are easy to service. 
Cobalt Aquatics’ EXT canister filter is 
a well-designed, competitively priced 
option. Its in-line pump can be left 
running, providing vital oxygenation 
while the filter chamber is removed for 
servicing. Quick release valves and lift-
out media trays make cleaning this filter 
a breeze. 

A Golden Opportunity

Stocking fancy goldfish encourages dedicated fish keepers. 
BY JOE OLENICK



To keep goldfish in top form, make 
sure you and your staff members recom-
mend the proper food. Goldfish typical-
ly feed at the bottom of the aquarium 
and have specific dietary needs. Float-
ing foods should be avoided, as they 
may result in fish gulping in air, which 
can cause them to swim upside down. 
Hikari Sinking Goldfish Excel pel-
lets encourage growth and good body 
form, Hikari Lionhead pellets promote 
optimal hood growth in orandas and 
lionheads, and Hikari Oranda Gold 
enhances superior color in all goldfish 
varieties. 

Offering customers healthy, top qual-
ity goldfish is vital, according to Rowena 
Chan, owner of Golden Phoenix Fisher-
ies in Fremont, CA. Chan’s goldfish are 
sourced from carefully selected Asian 
breeders and are quarantined and accli-
mated before shipping. For stores that 
are new to fancy goldfish, Golden Phoe-
nix offers sampler boxes of hand-picked 
best-selling varieties and sizes that can be 
shipped direct to your store via UPS or 
DHL. 

“You don’t have to worry about what 
to order—we do that for you,” Chan 
said. “Stores can then test their market 
to see what sells and then order the most 
popular types in the future.”

Decorations for the goldfish aquar-
ium should be carefully chosen. Sharp 
objects and abrasive rocks like lava and 
tufa should be avoided, as goldfish can 
tear their fins and delicate eye tissue on 
them. Stylized ornaments like Blue Rib-
bon Pet Products’ line of pagodas give 
goldfish aquariums a distinctive Asian 
flare and displaying them in sales tanks 
will boost sales.

To get shoppers thinking about gold-
fish as pets, Chan recommended having 
a live goldfish display aquarium in the 
store with jaw-dropping fish swimming 
around in it. Golden Phoenix will ship 
full-sized show-quality specimens just for 
this purpose. Goldfish-specific aquarium 
setups strategically merchandised nearby 
are sure to generate sales. 

Do not forget about younger hob-
byists and the basic comet goldfish. A 
10-gallon ensemble with an oversized 
filter and two free “Fancy Comets”—

hand-selected feeder fish—is a sure bet 
as well. Adding high quality goldfish to 
your inventory may just be the ticket to 
making your aquatics department the 
talk of your area.

Joe Olenick is an aquatics industry veteran, 
having managed one of the nation’s largest 
retail aquarium departments for more than 25 
years. He founded and currently owns Aquatic 
Environments, which designs, installs and 
maintains custom aquarium and outdoor water 
exhibits.

“There are plenty of dedicat-
ed goldfish keepers out there 
and creating a reputation for 
quality, a good selection and 
knowledge can generate a 
strong regional draw.”

– Rick Preuss
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Crests and Spots

Products abound for the popular leopard and crested geckos. 
BY TOM MAZORLIG

There are at least 1,500 species of 
geckos in the world. However, two 
species have become extremely 

popular and rank among the most com-
monly kept pet lizards: the leopard gecko 
and the crested gecko. 

“By far, the most popular geckos 
continue to be leopard geckos due, no 
doubt, to their extremely manageable 
size, calm demeanor, willingness to be 
out in the open and relative ease of 
care,” said Michael Griffith, marking 
specialist at Segrest Farms. “Crested 
geckos are also popular thanks to their 
calm nature. Both geckos can become 
accustomed to handling as well.” 

While these two are the most popu-
lar geckos, a number of other species are 
found in the pet trade. 

“Some of the other geckos that are 
available are African fat tails, gargoyle 
geckos, giant day geckos and tokay 
geckos,” said John Mack, owner of Rep-
tiles by Mack. “However, they tend to 
sell to the more experienced collector 

versus your average customer. The larg-
er trend that we are seeing is that stores 
are stocking more and more of the leop-
ard and crested morphs, which gives the 
customer a large variety of colors and 
patterns [within the same species].” 

Leopard geckos have long been pet 
store staples. Crested geckos have been 
available for less time, but their popu-
larity with hobbyists has skyrocketed. 

“Crested geckos in captivity have 
gone from virtually unknown to one of 
the most popular pet reptiles for good 
reason,” said Allen Repashy, president 
of Repashy Superfoods. “Their beauty, 
hardiness, personality, variety and fe-
cundity are all contributing factors to 
their popularity, but their ability to be 
kept on a pre-made diet, without the 
necessity for feeding live insects, puts 
them in a class of their own.”

Gecko Stuff

Manufacturers have taken note of the 
popularity of geckos. 

New complete starter kits are of-
ten popular with beginniner hobbyists. 
Zoo Med offers complete starter kits for 
keeping the two most popular gecko 
species. 

Zoo Med’s Repti-Habitat Leopard 
Gecko Kit contains a 10-gallon terrar-
ium with sliding screen top, ReptiSand 
substrate, thermometer, lighting fix-
tures, day and night heat bulbs, a care 
guide and supplement samples. 

The Crested Gecko Kit is a similarly 
complete package for that species. It in-
cludes the cage, substrate, realistic plas-
tic plant, cork bark hide, care booklet, 
food and supplements. 

Zilla’s Tropical Vertical Kit, although 
not specifically for geckos, is perfect 
for crested geckos and other tropical 
tree-dwelling species. It includes the 
terrarium, Mini Halogen Dome, Mini 
Halogen Bulb, substrate, textured back-
ground and a humidity and tempera-
ture gauge. With the addition of UVB 
lighting, this kit could also be used for 
day geckos. 

Most geckos require hiding places in 
their enclosure in order to feel safe. De-
pending on the type of gecko, these can 
be caves, cork bark sections, dense foli-
age or other species-appropriate spots. 

For leopard geckos and most other 
ground-dwelling species, Exo Terra of-
fers the Gecko Cave in three sizes. It has 
a rocky appearance that blends in well 
with most cage décor. 

For crested geckos and other arbore-
al species, there is the Exo Terra Canopy 
Cave. It clips easily to the side of the 
terrarium, offering an elevated hiding 
spot arboreal geckos are sure to use. It 
has a viewing area, so even if the gecko 
is hiding the owner can see it without 
disturbing the lizard. 

Most geckos eat live insects or a mix 
of live insects and soft fruits. Cresteds 
have the advantage of thriving on a 



packaged diet. 
Repashy Superfoods offers a com-

plete line of nutritious diets for reptiles. 
For geckos, the company has Crested 
Gecko Meal Replacement Powder in 
two varieties, Grubs ‘N’ Fruit Gecko 
Diet, Crested Gecko Mango Superblend 
and Day Gecko Meal Replacement Pow-
der. For leopard geckos and other insect 
eaters, there is the Grub Pie. 

Selling Geckos

Most geckos tend to hide during the day 
and be active at night, which presents 
challenges to the retailer. It’s hard to 
sell something a customer has difficultly 
seeing. There are ways around this.

“Some of the reptile care manufac-
turers like ZooMed and Exo-Tera now 
have some great hides that attach to 
the inside of the cage and yet allow the 
Gecko to be seen through the glass,” 
Mack said. “Also, price tags with a pho-
to of the species have been proven to 
help increase your sell through.” 

“One of the most successful tools a 
store can use is to keep an adult gecko 
on display to help sell the less impres-
sive and hard to see juveniles,” Repashy 
said. “Having well-trained staff willing 
to take out and display an adult to a cus-
tomer who shows interest is a powerful 
tool. Having educated staff that can give 
care, guidance and recommend related 
products and foods is very important.” 

“Using a pre-made diet in store, such 
as one of our four Crested Gecko For-
mulas, and having it available for sale is 
a great way to show how easy it is to feed 
[crested geckos],” Repashy said.

According to Griffith, attractive set-
ups can make a big difference. 

“The best advice for retailers and 
keepers alike for shy and nocturnal spe-
cies is to take the time to carefully set 
up a great-looking enclosure for them,” 
Griffith said. “By setting up a well dec-
orated, beautiful enclosure you get two 
key benefits: your gecko will be more 
comfortable (and thus more likely to 
be somewhere visible) when there is an 
abundance of cover, and you end up 
with an attractive display even when 
you can’t see the lizard.”



Ethical Concerns

Sometimes it’s good to not sell a reptile. 
BY JOHN MACK 

As a kid, ten-year-old Bill goes fish-
ing with his dad. Dad loves fish-
ing and wants to share his love of 

fishing with his son. That first time out 
on the water, Bill couldn’t be prouder as 
he nets his first largemouth bass. A suc-
cessful first trip hooks Bill for life. Bill 
doesn’t catch another fish the next six 
times he goes fishing with Dad, but he 
remembers the thrill of that first fish—
the glee of reeling it in.

In a parallel world, ten-year-old Bill 
doesn’t net that first fish. He spends six 
hours out on the water with Dad in 
bored silence. The next time Dad asks 
about fishing, Bill would rather fire up 
the PlayStation. After two or three more 
offers, Dad simply stops asking if Bill 
would like to join him—that ship has 
sailed.

The story here illustrates a key con-
cept: the first impression you make can 
turn a non-customer into a lifelong dev-
otee. However, just as easily, that first 
impression can totally disinterest some-
one in patronizing your store. 

At its core, the mission of every pet 
store comes down to a simple concept: 
ensuring that healthy, happy pets find 
caring, loving homes.  Foisting a pet 
onto a customer simply for the purpose 
of making a sale not only sullies a retail-
er’s reputation, but also casts a pall upon 
the entirety of reptile keeping. 

Above all else, the sale of an individ-
ual reptile represents a thinking, feeling 
reptile entering a family’s home. That 
reptile deserves the best of care, which 
means that the animal’s owner must 
know exactly what purchasing that rep-
tile entails. Many first-time reptile own-
ers have difficulty understanding their 

actual wants and needs. A significant 
discrepancy lies between your customer’s 
view of what they want versus what they 
think they want. 

Iguanas are one example. While 
many customers may enter your store 
wanting an iguana, the care and han-
dling requirements are beyond what 
most first-time reptile owners are actual-
ly capable of providing. 

What that customer actually wants 
is a larger, personable lizard. A bearded 
dragon is likely a significantly better fit 
for that customer. While the customer 
might think they know what they want, 
a careful inquiry by a knowledgeable 
staff member can get to the heart of what 
a customer actually wants and what that 
customer is prepared to handle in terms 
of care.

Consider adding an “experience level” 
to any displays meant to hold reptiles. A 
relative experience level can demonstrate 
to a would-be customer how difficult a 
given reptile might be when considering 
care, feeding, and other necessary items. 

If you are able to go further in depth, 
you may even wish to include a “general” 
experience level, then couple that with 
individualized experience levels, delin-
eated into more specific areas. A given 
reptile might be given a “Moderate” ex-
perience level, but be “Difficult” in terms 
of food or “Simple” in terms of caging 
requirements.

In addition, consider making care 
sheets available to customers. A care 
sheet can go a long way towards educat-
ing your customer on the finer details of 
a given reptile before they make a costly 
purchase. Make use of your pre-existing 
relationships with your reptile whole-

saler to establish a dialogue about the 
reptiles you choose to stock. By creating 
a face-to-face dialogue, you are much 
more likely to be privy to nuanced, accu-
rate information than you would receive 
from a simple internet query.

While we would love to see reptiles 
in every home, the fact remains that 
some homes are simply not well-suited 
to housing reptiles. Homes with young 
children, elderly people, or those with 
weakened immune systems are not rec-
ommended for reptiles, as those persons 
are more susceptible to salmonella and 
other diseases that might reside dormant 
upon a reptile’s skin. 

In addition, a person who frequently 
travels probably should not own a reptile 
such as a chameleon, which requires dai-
ly feeding. When a customer enters your 
store, your staff should have the sense of 
mind to ask about elements that might 
interfere with their ability to care for 
their would-be pet. 

In the end, we must always keep in 
mind that the pets we sell are just that: 
thinking, feeling creatures. In some 
cases, a non-sale may be the best thing 
that can happen to a reptile, if the per-
son who intends to buy them is unable 
to care for them properly. As retailers, it 
benefits the whole pet industry to main-
tain a high ethical standard. Doing so is 
the best way to ensure that customers 
become repeat-customers and that the 
reptile trade continues to grow. 

John Mack is the founder and CEO of Reptiles 
by Mack, one of the largest reptile breeders 
in the U.S.A. He is on the board of directors 
of PIJAC and a member of PIJAC Zoonotic 
Diseases Committee.



With February being Nation-
al Bird Feeding Month, now 
is the perfect time to think 

beyond your store window, look to the 
trees and open sky beyond, and focus on 
what could be an untapped or underes-
timated niche that could significantly 
boost your business’ bottom line: wild 
bird merchandise. 

Consider that approximately three 
million American households purchase 
wild bird seed at least occasionally, con-
tributing to a $6.3 billion market in the 
United States for wild bird feeders and 
seed, according to the Wild Bird Feeding 
Industry’s Research Foundation 2014 
Benchmark Study. In addition, the U.S. 
Fish and Wildlife Service reports that 47 
million Americans are bird watchers, rep-
resenting about 15 percent of the popu-
lation, which begs a serious question: If 

your store isn’t carrying these goods or at 
least looking closer at the latest offerings, 
why not?

While winter—a popular season for 
attracting and spotting species that con-
gregate in the colder months—is an ide-
al time to promote these products, wild 
bird feeding and watching has become 
a year-round activity that can pay divi-
dends from January through December. 
Manufacturers are continually rolling 
out innovative new products to cater 
to the increased demand for wild bird 
wares.

Bushy Tails, Be Gone

For instance, squirrel-proof feeders are 
currently hot items. 

“Bird lovers want to attract birds to 
their backyards, but they get frustrated 
when squirrels dominate the feeder,” 

said Alyse Burman, co-owner of The 
Wildbird Shack, a Mount Prospect, Ill.-
based retailer that specializes in wild bird 
products and has enjoyed brisk sales of 
squirrel-proof feeders. “A solution like 
the SquirrelBuster by Brome Bird Care 
is very popular because the squirrel’s 
weight forces the top of the feeder down, 
closing access to the seed ports.”

Other notable takes on this trend 
include Perky-Pet’s Squirrel-Be-Gone 
Breakaway Bird Feeder, Droll Yankees’ 
Jagunda Squirrel Proof Bird Feeder and 
More Birds Squirrel-X3.

Other Feeder Leaders

Bird watchers who crave more transpar-
ency in their hobby (literally) can now 
select from a variety of see-through win-
dow feeders. Nature’s Hangout makes an 
acrylic model that hangs on the pane via 

All Atwitter About the Great Outdoors

Expand your offerings with the latest wild bird products
BY ERIK J. MARTIN



all-weather suction cups, and the Birds-
I-View Window Feeder from Nature 
Anywhere is a similar product that also 
boasts a feed ventilation system that pre-
vents mold growth.

In the category of cool feeders, Perky-
Pet may have the market cornered with 
its NO/NO Solar Lighthouse Finch 
Feeder. It is shaped like an actual light-
house, glows in the dark and features an 
all-metal construction to deter squirrels. 

Other runners up in the cool catego-
ry include feeders from Rapps Retail and 
Droll Yankees. Rapps Retail’s soda bottle 
bird feeder kits, which allow economi-
cally- and ecologically-minded custom-
ers to recycle a plastic two-liter pop bot-
tle. The bottle attaches to a plastic base, 
instantly creating a simple but effective 
hanging feeder. The compact new Cutest 
Chickadee Bird Feeder by Droll Yankees 
sports a half-dome transparent umbrella 
top that shields seed and songbirds alike 
with a rounded, simple design.

Eating Like a Bird

When it comes to seed, there’s more di-
versity across the market than ever be-
fore. Noteworthy examples include:

-
lections with NurtriThrive, consisting 
of wild songbirds’ favorite seeds (coated 
with an oil-based, nutrient-rich topping 
that delivers essential vitamins, minerals 
and essential fatty acids) without any 
filler seeds. The packaging is also inno-
vative, courtesy of its easy-to-reseal clo-
sure that simplifies the pouring of seed 
into feeders and the use of a quad-seal 
bag that keeps the product looking rigid 
and upright. 

No-Waste Wild Bird Mix, offering finely 
cut pieces for smoother flow into feed-

ers, roasted peanuts (preferred by birds) 
instead of raw peanuts, hulled white pro-
so millet and a grab-and-go handle for a 
more convenient carry and pour.

-
cially formulated to appeal to a wide ar-
ray of colorful songbirds, to be waste free 
and to be compatible with virtually all 
wild bird feeders. 

Offering an in-house/private label 
feed can also be profitable. Burman’s 
store, for example, exclusively sells a 
Wildbird Chics’ Special Blend, starting 
at $16.50, containing premium seeds 
(including Nutrasaff safflower and hulled 
sunflower) and fruit, but not peanuts 
(due to peanut allergy concerns around 
children).  

“We also have a Seed-a-Plenty pro-
gram that rewards the customer with a 
20 percent discount if they buy more 
than three bags in a single transaction,” 
Burman said.

Capturing a Wild Segment

Ed Mills, co-founder/principal of Glob-
al Harvest Foods, Ltd., in Seattle, said 
retailers who successfully capture mar-
ket share in the wild birds segment are 
focused on “good,” “better” and “best” 
programs that make it easy to trade the 
consumer up the continuum. 

“Opening priced point products 
should look inexpensive, and premium 
products should look premium. Also, 

off-shelf quarter pallet and full pallet 
stackouts help drive the category at re-
tail,” Mills said.

“The number one consumer com-
plaint while shopping the wild bird food 
category is that consumers cannot tell 
what is what when they’re standing in 
front of the set at retail,” Mills said. 

Consequently, he advises retailers to 
avoid packaging that blends into the of-
fering.

“In other words, premium products 
in inexpensive packaging that makes it 
hard to decipher it from the lower price 
point items in the assortment,” he ex-
plained.

Lastly, to build customer interest in 
the segment, try hosting educational 
workshops and special events related to 
wild birds. Burman enlists a local expert 
to give in-store presentations on correct 
feeding practices and lead bird watchers 
on nature walks in the area. Additionally, 
consider stocking at least a minimal as-
sortment of care guides and how-to books 
devoted to the topic of wild birds, includ-
ing the recently published and highly ac-
claimed “Feeding Wild Birds in America” 
from Texas A&M University Press.

Erik J. Martin is a Chicago area-based freelance 
writer whose articles have been featured in 
Cat Fancy, WebVet.com, AARP The Magazine, 
Reader’s Digest, Costco Connection and other 
publications.



With so many new and improved 
habitats, foods and toys now 
on the market for small ani-

mals, it is easy to overlook the bottom 
of the cage. Like the foundation of a 
house, the substrate that lines the base 
is an essential component of the enclo-
sure—serving as a ground zero where the 
pet will burrow, nest, sleep and perform 
most of its functions. 

Thankfully, pet product manufac-
turers have devoted greater attention to 
this category in recent years. By infusing 
more colors, natural materials and scents 
into the merchandise, they’ve also given 
consumers increased incentive to invest 
in the new breed of bedding and litter 
products.

Where wood shavings and plain pel-
lets used to rule, recycled paper products 
that boast environmentally smart ingre-
dients are today’s substrate of choice, as 
evidenced by a plethora of bedding and 
litter brands that boast materials like 
shredded newspaper and eliminate dust, 
absorb moisture better and reduce odors.

Pleasing to the Eye and the Nose

“[Litter] products with a combination of 
textures and colors dominate the market 
today,” said Jane Morehouse, product 
research and development manager for 
Kordon LLC in Hayward, Calif. “The 
more colorful products appeal to pet 
parents of different ages and makes the 
bedding section more inviting.”

Indeed, eye-catching hues are in am-
ple supply. Kaytee’s Soft Sorbent Colors 
bedding/litter, made from soft, highly 
absorbent wood fibers not suitable for 
paper production and available in pink, 
purple or green colors, livens up any cage 
and won’t stain the surroundings thanks 
to colorfast properties. Hagen’s Living 
World Fresh ‘N Comfy bedding, which 
contains baking soda for better odor 
control and absorbency, is offered in tan, 
blue or green. Vitakraft’s All Small Ani-
mals Fresh World Bedding, another pa-
per-based litter with baking soda, comes 
in pink, purple and gray.

“Using these bedding products in a 
color-coordinated manner in live pet 

habitats creates an inviting display,” 
Morehouse adds. “For example, using 
purple bedding with a purple plastic 
house or coordinating blue bedding with 
blue feed dishes and water bottles will 
create an attractive themed cage.”

Pleasant-scented bedding/litter is 
also popular nowadays. One case in 
point is Kaytee’s Clean & Cozy Bedding. 
This product appeals to the nose with 
aromas like lavender, rose and summer 
storm. Kaytee’s Soft Granule Blend, of-
fered in cinnamon, mint, orange, rose 
and lavender, includes genuine herbal 
ingredients like flower petals to create a 
soothing smell.

Reducing the Carbon Pawprint

Perhaps more than color or fragrance, 
eco-friendly features are what capture 
the consumer’s conscience as well as their 
pet store dollars. Biodegradable, nontox-
ic, natural and sustainable materials are 
heavily promoted on the packaging, as 
are green practices that tout the manu-
facturer’s commitment to ecology. 

The Paper Chase

The dollars and scents of small animal bedding and litter products
BY ERIK J. MARTIN



For example, Carefresh claims its 
Complete bedding product is the only 
small animal bedding made from scratch, 
using natural reclaimed paper fibers that 
absorb three times more liquid than 
wood shavings. And Green Dreamzz pet 
bedding by American Pet sources its sub-
strate from recycled but unused phone 
book paper and derives its colors from 
edible vegetable inks. 

Carefresh also recently introduced 
the first species-specific animal bedding 
products with its Custom line of bedding 
products featuring paper pieces that vary 
in size. Because gerbils and hamsters enjoy 
burrowing into their bedding, Custom 
Hamster and Gerbil bedding includes 
pieces that are 25 percent smaller and 
more conducive to burrowing. Custom 
Rabbit and Guinea Pig bedding, mean-
while, offers bigger pieces that are easier 
to pile and curl up into than typical shred-
ded paper or wood shaving substrates.

The Perks of Upscale Offerings

While many pet retailers choose to carry 
inexpensive litter and offer bins of bed-
ding material in bulk, which can appeal 
to a shopper’s value-minded sensibili-
ties, do not refrain from stocking the 
premium stuff, suggests Samuel Cohen, 

vice president of sales and marketing for 
Healthy Pet, makers of Carefresh.

“Retailers shouldn’t assume that small 
animal owners only want the cheapest 
products on the market,” Cohen said. 
“These consumers love their small pets 
like children and actually want a product 
their pet is going to be comfortable with 
and that performs exceptionally well. 
Carrying pet specialty exclusive brands 
can help keep small animal consumers 
coming back to your store every month.”

It’s also a smart idea to offer a variety 
of reusable litter pans, which are particu-
larly helpful for potty training small fur-
ry friends and reducing litter scatter. Su-
per Pet makes the Long John Litter Pan, 
ideal for ferrets and rabbits; the Hi-Bac 
Litter Pan, designed especially for rab-
bits; and the Tall Corner Locking Litter 
Pan, which includes a quick release lock 
for secure attachment to any wire cage. 
Additionally, the Critter Ware Small An-
imal Critter Potty by Ware decreases the 
need for cage cleanings.

Fitter Litter for a Better Bottom Line

Whatever bedding and litter products 
you choose to merchandise, be sure to 
recommend the right products and ma-
terials for the right species. For example, 

when it comes to guinea pigs, which 
have no protective hair on the bottom 
of their feet, softer paper flakes or shreds 
should be recommended over paper bed-
ding pellets. 

Lastly, don’t keep your small animal 
bedding products a secret; show them off 
within your store and offer samples that 
your customers can take home.

“We always encourage displaying spe-
cies-specific habitats and bedding into a 
section of the store so people can see the 
related products,” Cohen said. “Also, we 
recommend creating a dedicated area for 
essential care products displayed togeth-
er in a store section or end cap to help 
make new pet ownership easy.”

Erik J. Martin is a Chicago area-based freelance 
writer whose articles have been featured in 
Cat Fancy, WebVet.com, AARP The Magazine, 
Reader’s Digest, Costco Connection and other 
publications. 

“Retailers shouldn’t assume 
that small animal owners 
only want the cheapest prod-
ucts on the market.”

– Samuel Cohen



Keeping a clean home is one of the 
many challenges of pet owner-
ship. As most animals are highly 

sensitive to commercial cleaners, it can 
be difficult to find a cleaner that works 
while ensuring the safety of the vast va-
riety of species that share our homes. 

Approximately 70 million Amer-
ican households own a pet, according 
to the American Veterinary Medical 
Association. That’s roughly 56 percent 
of all American households. With al-
lergies on the rise, air quality declining 
and pet owners becoming less tolerant 
of that “pet smell,” the natural clean-
ing products segment of the industry is 
booming.

Naturally Effective

In the past, consumers had to choose be-
tween safety and effectiveness. However, 
with the lifestyle industry now becoming 
driven by the pet industry, we are seeing a 
change in the quality of natural cleaners. 
These days, it’s no longer necessary to sac-
rifice health for a clean home. 

“There’s no getting around it,” said 
Melinda Adamec, director of marketing 
for Fresh Wave by OMI Industries. “If 
you have pets, you have not-so-nice odors 
in your home. You may not smell them, 
but it’s one of the first things a guest no-
tices upon entering. And just like a hotel 
room, if there’s an odor, the first impres-
sion is that your home is unclean. Rather 

than covering up those pet odors with fake 
fragrances, Fresh Wave products make the 
odor molecules disappear, so your guests 
will have no sign of your furry family 
member until he/she comes around the 
corner to greet them at the door.”

Today’s consumers are focused on 
the wellbeing of their pets, often taking 
a holistic approach that encourages a look 
at everything from nutrition to cleaning 
products. As a result, they are more con-
scious about their own health and realize 
that the natural products are often more 
effective than others. The humaniza-
tion of pets is what is driving growth for 
eco-friendly products. To ensure products 
are eco-friendly, a manufacturer must be 

Naturally Clean

More owners seeking natural solutions to pet mess, odor.

BY STACY MANTLE



very selective about sourcing and manu-
facturing processes. 

PL360, a company known for their 
natural grooming and home cleaning 
products, are focused on using plant-
based ingredients. 

“PL360 utilizes natural, plant-based 
ingredients that are free of harsh chem-
icals that can irritate our pets and harm 
the earth,” said Katie Rogers, marketing 
manager for PL360. “Our formulas are 
biodegradable so that they break down 
through natural decomposition rather 
than taking a toll on the environment. 
Even further, many of our bottles use 25 
percent post-consumer recycled material.”

“We are the only manufacturer that 
produces natural, plant-based household 
cleaners specifically marketed towards 
pet owners,” Rogers said. “These prod-
ucts include all natural carpet powder, 
multi-surface cleaner, plant-based stain 
and odor remover, and surface wipes.”

The Ava Anderson collection of or-
ganic, nontoxic products that contain a 
strong blend of natural surfactants (com-
pounds that lower the surface tension 
between two liquids or between a liquid 
and a solid), minerals and enzymes. They 
utilize a blend of essential oils such as 
peppermint, lavender and tea tree oils. 
Together, these form a strong cleanser 
without harmful chemicals or synthetic 
fragrances. 

Cleaner Cages and Kennels

Owners especially want their cage clean-
ing products to be safe and effective be-
cause of the amount of time pets spend in 
their cages, crates and kennels.

Earth’s Balance, a division of Marshall 
Pet, recently introduced 180XT with 
moleculift technology that lifts phero-
mones and eliminates stains and odors in 
three easy steps. All natural, this formula 
also uses de-ionization of water to help 
boost cleaning power. 

While most natural cleaners cannot 
claim to also disinfect, there are several 
that can. Zoo Med’s Wipe Out 1 terrar-
ium and small animal cage disinfectant, 
cleaner and deodorizer is one of the few 
cleaners ideal for cleaning reptile cages 

and other animal enclosures. Wipe Out 
1 kills Salmonella choleraesuis and Pseu-
domonas aeruginosa and can reduce the 
spread of bacterial infections among live-
stock.

ProVetLogic offers effective products to 
naturally help clean and disinfect kennels, 
even effectively destroying parvovirus. 

Clorox has entered the natural catego-
ry with their Green Works line of prod-
ucts. All Green Works products are 95 to 
99 percent naturally derived. That means 
all of the active cleaning ingredients in 
their products are derived from plant-
based cleaning agents, essential oils, corn-
based ethanol and wood-based fibers.

Ecologically-friendly products are not 
only preferred for the environment; they 
are safer, better quality, and these days, 
often less expensive than resource-drain-
ing products manufactured outside of the 
country in unregulated factories.

Every ingredient should have an easily 
identifiable purpose. For example, there is 
no reason to include harmful ingredients 
like parabens in a product as they create 
a health risk and also create environmen-
tal issues when released into our limited 
groundwater supply.

BarkLogic, a division of Logic Prod-
ucts, has been carrying all-natural dog 
grooming, household and kennel prod-
ucts for years. Their products are free from 
dangerous parabens and are 100 percent 
plant and mineral based. Their extensive 
line of HomeLogic cleaning products is 
not only safe for people, but for our sensi-
tive pets as well. 

“In the manufacturing process, our 
facility uses energy-efficient, high lumen 
lighting to help conserve energy, VOC-
free paint and solar energy panels,” said 
Jill Taft, founder of Logic Product Group. 
“The facility also works with a carbon 
credit company to neutralize energy con-
sumption and has implemented a waste 
management program, which reuses and 
recycles materials wherever possible.”

Skout’s Honor just entered the mar-
ket in 2015. Their BioKore technology 
is a revolutionary green cleaning process 
that breaks down and lifts away stains 
on contact. All of Skout’s Honor prod-

ucts are nontoxic, rapidly biodegradable, 
eco-friendly and free of harsh chemicals, 
chlorine and formaldehyde, and man-
ufactured under the California Green 
Chemistry initiative.”

Healthy Habitat, an enzyme-based 
cleaner from Natural Chemistry, is for-
mulated using naturally based SMARTZ-
yme technology and botanicals and is for 
use within any pet habitat and all surfac-
es including: glass, heat rocks,  artificial 
plants, and more – it can even be used 
while pets are in their habitat. 

“We make our own enzymes,” said 
Vin Hourihan, marketing director of 
Natural Chemistry. “This gives us control 
over the quality.” 

Hair Removal

In addition to cleaning sprays are al-
ternative ways to remove hair from the 
home. Bissell has long been a strong play-
er in the pet industry, and now works 
with leading retailer Petsmart to offer 
steam vacuums for rent at select stores. 
Neato Robotics has also worked with the 
industry to show the benefits of robotic 
cleaning. Outside of vacuums, there sev-
eral new methods for eliminating fur.

SwiPets was created with one purpose 
in mind: find a solution to the endless 
battle of removing pet hair from furniture 
and fabric. SwiPets utilizes a patent-pend-
ing, ‘sticky-grip’ technology on the palm 
of its glove, which are made from a nitrile 
based formula (not latex). The unique for-
mula and special fabric create an electro-
static charge, while ‘grabbing’ the pet hair 
and clumping it so you can simply pull 
it off and throw it away! The gloves are 
machine-washable and help to naturally 
eliminate fur and allergens.

Retailers who choose to embrace 
natural cleaners can see a big increase in 
revenue. More consumers are seeking 
out ways to deal with pet mess naturally, 
which is a big opportunity for retailers. 

Stacy Mantle is an award-winning writer and 

 



Retailers and groomers often have 
brand loyalty to a particular line of 
shampoos and conditioners. This 

has perhaps served the shop well among 
customers who also develop brand loyal-
ty, but shifting trends among consumer 
habits could have long-term repercus-
sions for those who rely on brand loyalty. 
Keep an eye on three major trends: an in-
flux of younger consumers, an emphasis 
on job-specific products and a demand 
for ingredient accountability. 

As consumable goods, shampoos 
and conditioners are repeat purchas-
es in store. However, as dog ownership 
among Generations X and Y increases, 
their spending habits impact this catego-
ry because they’re proving to be spend-
ers who prioritize their experience and 
the quality of a product over loyalty to 
a specific brand or store. This provides a 
unique opportunity for groomers to in-
crease sales among these young, growing, 
pet-owning demographics. 

In the August 2015 study “Pet Stores 
in the US,” conducted by international 
research group IBISWorld, it was pro-
jected that “in 2015 the continued em-
phasis on pet services will be a primary 
driver for sales. This is particularly im-

portant as pet stores opt to differentiate 
from supermarkets and other retail out-

lets that sell pet food and supplies.” 
Capitalize on that trend along with 

Lathered Up

Dog grooming product trends being shaped by younger pet owners 
BY MAGGIE MARTON



consumer spending habits by offering 
cross-over products between the salon 
and the retail shelves. Previously, groom-
ing consumers expected to find different 
“professional grade” products in the sa-
lon that would not be available on the 
retail side. However, with the increased 
demand for a consistent experience, that 
is shifting.

Customers who book regular salon 
appointments also need to bathe their 
pet at home between appointments. By 
offering high-quality products that your 
salon’s experts can recommend to this 
discerning group of pet owners, you can 
add shampoo and conditioner sales onto 
grooming tickets. For those customers 
who rarely or even never book salon ap-
pointments, they will often seek product 
recommendations from experts, turning 
to your salon’s groomers for suggestions. 
In both of those instances, you can 
leverage younger demographics’ expec-
tation for quality of service and product 
through emphasizing your services. 

Dog Fashion Spa from Groomer’s 
Helper offers a luxe shampoo and con-
ditioner pair that can be used by in-store 
groomers and sold on the retail shelf. The 
shampoo has calming chamomile and 
moisturizing aloe, while the conditioner 
boasts a detangling formulation of fra-
grant, nourishing fruit and flower essenc-

es. Both are free of parabens, synthetic 
dyes and GMO ingredients. 

There is an increasing demand for 
functional products that coincides with 
an increase in allergies among dogs. 

The first category in the Nootie’s new  
line is a range of anti-itch formulas in a 
shampoo and a spray. 

“What makes our products different 
is that they are true FDA-approved, vet-
erinarian-grade formulations with our 
top selling fragrance cucumber melon,” 
said Nootie’s Lonnie Schwimmer. “Also, 
they have a unique combination of 
pramoxine HCL and lidocaine HCL that 
work together to give the pets the most 
effective relief. If you take note of the ac-
tive ingredients, they are at one-percent 
levels and are called out separately. They 
are great products for pets that continu-
ally have itching issues. They are safe to 
use on dogs, cats and horses.” 

In nearly every pet product cate-
gory, there’s an emphasis on ingredient 
accountability. This is partly due to the 
overarching meta-trend that’s driving 
nearly every facet of the industry: the 
humanization of pets. Consumers ex-
pect the same types and same quality of 
products for their pets that they expect 
for themselves. Younger and newer pet 
owners are willing to pay more for pet 
products that achieve the quality level 

they want in their own products. 
In this category, trends are also part-

ly tied to the tremendous increase in 
ingredient accountability in the human 
Health and Beauty Aid (HABA) market. 
Demand for natural, nontoxic, environ-
mentally-friendly ingredients continues 
to experience rapid growth, and that 
carries from pet owner’s HABA prod-
ucts to their pet’s shampoos and condi-
tioners. Consumers are becoming savvy 
in industry terminology and seek out 
labels that adhere to their expectations, 
valuing qualities like being free of para-
bens or phthalates, for instance. Brands 
like Halo, Dr. Harvey’s, DERMagic and 
earthbath are positioned to capitalize on 
this trend.  

It circles back around to the grow-
ing pet ownership among Generations 
X and Y. Despite the shifting landscape, 
the good news about these groups’ em-
phasis on shopping experience and qual-
ity of product over a specific brand is 
that they are open to trying new things. 
You can test a range of products, adding 
variety and occasionally swapping out 
old standbys to see what appeals to this 
growing group of shoppers.

Maggie Marton is a freelance writer and pet 
lifestyle pro. She lives in Bloomington, Ind., with 
her husband, three dogs and a cat.





Phillips National Sales Meeting

Phillips Pet Food and Supplies held their national sales meeting from January 10-13 at the Hotel Bethlehem in Bethlehem, Penn. 
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We know you take them 
seriously, which is why we 
take their nutrition seriously.

Exotic animal nutrition is our business. 

For over 20 years, we’ve collaborated with 

zoo and exotic animal professionals to 

conduct extensive research to improve 

nutrition of exotic species. 

Our products are proven to 

support the health and 

longevity of exotic 

animals.VISIT US AT THE
GLOBAL PET EXPO IN THE

“WHAT'S NEW" AREA,
BOOTH 5252



Pet Age is looking for women leaders who are influential in the pet  
manufacturing or servicing industry. Successful candidates will have a  

solid reputation based on experience, integrity and leadership and have a 
proven track record of accomplishments. The Women of Influence award  

recipients will be recognized and profiled in the May issue of Pet Age.

 Nominees must be employed in for-profit pet manufacturing or  
 servicing businesses or nonprofit organizations (pet retailers are not eligible).
 Only one individual may be nominated per company.
 Must be a woman who holds a senior management-level position with  

 significant authority in decision making for her organization.

Eligibility Requirements: 

Nomination Deadline: Friday, February 5th

Sponsorships are available. 
Contact Craig Rexford at (732) 246-5709.

To submit your nomination, please visit  
www.petage.com and click on the events tab.

For questions or more information please contact Erika Plateroti 
at (732) 246-5713 or erikap@journalmultimedia.com



The Original Beardie Bag is 
beyond cool, it is downright 
COLD BLOODED and 
whatever your destination, 
you and your lizard will be  
the talk of the town.
Don’t be Draggin your Dragon.

www.beardiebag.com    631-256-7166

Follow us!
@PetAgeMag
follow us on twitter for breaking 

industry news, retail tips, and more

Interested 

in 

advertising?

Contact Becky Graziano at
beckyg@petage.com

or you can reach her at
(732) 246-5706

for more information.

Contact Craig Rexford 

at craigr@petage.com or 

732-246-5709

Survey Says...
94% of subscribers save their copies of Pet Age.

Th e average subscriber saves a typical issue 
for 6.9 months.
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Feb. 4-7 Groom Expo West, 
Pasadena Convention Center, 
Pasadena, Calif. 
www.barkleigh.com

Feb. 5-7 Super Pet Expo, NJ 
Convention & Exposition Center, 
Edison, N.J.  
www.superpetexpo.com

Feb. 8 Phillips Pet Food & Supplies 

West Coast Buying Show, Meritage 
Resort & Spa, Napa Valley, Calif. 
www.phillipspet.com

Feb. 13-14 North American Reptile 

Breeder’s Conference and Trade 

Show, Arlington Convention Center, 
Arlington, Texas 
www.narbc.com

Feb. 15-16 The Westminster Kennel 

Club Annual Dog Show, New York, N.Y. 
www.westminsterkennelclub.org

Feb. 16-17 BCI Hershey, Hershey 
Lodge, Hershey, PA 
www.bci.imanagementsoftware.com

Feb. 19-21 The Greater Philadelphia 

Pet Expo, Greater Philadelphia Expo 
Center, Oaks, Pa. 
www.familypetshows.com

Feb 19-20 4th Annual World of Pets 

Expo, Hampton Roads Convention 
Center, Hampton, Va.  
www.worldofpets.org

March 4-6 Long Island Pet Expo, 
Suffolk CC Expo Center, Brentwood, N.Y. 
www.familypetshows.com

March 10-13 Atlanta Pet Fair, Hilton 
Atlanta Airport, Atlanta, Ga. 
www.atlantapetfair.com

March 11-13 NAPPS 2016 Annual 

Conference, Orlando, Fla. 
www.petsitters.org

March 16-18 Global Pet Expo, 
Orange County Convention Center, 
Orlando, Fla. 
www.globalpetexpo.org

March 18-20 Super Pet Expo, Dulles 
Expo Center, Chantilly, Va. 
www.superpetexpo.com

March 18-20 Chicagoland Family 

Pet Expo, Arlington International 
Racecourse, Arlington Heights, Ill. 
www.petchicago.com

March 31-April 3 American Animal 

Hospital Association Conference, 
Austin, Texas 
www.aahanet.org 

April 12-13 Phillips New England 

Buying Show, Foxwoods Resort & 
Casino, Mashantucket, Conn. 
 www.phillipspet.com

April 22-24 America’s Family Pet 

Expo, OC Fair & Event Center, Costa 
Mesa, Calif.  www.pextexpooc.org

April 23-24 Calgary Pet Expo, 
Spruce Meadows, Calgary, Alberta, 
Canada  
www.calgarypetexpo.com 
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California Zoological Supply  .............62
www.calzoo.com
714-641-1597

Cardinal Pet  .................... 23, 25, 27, 29
www.cardinalpet.com
800-433-PETS

Coastal Pet Products  .........................c2
www.coastalpet.com
800-321-0248

Company of Animals LLC,  
The.................................................... 51
www.companyofanimals.us
203-345-1234

Dog Gone Smart Bed  ........................50

203-345-1330

Family Pet Shows  ..............................77
www.horseandpetexpo.com
631-423-0620
631-549-3557

Fromm Family Foods ........................ 49
www.frommfamily.com
262-242-2200

Glo-Marr Products Inc./Kenic  ...........71

800-228-7387

Groomers Helper .............................. 73

866-987-2426

Healthy Pet  .........................................9
www.healthy-pet.com
www.okocat.com
www.carefresh.com
360-734-7415

Indipets  .............................................30
www.indipets.us
908-874-7800

Interzoo ............................................ 13
www.interzoo.com
+49 (0) 9 11. 86 06-0

 .........................................18

888-548-8375

Loving Pets, Inc. ................................ 43

866-599-7387

 ................... 35, c3

855-499-LUCY

Mammoth Pet Products ..................... 3
www.mammothpet.com
888-738-2008

 ........75
www.mazuri.com
800-227-8947

P.W. Hobby Piotr Matuszewski ............5
cz.pl/en

+48 52 381 00 11

Pet Edge ............................................ 26

800-738-3343

Pet Industry Experts ......................... 28

...........................................................16

720-684-6580

PetRageous Designs LTD  .............19, 21

800-893-9893

APPA Professional Women’s Network 
...........................................................15

800-452-1225 

Sojos/Sojourner Farms  ............... c4, 77
www.sojos.com
888-867-6567

Timberline Fisheries ......................... 63

800-423-2248

Tomlyn  ..............................................17
www.tomlyn.com
877-580-7729

Viachem  ............................................77
www.viacheminc.com
972-465-0400

WATT Global Media  ..........................11

815-966-5400

Whimzees  .........................................47

www.whimzees.com

Zukes .................................................31
www.zukes.com

Zippy Paws  ..........................................7
www.zippypaws.com
909-606-6094 

Bobbi Panter Pet Products ...........  34
www.bobbipanter.com
866-364-6634

Dogtra  ...........................................26

888-811-9111

Elive Pet  ........................................31
www.elivepet.com
855-354-8318 

Emerald Pet Products  ...................29
www.emeraldpet.com
877-454-9977

Good Boy  ......................................34

44-0-115-938-1200

Gray Muzzle  ..................................36

800-926-5100
 
Inaba Foods  ............................ 28, 32
www.inabaciao.com
310-818-2270 

Indipets  .........................................32
www.indipets.us
908-874-7800

Kurgo  ...................................... 29, 32

877-847-3868 

Lucky Champ  ................................28
www.luckychamp.com
800-856-0332

Lucy Pet Products  .........................31
www.lucypetproducts.com
844-724-5829

Mammoth Pet Products  ......... 26, 36
www.mammothpet.com
888-738-2008

NibbleNot  .....................................27
www.viachemllc.com
631-752-8700

...............................27

888-703-1414

AKC Paw Tech  ...............................32
www.pawtech.com

Pawz Dog Boots  ............................30

718-369-8883

Pet Edge  .............................26, 29, 33

800-738-3343

Petmate  ........................................37
www.petmate.com
877-738-6283 

Petsafe  ..........................................36
www.petsafe.com
866-738-4379

Petsmile  ........................................36
www.petsmileusa.com

RELIQ  ............................................27
www.reliqpet.com
682-651-8897

Scout & Zoe’s  .......................... 36, 37
www.scoutandzoes.com
317-457-7722
 
Serenity Acres Farm  ......................30

877-601-SERENITY (73736489) 

SmartBones  ..................................37
www.smartbones.com
877-336-3647

Whimzees  .....................................37

www.whimzees.com

Zoo Med  ................................. 30, 33
www.zoomed.com
888-496-6633

Zuke’s  ............................................37
www.zukes.com
866-985-3364 



   

Pet Age spoke with Mike Lou, 
founder and owner of Patchwork 
Pet, about the history of Patch-

work, the company’s work with Richard-
son Rescue and some of their new toys. 

Tom Mazorlig: Can you tell me 
about the history of Patchwork Pet?

Mike Lou: Patchwork Pet is a young 
company, founded in 2009. While most 
would consider Patchwork latecomers to 
a rapidly maturing industry, the compa-
ny is founded upon a wealth of manufac-
turing and design experience that spans 
multi-generations. My family members 
have been vital parts of the growing pet 
industry for the past 20 years. Patchwork 
is a modern take on the plush toy designs 
that puts what pets want first! 

Tom: What is the philosophy behind 
the toys?

Mike: The philosophy behind our 
toys is simple. Just as the name suggests, 
Patchwork is all about putting together 
the most unique elements, trends and 
functions to create innovative products 
that are full of value. 

Tom: Which Patchwork toy is the 

most iconic or interesting?
Mike: The most iconic product from 

Patchwork Pet would have to be our 35-
inch Caterpillar. Not only is it one of the 
largest and longest plush dog toys avail-
able—it sports nine squeakers, a grunter 
(the duck call) and a rattle. It is dou-
ble-stitched in pastel colors.

Tom: Patchwork Pet has been in-
volved with helping Richardson Res-
cue. Can you tell me how the company 
first got involved with them? 

Mike: When Patchwork Pet was no-
tified by Petsense Corp. about the dev-
astating fire at Richardson Rescue in 
York, S.C., we immediately put together 
an assortment of toys and snuggly soft 
fleece blankets. Our donation went di-
rectly to the Petsense store in West Lan-
caster, S.C., that coordinated donations 
from within the pet industry to help 
Richardson Rescue recover and rebuild. 
A heartfelt thank you letter, along with 
pictures from Janet Richardson, Presi-
dent of Richardson Rescue, said, “Your 
donation will help us keep our orphans 
happy while they wait for their ‘furever’ 

homes.”
Patchwork Pet supports many adop-

tion events throughout the year by do-
nating dog toys and cat food, so when 
the pets go to new a home they have 
something of their very own.

Tom: What new toys are coming 
from Patchwork? 

Mike: 2016 is a big year for Patch-
work, as it is a huge transition year for 
us. During the upcoming Global show, 
we will be presenting a dozen new dog 
toys and a brand new line of cat toys, 
which is a new category for the compa-
ny. We are excited to show everyone our 
deep passion for dog toys translated to 
the world of cat.

Tom: What’s a typical day like for you? 
Mike: A typical day for me is that 

there is no routine. As the owner of a 
young company, I’m constantly getting 
involved in all areas of the business, from 
international meetings with clients to 
volunteering at the local pet shelters. 
Every day is another day that’s working 
towards strengthening the bonds with 
our pets. 

Putting It All Together
Patchwork Pet brings together pet industry history with current 
innovation. 

BY TOM MAZORLIG





Fresh, raw, range-fed goat is
gently freeze-dried to lock in the
awesome taste and nutrition.

 

Made goat-rich and potato-free 
from a short, sweet list of unaltered,
uncompromised raw ingredients.

Lean, heart-healthy—and uh-huh, 
so delicious. No wonder goat is the
world’s most popular red meat.

Introducing Sojos Complete Goat Recipe. With the goodness of goat #1, our new, 
potato-free recipe adds another irresistible way to serve the pure, simple power 
of uncompromised, raw nutrition. Learn more at sojos.com.

Working together, we’re transforming the lives of dogs.

Raw made Mmm, with goat.


