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C’MON, GET SLAPPY!
Attending industry networking events is a valuable experience.

It’s slap-ya-mama good!”
So many unique aspects attract-

ed me to Pet Age last year, and even 
more have compelled me not to regret 
my decision to come on board. One 
aspect in particular made an immediate 
and lasting impression on me: The wide 
divergence of people and cultures one 
encounters in the pet industry.

Last month I attended a networking 
event organized by Pet Shop Events. 
Featuring more than two dozen manu-
facturers, retailers and distributors from 
the U.S. and Canada, the event was 
structured in a fast-paced speed-net-
working format, best described as a 
business version of speed dating. The 
result was a high-energy event in which 
manufacturers connected and created 
new opportunities with many other 
members of the industry.

Sitting in on sessions with such 
manufacturers as Chicken Soup for 
the Soul, Healthy Hemp Pet Compa-
ny and Pura Naturals Pet provided me 
with an insider’s view of their exchange 
of information regarding their prod-
ucts with buyers that included Ziegler’s 
Distribution, ELLO Pet Supply and 
Aloha Natural Pet Supply. Networking 
wasn’t limited to the hotel suites where 
the meetings were held, but continued 
during group meals. That’s where I met 
Samantha Irwin, a buyer for Hollywood 
Feed, a pet-supply store with locations 
in Alabama, Arkansas, Georgia, Mis-
sissippi, Tennessee and Texas. During 
discussions about our backgrounds, 
interests and careers, Irwin made the 
memorable “It’s slap-ya-mama good!” 
comment while riffing on, of all things, 
a cupcake ATM.

I’m unaccustomed to this sort of 
Southern exhortation, yet Irwin’s en-
dearing personality and the conversa-
tions, both pet industry-related and 
otherwise, left her distinctive rallying 
cry burned permanently into my mind.

While this month’s theme is on the 
pet industry “going green,” our coverage 
is diverse, informative and engaging, 
with content that includes a look at the 
value of being a multi-platform retailer, 
a report on products geared toward a 
dog’s “golden years” and a letter to the 
industry from Joseph J. Watson, presi-
dent and CEO of Petland. Read on. I 
think you’ll agree that this issue of Pet 
Age is slap-ya-mama good! Enjoy!

Glenn A. Polyn
Editor

glennp@petage.com
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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.

FEATURED SOCIAL MEDIA

24/7                   stay connected



Pet Age 7.625 x 10.5

Raw made just for puppies.

A lean turkey and omega-rich 
salmon blend delivers targeted 
nutrition and awesome taste.

 

Our proprietary, freeze-drying process
makes raw meat safe while protecting
all the delicate, natural nutrients.

It’s the category’s first raw, shelf-stable 
lifestage food—and for healthy snacking
there’s even new SimplyPuppy treats.

Introducing Sojos for growing puppies. From quick, easy preparation and special 
soft-serve nutrient blend, to 100% raw treats—it’s the perfect way to introduce 
new puppy parents to the pure, simple power of uncompromised, raw nutrition. 
Learn more at Sojos.com.

Working together, we’re transforming the lives of dogs.
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Dog food, supplies & accessories
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Pond supplies & accessories

Bird food, supplies & accessories

Small animal food, supplies & accessories

Reptile food, supplies & accessories

Gift & novelty items

Companion animals, fish and other livestock

Ancillary services (aquarium maintenance, boarding, grooming, etc.) 

Dog food, supplies & accessories
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Pond supplies & accessories

Bird food, supplies & accessories

Small animal food, supplies & accessories

Reptile food, supplies & accessories

Gift & novelty items

Companion animals, fish and other livestock

Ancillary services (aquarium maintenance, boarding, grooming, etc.)

What percentage of your sales last month came from:

Feb - 40.2%

Feb - 12.5%

Feb - 4.8%

Feb - 0.4%

Feb - 4.2%

Feb - 1.8%

Feb - 1.8%

Feb - 4.4%

Feb - 8.4%

Feb - 21.5%

Jan - 41.2 %

Jan - 9.4%

Jan - 2.6%

Jan - 0.3%

Jan - 4.6%

Jan - 1.3%

Jan - 1.2%

Jan - 6.1%

Jan - 7.6%

Jan - 25.8%

What percentage of your sales do you forecast for next month coming from:

Feb - 40.3%

Feb - 12.8%

Feb - 4.3%

Feb - 0.4%

Feb - 4.3%

Feb - 1.7%

Feb - 2.3%

Feb - 3.8%

Feb - 8.4%

Feb - 21.6%

Jan - 41.7 %

Jan - 9.8%

Jan - 2.6%

Jan - 0.2%

Jan - 4.7%

Jan - 1.5%

Jan - 1.2%

Jan - 4.7%

Jan - 6.9%

Jan - 26.7%

How much did you spend on advertising in the past month?

Up to $1,999

$2,000 to $3,999

$4,000 to $5,999

$6,000 to $7,999

$8,000 to $9,999

$10,000 or more

March - 93%

March - 6%

March - 1%

March - 0%

March - 0%

March - 1%

Feb - 90%

Feb - 5%

Feb - 2%

Feb - 1%

Feb - 0%

Feb - 3%

How much will you spend on advertising next month?

Up to $1,999

$2,000 to $3,999

$4,000 to $5,999

$6,000 to $7,999

$8,000 to $9,999

$10,000 or more

March - 92%

March - 6%

March - 1%

March - 0%

March - 0%

March - 1%

Feb - 90%

Feb - 3%

Feb - 2%

Feb - 1%

Feb - 1%

Feb - 3%

RETAILER            sentiment index

Entering April, sales remained relatively 
steady. The biggest increases in revenue 

occurred in the cat, fish and ancillary services 
categories. Retailers reported that gift sales 
were down, due perhaps to the end of the 
winter holiday season. Retailers’ predictions 
for next month’s sales remain similar to  
predictions from last month. 

For the full results of our monthly retailer sentiment index survey, please visit PetAge.com/retailersurvey.

How many visitors 
came to your store 
last month?

How many visitors 
do you project will 
visit next month?

Did you offer any 
significant special 
sales, i.e. 20% 
store wide?

Will you offer any 
significant special 
sales next month, 
i.e. 20% store wide?

G
REAT

GOOD

AVERAGE

FAIR

PO
O

R

Jan
10,799

Feb
1,267

Jan
3,811

Feb
1,431

Jan

Yes
40% No

60%

Feb

Yes
34% No

66%

Jan

Yes
37% No

63%

Feb

Yes
40% No

60%



Pet Age is looking for industry ICONS who have shown a long term commitment to the 
success of the pet industry based on experience, integrity and leadership. Successful 
candidates will have at least 20+ years in the pet manufacturing or servicing industry. 
� e award recipients will be recognized and pro� led in the September issue of Pet Age.

NOMINATION DEADLINE: May 19
To submit your nomination, visit www.petage.com and click on the events tab.

Questions? Contact Anna Aquaviva at 732-246-5713
or annaa@journalmultimedia.com

Sponsorships are available. Contact Nancy Signorovitch at
610-807-9619 x 4117 or nancys@petage.com

Eligibility Requirements:
• May be self-nominated or nominated by another person.
• Only one individual may be nominated per company.
• Nominees may be employed in for-pro� t pet manufacturing
 or servicing businesses or nonpro� t organizations. 
 (pet retailers are not eligible.)
• Must hold a senior management-level position with signi� cant
 authority in decision making for their organization.
• Cannot be a member of the judging panel or a member
 of any judge’s immediate family.

CALL FOR NOMINATIONS!

2017
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Pet Age spoke with Brad and 
Gina Ringlien, co-owners of 
The Pet Pad of Cary, North 

Carolina, to discuss their success in 
today’s ultra-competitive world.

QCan you tell us the history 
of how and why you started 

The Pet Pad?

A(Brad) The Pet Pad is a broth-
er-sister partnership. Gina has 

always had a lifelong fascination with 
animals, even dreaming of working at 
a zoo or owning her own pet store. I 
already had seven years of retail man-
agement experience and also wanted 
to run my own store. Our parents had 
the faith and funding to get the fam-
ily project realized. We started with a 
small pet store franchise in 1988. In 
2004, we left the franchise and be-
came an independent store. 

QWhat are the benefits of a 
family-owned and operat-

ed pet store?

A(Brad) As brother and sister, we 
know each other very well and 

have faith that no matter what hap-
pens, our family stays strong. My wife, 
Diana, is the store manager, Gina’s 
kids, Sam and Lucy, help out, so it is a 
total family operation. Being a smaller 
store, we are able to pivot quickly with 
trends as well as give more personal-
ized service to our customers. 

QHow has the pet industry 
changed since when you 

started in December 1988? 

A(Gina) It seemed to me that 
malls still had a pet store in them. 

There were small specialty fish shops 
around. Mom and Pop pet stores car-
ried a variety of animals along with 
puppies and kittens. In our beginning, 
exotics meant green iguanas, anoles 
and snakes. The birds were mainly 
parakeets and finches with a few cock-
atiels. Now it’s super-sized national 
chains and a few smaller pet shops. 
Hardly anyone carries live animals 
anymore. The internet has changed 
shopping for not just us but the whole 
retail industry. We see some customers 
in our store scanning UPC codes and 
checking prices with our competition. 
Some of the keys to our success are 

the consistency in quality customer 
service and maintaining good animal 
husbandry standards for 28+ years. 
Due to our long business life, we have 
built a good reputation with the veter-
inarians in our area. They recommend 
us to their clients who are looking for 
a pet. Our satisfied customers’ word-
of-mouth doesn’t hurt either. 

Q There’s been an ongoing 
debate where pet breed-

ers are under attack by animal 
activists. How do you overcome 
these challenges, and how do 
you ensure your customers that 
the animals you sell are healthy?

A(Brad) We only work with pro-
fessional breeders who have the 

knowledge and experience necessary 
to provide us with happy and healthy 
puppies. To overcome the animal ac-
tivist propaganda, we inform potential 
buyers of all the health and breed infor-
mation we have on the specific pet they 
have selected. Each puppy gets a veter-
inary exam before sale. We don’t want 
any surprises. We offer a good health 
guarantee, a free veterinarian exam and 
a free bag of puppy food. Our puppies 
are all microchipped and current on 
vaccinations. We never push animals on 
customers, but rather help them think 
about the responsibilities they will en-
counter in owning a puppy. 

QUALITY 
CUSTOMER 
SERVICE
The Pet Pad takes 
advantage of its 
size to keep up with 
changing trends.
BY GLENN A. POLYN

WHAT’S IN STORE            the pet pad

PA



Includes FREE carrying case & FREE 
shampoo massage brush

The deshedder brush provides 
effortless grooming in four different 

directions. Pet-It® motion is enjoyable 
for you and your pet. Reduces 

shedding by up to 90%!

NEW! 
PET-IT® DESHEDDER 

®

       
PALM-PETTING 

GRIP TECHNOLOGY
Pet-It® brushes are made to fit 
seamlessly in the palm of your hand. 

Pet- It®

Deshedder

Curry Comb Soft Slicker 
Brush
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The multichannel retailer has 
understood for some time now 
that it’s necessary to offer ac-

cess to products and information in 
multiple ways. You know you need to 
have a robust digital commerce plat-
form just as you need to maintain a 
highly viable brick-and-mortar oper-
ation.

Not every customer likes to come 
in the store and browse, so there’s no 
sense losing out on potential sales just 
because a pet owner doesn’t feel like 
getting off the couch—perhaps hav-
ing learned that behavior from his or 
her cat.

But some customers do like to 
come into the store and look around! 
One of the challenges of the multi-
platform retailer is to target custom-
ers according to the way they prefer 

to shop. You can help yourself to 
some degree by collecting informa-
tion from them, but if you put too 
much emphasis on one channel at the 
expense of others, you risk being out 
of alignment with the way your cus-
tomers shop and think.

The apparent solution to that 
problem is omnichannel retailing. To 
oversimplify somewhat, omnichannel 
means you’re making the experience 
of every channel seamless with all the 
others. 

Whether the customer buys from 
an app on a mobile device, responds 
to an email campaign or comes into 
the store to make a purchase, both 
you and the customer are operating 
according to the same data. Every-
thing that happens is logged every-
where.

CONNECT 
WITH YOUR 
CUSTOMERS
Omnichannel offers 
the seamless future 
for multi-platform 
pet retailers.
BY DAN CALABRESE
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The customer might want to 
browse online but then come into the 
store to make the purchase, which 
when you think about it is actually 
the fastest way to lay hands on what 
you want without wasting time hunt-
ing all over town for the item. Or the 
customer might want to do the op-
posite—look around in your store to 
see what you have, but then make the 
purchase online.

As far as the omnichannel retail-
er is concerned, it’s all the same. The 
customer is freely giving you the same 
data and is getting the same offers. 
It’s all unified in one system. And 
because you can now reach the cus-
tomer in multiple ways, you have the 
opportunity to pelt the customer in-
cessantly with news, offers, discounts 
and specials. Don’t do that.

Omnichannel is a very powerful 
approach to digital retailing, but it 
can also be unwieldy. Absent some 
strategic thought and effort, it can 
backfire in the form of very irritated 
customers who are willing to give you 
their loyalty, but who are not willing 
to be harassed via every conceivable 
way of reaching them.

Let’s start with the matter of how 
you collect customer data. Are you 
completely transparent in how you 
collect it? Does the customer un-
derstand that an online purchase of 
a given item might result in subse-
quent offers involving similar items? 
Does the customer have a way to opt 
out of that?

You might be surprised how many 
don’t opt out even if you let them. 
But you probably wouldn’t be sur-
prised to know the option of doing so 
earns you a lot in terms of customer 
good will.

Then there’s the matter of what 
you do with the data once you’ve 
collected it. Do you let the custom-
er know how you will use it? Do you 
give the customer a say in how you’ll 
use it? 

Maybe the customer doesn’t mind 
receiving push notifications via an 
app but doesn’t want his or her email 
inbox cluttered with commercial of-
fers. Maybe the customer is perfect-
ly happy to follow you on his or her 
social media newsfeed, and keeping 
that feed rolling with useful material 
is all you need to do to keep that cus-
tomer engaged. 

It takes a little more work and 
a little more time to sort it all out 
this way. It’s tempting to just blast 
everything to everyone in every con-
ceivable way—figuring the resulting 
ubiquity of your information can’t 
help but result in more knowledge, 
and thus, more sales.

“Fine, so we’ll irritate them,” you 
tell yourself. “They still need pet 
products so they’ll show up and buy 
anyway. They’ll get over it.”

But if you’re right (and you prob-
ably are) that they need the products, 
doesn’t it also make sense that one 
point of contact is probably sufficient 
to let them know you have what they 
need, and that overkill risks putting 
them off with no real reward?

Remember, it’s not the sheer vol-
ume of store-to-customer contact 
events that matters. It’s the quality of 
the ones that happen.

If you send the same person 10 
emails, each containing the same of-
fer, they’re not going to buy whatever 
you’re selling 10 times. In fact, if you 
push that hard, you’ll be lucky if they 
don’t unsubscribe and report you for 
spam law violations. Judicious use of 
omnichannel retailing follows the ex-
act same principle.

But the most powerful principle 
to apply here is probably this one: 
When a customer provides you with 
data via omnichannel platforms, that 
customer is giving you an astonish-
ingly vast look into who he or she 
is. You’re getting the chance to know 
what each of your customers want, 
how they think, how they like to do 
things and what’s important to them.

What is the value of customer 
knowledge that deep? How much 
could you advance the relationship 
with an individual customer if you 
had a detailed answer to the ques-
tion, “What do I need to know about 
you?”

Omnichannel provides a platform 
for customers to tell you all that, 
mainly because the customer makes 
a judgment that the more unified 
shopping experience that will result 
is worth the bargain. Customers don’t 
mind telling you what they want and 
need as long as they trust you will 
use the information to their benefit. 
If you also benefit as part of the bar-
gain, that’s fine with them. But if all 
you do is pelt them everywhere they 
look, they’ll quickly decide it’s worth 
the effort to find somewhere else to 
get their pet products.

Don’t make a mistake like that 
when it’s so easy not to.

When a customer
provides you with data

via omnichannel platforms, 
that customer is giving you 
an astonishingly vast look 

into who he or she is. 

PA
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Andy Black is an associate/partner 
at Market Strategies, an independent 
rep group that serves all 50 states. 
He has more than 40 years in distri-
bution and as a manufacturer's repre-
sentative focusing on marketing and 
sales in the pet industry. 

POWER 
OF THE 
ENDCAP
Endcaps can give 
retailers the ability 
to highlight a group 
of products to their 
customers.
BY ANDY BLACK

MANAGEMENT         business strategies

I have noticed that effective endcap 
displays have been reduced from 
past years. When I’ve asked retail-

ers why they weren’t using their prom-
inent endcaps by the checkout station 
to merchandise seasonal items or to 
rotate volume sellers and new items, 
the response was that they didn’t have 
the time to rotate inventory.

Back in the 1980s and ’90s, end-
cap display rotation was a big thing. It 
was a way to encourage impulse buy-
ing and to display quantity purchases. 
It was effective in showcasing seasonal 
and new items. I’m not sure why this 
sales vehicle has fallen out of favor.

Prominent endcaps allow retailers 
to refresh the appearance of their store. 
This gives customers the feeling that 
their favorite store is staying abreast 
of the newest and brightest products 
available. Even if you aren’t stocking 
anything new, just by changing dis-
plays you will give that impression.

If you’re willing to try some end-
cap innovation, your biggest advocate 
will be manufacturer detailers and 
distributor sales people. They will be 
happy to work out discounts, obtain 
demo units and train store associates 
on features and benefits. Ask them for 
merchandising ideas. Distributors can 
be a great asset to any retailer who is 
willing to ask for advice.

The best way to get started is to de-
velop an action plan worksheet to help 
you organize your displays throughout 
the year. If you have multiple endcaps, 
consider at least one on a rolling rota-
tion every other month. This will keep 
things fresh for loyal customers who 
regularly visit your store.

Any action plan should take into 
consideration the seasons that affect 
your store type. If you are an aquat-
ic store only, you might take into ac-
count summer vacation season and 
create a display with automatic fish 
feeders, feeding blocks, dosers, water 
level controllers and other things that 
will give your customers assurance 
that they can enjoy their away time, 
reducing the worry about their display 
tank at home. If your store sells dog 

products, an obvious seasonal display 
for summer might be flea and tick 
control, lawn pet care products or, for 
winter, containment options, sweaters 
and coats, etc.

There are five important things 
you should list on your worksheet for 
each display: 

1. Decide on a theme. 
2. Consider the benefits that the 
products on display offer your cus-
tomer. 
3. Identify the primary mover(s) in 
the grouping that will most likely 
attract your customers’ interest. 
4.  List all related products you will 
need to support the prime movers 
or expand the theme. 
5. Negotiate discounts with your 
supplier based upon your effort 
to promote their manufacturer’s 
products. You could also talk to 
manufacturers or their representa-
tive at trade shows and distributor 
open houses or through their de-
tailers who visit your store. 
Don’t forget the silent salesman: 

signage. It increases the possibility of 
a sale to display signage telling a sto-
ry about the products. If customers 
stop in simply to purchase a bag of 
dog food, the sight of a display with a 
sign promoting the beauty of desktop 
aquariums at the checkout counter  
might intrigue them into considering 
one. The simple fact that your dog 
food-buying customer saw an inviting 
endcap showcasing beautiful desktop 
aquariums might actually encourage 
him or her to come back and buy one 
for their desk at work or home. 

Once your endcap is complete, 
take a picture of it. The photo will 
help in the future to remember what 
worked and what didn’t. You can also 
post the image on your Facebook and 
Instagram pages to further entice cus-
tomers to visit your store.

In short, if you have an old end-
cap that hasn’t been remerchandised 
for a long time, consider a makeover 
to make it more productive for you. 
You might be pleasantly surprised by 
your effort. PA
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Steven Appelbaum is the president 
of Animal Behavior College, the na-
tion’s largest vocational school for 
animal-related careers. He is a free-
lance writer and dog trainer with 
more than 30 years of experience. 

MANAGEMENT         business strategies

FOCUSING 
ON DOG 
BEHAVIOR
Groomers can 
tactfully discuss 
problem dogs with 
their owners. 
BY STEVEN APPELBAUM

No matter who is doing the 
critiquing, it is always a good 
idea to mix in some praise 

with constructive criticism. This is es-
pecially true when a groomer discusses 
the behavior of a client’s dog. Owners 
can become incredibly defensive when 
someone tells them their “dog behaved 
badly.” 

Businesses run the risk of losing a 
client if an owner thinks a groomer is 
denigrating his or her dog’s breed or 
comes across as hypercritical. Many 
owners will often interpret this as a 
groomer "not liking" their dog or the 
dog breed. 

Animal Behavior & Training Asso-
ciates (ABTA) taught obedience class-
es to more than 250 million students 
over an 18-year period. Of that group, 
approximately 5 percent expressed 
dissatisfaction with the training. That 
equates to 12,500 students. 

ABTA found that 12 percent of the 
complaints involved dog trainers who 
were negative when presenting feed-
back about a dog’s behavior. ABTA 
found that adding compliments about 
acceptable behaviors prior to mention-
ing those they wanted to modify dra-
matically changed client perception. 

Although the survey was done by 
a dog training company, the solutions 
are applicable for groomers and veter-
inary hospitals. 

There are several ways to put crit-
icism with compliments into practice, 
such as giving a client a grooming re-
port card. Categories should include 
things most dogs would be praised for 
as good behavior.

Here’s an example of a grooming 
report card.

Dog’s Name: Truffles
Bathing: Outstanding, a natural!
Drying: Not one of her favorite ac-

tivities so we are air-drying.
Brushing: Doesn't love it. We sug-

gest brushing/combing at home to 
teach Truffles to like it, making her ex-
perience at the salon a better one.

Ear cleaning: Not all that crazy 
about this, but there are things we can 
suggest to make Truffles like it more.

Paws, tail and other sensitive areas: 
Tolerates it like a champ!

Bravery: Kudos for patience.
The next step is presenting the re-

port card. Simply handing it to a cli-
ent while his or her dog is jumping all 
over pretty much guarantees it won't 
be read. Grooming staff should always 
take a minute or two to go over each 
grooming report card with every client 
before their dogs are returned to them. 

To help clients get their dogs more 
accustomed to grooming procedures, 
a salon could offer printed and/or 
online instructions for a variety of 
training exercises. Here is a common 
technique used to acclimate dogs to 
grooming that salons can share with 
their clients.

Touchy Paws: Pick a time when 
you know the dog is awake and com-
fortable. 

1. Pet your dog in whatever fash-
ion he likes. Do this for about 30 
to 60 seconds. 
2. Move the petting toward the 
paws—i.e., the front and back of 
the legs near the paws. Praise your 
dog and keep the petting move-
ment gentle. Do this for about a 
minute. 
3. Touch the dog’s paw. No mas-
sage, just touch. Then give the dog 
a small treat. Something it can eat 
in about five seconds.
4. Massage the second leg for 
about 30 seconds and touch the 
paw. Give a small treat. 
5. Massage the third leg for about 
30 seconds and touch the third 
paw. Give a small treat.
6. Massage the final leg for about 
30 seconds and touch the final 
paw. Give a small treat.
7. Finish this by petting the dog 
for about 20 more seconds. 
Do this three times per week for 

about two weeks. By the end of this 
period, the dog should not show any 
discomfort when you touch its paws. 
If it still objects, continue this exercise 
for another week or two. Most dogs 
will respond positively to their paws 
being touched by this point. PA



Contact our team
to learn more!
800.933.5595

PetSafe.net

A hassle-free
potty solution

Pet Loo™ Portable Pet Potty
• Durable indoor/outdoor potty replaces disposable pee 

pads for housebreaking, apartments, travel and more

• Prevents wet paws with innovative drainage system

• Easy cleanup with no spillage using included Pee-Pod™ 
liner and absorbent Wee Sponge™ powder
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Dr. Cathleen Enright is the president 
and CEO of The Pet Food Institute 
(PFI), whose members make 98 per-
cent of all U.S. pet food and treat 
products. She is the past executive 
vice president of the food and agri-
culture section in the Biotechnology 
Industry Organization (BIO). Prior to 
BIO, Cathy led the federal govern-
ment affairs office of the Western 
Growers produce association. Cathy 
earned a doctorate in biochemistry 
from the State University of New 
York and completed her post-doctor-
al training at The Johns Hopkins Uni-
versity School of Medicine.

There’s no denying that we have 
a special relationship with our 
pets. The positive connection 

between humans and their pets is 
well-documented. Research continues 
to show that, increasingly, Americans 
consider pets to be family members 
and that the younger generation of pet 
owners may view their dog or cat as 
a child. 

The growing appreciation for the 
human-animal bond, combined with 
the universality of the internet and 
social media, is shaping how shoppers 
interact with pet food brands and how 
they make their purchasing decisions. 

A recent Acosta study, “The Why? 
Behind the Dine,” found that 94 
percent of human food consumers 
believe it is central to their purchas-
ing decisions for manufacturers to be 
transparent about what is in the food 
produced, as well as how the food is 
made. In addition, more than half of 
these shoppers have sought out food 
produced by companies they consider 
socially responsible.

Unfortunately, at the same time, 
only 12 percent of shoppers consider 
food manufacturers to be the most 
trusted source for details on food in-
gredients. As a result, when people 
have questions about food, they are 
increasingly going to the internet in 
search of facts. According to the In-
ternational Food Information Council 
(IFIC), consumers are more likely to 
go to general health websites for de-
tails about food additives than to the 
food manufacturer.

These combined dynamics make it 
imperative for all stakeholders in the 
pet sector to connect and communi-
cate with this evolving customer base. 
The Pet Food Institute (PFI), whose 
members make 98 percent of all U.S. 
pet food and treat products, is on this 
journey. As the Washington, D.C.-
based advocacy organization for U.S. 
pet food and treat makers, our mem-
ber companies recognized the need to 
increase the industry’s role in provid-
ing factual information to pet lovers 
and influencers. Independent research 

conducted by PFI in 2015 indicated 
that the overwhelming majority of on-
line searches related to pet food were 
proactive searches for general informa-
tion and education.

PFI developed the goal of further 
meeting this public demand, and we 
also relaunched our website (www.pet-
foodinstitute.org) and Twitter handle 
(@USPetFood) in 2016 in order to 
serve as a reliable resource for informa-
tion about pet food. Since the launch 
of the new resources, PFI has received 
more than a 250 percent increase in 
media inquiries and additional oppor-
tunities to discuss pet food and treats.

Among the approximately 80 mil-
lion U.S. households with a dog or 
cat, the choice of pet food is a personal 
matter, just as with buying groceries 
for human family members. As such, 
beyond offering resources on pet food 
safety and nutrition, PFI is talking 
and walking our values and celebrat-
ing the benefits pets bring to our lives: 
our shared passion for pet wellbeing 
shapes PFI’s partnerships and spon-
sorships. 

Organizations such as the Hu-
man-Animal Bond Research Initiative 
(HABRI) Foundation advocate for 
public policies to enable more peo-
ple and animals to benefit from the 
positive health effects of this bond 
by advancing research and building 
awareness. The positive impact of the 
human-animal bond is used by orga-
nizations such as Pet Partners in pro-
grams to improve the physical, emo-
tional and psychological lives of people 
in need. PFI is a proud sponsor and 
board member of these organizations.

Of course, the strengthening re-
lationship with companion animals 
impacts all parts of the broader pet 
sector—retailers, breeders, shelters, 
pet supplies, pet food and treats, in-
gredient makers, welfare advocates 
and beyond. To meet the emerging 
demands for information, PFI be-
lieves we all should ensure shoppers 
know why we get up and come to 
work each day. After all, pets are per-
sonal for us, too. PA
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BETTER 
LIVES VIA 
FOOD
PFI provides pet 
food resources while 
also supporting the 
human-animal bond.
BY CATHLEEN ENRIGHT, PHD
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DRAWING 
CUSTOMERS 
CLOSER
Contrary to popular 
belief, hosting store 
events is well worth 
the time and effort.
BY GREGG A. BERNHARDT

Gregg A. Bernhardt’s passion for 
animals, coupled with a desire for 
high-quality goods and services for 
his own pets, led him to open Bag 
of Bones Barkery in 2007. He owns 
and operates the 11,000-square-
foot all-natural pet bakery and sup-
ply store with his wife, Melissa, and 
golden retriever, Luke, in his lifelong 
hometown of Hamilton, New Jersey. 
A journalist by trade, he was a news-
paper reporter and copy editor be-
fore starting his business and still en-
joys writing as well as spending time 
outdoors and traveling.

Let’s talk a bit about hosting 
events in your store.

As a store owner, you’re 
busy. You have a million things to 
worry about each day, and events are 
just one more hassle to add to your 
never-ending to-do list. Plus, they 
suck money from your budget. You 
can probably rattle off a bunch of rea-
sons why you can’t or shouldn’t host 
events for your customers—I don’t 
have the money or the space, people 
just aren’t interested, my staff is too 
small, I can’t think of anything fun 
or don’t know where to start. Sound 
familiar? 

As someone who’s hosted events in 
his central New Jersey store over the 
past 10 years, I can say with certainty 
that events will help grow your busi-
ness. They’re worth the time, mon-
ey and effort. It’s important to start 
somewhere and get events on your 
calendar in order to help keep your 
business relevant and in the forefront 
of your customers’ minds. Regardless 
of what you decide to do, here are a 
few thoughts to help you get started 
and be confident about your events:

Dare to be Different
Pet guardians are always looking for 
fresh, fun and different events to at-
tend with their pets, so step outside 
of your comfort zone and give them 
the chance to do so—at YOUR store! 
When customers are excited about an 
event, they’ll advertise it for you and 
generate buzz in the form of personal 
invites and social media posts with lit-
tle effort from you! When brainstorm-
ing ideas for events for your store, con-
sider the following:

• What’s going on in/around town 
that people are talking about? Can 
I piggyback off these events or 
partner with these businesses/orga-
nizations in any way?
• What major and not-so-major 
holidays are coming up? A quick 
Google search for “pet holidays” 
yields some interesting options. 
Use these days to highlight prod-
ucts and services!

• Is there a particular activity/hob-
by that is popular in my area that I 
can offer in my store, or can I offer 
a complimenting service/product 
to that interest? 
• Is my town known for something 
I can adapt for pets? For instance, 
if your community has a great 
diner scene, why not host a “Sock 
Hop Night” at your store? 

Battle of the Budget
You don’t have to purchase huge, lav-
ish props and decorations for your 
events. With the recent explosion in 
popularity of websites like Etsy, Pin-
terest and Buzzfeed, even the most 
creatively-challenged person can get 
step-by-step instructions on how to 
create some awesome accessories on 
the cheap. 

Hit up your local dollar, craft and 
thrift stores to acquire materials you’ll 
need to create decorations, props, 
signs, invitations, prizes and more. 
And when it comes to advertising 
the event, utilize social media to get 
the word out. It’s easy, quick and free 
and reaches your customers on their 
phones and computers. 

Quality Over Quantity
With any event you host at your store, 
set out to provide an experience for 
your customers. They’re attending 
your function to get something out 
of it. Whether it’s education, a dis-
count, a solution to a problem or an 
afternoon of fun, be sure that you’re 
providing what they’re seeking. For ex-
isting customers, it reaffirms why they 
shop with you. And for new custom-
ers, it’s their first impression of your 
business. 

Finally, have the courage to  try 
something new when you host an 
event in your store. Is there a chance 
it will flop? Absolutely. I’ve had my 
own share of stinkers. Without them, 
though, we can’t identify the true suc-
cesses. So long as you promise your-
self that you’ll learn from and improve 
with each experience, there’s no such 
thing as a pointless event. PA
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Eco-friendliness proves good
for sales as well as for the planet.

BY ALEXANDRA WEPNER
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Green—it seems to be every-
one’s favorite color, and it’s 
about time. Who better to 

lead the charge than the pet industry 
and pet-loving consumers?

“The pet industry is grounded 
on a fundamental understanding of 
the kinship between humans and 
animals and a sense of responsibility 
to care for the innocent,” said Caitlyn 
Bolton, executive director of the 
Pet Sustainability Coalition. “These 
drivers are part of what have made 
the pet industry resilient to recession 
and the increase in the status of our 
pets as family.

“These same drivers are causing 
a massive shift in the awareness of 
consumers who want to know that 
they are using their dollars to support 
products and companies that share 
their values,” she said in an email. “As 
the access of information increas-
es, the average consumer has great 
information regarding where products 
are made, how they are made, and 
whether or not this process is some-
thing that they can believe in. The 
problems of the world are increasingly 
at our front door, and in government 
stagnation, more and more consum-
ers look to businesses to be part of the 
change they wish to see.”

And so, they’re calling them the 
“Green Generation,” though whether 
or not factors like cost and conve-
nience qualify as caveats is debatable. 
Recent research shows that, while cost 
and convenience used to deter con-
sumers from buying green products, 
millennials in particular are less likely 
to be driven away from eco-friendly 
purchases.

In a Nielson Global survey pub-
lished in late 2015, it was found that, 
while millennials had grown up in the 
“most difficult economic climates in 
the past 100 years, …they continue 
to be most willing to pay extra for 
sustainable offerings—almost three 
out of four respondents in the latest 
findings, up from approximately half 
in 2014.”

According to the Nielson survey, 
many of the top purchasing drivers 
for consumers who were willing to 
pay more were tied to sustainabili-
ty, showing that connecting brands 
with movements or messages that 
matter to consumers often entices 
them to purchase. Among the highest 
performing sustainability purchasing 
drivers cited by the survey included 
companies being environmentally 
friendly, companies being known 
for commitment to social value, and 
products being made from fresh, nat-
ural and/or organic ingredients. 

“I think it’s something that 
touches the right chord with certain 
consumers—with consumers that 
this is of interest to them,” said Chris 
Wilson, the EVP of marketing and 
product development at Petmate. “It’s 
a somewhat complex story for people 
to understand and it’s not always easy 
to grasp. Maybe [consumers] see that 
eco-statement on the package and 
they might not really understand the 
depth of what goes on in order to be 
an eco-friendly product.”

Indeed, there is a lot that goes into 
“going green,” and there’s more than 
one way that brands shed themselves 
in a green light. From using recycla-
ble materials to lending support to 
philanthropic organizations, compa-
nies do their part in transitioning to 
a more sustainable norm. It’s worth 
noting that many investments in 
sustainability have the added bonus 
of yielding worthy returns.

“Sustainability is a systemic 
approach that looks at long term 
profitability and seeks to drive wellbe-
ing for all stakeholders. This requires 
an expansion from focusing solely 
on driving share holder earnings to 
consideration of employees, global 
communities, and the environment,” 
Bolton continued. “Fortunately, those 
who are able to integrate sustainabil-
ity into their business have proven 
to be more profitable time and again 
because they increase innovation, 
deepen consumer and customer rela-
tionships, reduce supply chain risk, 
increase employee productivity and 
attract top talent.”

continued on page 80

72 percent of respondents aged 15-20 were willing to pay 
more for products and services that come from companies that 
are committed to positive social and environmental impact.

Among the 66 percent of global respondents willing to 
pay more, over 50 percent of them were influenced by key  
sustainability factors, such as a product being made from fresh, 
natural and/or organic ingredients (69 percent) and a company 
being environmentally friendly (58 percent).

Price-driving attributes like sales and coupons failed to 
make the top five purchase drivers among those willing to pay 
more. For these customers, personal values are more important 
than personal benefits.

Source: The Nielsen Global Survey of Corporate Social Responsibility and Sustainability, 2015

SURVEY SAYS
An online survey by The Nielsen
Company found that young people
prioritize social responsibility
when shopping.
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PA

BECOME 
ENGAGED
The pet industry 
must create a sound 
foundation for the 
future of responsible 
animal breeders.
BY JOSEPH J. WATSON

OPEN LETTER          petland

The pet industry is at a cross-
roads. We are being defined by 
those who oppose us. We are 

facing challenges to our livelihood at 
the national, state and local levels— 
especially when it comes to the breed-
ing and sale of dogs in pet stores.

As an industry, we must protect 
and promote responsible breeding 
practices in all animal categories. It 
is our responsibility to provide a path 
for the next generation of responsible 
breeders to ensure that there is a future 
in breeding America’s pets. By doing 
so, we stay true to our values, we im-
prove the lives of the pets we love and 
we create a sound foundation for our 
industry. 

In 2007 there were more than 
5,700 USDA-licensed and inspect-
ed dog kennels in America. In 2017, 
there are fewer than 1,900. Pet stores 
can attest to this diminishing supply, 
and the same can be said for several 
species of fish, birds and small ani-
mals. 

Data from a diverse group of 
sources demonstrates that the supply 
of dogs, per capita, is declining. It’s 
estimated that in 2017, the American 
public’s demand for dogs will exceed 
8.5 million.

ASPCA estimates that as many as 
80 million dogs are owned in America. 
With an average life expectancy of 11 
years, this equates to a 9 percent annu-
al mortality rate—in other words, an 
annual replacement rate of 7.2 million 
dogs. This number includes the dogs 
needed to meet the demand of new 
pet owners. 

A recent Mississippi State Univer-
sity study determined that more than 
5 million dogs enter U.S. shelters an-
nually. Most are adopted, transferred 
or returned to their owner.

Welfare groups deserve credit for 
taking the initiative to move dogs from 
overpopulated American shelters to 
communities that lack available dogs. 
Efforts by shelters and welfare groups 
have helped to reduce annual shelter 
euthanasia to just over 700,000 dogs. 
Ultimately, the numbers confirm that 

shelters alone cannot meet the public’s 
demand for dogs.

Local retail pet sale bans across the 
country put the pet industry—those 
we serve—at risk. Today there are or-
dinances being debated to restrict the 
sale of puppies, kittens, small animals, 
birds, reptiles and several species of 
fish. 

It is important to understand that, 
while all pet categories are under at-
tack, puppies are currently the front-
line focus of activists. Sources of dogs 
can be simply stated as: responsible 
breeders or irresponsible breeders. 

Closing regulated sources of pets 
does not equate to shutting down a 
single “puppy mill.” There is no cred-
ible evidence of a single “puppy mill” 
closing as a result of retail pet sale 
bans. Further, there is no demonstrat-
ed correlation between retail pet sale 
bans and improved animal welfare. 
Consider this: of the 207 local retail 
pet sales bans tracked by PIJAC, 139 
(or nearly 70 percent) of the bans are 
in communities that do not have a sin-
gle retail pet store. 

If your company and products are 
related to a family pet, the sustainabil-
ity of your business requires proactive 
engagement with lawmakers and other 
stakeholders who are advancing these 
pet sale bans without full understand-
ing of their potential impact. 

Our industry must drive consum-
ers to responsible breeders, and we 
must do our part to ensure that re-
sponsible breeders are successful and 
embraced by our industry. The Ca-
nine Care Certified program, based 
on standards developed over years of 
research and pilot programs at Purdue 
University, provides us that platform. 

The foundation of our entire in-
dustry is based on the availability of 
healthy pets. As an industry, we must 
lead the movement that promotes re-
sponsibly-bred pets for the sustainabil-
ity of our industry. It is the right thing 
to do for our pets and customers. For 
information on how you can become 
engaged, contact PIJAC at www.pijac.
org/become-member.

Joseph J. Watson is president and 
CEO of Petland. Watson went to Pet-
land as vice president of operations 
and then served as its COO. Prior to 
joining Petland in November 2005, 
he served as vice president for tele-
communications firm Horizon and 
oversaw its sales, marketing and re-
tail operations. He serves as a board 
member of the Pet Industry Joint 
Advisory Council (PIJAC), the Ade-
na Regional Medical Center and the 
Ross County Chamber of Commerce.
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Tender Tummy’s Dog Treats
With a limited ingredient deck, the Tender Tummy’s Dog Biscuit 
Company’s gluten-free, buckwheat dog biscuit treats are less than 
eight calories per piece, making them perfect for training and for 
dogs watching their weight. With a tender, soft-baked texture, 
the coin-shaped biscuits are stamped with a heart or paw print. 
Available in six signature flavors, every pooch is bound to find a 
favorite. The colorful and playful packaging looks great on the shelf 
and will be sure to entice your customers. Formulas use human-
grade ingredients all sourced from the USA. 
www.tendertummys.com

Editor’s Pick

STOCKROOM             new products

Zilla Aquatic Reptile Heater
Ideal for terrariums up to 40 gallons, the Reptile 
Heater from Zilla provides continued warmth for 
aquatic reptiles. The fully submersible heater is 
preset to 78 degrees and is shatter resistant. To 
avoid your animal coming in direct contact with 
the heater, each unit is encased in a permeable 
cover. The heater installs either vertically or 
horizontally and has an automatic internal safety 
shut off to prevent overheating.  
www.zillarules.com

Huxley & Kent Collar 
Accessories

Huxley & Kent has six new styles of 
bright, sunny madras plaid bow ties, 

long ties and collar buds. The company 
is also launching Silk Flower collar 
accessories, which will include six 

colors of silk flowers—from lily white 
to cornflower blue, each finished with a 

rhinestone center.
www.huxleyandkent.com

Pup IQ Luxe
Pup Dog Beds

Pup IQ specializes in making smart pet products for 
smart pet parents. Differentiate your store with the 

unrivaled quality of Luxe Pup dog collections. These 
feature-rich beds are made in the USA by master 

craftsmen. With features like AdaptaLoft premium fill 
and Kevlar Smart thread, Lux Pup beds are not only 

great looking but also extremely durable. 
www.pup-iq.com
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Num’axes Camera Glasses
Easily record your time outdoors with innovative 
camera glasses from Num’axes. These sleek, stylish 
sunglasses were designed for sports and jogging 
with dogs and include interchangeable polarized 
lenses to protect your eyes from the sun, as well as 
a discreet camera that snaps photos and HD videos, 
allowing you to capture memories hands-free as you 
explore. Three sets of lenses are included.
www.numaxes.com

Paws Pizzeria
Now pets can enjoy pizza just as much as their owners. 

Paws Pizzeria, a healthy protein-based treat, is 100 
percent American made. It’s a tasty base of chicken 
and sweet potatoes that looks just like a pizza. The 

shelf life for Paws Pizzeria is about 16-18 months. 
www.pawspizzeria.com

Master Equipment DoubleDry Flex Dryers
The Master Equipment DoubleDry Flex Dryers feature a powerful motor—powerful 
enough to blow water from the thickest coat—and sturdy braking casters make 
the dryer portable around the shop. Its warm air option provides quick and 

effective drying capabilities while its easy-to-read control panel allows 
for easy operation. The dryer includes two nozzle attachments for 

different drying applications and features a 9-foot-long flexible 
hose, a 9-foot-long cord and a replacement filter. The dryer 
housing is made of durable ABS plastic, and the product 

measures at 1 inch x 14 inches x 13 inches.
www.petedge.com

Tikr by SBARK Dog Toys
A snack activity toy for dogs, tikr’s magic comes from the built-
in timer and strategically-sized holes. Load tikr with different 
sized snacks, then set the timer. As the timer unwinds, the 
holes will slowly line up allowing snacks to casually fall out 
according to size. Snacks that remain inside will keep dogs 
mesmerized as they play for up to 45 minutes. They’ll be 
continually rewarded along the way, with the largest snacks 
being saved for the very end. Best of all, tikr is made of rubber, 
and uses no electronics or batteries.
www.sbarkdogs.com

Qwizl
by West Paw Design

Qwizl is a durable and challenging pet toy 
that extends the life of dog treats like bully sticks and dental 

chews. Insert the treat into the Qwizl and the inner ridges 
grip the treat, allowing your dog to gnaw at it. The side 

openings release the treat’s scent and taste. The Qwizl is a 
pliable yet durable dog toy made from West Paw Design’s 

proprietary Zogoflex material and is dishwasher safe for 
easy clean up. Qwizl is available in sizes small and large and 

in West Paw Design’s classic, easy-to-spot colors of Aqua, 
Tangerine and Granny Apple.

www.westpawdesign.com
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Dogtra E-Fence 3500 
Made with premium-grade materials, eight 
stimulation levels and customizable yard 
boundaries, the new E-Fence 3500 is a fully 
rechargeable system with a two-hour charge. The 
E-Fence 3500 has two modes: Pager/Stimulation 
and Pager Vibration Only. Equipped 
with eight distinct intensity 
levels on the receiver/
collar, the E-Fence 
3500 can control 
each dog’s individual 
intensity needs.
www.dogtra.com

Skinneeez Extreme Quilted 
Dog Toys by Ethical Products
Ethical Products Inc.’s stuffing-free Skinneeez 
Extreme Quilted dog toys are made with four 
layers of fused fabric and are diamond stitched for 
extreme durability. Each toy includes squeakers 
in the head and tail that will squeak even if 
punctured. Available in five realistic characters and 
in two sizes of 14 inches and 23 inches, the toys will 
appeal to the hunting instincts of dogs of any size.
www.ethicalpet.com

Pawtech Dog Boots
The AKC Paw Tech Dog Boot is a simple, stylish and effective solution for protecting paws. The comfort and 
security of Paw Tech Dog Boots will allow your pup to travel alongside you for miles. More importantly, these 
boots will protect your dog’s feet from painful cuts and scratches that can often take place on the trails. 
Available in sizes ranging from extra small to large and in colors black, blue and red.
www.pawtech.com

Aqueon Betta Puzzle
This red or blue puzzle piece-shaped kit is great for a single 

betta. Or, link multiple kits together to form a completed 
puzzle and house multiple bettas. To prevent bettas from 

seeing each other when the puzzle pieces are linked, each 
unit has frosted walls. Each kit comes with decorative gravel, a 
small plant, betta food and Betta Bowl Plus water conditioner. 

www.aqueonproducts.com



Digital Marketing.
Nobody Delivers 

Like We Do.

WEBSITES. MOBILE. SOCIAL. LISTINGS. SEARCH. SEO. REPUTATION.

Propel Marketing is a one-stop shop for all your online 
marketing services, connecting with the people who 
matter most. We help our customers improve their 
bottom line by providing cutting-edge digital solutions and 
industry best practices.

With a full array of online marketing solutions, we can 
create the perfect mix suited to boost your business. Some 
of our services include:

• Responsive & Website Design
• Search Engine Marketing
• Search Engine Optimization
• Digital Display

• Social Media Advertising
• Direct Email Solutions
• Live Chat Leads

CALL TODAY! 732-246-5706

Powered by

www.propelmarketing.com
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Dr. B’s Longevity Raw Pet Food
Dr. B’s Longevity Raw Pet Food is a unique, premium 

raw pet food made in small batches with the finest 
pastured, grass-fed, local and organic ingredients. 

Dr. B’s Longevity Raw Pet Food is passionate about 
helping pets live well with a nutrient-dense diet 
of raw food. Longevity is formulated by holistic 

veterinarian Dr. Gerald Buchoff and is based upon 
years of knowledge, wisdom and experience.  

www.drbslongevity.com

Dial-A-Distance by Thunderworks
With this leash, owners simply press and turn the dial to select whatever 
maximum range is best for their environment. The leash extends up to 15 
feet and retracts just like standard retractable leashes as long as the dog 
stays within the maximum range set. If the dog tries to go beyond that 
range, Dial-A-Distance’s patent-pending design will automatically brake. 

Dial-A-Distance is lightweight, compact, durable and tested to hold over 275 
pounds of pulling force. It’s also very easy to use with a comfortable rubber 
grip handle and traditional manual brake thumb button. 
www.thunderworks.com

Junior HandsOn Gloves
With the Junior HandsOn Gloves, children can now lend 
parents a helping hand in sharing the responsibility of 
nurturing and caring for their pets at groom and bath 
time. Like the original HandsOn Gloves, the junior-sized 
gloves work wet or dry, with the five-fingered glove 
allowing for the perfect combination of scrubbing 
nodules on fingers and palms as it accumulates hair. 
HandsOn Gloves help massage and stimulate circulation 
improving skin and coat, and are carefully designed with 
hypo-allergenic, bio-friendly components.
www.handsongloves.com

Angel Inked Dog Collars
Angel Pet Supplies has teamed up with California-based 
artist Jessica Fang to create Angel Inked, a unique line of 

tattoo-inspired dog collars. The Angel Inked collection 
uses laser printing to transfer Fang’s artwork onto their 

leather collars. Five designs are available in the Angel 
Inked collection, including Butterfly Sanctuary, Dragon 
Punk, Garden of Eden, Skulls and Roses, and Wolf Den. 

Collars range in size from 18 to 30 inches.
www.angelpetsupplies.com

Pet Bow Tie
by Kooky Kittens

This pet bow tie comes in a variety 
of basic colors that fit all sorts of 
cat personalities. Your cat will not 

only walk around with one of the 
hottest bow ties on the pet clothing 

market, but it will also walk with a 
jingle because of the cat bell.

www.kookykittens.com
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Lucy Pet Formulas for Life 
Lucy Pet Formulas for Life with Prebiotic Balanced Fiber 
(PBF) is created using high quality proteins and a unique 
blend of quinoa, pumpkin and chickpeas for an ideal 
balance of more beneficial bacteria in the gut. The high 
quality ingredients like duck and wild-caught Alaskan 
salmon are sourced globally from trusted suppliers, with 
absolutely no ingredients coming from China. Lucy Pet 
Formulas for Life are manufactured in the United States 
in facilities that exceed industry-wide standards.
www.lucypetfood.com 

Coralife BioCube
and Stands
With a sleek hood, this new modern design comes 
with beautiful LED lighting that can be set white for 
the daytime or sparking blue Moon Glows for the 
nighttime. Each aquarium is 2 inches taller than the 
original so that owners can have a larger viewing area. 
The sturdy BioCube pedestal stands pair perfectly with 
the aquarium. With tinted acrylic panels and slim black 
handles, the stand has built-in shelves for convenient 
storage of food, tools and equipment.
www.coralifeproducts.com

Sponsors:

Join your fellow business leaders to get the education, tools, and resources you need to drive 
profitability through environmental and social impact.

D E N V E R
MAY 04 & 05 

GREAT MINDS. INNOVATIVE IDEAS. AN INDUSTRY EVOLVED.

Speakers Include:

IMPACT UNLEASHED
WWW.IMPACTUNLEASHED.PETSUSTAINABILITY.ORG



28 | April 2017  Pet Age

STOCKROOM             new products

Black & Whites
by Einstein Pets 

When training or rewarding your 
pup, it’s important to use treats 

that are irresistibly yummy, small 
enough for Fido to munch on, easy 

to carry and, of course, healthy 
and wholesome. Black & Whites 

make for an omega-rich and high-
protein, low-fat alternative to 

conventional treats, and they’re 
perfect for training sessions, 

stuffable toys or sprinkling on top 
of food. These low-calorie bites 

contain only six ingredients: oat 
flour, carob powder, coconut, 
honey, vanilla and chia seed. 

www.einsteinpets.com

ORIJEN Freeze-Dried Natural Treats
Newly enhanced ORIJEN dog and cat treats feature 100 percent fresh meats, 
poultry or fish (and nothing else)—all in biologically appropriate, whole prey 
ratios of meat, organs and cartilage. Made without cooking or preservatives, 
ORIJEN treats are gently freeze-dried to lock in their natural goodness.
www.orijen.ca

Eyenimal Pet
Data Recorder 

Eyenimal’s Pet Data Recorder offers 
a glimpse into the mysterious world 

of cats and dogs by tracking their 
movements while owners are out 

of the house. This ultra-lightweight 
device attaches to your pet’s collar 

and records their geographic 
coordinates and velocity, along with 
date and time stamps. Easily review 

the data on your computer via the 
supplied USB cable. The device 

features a rechargeable battery and 
can last for eight hours in active mode 

(48 hours in standby), tracking your 
pets as they go about their days.

www.eyenimal.com
Luxe Craft Collection and Super Max
Square Bowl by Indipets
The Luxe Craft Collection by Indipets features dog bowls and diners that 
combine durable, dishwasher-safe stainless steel bowls along with wooden/
metal handcrafted frames or stands. The veterinarian-recommended stainless 
steel interiors are bacteria resistant and are easily cleaned. Elevated dog food 
bowls minimize stress on your dog’s muscles, joints and back, and are ideal 
for dogs with digestive problems. Available in a variety of sizes and in either 
a hammered or texture finish, the Super Max Square Bowl has a clear lacquer 
finish for a beautiful ceramic look. It is bacteria resistant.
www.indipets.us 

DOOG Homewares Range
Designed in Australia, the DOOG Homewares Range includes bowls and 
beds. DOOG Home bowls come with an anti-skid, silicone removable base 
(great for the dishwasher) and come in three stylish ceramic designs to 
suit any home decor. The matching DOOG Home beds are stuffed with 
recycled poly fiber filling and have a nylon casing, which protects the 
inside of the bed and means you have to wash it less often. The outer 
fabric is removable for washing regularly, and the bed comes in two sizes. 
www.doogusa.com
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Cool Pup Rocket Pop Toys
Customers will love giving innovative, durable and fun 
Cool Pup Rocket Pop Toys to their dogs on hot days. 
Shaped and scented after juicy popsicles, these toys are 
perfect for year-round play. Simply fill with water and 
freeze—water will defrost and escape through the small 
holes, offering a satisfying chew and a refreshing drink 
at the same time. They are perfect for teething puppies 
and dogs of all ages; the mini toys are great for smaller 
breeds or teething puppies. Each layer features a 
unique scent of cherry, lemon lime and blue raspberry).
www.petedge.com 

Orbee-Tuff TUG 
by Planet Dog

Orbee-Tuff TUG’s bone design 
allows for the dog to grab and tug all 
day, without sacrificing the pet owner’s 
comfort. TUG will be as much fun for the 

dog as it is for the owner. It can also be 
enjoyed between two tug-loving dogs to 

play together. Available in royal blue and 
one size for all dogs.

www.planetdog.com 

Onyx Soy Collection Collar
by Coastal Pet Products, Inc.

The Soy collection has a new color, onyx. It is now 
available in three collar and two leash sizes. Soy 

collars and leashes are made 
from a blend of all 

natural fibers that are 
soft, eco-friendly and 

have anti-bacterial 
properties. 

www.coastalpet.com
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Aqueon NeoGlow Aquarium Kits
Add fun and color to a room with the NeoGlow aquarium kits 

from Aqueon. The kits are available in lime green, pink and 
orange and come in either a column, hexagon or cube shape. 

The kits include a glass aquarium and fluorescent silicone, a 
black background, a low profile hood with blue LED lighting, 

decorative plants, multi-colored gravel and more. 
www.aqueonproducts.com

SmartBones No Rawhide Dog Chews
SmartBones is launching several new No Rawhide products this year, 
including Twist Chews, Kabobz, Chicken Wrapped Sticks, Holistic 
Chew Line, Bacon & Cheese Chews, Dental Chews, SmartChews and 
SmartNaturals Treats. SmartBones products are made using wholesome 
vegetables, including sweet potatoes, peas and carrots, in place of 
rawhide. This is then combined with irresistible chicken breast.
www.smartbones.com

Probios Intelliflora 
by Vets Plus, Inc.
Probios Intelliflora is a probiotic supplement for 
dogs and cats that provides an antibiotic free 
approach to help maintain a healthy immune 
system. There are four probiotic strains offered in 
Probios Intelliflora. The simple design creates ease 
of use when providing this supplement to pets. 
Daily use helps support balanced gut microflora, 
and it is available in single dose, 1-gram packets. 
www.probios.com

Master Grooming Tools Ultimate 
Coarse Comb with Wooden Handle

The ergonomic Master Grooming Tools Ultimate Coarse 
Comb features an extra wide wooden handle that’s 

contoured to fit your hand for a solid grip. This unique 
handle, which is 7/8 inches wide, reduces strain, thereby 

reducing pain, fatigue and risk of injury. Its generous 
9-inch size makes it ideal for medium-, long- and thick-

coated breeds. Wide-set hardened steel teeth are 13/8 
inches long and deeply embedded into the spine for 

unmatched strength and durability.
www.petedge.com
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Sniffin’ Flowers
Pup Pastry from
Lazy Dog Cookie Co.
Using only simple, beneficial ingredients 
that are viciously delicious and naturally 
nutritious, Lazy Dog says its products 
“lick” the competition. The health 
benefits paired with unique recipes 
make these treats irresistible. Products 
are vegetarian and vegan, as well as 
wheat-, corn- and soy-free. 
www.lazydogcookies.com 

Healthy Pets
All-Natural Goat Milk 
Shampoo Soaps
HorseOPeace.com introduced its 
natural, safe “Healthy Pets” line of 
all-natural goat milk shampoo soaps 
that create a soothing lather to clean 
and protect skin while keeping coats 
soft and shiny. The soaps are made 
with 100 percent raw goat milk, which 
nourishes healthy skin and coats for 
pets, controls pet odor and naturally 
deters pests such as fleas and ticks. 
They are especially good for pets with 
dry, itchy, sensitive or flaky skin.
www.horseopeace.com

Air Dried Products
by ZiwiPeak

Complete with a new packaging design, 
ZiwiPeak has introduced its two new 

air dried food products: Air Dried Tripe 
for dogs and Air Dried Blue Mackerel 

& Lamb for dogs and cats. Both have a 
meat content of 98 percent fresh, New 

Zealand-sourced meat, organs, bones and 
green mussels. ZiwiPeak also simplified its 

ingredient deck with this new line. 
www.ziwipeak.com
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Headlight Harness 
The Headlight Harness design features 
a bright 80-lumen LED integrated into a 
customizable fit no-pull harness. It allows 
for full range of motion and is designed 
with padding and mesh to ensure 
superior comfort. It also has a reflective 
trim for added safety and two leash 
attachment points for more control. 
www.myheadlightharness.com

STOCKROOM             new products

Bacon’d Strips
by Pet ’n Shape Natural 
Treats and Chews
These made-in-the-USA Bacon’d 
Strips come in three varieties: Chicken 
& Bacon, Turkey & Bacon and Duck 
& Bacon. All are made with real, 
wholesome bacon and have a smoky, 
hot-off-the-skillet aroma and a rich, 
tantalizing flavor dogs will crave. 
Soft and easy to break, these strips 
are ideal for a reward or training 
tool. They also contain no artificial 
additives or preservative, and are free 
of wheat, corn and soy.
www.petnshape.com

Orbee-Tuff LINK 
by Planet Dog

The new Orbee-Tuff LINK offers endless options to keep dogs 
engaged and having fun! Boasting a sleek, modern design, this 
translucent toy can transform into different shapes for different 

levels of difficulty. Dogs will enjoy both seeing and smelling their 
treats hidden within LINK, occupying and entertaining them for 

hours. Loved by small and large dog breeds alike, pet owners 
can simply add more pieces to create additional configurations, 
designs and keep dogs coming back for more! Available in royal 

blue/clear and orange/clear color combinations.
www.planetdog.com 

GloFish Color-
Changing Plants
Tetra Brand GloFish Color-Changing 
Plants offer fish keepers more ways 
to personalize their Tetra GloFish 
Aquariums. Color-Changing Plants are 
specially designed to fluoresce when 
placed under a GloFish Cycle Light 
using Moonlight mode and change 
color under the light’s Midnight 
mode. With a variety of colors and 
sizes, GloFish Color-Changing Plants 
give aquarium owners loads of fun 
customization options.
www.tetra-fish.com
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Wahl Power Grip Clippers
The Power Grip includes the efficiency of 

constant speed control; this built in torque 
control automatically delivers more power 

and ease of use when clipping through mats 
and thick coats, all while running quietly. The 

ergonomically-designed and ultra-lightweight 
body style easily rolls in your hand, the rounded 

front housing prevents hair clogging and the 
patented easy-to-remove drive-tip system 

means you no longer have to dissemble your 
clipper for occasional maintenance. The new 

Coral Punch and Power Pink Power Grip come 
complete with a #10 Ultimate Competition 

Series blade that has superior tooth geometry 
for exceptional feeding.

www.wahlanimal.com 

Cuddles Treat by 
The Honest Kitchen
With the introduction of its 
newest treat, Cuddles, a fish and 
pumpkin grain-free cookie, The 
Honest Kitchen has given its 
treat line a whole new look and 
converted all existing cookie treat 
recipes to grain-free. Designed 
to help pet owners easily 
understand each treat’s purpose, 
the updated packaging color-
codes both proper usage—either 
training, anytime or functional—
and which proteins it contains. 
All treats will come in resealable 
pouches, providing easier 
storage and prolonged freshness. 
Cuddles training treats are sold in 
12-ounce pouches.
www.thehonestkitchen.com

Insect Shield Reversible Beds
The future of comfortable insect protection is here! Soft and 

cozy Insect Shield Reversible Beds feature built-in insect 
protection to keep pets safe from harmful, biting 

insects. Designed to fit most wire crates, Insect 
Shield Reversible Beds can be used in 
crates or outside on a deck or patio to 
protect pets from harmful pests. The beds 
are available in dual color options—one 

side is slate gray and the other is carrot 
orange. The removable cover can 

be washed up to 25 times.
www.petedge.com 
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Safe & Sound 
by Pet Acoustics 
Pet Acoustics is launching a new 
line of vibration-cancelling products 
called Safe & Sound that create 
noise-cancelling environments for 
pets. The bed, which is for cats and 
small dogs, as well as the cat tunnel 
and cat crate liner, are designed 
with patented sound-absorbing 
layers to resolve common stresses 
that felines feel in the home and 
during travel. 
www.petacoustics.com

Caru Soft ’n Tasty 
Baked Bites for
Dogs and Cats
The Caru Pet Food family of all-
natural dog treats has added new 
flavors to its Soft ’n Tasty Baked 
Bites line. Tuna and Pheasant are 
now available flavors for the dog 
treats, while Tuna is a new flavor 
within the cat line. Each delicious 
square inch treat is made with 
USDA inspected meat as the first 
ingredient. Prepared in small 
batches with carefully selected, 
non-GMO ingredients, each treat is 
packed with high-quality protein 
and fruits to help promote strong 
muscles and a healthy heart. 
www.carupetfood.com

Kurgo’s Patriotic 
Muck Collars

Kurgo now has three new patriotic 
designs in its popular waterproof 

Muck collar line. These new designs 
pay tribute to the countries of 

Canada, the U.S. and UK. The 
odor-free Muck Dog Collars are 

available in three sizes. 
www.kurgo.com

Bad Tags 
Bad Tags custom-made pet tags 
are available in over 20 different 

colors with hundreds of quirky 
sayings. Personalize the tag with 

the owner’s contact information to 
keep pets safe if they are ever lost. 

Made with premium aluminum 
metal core and special water 

coating, these tags will last and 
make a great first impression.

www.buybadtags.com
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Advantus Anti-Flea Soft Chew
Advantus is ideal for dog owners who want a 
product that effectively kills fleas fast. Dog owners 
simply feed the savory soft chew to their dogs. A 
single dose kills adult fleas on dogs, but it is safe 
to give daily as needed if re-infestation occurs. 
Advantus contains no animal proteins, so it may 
be suitable for dogs with animal protein (food) 
allergies. Available in two tablet strengths: 7.5 mg 
for small dogs (4 to 22 pounds) and 37.5 mg for 
large dogs (23 to 110 pounds). 
www.bayer.com 

It’s a breeze. 
Make sure your team can:

• Make a good fi rst impression.

• Keep customers coming back.

• Handle daily challenges.

• Increase sales and profi ts.

FREE
100%

 www.petstorepro.com
 © 2017 PIDA

Poochie-Pets Poop 
Bag Dispenser
With a top that lifts for ease in 
refilling, the cylinder-shaped, 
gray, blue and cream canister 
comes prefilled with 75 large (9 
inches x 13 inches), eco-friendly, 
decorative bags. Measuring 9 
inches tall by 3 inches wide and 
made of heavyweight cardboard, 
when one bag is dispensed from 
the canister’s top, a new one 
appears ready to grab and go.
www.poochie-pets.net

GloFish Cycle Lights 
Tetra Brand GloFish Cycle Lights 

enhance the unique brilliance of 
GloFish décor with remarkable 

visual effects. Just place any 
GloFish Color-Changing Plant, 

Ornament or Background under 
the Cycle Light and watch it 

become more vibrant and 
increase fluorescence. GloFish 

Cycle Lights come in three sizes 
designed to fit any framed 

aquarium up to 55 gallons. The 
products offer four light modes 
that interact with GloFish color-

changing décor in different ways.
www.tetra-fish.com

Stewart Fresh to Home 
Raw Frozen Recipes
Get back to your dog’s basics with the 
Stewart Fresh to Home Raw Frozen 
Recipes, which aim to help pets 
absorb more nutrients and increase 
true digestibility. Prepared with single 
or limited source protein, wholesome 
fruits, garden fresh vegetables 
with added vitamins and minerals, 
each serving is packed with the 
optimum level of nutrients needed 
to help maintain a complete and 
balanced diet. And because Stewart 
removes the moisture, the food 
does not require a freezer, making 
it convenient, easy to feed and shelf 
stable. There are seven Fresh to Home 
flavors available. 
www.stewartpet.com
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Clearvue Filters by Cobalt Aquatics
The Cobalt Clearvue Internal Filter has a unique, 
innovative design that has the beginner fish keeper 
in mind, but the performance that a hobbyist will 
appreciate. The filtration chamber makes it very easy to 
see when the filter needs to be replaced or cleaned. The 
bottom mounted motor and omni-directional output 
make the filter very flexible in placement and use. It can 
even be used in terrarium environments to create water 
fall effects. With three models from which to choose, 
the Clearvue 20, 30 and 45 are easy to use and have low 
power consumption and robust flow rates for their size.
www.cobaltaquatics.com

BEST SHOT All 
Natural Bug Spray

BEST SHOT All Natural Bug Spray’s 
mindfully formulated blend boasts 

nature’s finest extracts and 
organically grown ingredients, 

smells refreshing and is non-
oily. It repels flies, mosquitoes, 

chiggers, gnats and other 
annoying insects. The spray 

is safe to wipe on faces, 
has no pesticides and can 

be reapplied—even on 
udders—without concern. 

It’s even safe for dogs 
treated with spot-on flea 

control products and is 
available in 4-ounce travel 

size, pint, quart and bulk 
refill containers.

www.bestshotpet.com

Parkers Jerky Treats
With the introduction of Parkers Jerky Treats, 

pet parents can offer a 100 percent wholesome, 
made-in-the-USA, nutritious jerky treat, 

designed for on the go activities, anytime 
training or just as an everyday reward for any 

size dog. These moist treats are made with only 
the best, human-grade ingredients and are free 
of glycerin, artificial preservatives, wheat, corn, 

soy, grains and gluten. Available in four tasty 
flavors (beef, chicken, pork and turkey), one pack 

contains more than 30 nutritious jerky treats.
www.parkerstreats.com

Angel Classic Collection 20-inch Collar
by Angel Pet Supplies
Whether pet parents are searching for something plain, studded or 
jeweled, the brand’s signature Angel Classic Collection of Alpine, Athens, 

Rotterdam Spiked, Rotterdam Bones and Rotterdam Hearts designs suit 
any personality. Each original design is handcrafted in super soft, 100 

percent genuine cowhide and features a center d-ring. The 20-inch collar 
fits neck sizes between 14½ inches to 17½ inches and is 

perfect for collies, pointers and similarly-sized breeds. 
www.angelpetsupplies.com
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Custom Bandanas
by Heads Up for Tails
Available in more than 15 distinct 
designs, patterns and witty sayings, these 
new Heads Up for Tails bandanas are the 
lifestyle accessory every dog and pet 
parent will covet. The bandanas display 
some funny sayings, including its best 
seller, “WTF” (“Where’s the Food”). Each 
design is offered in three sizes—small, 
medium and large—and the bandanas 
are equipped with an adjustable clasp. 
Every bandana is secure and comfortable 
for any size dog, large or small.
www.headsupfortails.us

Milk-Bone
Farmer’s Medley
New Milk-Bone Farmer’s Medley 
features both a grain-free and whole 
grain-recipe dog biscuit made with 
real chicken, beef, lamb or turkey. 
These biscuits are oven-baked and 
made with a medley of ingredients 
that feature protein sources and 
vegetables with no fillers, corn, 
artificial flavors or preservatives. 
Available in four varieties: 
Grain Free with Lamb & Spring 
Vegetables, Grain Free with 
Turkey & Pumpkin, Whole 
Grain Recipe with Chicken and 
Whole Grain Recipe with Beef.
www.milkbone.com 

Superfood Jerky by Barkworthies 
Barworthies’ new Superfood Jerky delectable treats are high in protein to 
support muscle growth and development while also being grain- and gluten-
free. Made with real meat and a medley of fruits and vegetables, they are rich 
in vitamins, antioxidants and fiber to support a pet’s digestive system. Available 
in a 4-ounce re-sealable pouch in four delicious flavors, including Turkey with 
Pumpkin, Sweet Potato & Carrot; Chicken with Cranberry & Blueberry; Chicken 
with Pumpkin, Sweet Potato & Carrot; and Turkey with Cranberry & Blueberry. A 
12-ounce re-sealable pouch is also available in Rabbit with Apple and Kale.
www.barkworthies.com 

Insect Shield 
Portable Blankets

Whether lounging in the backyard or relaxing at the park, Insect Shield 
Portable Blankets provide safe and odorless insect protection for 

pets who love the outdoors. Our portable, comfortable, lightweight 
blankets are treated with a patent-pending process that tightly binds 

a proprietary permethrin formula to fabric fibers. These innovative 
blankets are proven to repel fleas, ticks, mosquitoes and more for 

effective, odorless, built-in insect protection that’s approved for the 
whole family. It includes a handy carrying bag—simply roll up and stow 

in the bag to easily take anywhere!
www.petedge.com



38 | April 2017  Pet Age

STOCKROOM             new products

Fresh News Small 
Animal Litter

Made from 100 percent 
recycled paper, Fresh News is 
99 percent dust free and 100 

percent non-allergenic. Fresh 
News Small Animal Litter 
is softer, more absorbent 
and offers more volume, 

meaning it lasts longer 
between changes. Safe for 

all animals, Fresh News is 
non-toxic and veterinarian 

recommended. Available in 
a 20-liter package.

www.freshnewslitter.com 

Doggie Don’t Device 
The Doggie Don’t Device is a revolutionary, humane and pain-free handheld training 
device that will assist pet owners in discouraging unwanted behaviors. The patented 
device is based on proven audible sound aversion. It makes a distinctive crackling sound 
that can be heard by both owner and dog. This sound grabs a dog’s attention and enables 
the owner to say the appropriate commands. The Doggie Don’t tool is not intended for 
long-term use but instead was created so that dogs learn to respond to commands only. It 
comes with a wrist strap and is small enough to fit in a purse.
www.thedoggiedontdevice.com 

Calm Paws 
Natural 

Essential Oil 
Collection

The Calm Paws natural 
essential oil products 
consist of gel patches, 

collars and disks and are 
compatible with Calm 

Paws e-collars, providing 
calming support to help 

post-surgery and stress-
related behaviors in dogs 

and cats. The product is made 
of felt fabric that is secured by 

Velcro strips allowing multiple 
size adjustments across four 

size options. A patented break 
in the collar fabric allows a 
section to be folded back 
to allow the pet to easily 

get at food or water, and a 
patent-pending net pouch is 
included on the collar for the 

Calm Paws gel patch.
www.21stcenturyahc.com

Large Bites by Holistic 
Health Extension
Holistic Health Extension’s Large Bites 
formula for large breed dogs comes 
in a Chicken & Brown Rice recipe 
and is loaded with highly nutritious 
ingredients, like deboned chicken, New 
Zealand green mussel and glucosamine. 
It also has prebiotics and probiotics to 
help maintain a healthy digestive tract. 
The Large Bites are available in both
1- and 30-pound bag varieties. 
www.healthextension.com
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Babelbark Fitness 
Tracker
The Babelbark Fitness Tracker’s non-
charging, replaceable battery lasts 
up to six months and the device 
wirelessly syncs with smartphones to 
upload data to the BabelBark mobile 
app. The waterproof disc has LEDs 
that display daily progress toward 
activity goals and can store up to 
30 days of activity between syncs. 
Available in black, green, blue, yellow, 
gray and white.
www.babelbark.com

All-Natural Pet Treats by BareItAll
With goBARE, pet food newcomer BareItAll offers an all-natural, nutrition-packed 

pet snack that tastes great. BareItAll’s key ingredient in its treat line is Asian 
carp, an abundant, natural and sustainable protein source. True to its name, the 
company is committed to complete transparency when it comes to the process 

and the product—there are no secrets or hidden ingredients in these pet treats.
www.bareitallpetfoods.com

Hope and Spruce 
Minimalist Grain-Free 
Dog Food
The Minimalist Grain-Free Dog 
Food line has added two new 
flavors, Hope: Beef & Chickpea and 
Spruce: Duck & Sweet Potato. Each 
recipe contains only six ingredients, 
making them ideal for dogs with 
sensitivities and food allergies. 
Made with cage-free duck and 
ranch-raised beef, each new recipe’s 
ingredients are carefully sourced. 
www.thehonestkitchen.com

Foolee Click & Brush Tool by Eazee
Featuring a composite plastic comb with smooth, rounded teeth, there’s no 

chance of nicking delicate skin or snagging hair. Adjust the de-shedding 
comb depth for either short or long hair by sliding the button. The de-

shedding tool is available in six designer colors and in large, medium and 
small sizes for dogs. A tool for cats is also available and comes in six colors.

www.eazee.pet
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SPRING
STOCKROOM              focus on

EzyDog Life Vest
The EzyDog Life Vest has 50 percent more float than most 
life jackets. It comes equipped with adjustable neoprene 
straps that form an ergonomic and secure fit, high 
visibility reflective piping for nighttime safety, along with 
a convenient grab handle for easy lifting. It’s available in 
both micro sizes and regular sizes in red and yellow. 
www.ezydog.com

Emoji Nation 
Ball Collection by BH Pet Gear

Whether it’s a dancer, smiley face, pizza slice or crying 
cat, emojis have captivated our culture and are the 

modern ideogram language that our society can’t seem 
to get enough of. BH Pet Gear has jumped on the emoji 

bandwagon and is excited to officially launch the pet 
line of EmojiNation, which will include this collection 

of dog toys as well as pet dishes, pet beds, collars, 
harnesses, leads, toys, poop bags and apparel. 

www.bhpetgear.com

Car-Go Shelter
The Car-Go pop-up shelter makes it easy to bring your 
pets home with you while traveling. The Car-Go is 
designed to fit on the back seats of most cars and SUVs. 
No assembly is required. Simply remove from the case, 
give it a shake and it pops open! Great for use at home, 
in hotels and on the road. It has an oversized carrying 
case with shoulder strap and storage pockets, while 
remaining lightweight and durable, as it’s made of 600 
denier polyester. 
www.sturdiproducts.com 

Cool Pup Splash About Dog Pool
A refreshing dog pool that pets can use to cool off on 

hot days, the Cool Pup Splash About Dog Pool is made 
of extra-tough PVC that folds down completely for 

transport and storage. These dog pools are perfect for 
a refreshing dip in the backyard or on decks or patios. 

They fold down completely, making them easy to pack 
for summer vacations and easy to store during the 

winter months.
www.petedge.com
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Next Month: Eclectic Collars

Kurgo Baxter Pack
The Kurgo Baxter Pack is lightweight, tough and custom 

fit. It’s great for everyday use or backpacking adventures. 
Built to withstand rugged outdoor conditions, it has 

eight adjustment points to get the proper fit for any dog. 
It includes a rear-mounted leash hook that works like a 

harness for pups that need to be on their lead.
www.kurgo.com

Dogtra Pathfinder GPS E-Collar
The new Pathfinder GPS e-collar is a high-response 
tracking and training system with full e-collar functions. 
The Pathfinder can keep track of a dog’s location within a 
nine-mile range. With multiple views, including satellite 
and terrain, along with map zoom capabilities, the 
Pathfinder is easy to use, gives accurate locations and is 
waterproof. Each session with the Pathfinder is recorded, 
so users can track where their dog has searched or where 
evasive game was found.
www.dogtra.com

K9 Sport Sack
The K9 Sport Sack is the most ergonomic way to bring your 
dog wherever you go. Unlike other carriers, the K9 Sport 
Sack doesn’t slump and keeps your pet securely fastened. 
Easy to use and comfortable for both the human and the 
pet, the K9 Sport Sack can comfortably carry any pup up to 
23 inches long and under (or around) 30 pounds.
www.trentandcompany.com 

Collapsabowl 
by American Dog

The Collapsabowl for kibble fits every need 
and every occasion. It has a roll top and 

quick release buckle closure for easy storing 
of kibble, and a nylon loop to attach to a 

carabineer or hook. It can hold two cups of 
kibble and has a Nylon 420 exterior.

www.loveamericandog.com
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Licensing Expo’s Attendee Registration for 2017 Open

UBM’s Global Licensing Group, 
organizers of Licensing Expo, 
the world’s largest licensing in-

dustry event, has opened registration to 
attendees and unveiled the blueprint 
for Licensing Week, which will take 
place May 22-25 at the Mandalay Bay 
Convention Center in Las Vegas. Li-
censing Week brings together new and 
returning educational and networking 
events surrounding Licensing Expo 
(May 23-25) to offer a robust slate of 
business-building opportunities for at-
tendees and exhibitors alike. 

The event is designed to encourage 
and enable licensing professionals to 
take full advantage of their time in Las 

Vegas with more industry events, net-
working opportunities, exclusive par-
ties and invitation-only studio screen-
ings. 

“Licensing Expo has become the 
true hub for licensing professionals, and 
the number of events supporting the 
industry during the week of the Expo 
in Las Vegas has grown significantly,” 
said Jessica Blue, senior vice president 
of licensing at UBM Americas. 

Licensing Expo, sponsored by the 
International Licensing Industry Mer-
chandisers’ Association (LIMA), re-
mains the centerpiece of the week and 
will host more than 5,000 brands from 
all categories from many countries. 

Some of the new exhibitors in 2017 in-
clude Auldey Toys, French Bull, Hang 
Ten, Line Friends, Toon Goggles and 
Vooz Co, Ltd. Returning exhibitors 
include Iconix Brand Group, Cartoon 
Network, Jenny Foster, The Joester Lo-
ria Group, John Wayne Enterprises and 
Sony Music, among many others. With 
more exhibitors joining every week, 
these are just a few of the brand owners 
and agents showcasing in May. 

Other components of Licensing 
Week include Studio Screenings, Li-
censing University, Orientation Break-
fast, Matchmaking Service, Opening 
Night Party, Art & Design Mixer and 
Agents’ Business Forum.

Industry Leaders 
Collaborate to 
Drive Impact

Some of the industry’s most inno-
vative companies are setting aside 
their sense of competition in an 

effort to drive impact through the Pet 
Sustainability Coalition’s (PSC) Impact 
Unleashed event. KONG Company, 
Cardinal Pet Care, West Paw Design 
and Barkworthies are collaboratively 
investing to bring the industry together. 

Impact Unleashed seeks to inspire 
a new wave of innovation that drives 
prosperity for people, pets and the plan-
et. On May 4 and 5, the industry will 
gather in Denver, Colorado, to gain in-
spiration from outside industries who 
will share their environmental and social 
impact strategies and demonstrate how 
these strategies have strengthened their 
businesses. 

In addition, Impact Unleashed will 
be the first event in history that will be-
gin to form the impact narrative of the 
pet industry by bringing together pet 
industry speakers to share their impact 
strategies as a community. 

Speaking on why these companies 
are investing collaboratively in Impact 
Unleashed, company representatives 
had the following to say:

 KD Frueh, president, KONG 
Company: “All of our individual stories 
add up to a novel that hasn’t been writ-
ten yet—this event will help to tell the 
story of who we are and where we are 
going.” 

Tony deVos, owner, Cardinal Pet 
Care: “Our biggest opportunities to 
address global issues like social equity 
and resource scarcity aren’t issues we can 
tackle alone—collaboration is the only 
effective path forward.”

  Spencer Williams, president and 

CEO, West Paw Design: “While West 
Paw Design is incredibly proud to be 
seen as an impact leader, we look for-
ward to learning about what’s worked, 
and what hasn’t, from other reputable 
business people so that we can all drive 
further improvement.” 

Bill Chillian, marketing director, 
Barkworthies: “We are excited to help 
inspire a new sense of innovation in the 
industry that helps businesses while also 
demonstrating responsibility toward our 
planet and communities.” 
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West Paw Design Named Top Montana Manufacturer 

The Montana Manufacturing 
Association (MMA) honored 
West Paw Design as the 2016 

Montana Manufacturer of the Year.
“Our winner makes me proud to 

be associated with the manufacturing 
industry here in Montana,” said Bryan 
Wood, president and CEO of Wood's 
Powr‐Grip in Laurel, Montana, who 
serves as chair of the MMA and is a 
past winner of the Manufacturer of 
the Year award. “West Paw Design has 
developed a number of proprietary 
technologies and has an outstanding 
track record of community involve-
ment and employee engagement.”

West Paw Design manufactures 
safe, durable and eco‐friendly pet 
products. Using sustainable materials, 
the company has continually incorpo-
rated environmentally friendly strate-
gies into its manufacturing processes, 
facility and operations. In addition to 
its environmental commitment, West 
Paw Design continues to grow rev-
enues in both domestic and foreign 
markets.

The Bozeman, Montana‐based 
company is also innovative in many 
facets of the business. West Paw De-
sign was the first company to become 
a Benefit Corporation in Montana as 
a way of furthering its commitment 
to the “B Corp” movement. B Corps 

are for‐profit companies certified by 
the nonprofit B Lab to meet rigorous 
standards of social and environmen-
tal performance, accountability and 
transparency.

“Earning the Montana Manufac-
turer of the Year award is meaningful 
to all of the employees who are the 
heart and soul of the company,” said 
Spencer Williams, owner and pres-
ident of West Paw Design. “Since 
1996, we have taken our passion for 
making eco‐friendly pet products and 
turned it into an opportunity to create 
jobs in our local economy and state.” 

In fact, according to the company’s 
website, when West Paw Design was 
looking to move to a bigger location, 
“instead of outsourcing manufactur-
ing to Asia, which was the current 
trend in the ’90s, Spencer decided to 
invest in local talent and built a state-
of-the-art, eco-friendly manufacturing 
facility,” the same one that the compa-
ny operates out of today.

“We love Montana,” Williams said. 
“Which is why we choose to continue 
to manufacture pet products and raise 
our families here.”
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Pet Palette Named Exclusive US 
Distributor for Hing Designs

Pet Palette LLC, a national dis-
tributor of pet products, an-
nounced that it has inked a deal 

with Hing Designs, a UK manufactur-
er of pet bowls and feeders, to be its 
exclusive U.S. distributor. 

“Hing Designs is delighted to an-
nounce its partnership with Pet Pal-
ette,” said Mike Dixon, managing 
director of Hing Designs. “We rec-
ognized Pet Palette’s strong presence 
and reputation within the industry 
and believe they are ideally placed to 
service the growing demand in the 
U.S. market place for the Hing range. 
The timing of this appointment we 
also felt was key, as it now provides 
an extremely attractive platform for 
us to launch our exciting new product 
concepts over the course of 2017 and 
2018.” 

“This adds a new and exclusive line 
to our growing list of great brands,” 
said Mike Dagne, president and COO 
of Pet Palette. “As a national distribu-
tor, we are always focused on bringing 

retailers brands that will help them 
stay fresh and competitive and we feel 
that Hing Designs hits the mark on 
both accounts.” 

INDUSTRY BRIEFS  

Dog Rocks  
Rebrands to  
Podium Pet 
Products

Dog Rocks USA Distribution 
LLC announced an overar-
ching name and rebranding 

to “Podium Pet Products.” The name 
change reflects the company's broader 
ambition and commitment to growth 
within international pet markets.

“Our overarching brand, Podium 
Pet Products, allows us to strengthen 
our portfolio and emphasize our com-
mitment to the pet care sector,” said 
Carina Evans, CEO of the company. 
“We have ambitious line extensions 
and new product development plans 
with the aim of providing a range of 
pet product solutions across the UK, 
European and North American mar-
kets, with APAC next.”

Dog Rocks remains the flag-
ship brand for Podium Pet Products, 
whose growing portfolio includes 
Dog Rocks, Pet Remedy, Torus Water 
Bowl, PetproBio, Pet Angel and Non-
Tip Feeder.

The company has experienced a 
rapid change in a short time and con-
tinues to grow. They won a Queen’s 
Award for Enterprise in International 
Trade in 2016. Podium Pet Products 
is owned by three ex-GB athletes who 
have transferred their skills from sport 
to business—Andrew Hine and Nick 
Evans having represented GB during 
their careers playing International 
Polo and Carina Evans having repre-
sented GB as a World Cup Skeleton 
athlete.

The new name is effective and im-
plemented immediately. 

SOGGYDOGGYDOORMAT.COM  877.504.4811
BARK@SOGGYDOGGYDOORMAT.COM
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Sweet-Dream-Zone ahead.

Crate Mate®

Livin’ the 
plush-foam-lining dream

Crate Mate®

Velvety-soft crate pad 
& travel bed

Double-layer microfiber chenille 
with polyester foam lining

Imporoved stitching for
easy machine wash

Available in 4 sizes, 
3 colors
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Matrix Partners Recognized by Graphic Design USA

Matrix Partners was recently 
recognized for its creative 
work executed on behalf of 

three of its clients: Caru Pet Food, 
Health Extension and Nature’s Log-
ic. All three brands are recipients of 
a 2017 Graphic Design USA (GDU-
SA) American Package Design Award. 
This annual competition celebrates 
attractive graphics, but more impor-
tantly, the power of design to forge an 
emotional link with the buyer at the 
moment of truth. GDUSA states that 
package design and related disciplines 
are increasingly the difference makers 
in advancing a brand and influencing 
a purchasing decision. 

Caru Pet Food was recognized for 
Sustainable Packaging under the Spe-
cial Features umbrella. The company’s 
simple, smart Tetra Pak cartons are de-
signed to keep perishable foods fresh 
without preservatives so pets can enjoy 
the taste of their meal and not the ad-
ditives or the aluminum it was stored 
in. With Tetra Pak technology, Caru 
Stews taste delightfully fresh for up to 
two years. Moreover, this unique car-
ton is made with 1/3 of the packaging 
of conventional cans and is post-con-
sumer recyclable.

Health Extension was recognized 
in the Animal & Pets category under 
the Package Design umbrella. A spir-
ited update from its previous design, 
Health Extension’s new look features 
vibrant colors and real pets to form an 
emotional connection with pet own-
ers. Bright color schemes with warm 
accents and engaging fonts tie the 
packaging together, highlighting key 
product info such as grain free, whole 

food ingredients and family owned. 
Nature’s Logic was also recognized 

in the Animal & Pets category under 
the Package Design umbrella. The 
newly updated package designs feature 
artistic whole food silhouettes and 
earthy colors that support the message 

of 100 percent natural ingredients. 
The package also highlights the com-
pany’s recipes with whole foods and 
without synthetic vitamins.

ww.glomarr.comw
ww.petprivatelabel.comw

Keeping Pets clean since 1965

made in the u.s.a.
800.228.7387

KENIC

Glo-Marr/KENIC Pet Products, Inc.Glo-Marr/KENIC Pet Products, Inc.
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World's Best Cat 
Litter Launches 
Advanced Series  

World’s Best Cat Litter is 
answering cat owners’ 
demand for specialized 

litters with the launch of its Advanced 
Series, a line of products made to ad-
dress specific litter box problems. Its 
Zero Mess and Zero Mess Pine Scent-
ed litters are purpose-built to make 
cleanup easier than ever before. 

Zero Mess, and all future Ad-
vanced Series products, will be avail-
able in pet-specialty stores and select 
online retailers. The Advanced Series 
line delivers the brand’s hallmark con-
centrated power to help cat owners do 
more with less litter and adds unique 
ingredient combinations that address 
the top issues facing today’s pet par-
ents. 

“Our Original Series products 
will always be long-lasting and deliv-
er outstanding overall performance,” 
said Jean Broders, brand manager of 
World’s Best Cat Litter. “However, 
we are dedicated to innovating new 
products that meet the unique needs 
of each individual cat owner. Our Ad-
vanced Series pushes the boundaries 
of what a litter is capable of and Zero 
Mess does that by making cleanup eas-
ier than ever.” 

Zero Mess is the multi-
ple-cat-strength litter that guarantees 
fast and easy cleanup with double bet-
ter clumping and double more odor 
control. It is the only litter that com-
bines the concentrated power of corn 
with super-absorbent plant fibers that 
quickly trap liquids in tight clumps. 
The end result is a litter that prom-
ises no chiseling, no scraping and no 
crumbling. Zero Mess Pine Scented 

delivers all these benefits, plus it adds a 
blend of pine ingredients for a gentle, 
natural scent. 

“Pet-specialty shoppers want prod-
ucts that meet their unique needs,” 

Broders said. “All Advanced Series for-
mulas will use innovative ingredient 
combinations to provide solutions to 
issues other litters fail to deliver on. 
And Zero Mess is just the beginning.” 

INDUSTRY BRIEFS  

Breakout Retailer Award for 
Bentley’s Pet Stuff

Bentley’s Pet Stuff, one of the 
fastest growing independent 
pet retailers in the U.S., re-

cently announced it has been awarded 
a 2017 Breakout Retailer Award by 
Chain Store Age, a provider of retail 
news and analysis across all sectors of 
the industry. This award coincided 
with the grand opening celebrations 
of 31 Bentley's Pet Stuff stores in Wis-
consin, Minnesota, Missouri, Colora-
do and Illinois.

Honoring emerging retail and 
restaurant concepts, Chain Store Age's 
2017 Breakout Retailer Award recog-
nizes innovative companies that show 
strong potential for growth. Spon-
sored by Paint Folks and selected by 
the editorial board of Chain Store Age, 
this year’s winning lineup features five 
forward-thinking brands in five differ-
ent industries.

“Bentley’s Pet Stuff is proud to 
be among this year’s Breakout Award 

Winners,” said Lisa Senafe, president 
of Bentley's Pet Stuff. “We are hum-
bled to be among this class of inno-
vative retailers who are mission driven 
and want to change the world for the 
better.” 

Other award recipients were Al-
tar’d State (a women's apparel retailer 
with a mission), MOD Pizza (fast-piz-
za innovators), Sugarfina (luxury 
sweets makers) and Warby Parker (on-
line eyewear retailer).

“Retailers have to go the extra mile 
to succeed in today’s highly competi-
tive and disrupted marketplace,” said 
Marianne Wilson, editor-in-chief 
of Chain Store Age. “In their own 
unique way, each of the five winning 
brands has done just that. Although 
these retailers are widely diverse, they 
are alike in their ability to engage and 
delight customers, online, in-store or 
both. And they all have a very clear 
pathway for growth.”



Pets Best Names Top Veterinarian in the Nation

Pets Best Insurance Services, 
LLC, a leading U.S. pet health 
insurance agency, has named 

Dr. Russell Johnson as the 2016 grand 
prize winner of its nationwide My Vet’s 
the Best contest. Dr. Johnson owns 
Neighborhood Pet Health Center in 
North Richland Hills, Texas, where he 
practices veterinary medicine.

Pets Best says that, in 2010, it be-
came the nation’s first pet insurance 
agency to develop a contest with the 
sole intent of recognizing the coun-
try’s best veterinarians. Each year, 
hundreds of pet owners across the 
U.S. nominate their vets for outstand-
ing acts of service and care. Voting for 
each season’s winner is then held via 
Pets Best’s Facebook page. At year’s 
end, grand prize winners are selected 
by an internal review panel comprised 
of respected veterinarians. In addition 
to a $1,000 grand prize, each year’s 
winner receives an all-expense paid 
trip to the Western Veterinary Confer-
ence (WVC) in Las Vegas.

Dr. Johnson says he intends to use 
the cash winnings to support his clin-
ic’s charitable work. 

“This is a lot of money to some 
people and can help us provide ser-
vices to people who may not be able 
to afford it, which may impact the life 
of their pet—and their life,” he said.

Dr. Johnson is also greatly an-
ticipating the continuing education 
opportunities available at the March 
2017 WVC, as well as the ability to 
interact with other top veterinari-
ans around the country. But mostly, 
he’s looking forward to attending the 
WVC with his wife, Lisa, who has 
worked as the clinic’s office manager 
since the couple purchased the prac-
tice six years ago. 

“The veterinary industry requires 
dedication and much sacrifice, both 
on the part of doctors and their spous-
es,” said Dr. Jack Stephens, founder 
and director of Pets Best. “Dr. Johnson 
and his wife, Lisa, are living proof that 
both veterinarians and their families 

play a part in ensuring their commu-
nities receive impeccable service and a 
high quality of care. Through their ef-
forts, the Johnsons are making a major 
impact in their community, and that 
deserves the utmost recognition.”

But while running the clinic means 
hard work and little down time for the 
Johnsons, they wouldn’t have it any 
other way. 

“I’ve been doing this for 26 years, 
and I still have 15-20 clients who 
have followed me around whenever I 
changed clinics,” he said. “We’re on 
almost a third generation with some 
of their pets—and that’s pretty special. 
Most people don’t get to be a part of 
people’s lives for that long. Interact-
ing with people and developing and 
maintaining those relationships—that 
is the most rewarding part.”
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Pet Food Express 
Adopts Out 900th Cat 
at SF Adoption Center
Six years after San Francisco Animal 
Care and Control (SFACC) opened its 
first-ever cat adoption center housed 
inside privately-owned Pet Food Ex-
press in San Francisco, Pet Food Ex-
press announces that the 900th cat has 
been adopted.

The honor went to proud new cat 
owner Chae Eun Lee and Miss Arya, a 
beautiful, shy 5-year-old torby (a mix 
of a tabby and a torty).

“I’m so happy and lucky to find 
her,” Lee said. “And what a lovely sur-
prise to get this gift bag!”

Pet Food Express Community 
Outreach provided a scratching post, 
bed, treats, toys, litter scoop and more 
to mark the occasion.

The Cat Adoption Center, which 
opened in August 2011, strives to find 
homes for San Francisco’s increasing 
number of cats put up for adoption. 
The Market Street Pet Food Express 
outlet is the company’s highest-traffic 
location in the Bay Area, making it a 
desirable way to unite people and an-
imals.

Michael Levy, president and 
founder of Pet Food Express, got the 
idea to have an adoption center in the 
store after serving on the board of the 
Oakland SPCA and discovering how 

difficult it was to get adoptees into the 
shelter.

“It became apparent that having 
kittens and cats in high-traffic retail 
locations greatly increased adoptions,” 
Levy said. “Pet Food Express’s state-
of-the-art adoption centers provide 
increased exposure for the kittens and 
cats to thousands of potential adopters 
who may not otherwise visit the shel-

ter. They also serve as education cen-
ters for people to learn about cat be-
havior and the care they will require.”

Pet Food Express is also celebrating 
the adoption of its 1,500th cat from its 
Walnut Creek, California store, which 
has an adoption center in partnership 
with Contra Costa County Animal 
Services that opened about a year be-
fore the San Francisco location.

INDUSTRY BRIEFS  good deeds

Dr. B's Longevity Donates Food to Wolf Visions
Dr. Gerald Buchoff, a New Jersey ho-
listic veterinarian, recently donated 
120 pounds of his Longevity Raw Pet 
Food to the wolves at Wolf Visions for 
their care and well-being.  

The majestic wolf is a beautiful an-
imal with complex social and commu-
nication structures, but as a species, 
they are often misunderstood. Wolf 
lover and teacher Vinnie Reo works to 
dispel many falsehoods about wolves 
with educational appearances and 
talks across the Northeast. Through his 
non-profit organization, Wolf Visions, 
Reo raises awareness about wolves and 
strives to preserve and restore the vital 
role of the wolf in our ecosystem. Dr. 
Buchoff shares that passion for wolves.

“Longevity is truly an ancestral 
diet containing pastured proteins, ani-
mal organs and vital nutrients that im-
prove the well-being of all dog breeds,” 
Dr. Buchoff explained. “It is only nat-
ural that our Longevity food is well-
liked by dogs' ancestors. I am honored 
to be able to support Wolf Visions in 
their endeavor to raise awareness for 
these amazing animals.”  

Reo and 4-year-old wolf Tecomah 
visited Longevity Raw Pet Food in Lit-
tle Falls, New Jersey, on February 28 to 
receive their donation, and Longevity 
was an instant hit. Tecomah enjoyed a 
sample of the food and delighted Lon-
gevity's staff and customers with her 
visit.

“Dr. Buchoff is a true animal lov-
er—among his many passions are 
wolves,” Nancy Peplinsky of Dr. B's 
Longevity Raw Pet Food said in an 
email. “While introducing Dr. Bu-

choff's new Longevity Raw Pet Food 
to consumers at the recent Super Pet 
Expo in Edison, New Jersey, we were 
thrilled to meet Vinnie Reo and his 
wolf, Tecomah. Vinnie was very in-
terested in our frozen raw food, as it 
is designed for optimal wellness and 
follows an ancestral diet philosophy. 
Given Dr. B's love of wolves and his 
passion for wellness, it was a natural 
fit to give back by donating product to 
the Wolf Visions non-profit organiza-
tion. Dr. B is honored to give to such 
a wonderful cause and has also donat-
ed food to several pet rescues in recent 
months, including Murielle's Place, A 
Pathway to Hope and Eleventh Hour 
Rescue.”
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INDUSTRY BRIEFS  movers & shakers

INTERNAL: Use our Herbal Defense 
Organic powder formula to repel 
ticks, stopping them from infecting 
your pet’s bloodstream 
Herbal Defense Powder is a safe non-toxic herbal 
recipe that makes your pets skin undesirable to biting 
insects.  Simply mix with food/treat twice a day for 
five days giving full protection for 1-2 months.

100%
natural

100%
guaranteed

�e �iginal

�al     Care
2003

100% SAFE 
FOR

DOGS & CATS

POWDER

SPRAY

EAR SOLUTION

EXTERNAL: Use our Herbal Defense 
Organic spray to fight off all other 
biting insects like mosquitos, fleas, etc. 
Herbal Defense Spray contains the same natural and 
safe ingredient Quassia as the powder uses.  The 
concentrated liquid form when mixed with water, 
brings out its maximum potency.  

EAR MITES: Use our Herbal Defense 
Organic Ear Solution to control 
spinose ear ticks and ear mites.
Using the same natural ingredients in the Herbal 
Defense line, you can remedy these ear problems 
with just a few squirts.

Tractor Supply Company Names 
New Senior Vice President 
Tractor Supply Company announced 
that Kurt D. Barton has been promot-
ed to senior vice president, chief finan-
cial officer and treasurer in line with 
the company's management transition 
plan announced last July. Barton suc-
ceeds Anthony F. Crudele, who retired 
after serving as the company’s chief 
financial officer for the past 11 years. 
As part of the planned succession, 
Crudele and Barton have worked to-
gether to ensure a smooth transition of 
all responsibilities.

Barton first joined Tractor Supply 
in 1999 and was promoted to senior 
vice president, controller earlier this 
year. He had served as the company’s 
vice president, controller since 2009. 
Barton also served as director, inter-
nal audit from 2002 to 2009 and held 
other leadership roles in accounting 
during his tenure with the company. 

Bob Volke has been promoted to 
the position of vice president, control-
ler, effective immediately. Volke joined 
Tractor Supply in April 2007 and has 
served as the company’s vice president, 
accounting since February 2014. Vol-
ke’s expanded responsibilities include 
the company’s general accounting and 

financial re-
porting, as 
well as op-
erations ac-
counting and 
n o n - m e r -
chandise purchasing functions. 

“On behalf of Tractor Supply, I 
would like to thank Tony for his many 
contributions to the company over the 
last 11 years,” Chief Executive Officer 
Greg Sandfort said. “We wish Tony 
the very best in his retirement, and are 
excited to have Kurt Barton take the 
helm as Tony’s planned successor. Kurt 
has been with Tractor Supply for 18 
years and is a talented financial leader 
with a deep understanding of the busi-
ness and track record of success. I con-
gratulate Kurt on his promotion and 
look forward to continuing our work 
together.

“I would also like to congratulate 
Bob on his well-deserved promotion 
to vice president, controller,” Sandfort 
continued. “Bob has worked alongside 
Kurt for several years and has been an 
important part of our finance team, 
with a passion for our business and 
dedication to our continued growth.”

Malmberg Receives Veterinary-Pharmacy Award
The American College of Veterinary 
Pharmacists (ACVP) presented the 
2017 Earl W. “Bill” Bradley Award 
to Lucy Malmberg, R.Ph., F.A.C.A., 
F.A.C.V.P., chairman of the board of 
Wedgewood Pharmacy.

Presented biennially since 2011, 
the Earl W. “Bill” Bradley Award was 
established in 2006. Bradley served as 
president of the American College of 
Apothecaries from 1988 to 1989 and 
played an integral role in the creation 
of the ACVP in 1998.

Malmberg has more than 30 years’ 
experience in the pharmacy profession. 
She is a registered pharmacist in Penn-
sylvania and Delaware. As co-founder 
of Wedgewood Pharmacy, she has been 
instrumental in transforming the com-

pany from a local community pharma-
cy purchased in 1981 into a specialized 
compounding pharmacy that is now 
one of the largest in the U.S.

“Lucy Malmberg has played an 
integral role in the development of 
veterinary compounding and its abil-
ity to improve the lives of our animal 
patients,” said Donnie R. Calhoun, 
executive vice president and CEO of 
ACVP. 

“Lucy’s career as a steward for the 
health of both people and animals has 
been extraordinary,” said Marcy Bliss, 
president and CEO of Wedgewood 
Pharmacy. “She and her late husband, 
George, literally shaped the modern 
practice of veterinary compounding 
pharmacy.”
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Maggie Marton is a freelance writ-
er and pet lifestyle pro. She lives in 
Bloomington, Indiana, with her hus-
band, three dogs and a cat. 
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Waste bags are a necessity—
every dog poops!”

So said Earth Rated’s 
Project Manager Tara Garland.

While waste bags are a perennial 
must-have, sustainable waste products 
are newer to the market but growing 
rapidly in popularity. Gemma Rose, 
a new brand to the market, launched 
with premium oxo-biodegradable, 
rose-scented, handle-tie bags. Nick 
Fuchs of Gemma Rose explained the 
construction of the sustainable bag.

“Currently, the best available op-
tion, which balances degradability and 
still has the durability consumers are 
requesting is to incorporate an oxo-de-
gradable additive made by EPI,” Fuchs 
said. “EPI has created a food-grade ad-
ditive that is mixed in with the plas-
tics during the manufacturing process, 
which allows the plastic to break down 
via oxo-biodegradation when disposed 
in the proper environment. This 
means that these now oxidized plastics 
will fragment into very small pieces 
that can then be consumed by micro-
organisms and turned into CO2, H2O 
and bio-mass, and eventually they will 
be used up in photosynthesis and re-
turn back into the environment over 
the course of about three years or so.” 

However, Fuchs pointed out that 
it’s a tricky balance. Though the brand 
will launch a new product soon—the 
current bag’s on a roll—they’re watch-
ing for new trends in plastics. 

“It’s tough to predict the future, 
but we’re hopeful that plastics tech-
nology will continue to move forward 
and we can find new formulations 
and additives for our bags that help 
them break down even quicker in the 
environment while still retaining du-
rability and integrity during storage,” 
he said. “That is one area where it’s 
hard to find a balance. The waste bags 
need to break down under the proper 
disposal conditions while not degrad-
ing in the box while they are sitting 
on the shelves or tearing into pieces 
when you are trying to use them. It’s 
a pretty unique set of product require-
ments and we’ll be constantly pushing 

to make the best product which meets 
those requirements.”

Gemma Rose also supports animal 
rescue by donating a portion of each 
box’s sales to established and reputable 
501c3 rescue organizations. 

“It’s a win for the environment and 
a win for the animals,” Fuchs said.

“Our bags on small rolls are a 
very popular format since they are 
dispenser-compatible, and we have a 
white-colored format that is vegetable 
starch-based,” Earth Rated’s Garland 
added. “These white bags can be dis-
posed of in municipal compost facil-
ities where pet waste is accepted. As 
with our complete line of dog waste 
bags, these bags also have packaging 
and inner roll cores made from recy-
cled materials, and can be recycled 
after use.”

Customers’ Preference
When choosing which sustainable 
waste products to carry in store, Gar-
land said, “identifying your customers’ 
needs is a great start.”

“We offer a variety of formats and 
styles and have realized that preferenc-
es differ greatly between customers,” 
she said. “We recommend stocking 
multiple formats to ensure you have 
what your customers are looking for, 
as well as offering both scented and 
unscented options as many customers 
have strong scent preferences. Placing 
your bags’ display close to the counter 
is also a great way to remind customers 
to restock. We’ve even just launched a 
new counter display with single rolls, 
which are great impulse-buy items.”

“There seems to be a trend towards 
more sustainable and eco-friendly 
products,” A Pet with Paws founder 
and President Ann Greenberg said 
about customers who want to show 
their unique style while being sustain-
able about pet waste.

A Pet with Paws has reimagined 
the poop bag holder, integrating a 
fashion-forward, eco-friendly bag 
pouch and wristlet into the mix. The 
newly-designed Jackson Poop Pick-
Up Bag Pouch and Zuzu Wristlet also 

PICKING 
UP IN 
STYLE
Poop bags don’t 
need to compromise 
on sustainability 
or cramp your style.
BY MAGGIE MARTON

“
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promote a sustainable lifestyle because 
they’re made of recycled plastic bottles. 

“The grey and red Jackson Style 
Poop Pick-Up Bag Pouch and Zuzu 
wristlet are the perfect size to take on 
a walk with Fido,” Greenberg said. 
“The Jackson pouch easily attaches to 
a leash, pet carrier or belt loop. While 
the Zuzu wristlet has enough room 
for the pet owner to carry their house 
keys, cell phone and credit cards, there 
is a separate zipper compartment for 
the roll of poop bags. Both Jackson 
and Zuzu have a discrete small open-
ing on the backside, making it easy to 
access poop bags. Simply pull, tear off 
bag, and you’re ready for scooping.”

Selling It
Greenberg suggested how retailers 
can increase sales, including specialty 
point-of-purchase displays, offering 
waste management products near the 
checkout area as a “grab-and-go” pur-

chase and, of course, a well-trained 
staff that can educate customers. She 
also recommended a creative event to 
increase sales.

“Organize ‘There is No Poop Fairy’ 
events in various communities and 
have dog waste products available for 
sale,” she said. “A lighthearted ap-
proach keeps the conversation going. 
At Earth Rated, we pride ourselves on 
having fun with a product where its 
intended purpose can sometimes be 
less than glamourous. We recognize 
that along with all of the joys pets 
bring into our lives, they also bring 
plenty of mess. We genuinely want 
to offer products that help consumers 
with their needs and are always recep-
tive to feedback from our retailers to 
ensure we’re meeting that goal.”

“Have fun with your displays,” 
Garland added. “All pet owners need 
to pick up, so why not do it in style 
and have a little fun with it?” PA



52 | April 2017  Pet Age

TRENDS & PRODUCTS              dogs

Sandy Robins is an award-winning 
multimedia pet lifestyle expert, au-
thor and pet industry spokesperson. 
Her work is visible on a variety of 
print, digital and TV platforms. 

A CANINE 
SENIOR 
CENTER
Retailers can boost 
profits by providing 
products for a pup’s  
golden years.
BY SANDY ROBINS

As a result of great nutrition, 
grooming, lifestyle products 
and state-of-the-art medical 

care, dogs are living longer than ever 
before. Currently, more than half the 
dog population in the U.S. is consid-
ered senior (7 years of age or older).

The array of products that cater to 
these dogs gives pet retailers an oppor-
tunity to establish themselves as a go-
to wellness center for senior dogs.

Solvit Pet Products, headquartered 
in Texas, has long been in the fore-
front of senior pet care, producing 
home and vehicle accessories as well as 
special body and rear leg lift harnesses 
that aid an older dog’s mobility both 
in and outside the home.

“There is no question that people 
are pandering to their dogs and pur-
chasing such accessories, but also they 
are buying out of need,” said Patrick 
Hoffman, president of the company. 
“Accessories such as stairs and ramps 

facilitate convalescence after a surgi-
cal procedure and also offer general 
extended independent mobility for 
older pets. Stairs are the more popular 
of these two options, and pet owners 
often purchase more than one set so 
they can position them alongside the 
bed as well as their dog’s favorite seat 
in the living room.

“Many people initially purchase a 
rear lift when their dog first has issues 
standing up and then consider the full 
body design as an overall better option 
for their dog,” he said, adding that the 
Deluxe Telescoping ramp is the com-
pany’s most popular senior dog travel 
accessory. 

Making Life Comfy 
Many veterinarians and veterinary or-
thopedic specialists are recommending 
memory foam beds for pets recovering 
from surgery as well as for the overall 
comfort of senior pets.
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“Our Petlinks TheraMax is a great 
bed for a senior dog,” said Wonjung 
Song, the company’s director of inno-
vation and product development.  “It’s 
filled with reclaimed human-grade 
memory foam that would otherwise 
end up in landfills. It features a pat-
ented channel liner for even foam 
distribution that conforms to body 
contours and supports joints and pres-
sure points without losing its shape. It 
also has the convenience of a machine 
washable cover for odor control and 
any accidents.”

A lot of science and research went 
into the design of Worldwise’s newest 
goDog RhinoPlay toy line.

“The patented durable yet 
non-toxic soft foam material called 
PopFoamNT used in the goDog Rhi-
noPlay toys is ideal for senior dogs 
with aging teeth and gums,” said Neil 
Werde, managing director of canine 
toys and accessories. “Also, blue and 
yellow are the colors on the color spec-
trum that dogs can see the best. That 
is why we selected these colors for this 
toy range, so that older dogs will still 
be able to locate their toys even if their 
vision is challenged.” 

The Pet Therapeutics line from 
Enchanted Home Pet features four  
therapy pads offering pets therapeutic 
relief for conditions such as post-op-
erative inflammation as well as gen-
eral support for aching joints and 
aiding improved blood circulation. 
There is the TheraCool gel cooling 
pad, the TheraWarm self-warming 
pad, the Orthopedic Foam Comfort 
pad, and the company’s top seller, the 
Magnetic Powered Relief Pad. They 
are available in standard crate and flat 
dog bed sizes. 

“The legendary properties of mag-
nets have been studied for centuries 
as a natural way to help ease chronic 
pain and discomfort,” said Fred Silber, 
company founder and president. “Our 
magnetic mat is engineered with 180 
magnets that are strategically placed to 
help relieve all-over discomfort. In ad-
dition, it’s padded with memory foam 
for comfort and support.” 

According to John Sandiford, 
CEO of Gen7Pets, the company’s Mo-
naco stroller accommodates pets up to 
60 pounds. The Regal Plus pet stroller 
is the most lightweight in the compa-
ny’s line, weighing only 11 pounds. 

“Pet owners purchase strollers for 
a number of reasons, including as an 
aid for older dogs who enjoy going 
places but can’t walk long distances,” 
Sandiford said. “Strollers are also great 
for older owners who may have diffi-
culty walking a dog on a leash, too. 
Our strollers all have safety tethers 
and zipped canopies, which enable 
pet owners to take their pets to places 
that restrict access to pets that are not 
contained.”

Keeping Healthy
Ken Wilks is director of marketing 
and sales for W.F. Young, Inc., whose 
pet division manufactures the Miss-
ing Link line of supplements. He says 
older dogs can no longer absorb and 
metabolize vital nutrients as efficiently 
as they did when they were younger.

“This can lead to diet-relat-
ed health problems,” he explained. 
“Some of the signs of poor nutrition 
in a senior dog can include listless-
ness reducing mobility, itchy skin and 
a dull coat. At The Missing Link, we 
believe that the raw, unprocessed trace 
nutrients that come from superfoods 
and are added to the food bowl are 
more easily absorbed by the body than 
from a cooked daily pet ration. 

“While any of The Missing Link 
superfood supplement formulas can 
be beneficial to senior dogs, we’ve cre-
ated a Senior Formula that specifically 
addresses their needs,” he continued. 
“We put an extra level of nutrients in 
the formula to help with less efficient 
digestion and absorption of nutrients, 
and also added green lipped mussels in 
this product to naturally support joint 
health. We guarantee that pet parents 
will notice improved attitude and en-
ergy levels in three days, improved 
mobility in seven days and will see 
improvements in skin and coat health 
within 30 days.” 

 The company offers a 30-day tri-
al sample so pet owners can gauge for 
themselves how their pet can benefit 
by adding supplements to their diet.

The Ark Naturals Grey Muzzle 
products are designed specifically to 
target issues facing aging dogs. The 
products are in the form of soft chew 
treats. Brain’s Best Friend supports 
cognitive issues associated with aging 
such as disorientation, recognition, 
memory and learned behaviors. There 
are treats to promote heart health and 
joint issues for both big and small 
breeds, while the Grey Muzzle No 
Shampoo! Shampoo is a waterless 
formula for older dogs that have diffi-
culty standing and find the grooming 
process tedious and stressful.

Food for Thought
With regard to the latest innovation 
in senior dog foods, a recent article 
on VetVine, an online educational re-
source, addressed the issue of the clas-
sification of life stages in dogs and the 
differentiation of an adult dog from a 
senior or a geriatric dog. These age cat-
egories have been considered arbitrary 
over the years and linked to various 
pet/human age analogy charts. 

However, because the lifespan 
of dogs can be associated with breed 
type—toy breeds typically live lon-
ger than giant breed dogs—it’s been 
suggested that the classification of life 
stage should be associated with the 
weight of the dog and not its age.
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Products that are environmen-
tally sustainable are all the rage 
throughout many different sec-

tors, and pet litter is no exception. Ac-
cording to an article in the EarthTalk 
blog of Scientific American, many 
mass-market litters can present prob-
lems for some animals. 

The clay base of many litters can 
produce silica dust harmful to cats’ 
respiratory systems. The fragrances in 
some litters can also be dangerous to 
cats. 

Another issue the article cited was 
the sodium bentonite clay used in 
“clumping” cat litters. The material 
is extremely effective at absorption—
holding up to 15 times its original 
volume—but if it is ingested by cats, 
it can cause gastrointestinal distress, 
which can possibly be fatal. And the 
clay used for this purpose is derived 
through environmentally damaging 
strip mining.

Sustainable Sources
Alternative sources for natural litter 
materials are becoming common in 
the marketplace. Mediterranean Gold 
uses natural olive pits and employs 
patented technology to transform 
them into absorbent and activated 
charcoal. Jonathan Rosen, president 
of Mediterranean Gold, which man-
ufactures in Cordoba, Spain, and has 
its U.S. warehouse in Lakewood, New 
Jersey, spotlights the product’s high 
absorption capability due to the vast 
surface area of the olive pit, along with 
interconnected pores.

A single gram of the company’s 
charcoal has the same absorption abil-
ity as an entire football field, accord-
ing to Mediterranean Gold’s literature. 
The activated charcoal is developed by 
employing a natural byproduct of olive 
and olive-oil production and therefore 
makes use of what otherwise would 
be waste material. Rosen points out 

Eric Stenson is a veteran journal-
ist with 25 years of experience as a 
newspaper writer and editor. He’s 
also spent more than 15 years as a 
corporate communications profes-
sional. He lives in New Jersey with his 
wife, children and a 13-year-old New-
foundland named Luna.

SUSTAINABLE 
AND SAFER
Consumers want 
natural products, 
and litter companies 
are listening. 
BY ERIC STENSON
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that during the company’s production 
process, energy is released during the 
activation of the carbon, and a large 
amount of steam that is produced is 
converted to electricity.

Mediterranean Gold is not litter 
on its own, but rather is designed to 
be sprinkled on litter to supplement 
its capabilities. The product is odorless 
and has no scents that might irritate 
cats. Rosen points out that cats have 
200 million scent receptors, as com-
pared to 5 million for humans. 

“The only side effect is a healthier 
and happier companion and an odor-
free home,” he said.

Nepco of Warrensburg, New York, 
manufactures Cedarific, an all-natural, 
recycled product made from byprod-
ucts of the lumber industry, according 
to Richard Morgan, sales manager. 

“It’s very lightweight, low density, 
a lot more consumer friendly,” Mor-
gan said. “It’s a byproduct they don’t 
have a home for—we work with mills 
that are involved in sustainable forest-
ry practices.”

Nepco developed Cedarific as a 
product that worked well economi-
cally, and was consistently sustainable, 
Morgan indicated.

“We were looking for particle size, 
absorption qualities were fantastic, 

and the cedar offers additional odor 
control,” he said. “There’s a pleasant 
smell, something people can relate to.”

Morgan suggests that kittens take 
to it best, but that older cats can get 
used to it as well, perhaps gradually 
blending it with traditional litter so 
they get used to it.

“It’s a chemical-free product, so 
there are no side effects,” Morgan said.

Cedarific is sold largely on the East 
Coast through independent distrib-
utors. For retailers looking to expand 
their presence in this marketplace, 
Morgan says the key is being well in-
formed about natural products and 
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being prepared to share that informa-
tion with customers.

“Do the research, try products—
we do offer samples,” he said. “Pro-
mote sustainable benefits. Retailers 
have to be dedicated to sustainable 
processes and market accordingly.

“Customers are clamoring for 
green solutions,” Morgan added. 
“There is demand for solutions that 
are better for the planet, easier to use 
and cheaper. Put emphasis behind fill-
ing that demand.” 

These litter options only 
scratch the surface of 

what’s out there. Ac-
cording to T.J. 
Moss, owner of 
Fins and Feath-

ers in Red 
B a n k , 
N e w 
J e r s e y, 

one of the 
more popular 

sustainable litters 
he stocks is sWheat 

Scoop, which is made 
from secondary wheat products.

For small animals like rabbits and 
guinea pigs, one of the biggest trends 
he sees is a shift from pine bedding to 
litter made from recycled newsprint, 
which is also available in a pellet form, 
with an enzyme to absorb the ammo-
nia smell. He’s even heard of litter 
made from green tea extract, which he 
says has become popular in New York 
City.

“I don’t stock that yet, because I 
haven’t gotten enough call for it,” he 
said. “Bottom line, it still has to work.”

Litter for All 
Many people might think of pet lit-
ter as something strictly about cats 
or small animals. But dogs can get 
into the act as well. Zack Norman, 
co-CEO of Bark Potty LLC in Ingle-
wood, California, has been making 
the Bark Potty box for about a year 
now, which comes in various sizes to 
suit different types of dogs. His com-
pany also makes DoggieLawn, a grass 

pad for use by dogs as a substitute for 
the great outdoors for elimination 
purposes.

“Bark Potty is a shelf-stable version 
of that,” he said. “The materials we use 
in our products are in dog parks and 
forest floors.”

Norman sees Bark Potty as an ef-
fective alternative to other indoor op-
tions employed for canines. He notes 
that Bark Potty is a 100 percent sus-
tainable solution—the heavy-duty 
cardboard box that contains the fill is 
recyclable, as is the plastic screening 
over it. The fill itself is compostable. 

He said dogs usually take readily 
to using Bark Potty because it “smells 
natural.” He said at least 70 percent 
will start using it right away, and the 
remainder can be trained easily. His 
company has developed training vid-
eos and also has people on staff who 
can give advice to dog owners over the 
phone.

“We talk owners through it,” he 
said. “Usually we have to train owners 
more than we train dogs.”

Norman declined to reveal exact-
ly what the mix is in the fill of Bark 
Potty, which is a patent pending prod-
uct, but he indicated that the com-
pany tested various materials to find 
a combination that absorbs smells, 
resists kicking and scattering and does 
not produce any negative reactions in 
dogs.

Bark Potty is available through 
“a small and growing cadre of retail 
stores,” Norman said. His company 
provides a 6-inch-by-6-inch sample 
size Bark Potty for counter display for 
retailers looking to encourage conver-
sations about the product.

“Retailers have to be
dedicated to sustainable

processes and market 
accordingly. Customers

are clamoring for
green  solutions.”

Richard Morgan, Nepco

PA
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Sandy Robins is an award-winning 
multimedia pet lifestyle expert, au-
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Her work is visible on a variety of 
print, digital and TV platforms. 

CARBON 
PAW PRINT
Millennials make 
up some of the cat 
owners who want 
their feline friends to 
live green lifestyles.
BY SANDY ROBINS

For retailers keen to promote a 
green and eco-friendly lifestyle 
for cats, this task has been ame-

liorated by the large variety of prod-
ucts being designed to reduce a feline’s 
carbon paw print manufactured across 
numerous cat-orientated categories.

Illinois-based The Green Pet Shop 
is an example of the diverse selection 
of products available, as its inventory 
includes biodegradable litter boxes, 
pet wipes, bamboo food bowls, char-
coal mats designed to offer relief for 
aching joints and hemp products that 
tap into the growing trends of canna-
bis products that offer pain and stress 
relief for pets.

“The KatPak is a hooded tray 
made from heavy duty recycled paper 
that folds up like an accordion and is 
100 percent biodegradable,” explained 
Larry Wright, president of the compa-

ny. “It’s designed for apartment-living 
convenience and, because they pack 
flat, are ideal for travel.”

Last year, tapping into the grow-
ing trend of cannabinoid products for 
pets, the company introduced its CBD 
Pet Care Calming and Soothing Lo-
tion. Designed in the form of a gel pen 
that contains 50 pump applications, 
the product dispenses 50 “pumps” of 
precisely 1 milligram of purified CBD 
that is applied to the cat’s inner ear or 
any exposed, venous skin. 

“Our product is derived from 100 
percent organic hemp plants grown in 
Colorado and has been very well re-
ceived by both consumers and mem-
bers of the holistic veterinary com-
munity,” Wright said. “A transdermal 
application allows for complete and 
much faster absorption compared to 
edible products that lose a large per-
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centage of the dosage through the di-
gestive process.”

Sustainable Materials
Worldwise, Inc., headquartered in 
Novato, California, has been com-
mitted to environmentally responsible 
materials since the 1990s. 

“Our cat beds and soft toys are 
manufactured from our proprietary 
EcoRest fiberfill made from post-con-
sumer recycled plastic bottles,” said 
Sarah Stone, the company’s director of 
marketing. “Some of our beds include 
BeneFoam, a soybean-based foam that 
is a resilient and comfortable alterna-
tive to the petrochemical-based foams 
typically used in pet bedding.”

The company uses natural sustain-
able materials such as sisal, jute, sea-
grass and coconut husks for many of 
the scratchers in their feline catalog.

“Durable seagrass is an ideal al-
ternative because it is rarely found on 
furnishings in the same form that it’s 
found on scratchers, so cats are able to 
differentiate,” Stone explained. “Wo-
ven coconut husks have the same tex-
ture as coir doormats and are another 
scratching surface that cats love.”

Petfusion uses recycled corrugat-
ed cardboard on a wooden frame to 
create their functional feline furniture 
like their figure eight-shaped Ultimate 
Cat Scratcher Lounge.

 “Apart from scratching, the curved 
double-decker design makes it easy 
for cats to nap on it and also play,” 
explained Kevin Krueger, one of the 
co-founders of the company. 

The company also makes a scratch-
ing triangle, which gives a cat options 
to scratch both vertically and horizon-
tally. It is available in two sizes and 

gives felines an opportunity to get a 
good stretch in, too.

Green’s the Future 
According to Jane Wasley, brand man-
ager of ökocat litter manufactured by 
Healthy Pets, the popularity for green 
cat products is set to sky rocket as it’s 
being driven by millennial cat owners. 

“Millennials are now the largest 
group of cat owners and research has 
shown that natural and organic prod-
ucts are very important to them,” 
Wasley said. “And further, they are 
willing to pay a premium to give their 
cats a green lifestyle to match their 
own. As more and more consumers 
are educated about the importance of 
sustainable, biodegradable products 
that are good for the planet, the nat-
ural cat litter category will continue 
to grow even more. In just two short 
years, ökocat is now on-shelf in more 
than 5,000 retail stores. This growth 
demonstrates both consumer demand 
for natural, high performance choices 
and the retailers’ better understanding 
of the trends and expectations of what 
today’s cat owners are seeking.”

She added that, while ökocat is 
available in a variety of different litters, 
the Natural Clumping Cat Litter in 
the blue packaging remains the most 
popular.

From The Field, based in Seattle, 
Washington, is an eco-friendly cat toy 
company that uses hemp material for 
its catnip-filled toy products. 

“Many of our toys are filled with a 
blend of catnip and silver vine, a plant 
that is popular in Asia with similar 
stimulating effects to cat nip in its toys,” 
explained Pascal Bedard, the company’s 
owner and toy designer. “Interestingly, 
many cats that don’t react to catnip will 
react to silver vine instead.” 

Catnip is fast becoming one of the 
most popular organically grown prod-
ucts in the pet space. Many compa-
nies, including Bedard, are selling it in 
bud form in containers, in packages to 
refill toys and also in sachets attached 
to scratchers to entice cats to try the 
products for themselves.

“American-grown catnip has a rep-
utation for being ranked amongst the 
best catnip grown in the world,” Be-
dard confirmed. 

“Our cat beds and soft toys 
are manufactured from our 
proprietary EcoRest fiberfill 
made from post-consumer 
recycled plastic bottles.”

Sarah Stone,
Worldwise, Inc.

PA
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FILTER 
FEATURES 
Let customers know 
that these new 
mechanisms make 
fishkeeping easier.
BY KAREN M. ALLEY

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

TRENDS & PRODUCTS           aquarium

Having a clean aquarium with 
healthy water is the most im-
portant element for success in 

fishkeeping. And as anyone who has 
had an aquarium knows, having the 
right filter for the tank is a key compo-
nent to a clean aquarium. Of course, 
filters don’t eliminate the need for wa-
ter changes and regular tank mainte-
nance, but they go a long way toward 
improving water clarity and maintain-
ing a healthy tank.

While the basic job a filter performs 
hasn’t changed much over the years, 
there have been plenty of advances in 
the category to improve the products. 
From UV filtration to quieter motors 
and easy-to-change cartridges, today’s 
filters are more user-friendly and bet-
ter for the tank than ever before.

Smaller is Better
From nano tanks to betta bowls, the 
trend of smaller, desk-top fishkeeping 

seems to be growing. In these cases, 
even the smallest of traditional filters 
end up taking up too much real estate 
in the bowl or seem too large or bulky 
hanging on the side. 

In order to give these custom-
ers better options, Cobalt Aquatics 
launched a new line of Clearvue inter-
nal filters, joining Penn-Plax’s existing 
line of Smallworld filters to do the 
job of keeping even the smallest tank 
clean. The Smallworld filters run on 
an air pump, which removes the mo-
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tor and helps save space. The Clearvue 
filters have a bottom-mounted motor, 
which allows it to work at a very low 
water level. This makes it useful for 
terrariums as well as fish tanks. With 
a 20-gallon size perfect for nano tanks, 
the Clearvue line also has 30- and 
45-gallon sizes. 

Both the Clearvue and the Small-
world are internal filters, which means 
they are also ideal for planted tanks. 

“In the United States market, ex-
ternal filters have traditionally been 
more popular, but as planted tanks 
are gaining popularity, people are 
seeking out internal filters more,” said 
Les Wilson, marketing and product 
development for Cobalt Aquatics. 
“An internal filter doesn’t agitate the 
surface as much, which can cause gas 
exchange and make it easier for car-
bon dioxide to leave the aquarium, 
and that gas is an important element 
in plant growth.”

A New Layer
For years, most filters have included 
mechanical, biological and chemical 
filtration layers within the system as a 
whole. Now more filters are adding a 
new level of UV filtration, which helps 
get rid of unwanted micro-organisms. 

“When you incorporate UV with 
your regular maintenance of weekly 
water changing and replacing filter 
cartridges, the result is crystal clear 
water and a healthy environment for 
your aquatic creatures,” said Eugene 
Lee, project manager at Aquatop. 

Two lines currently on the market 
with UV filtration include Aquatop’s 
Forza canister filters and the new Cas-
cade Marlin series from Penn-Plax. 

“We’re really excited about the ad-
dition of UV filtration,” said Michael 
Acerra, digital marketing manager at 
Penn-Plax. “With the ability to kill 
algae and other unwanted bacteria, 
it will help people have a clean tank 
without having to dig deeper into 
what might be causing the algae prob-
lems.”

New features and added abilities 
are also improving the filtration cate-

gory as a whole. Here are a few that 
help make things easier for new cus-
tomers and might even get longtime 
hobbyists to consider a filter update.

LED Indicators
The new Aqueon LED PRO Power Fil-
ters are equipped with an LED cartridge 
change indicator that flashes when it’s 

time to replace the cartridge. As the car-
tridge becomes clogged with waste and 
debris, the water level rises in the filter, 
triggering the LED light to flash. 

� is general information is not intended to provide individual advice. PAID CONTENT

Ask the Expert

Segrest Farms
P.O. Box 758
Gibsonton, Florida 33534
  
(813) 677-9196  

info@segrestfarms.com
twitter.com/SegrestFarms
facebook.com/pages/Seg-
rest-Farms/328385317198966

Q: How can I prepare for pond season?

A: Depending on where you are, pond season has arrived or 
is just around the corner. A brief window is open to reach out 
to a new class of customers with speci� c desires.

While some pond keepers will be the same diehard hobbyists 
that routinely are your customers, you will also likely have a 
new group of customers who are landscaping and gardening 
enthusiasts. And you likely have the advantage of being one of 
the only places for them to turn for the � sh they are looking for. 

� e most common option will be the gold� sh and koi that 
have long been the standard for pond stocking. But don’t limit 
yourself to just the basic varieties. Help yourself stand out by 
choosing premium varieties that will attract the more motivated 
enthusiast. Also don’t limit yourself to smaller grow out � sh. 
While there will be many who want smaller, less expensive indi-
viduals, you will also have a number of customers who do not 
want to wait for their � sh to grow to larger sizes.

For customers who are looking for � sh for smaller ponds and 
water gardens, don’t overlook the potential of a number of com-
mon aquarium � sh. White clouds, livebearers such as endlers, 
platys, and mollies, rainbow dace, and danios can all be kept in 
groups for a di� erent type of stocking plan.

Finally, make sure to have a strong selection of pond plants to 
o� er. You have a wide range of plant types to choose from. Go 
for a range of types including surface plants, lilies, and marginal 
plants. Lotus plants, water hyacinths, frogbit, canna varieties, 
and rush plants can all � t play certain roles in a pond.
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“Knowing when it’s time to replace 
filter cartridges can be a challenge for 
new or even experienced fishkeepers,” 
said Lenitra Friend, brand manager of 
Central Garden & Pet. “Aqueon has 
put the thought and work into making 
it easier to know when to make that 
change.” 

These Aqueon LED PRO Power 
Filters are available in a range of sizes 
that are appropriate for 10-, 20-, 30-, 
50- and 75-gallon tanks.

Two-in-One Properties 
Fluval has updated its FX series with 
two appealing features. One is the 
smart pump technology, which turns 
off the filter and purges out excess 
air once every 24 hours. The other 
is a valve that allows the filter to be 
hooked up to a hose for water changes, 
using the filter to transfer the water for 
gravel and tank cleaning. 

Making cartridge changes easy is 
another goal for manufacturers. Co-
balt’s Clearvue series not only has a 
clear chamber to make it easy to see 

when a change is necessary, but also 
the top easily comes off to allow the 
person to just take the sponge out and 
throw it away or clean it. 

“This product was designed with 
the beginner fish keeper in mind, but 
it has a performance level the hobbyist 
will appreciate,” Wilson said. 

Aquatop’s Forza canister filters also 
boast easy cartridge changes with its 
removable media tray.

A Loyalty Maker
Filters might not seem like the most 
glamorous aspect of the aquarium cat-
egory, but they’re definitely a strong 
component of building customer 
loyalty. While you might only sell 
one particular customer a filter once 
or maybe twice, they will continual-
ly need replacement cartridges and 
sponges.

One way to start that relation-
ship is by selling kits with an aquari-
um, filter, light and other products a 
first-time fish owner will need. Many 
manufacturers have kits already put 

together, or retailers can create their 
own from the brands they carry in the 
store.

Above all, the most important el-
ement to building customer loyalty is 
service. Make sure your staff is educat-
ed about the newest products and can 
help beginners know exactly what they 
need for a successful tank while alert-
ing long-time hobbyists to some of the 
newest updates in the category. 

“Keeping a customer coming to 
your store to shop for replacements 
will help them become more loyal, but 
overall what they’re really looking for is 
a good experience, both in your store 
and with their fish,” Wilson said.

“Knowing when it’s time 
to replace filter cartridges 

can be a challenge for
new or even experienced

fishkeepers.”
Lenitra Friend, 

Central Garden & Pet

PA
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IN-DEMAND 
AQUARIUM 
DECOR
Novice fishkeepers 
seek colorful setups, 
while longtime 
hobbyists prefer a 
natural appearance.
BY SARA KEEGAN

When a retailer has had an 
aquatics store for long 
enough, he or she sees a 

lot of trends come and go. And still, 
tradition can’t be denied. 

“We are more of a natural store, 
but some customers are going the 
other way,” said Jim Kostich, manager 
of Aquatics Unlimited. By “the other 
way,” Kostich means trending toward 
a more artificial and colorful look for 
their aquarium tanks. 

Greenfield, Wisconsin’s Aquatics 
Unlimited was established in 1969, 
and Kostich has been with the store 
since the beginning.

“It’s a fascinating hobby,” he said. 
“I’ve always been interested in it my-
self.” 

Kostich spoke about aquarium dé-
cor and other aspects of the tank: how 

it has changed, but also, how it has re-
mained the same. 

Au Naturale
“We sell a lot of live plants,” Kostich 
said, explaining that those have always 
been a big seller. 

According to the American Pet 
Products Association, this is true na-
tionally as well. From 2015 to 2016, 
57 percent of fish owners purchased 
plants for their tanks, while 41 percent 
bought ornaments. 

Brands that sell well at Aquatics 
Unlimited include Penn-Plax, Hagen, 
and Aquatop, which Kostich says gets 
attention for its price point. 

“You can buy a big bushy thing for 
half the price of some of the ‘cooler 
ones,’” he said of the aquarium plants 
from Aquatop. 

Sara Keegan is a librarian and writer 
who has written for publications un-
der North Jersey Media Group. She 
resides in Montclair, New Jersey, with 
her fiance and her cat, Wicket.
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Veteran fishkeepers are still gen-
erally interested in the more natu-
ral-looking plants, such as those from 
Aquatop. Its line of silicone plants 
have “realistic, life-like action” in the 
water, allowing for great natural scenes 
for owners’ fish.

And Hagen, another brand 
Kostich finds popular in his store, also 
provides more nature-minded drift-
wood and plants, perfect for building 
your favorite realistic scene.

For those who like ornaments to 
go with their natural scene, Zoo Med’s 
line of ceramic logs and wooden orna-
ments fit the bill. For the green-mind-
ed, Zoo Med’s Mopani Wood is a nat-
urally grown product that is “one of 
the hardest and densest woods avail-
able” and “will not rot,” according to 
the ZooMed website. 

Spicing it Up
If a retailer is interested in gaining new 
customers, Kostich says that, generally, 
newcomers to fishkeeping are interest-
ed in the more colorful, “fun” decora-
tions as opposed to the more natural 
look.

“It’s more about fun rather than 
trying to have a slice of nature in the 
house,” he said.

Those who are looking to dazzle 
with their aquarium tanks are definitely 
going to want to look at Tetra’s GloFish 
line, which offers lights and ornaments 
in fluorescent and neon colors, sure to 
catch the eye of the future aquarium 
hobbyist. 

“We’ve seen a terrific response to the 
existing GloFish decor line,” said John 
Fox, division vice president of Aquatic 
Marketing at Spectrum Brands, Inc., 
Pet, Home & Garden Division. “The 
new collection includes our popular 
fluorescent features coupled with a new 
dimension of color changing elements. 
Consumers can change the visual ef-
fect just by changing the light mode, 
presenting a multitude of captivating 
designs to personalize their aquariums.”

The lighting makes a huge differ-
ence in all the GloFish products. The 
plants, ornaments and backgrounds are 

all color-changing based on the differ-
ent modes of light, as provided by the 
Glofish Cycle Lights: Sunlight brings 
out the vibrancy of the fish and the 
decor in the day, Moonlight brings out 
the fluorescent colors in the light, and 
Midnight mode is what catalyzes the 
decor to change color. For those who 
want to create an aquatic light show 
right in their own aquariums, there 
is Twilight mode, which cycles from 
Moonlight to Midnight, highlighting 
all the color changes that will happen 
in the tank.

LED is King
Generally, LED lighting and technolo-
gy are being integrated into aquarium 
accessories. Aqueon’s LED aquarium 
kits provide white LED lighting for 
the daytime and blue LED lighting for 
night, which enhances the color of the 
fish and plants. These kits are great for 
the newcomers who are looking for a 
little flash and want to get started on 
their scenes. 

“The lighting in particular is pretty 
much exclusively LED,” Kostich said of 
the general trend.

Hydor’s H2Show line is still popu-
lar for its flashy Wonder KITS, which 
are LED-lit bubble makers in various 
designs, such as the volcano, “magic 
ball” and clams. But the technology 
doesn’t end with lighting and bubbles 
when it comes to Hydor. The compa-
ny is keeping up with the general tech 

trend of the Internet of Things, in 
which physical objects come with an IP 
address that allows it to connect to the 
internet and communicate with other 
internet-enabled devices, according to 
Brian Shavlik, national sales manager 
of Hydor USA Inc. 

“We are taking this technology to 
the aquarium industry with Aqamai, 
the Internet of Tanks,” Shavlik said. 

The KPS Wavemaker pump is a 
1,050-gallon-per-hour DC pump 
that has Wi-Fi controllability. Con-
sumers can download the Aqamai app 

on their iPhones or Android phones 
and control the pump’s function even 
when they aren’t anywhere near home. 

“It’s going to come to market at 
$120,” Shavlik said. And there are 
more items to come after the KPS 
pump.

Kostich agrees that all this tech-
nology and flash definitely appeals to 
fishkeepers. 

“There’s always that segment of the 
hobby that always wants the latest, 
coolest thing,” he said. 

Regardless of whether or not his 
customers want the latest trend or to 
stick to the basics, Kostich remains 
happy with his ability to help them 
find what they need and share the 
hobby with others. 

“I enjoy helping people and pro-
tecting them from the mistakes that I 
always made,” he said.
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SHELL 
GAMES
When it comes to 
pets, tortoises and 
turtles are neck and 
neck in popularity.
BY JENNIFER HIGGINS

Because tortoises and turtles are 
both categorized under the or-
der Chelonian, they share many 

of the same physical, nutritional and 
behavioral characteristics. However, 
there are several differences. Due to 
their respective natural environments 
in the wild, tortoises and turtles must 
be maintained in captive habitats that 
accommodate their diverse needs and 
should be managed or cared for with 
these differences in mind. 

“Tortoises and turtles have become 
more popular amongst both reptile 
hobbyists and novices alike over the 
past 10 to 15 years,” said Bruce Cohen 
of Delaware Turtle, a turtle and tortoise 
breeder and supplier. “Tortoises seem 
to be enjoying more repute than turtles 
these days.” 

This may be due to the different en-
vironments in which each must be kept 

and possibly because turtles are known 
for being slightly less tolerant of han-
dling and “taming” than tortoises are. 
However, any lack in a turtle’s desire to 
snuggle is made up in their ability to 
display more dynamic and captivating 
behaviors as they go from water to land 
and back again. 

Regardless of which one comes out 
on top, popularity breeds demand, and 
that means pet store owners will want 
to stock and display tortoise and turtle 
products that meet the growing needs 
and wants of their customers. Special-
ized nutritional, light, temperature and 
humidity needs of both turtles and tor-
toises are paramount.

Much like other reptiles, turtles and 
tortoises are not able to physically reg-
ulate their body temperature and must 
move from cool to warm areas as their 
daily temperature requirements dictate. 

Jennifer Higgins is a veterinary techni-
cian at Mount Laurel Animal Hospital, 
a general practice and a 24/7 emer-
gency veterinary hospital, in Mount 
Laurel, New Jersey. Her career histo-
ry includes an MA in animal behavior, 
work in behavioral research and as an 
animal care and training professional 
at several zoos and aquariums. She 
has more than 25 years, combined, 
training horses and dogs using force 
free training methods.
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For turtles, it is important that they are 
provided with a structure that allows 
them to easily remove themselves from 
the water to regulate their temperature. 
This can be accomplished by providing 
them with a basking rock or platform. 
Zilla’s Basking Platform Filter serves 
two purposes in one arrangement as it 
is both a basking platform and a wa-
ter filter. As with any aquatic animal, 
water filtration is extremely import-
ant for their health as well. Zoo Med 
offers its Turtle Clean Canister Filter 
with a spray bar for added aeration, a 
key component in premium water fil-
tration. 

Lights, Heat, Action!
In their natural environment, turtles 
and tortoises are automatically pro-
vided with one of the most important 
components for optimal health and 
growth: ultraviolet (UV) light. In fact, 
both UVA and UVB light must be 
provided. UVA lighting is important 
for activity level, feeding and breeding 
while UVB plays a key role in the pro-
duction of vitamin D3. 

“The proper heat for each species, 
known as the preferred optimal tem-
perature zone (or POTZ), will vary 
for each species,” said Dr. Colin Mc-
Dermott, who specializes in veterinary 
medicine for exotics at Mount Laurel 
Animal Hospital. “For the tortoises, 
this can be achieved through a system 
of heat bulbs, ceramic heat emitters, 
basking bulbs and heating pads. Tem-
peratures should be monitored with 
multiple thermometers throughout 
the enclosure to properly assess the 
temperatures at all times. Heat sourc-
es should also be available at night, to 
keep the night temperatures at the ap-
propriate range.”

Because of the importance of this 
lighting, there exists a wide variety 
of specialized light products for both 
turtles and tortoises. Many of these 
include a tandem heat component as 
well. Zoo Med has an Aquatic Tur-
tle UVB & Heat Lighting Kit which, 
when paired with the Zoo Med Rep-
tile Lamp Stand and Zoo Med Combo 

Pack Turtle Lamp, takes care of all heat 
and light needs. However, if keepers of 
tortoises and turtles prefer to keep a 
heat source lamp on all day and night 
in a different location for their carapace 
chums to warm up as needed, Zoo 
Med carries a Day/Night Light Com-
bo Pack that includes an infrared heat 
lamp with a light that is red and not 
visible to turtles and tortoises. Thus, 
they can get warm without their night’s 
rest being interrupted. Even the desert 
dwelling tortoises have varying degrees 
of need for moisture and humidity. 

Creature Comfort
For moisture bearing substrate, there is 
Zoo Med’s Reptisoil, made up of a mix 
of peat moss, soil sand and carbon. Ac-
cording to Brendan Anderson, a man-
ager at World Wide Aquarium and Pets 
in Philadelphia, Pennsylvania, Reptisoil 
holds moisture very well, stimulates a 
tortoise’s natural digging behavior and 
is infused with carbon, allowing the soil 
to aerate, which helps with drainage. If 
soaking is a preferred method of mois-
ture procurement, one option is the Zoo 
Med Repti Ramp Bowl that is formed to 
allow easy access in and out of the shal-
low water containment area. This ramp 
bowl comes in sizes large and extra large 

and is easy to remove for cleaning. 
When it comes to setting up housing 

for turtles and tortoises, Dr. McDermott 
stipulates that enclosures and space con-
siderations can vary for different species, 
even within the turtle and tortoise fam-
ilies. 

“Aquatic turtles should, at a mini-
mum, have enough water space that they 
can freely swim without obstructions,” 
Dr. McDermott said. “A general rule 
is to have water deep enough that the 
turtle can sit up vertically in the water 
and still be completely submerged, and 

a length of tank at least three times the 
length of their shell. Enclosures should 
be larger for multiple turtles.” 

Zoo Med’s Turtle Tub Kit meets 
these requirements with plenty of space 
and a quality filtration system. 

As with most—if not all—pet store 
products that create a living, breathing 
microcosmic pet wonderland, it is to a 
retailer’s utmost advantage to have a tor-
toise and turtle habitat completely set up 
and very visible in their stores. This will 
boost sales of both pre-stocked habitat 
kits as well as separate components and 
features for the creative and fastidious 
tortoise and turtle hobbyists who want 
to make it their own. PA
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John Mack is the founder and CEO of 
Reptiles by Mack, is on the board of 
directors for PIJAC and is also on the 
PIJAC Zoonotic Diseases Committee. 
His Ohio-based company is widely 
recognized as one of the largest rep-
tile breeders and suppliers in the U.S. 
today. 

A NICE 
NICHE 
PET
Turtles can create 
happy customers 
and turn big profit.
BY JOHN MACK 

When customers think of 
reptiles, most people tend 
to think of snakes or liz-

ards, chameleons or geckos. Howev-
er, despite their continual popularity 
and their fixture-status among reptile 
owners, turtles are often an overlooked 
second-cousin to various other species 
and varieties of reptiles. However, a 
knowledgeable store owner can easily 
translate our proverbial “heroes on the 
half shell” into a bevy of happy cus-
tomers and an even happier bottom 
line.

The term “turtles” naturally covers 
turtles, terrapins, box turtles and tor-
toises—the 327 reptile species of the 
order Testudines. Turtles can range 
in size and scale from tiny aquari-
um-dwellers to the giant tortoises of 
the Galapagos Islands. Within the 
span of our discussion here, howev-
er, we’ll focus primarily on freshwater 
turtles, which are the most prevalent 
within the pet trade. 

Russ Gurley, author of “Turtles in 
Captivity,” director of the Turtle and 
Tortoise Preservation Group (TTPG) 
and a founding member of the Amer-
ican Federation of Herpetoculturists, 
had much to say about these creatures. 
He encourages stores to include turtles 
in their reptile sales, as “turtles make 
excellent pets, and in recent years, 
breeders across the United States are 
not only providing healthy pet tur-
tles, but they are also helping in the 
worldwide fight to save turtles from 
extinction.” 

He cites water pollution and habi-
tat destruction, in addition to the use 
of turtles as food and as part of the 
folk medicine trade within Asia.

“The rewards of keeping a turtle 
in the home are diverse,” Gurley said. 
“Watching these ancient reptiles, from 
since around the days of the dinosaurs, 
swimming in a beautiful enclosure 
in your home, is certainly worth the 
time, work and expense.”

Turtle species within the pet trade 
cover a wide variety of creatures. The 
most common turtles found within 
the pet trade include sliders, African 

and Indonesian side-necks, and the 
various forms of American basking 
turtles such as map turtles, cooters, 
softshell turtles, and even captive-bred 
snapping turtles. While any of these 
species may make for good pets, a sav-
vy store owner must be sure of several 
things before offering a given species.

Pet store owners must be aware of 
the laws governing turtle sales within 
their country and state. On a federal 
level, the USDA enforces the Public 
Health Service Act of 1975, which 
states clearly that turtles must have a 
carapace length of greater than four 
inches in order to be sold as pets. 

The reasoning behind this law 
comes primarily from turtles’ propen-
sity to carry the Salmonella bacterium, 
due to their aquatic nature. Individual 
states may also have additional stat-
utes which apply to turtle and tortoise 
sales. Always be sure that your store is 
not only up to date, but also in com-
pliance with all state and federal reg-
ulations.

Note that Gurley’s organization, 
the TTPG, has formally submitted a 
petition to amend the Public Health 
Service Act to better allow for the 
breeding and preservation of turtles 
within the pet hobby. The TTPG has 
taken great pains to lobby for reptile 
conservation and for the promotion 
of captive breeding as a conservation 
tool. Its work can serve as both a tem-
plate and a great resource if a store 
owner is facing legislative difficulties.

Another major issue is that of an-
imal growth potential for captive tur-
tles. Certain species can grow to sig-
nificant sizes. Softshells, for instance, 
can grow to be larger than a manhole 
cover. Keeping these turtles in a small-
er tank to control their size can prove 
to be detrimental to their health, so 
retailers should consider this when 
stocking their stores. 

Adult female red-eared sliders can 
grow to be up to 16 inches in length, 
but they are particularly popular due 
to their docile nature as well as the 
numbers being produced at turtle 
farms in the U.S. 
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In recent years, however, red-eared 
sliders have become an invasive spe-
cies as pet owners unable to care for 
them turn them loose in local ponds 
or streams. As with all reptiles, be sure 
that you are able to properly educate 
your customers on their pet.

Turtles, on the whole, are amphib-
ious creatures, as they live both on 
land and in water, though they breathe 
air and are incapable of breathing un-
derwater. Pet turtle enclosures require 
a good balance of raised land for bask-
ing under a heat and UVB-emitting 
lamp and a deeper watery area for 
swimming; as such, pet store owners 
have a unique opportunity to market 
materials that are necessary for both 
portions of a turtle’s habitat. 

While turtles are not necessarily 
the most profitable animals in terms of 
animal feed, they more than make up 
for this shortcoming in terms of their 
aquarium habitats. 

“Turtles can be expensive to set up 
properly,” Gurley noted. 

A turtle enclosure requires a suit-
able tank (typically five to six times 
the turtle’s shell length is ideal), light-
ing elements, a water filtration system, 
raised areas for basking, plus any num-
ber of decorations. This can provide 
for unique opportunities for a creative 
pet retailer, provided that you’re will-
ing to put in a bit of extra effort for a 
turtle enclosure. 

A beautiful aquatic turtle enclo-
sure may take up a bit of floor space, 
but the excitement and inspiration 
for your customers will no doubt pay 
dividends. While many pet owners 
are content to relegate their turtles to 
blank, empty tanks, a bit of extra ef-
fort and creativity can really show off 
the plants, wood and rock hides, and 
other commercially available decora-
tions that can make an enclosure into 
a thing of beauty.

While often overlooked in the face 
of bearded dragons and leopard geck-
os, turtles fill a phenomenal niche that 
can’t be overstated. Retailers should 
consider them when planning their 
next store attraction! PA
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TIME TO 
BRANCH 
OUT
Expanding a store’s  
perch offerings will 
spread the word to 
bird owners.
BY ERIK J. MARTIN

You can’t exactly put yourself 
“in a bird’s shoes.” But imag-
ine how their feet must feel 

gripping the same cylindrical surface 
day after day. 

Now imagine how you can capi-
talize on educating customers about 
how to avoid this fatigued foot fate. 
By stocking a wider array of perches 
and related accessories in your store 
and taking time to talk to shoppers 
about the importance of perch variety 
in their cages, you can not only im-
prove your bottom line, but you can 
also increase comfort and health on 
the bottom of the foot for plenty of 
pet birds.

If you’re determined to pay closer 
attention to perches, start by scruti-
nizing your set and determining which 
types and materials are worthy. That 
means saying no to cheap dowel and 
plastic perches and making more space 
for suggested products in this subcate-
gory, including those made from nat-

ural woods like Java, coffee wood and 
Manzanita; ropes made from cotton 
and sisal; and sand, cement, bark or 
shell-textured pedicure perches that 
help trim the pet’s nails.

Trends Underfoot
Michael Acerra, marketing representa-
tive for Hauppauge, New York-head-
quartered Penn-Plax Pet Products, says 
the perch subcategory has changed no-
ticeably from years past.

“The industry is trending more 
toward natural and natural-looking 
products and away from the bright 
colors and sparkle finishes that have 
dominated in the past,” Acerra said. 

There’s also been a mass migration 
away from the “one-size-fits-all” perch 
philosophy.

“Bird retailers need to convey 
to the customer that there’s no such 
thing as a simple ‘cockatiel perch’ or 
‘macaw perch,’” said Melanie Allen, 
avian product specialist with Rolf C. 

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.
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Hagen USA Corp. in Mansfield, Mas-
sachusetts. “Birds need a variety of di-
ameters in perches to maintain healthy 
muscle tone in their feet and prevent 
arthritic or bumblefoot conditions, 
which is why natural tree branch-style 
perches are recommended.”

Case in point: Hagen’s HARI 
brand Coffeewood Branch side-mount 
perches, made from aged coffee trees, 
offer warm and secure footing for bird 
feet as well as irregular shapes and vari-
able diameters to promote foot health. 

Most consumers, Allen explained, 
are likely not aware that rope or sisal 
perches are ideal for sleeping, “as they 
provide secure footing and are easy on 
the bird’s feet.”

“I like to compare this to humans 
who kick off their work shoes at the 
end of the day and switch to our more 
comfortable soft slippers,” she said. 

Storytelling Secrets
That’s the kind of metaphor that can 
get a shopper’s attention and which 
should be part of an overall narrative 
you can use to get patrons to better 
understand the significance of perch 
variety within the avian habitat.

“We’re constantly reinforcing to 
our customers the importance of hav-
ing different perch surfaces and siz-
es in the cage,” said Chris Luberski, 
manager at Delran, New Jersey-based 
Todd Marcus Birds Exotic, which ex-
clusively carries SKUs from Polly’s Pet 
Products, including the manufactur-
er’s Twister Perches, Manu Mineral 
Perches and natural hardwood perch-
es. “We’re also consistent on recom-
mending that they rotate each perch 
every few weeks and replace them at 
regular intervals. That means every six 
to eight months for natural wood and 
sisal or rope perches, and once a year 
for pedicure perches.”

Luberski advises having multiple 
perch levels within the enclosure and 
the right material for each level.

“We advise a rope perch up high, 
which is where 90 percent of birds 
sleep, a cement perch for a level just 
below and wood perches for the level 

where food and water dishes are and 
for the level just below that,” Luber-
ski said. “We also suggest using a soft 
rope perch with a bendable inner wire 
that lets you twist the rope into a spiral 
shape—providing fun and exercise for 
the bird.”

Additionally, never forget the gold-
en rule from the church of perch: Take 
these products out of their packaging 
and use them in your store. 

“The best way to promote and sell 
these products is to use and display 
them within your cages featuring birds 
for sale,” Acerra said. “Additionally, 
make sure the cages are clean and at-
tractive and filled with plenty of acces-
sories and toys,” which makes perches 
appear like a natural fit within the avi-
an environment.

Added Flair
Caterina Novotny, director of sales 
and marketing for Prevue Pet Prod-
ucts in Chicago, cautions retailers not 
to overlook perch-related accessories 
in their set, either, including ladders, 
perch swings and activity centers with 
built-in perches or ladders—such as 
Prevue’s hanging Coco Hideaway with 
Bird Ladder. 

Foraging perches that can be filled 
with treats, fibers or nesting materials—
like the Calypso Creations Hide and 
Seek, also by Prevue—fit the bill, too.

“These are great add-on items for 
retail stores to sell, and the popularity 
of these products has grown impres-
sively over the last few years,” Novot-
ny said.

Terry Gao, president of Balti-
more-based Caitec Corporation, 
agrees.

“Bird owners have become more 
aware of their pets’ needs for stimulat-
ing activities,” explained Gao, whose 
company developed its suction cup-se-
cured and outside-the-cage Window 
Play Center to cater to this particular 
need. “Products like play centers with 
perches expand self-entertainment op-
portunities.” PA

“Bird retailers need
to convey to the customer 

that there’s no such 
thing as a simple
‘cockatiel perch’ 

or ‘macaw perch.’ ” 
Melanie Allen, 

Rolf C. Hagen USA Corp.
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ALL 
ABOUT 
THAT 
BASE
Bedding and 
substrate products 
continue to grow 
in the small 
animal market.
BY ERIK J. MARTIN

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. 
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Today’s pet retailers can’t afford 
to roll out of bed late—or roll 
only partway into the small 

animal bedding subcategory, for that 
matter. That’s because pet owners are 
increasingly aware of the plethora of 
substrates crowding the market and 
are clamoring for greater variety in the 
products with which they choose to 
line their cage bottoms. 

However, it’s not enough for a 
store to simply diversify its bedding/
litter stock: it has to cater to popular 
demand for colors, defense against 
stench, eco-friendliness and alterna-
tive materials, too, say the pros.

“As consumers’ understanding of 
how their pets interact with the bed-
ding increases, retailers have been 
challenged to expand their offerings to 
include products that not only cover 
the bottom of the cage but also con-
tribute to a safe and enriching envi-
ronment,” explained Angie Schmitt, 
senior brand manager for Kaytee 
Products in Chilton, Wisconsin. “As 
a result, many retailers have moved 
away from substrates that contain oily 
or aromatic woods and toward those 
that, for example, are dust-free and 
use natural, non-irritant ingredients to 
generate scent.”

Offering a do-it-all combination of 
features in one product—odor main-
tenance, absorbency, zero dust/no 
mess and low-processed ingredients—
certainly seems to hit the sweet spot 
that customers crave. 

“Pet owners are increasingly look-
ing to buy sustainable, healthier and 
more natural products that are good 
for their pets, their homes and their 
environment. And they want bedding 
that performs well for odor control 
and easy cleanup but is still soft and 
cozy,” said Leslie Ellis, consumer com-
munication manager for Healthy Pet, 
makers of carefresh natural paper bed-
ding in Ferndale, Washington.

The Paper Chase
For these and other reasons, biode-
gradable paper bedding remains atop 
the heap when it comes to sales and 
preferred ingredients.

“There’s definitely been a trend in 
the last few years toward more natu-
ralistic products that have the animal’s 
health in mind,” said Brian Wood, 
president of FiberCore LLC, the 
Cleveland-based maker of Eco-Bed-
ding, which is made from 100 percent 
post-consumer paper waste that is For-
est Stewardship Council-certified. 

“We’ve seen a movement away 
from unhealthy cedar chips and 
cheaper products to recycled paper 
that’s cleaner and more economical 
and encourages foraging and nesting,” 
Wood added.

Many shoppers are also enamored 
with chromatically cool and colorfast 
bedding that enables cage customiza-
tion, often choosing a tinted product 
that harmonizes with hues in their 
room or the colors of their favorite 
sports team. Consequently, fun and 
festive-colored substrate products 
abound, including Kaytee’s Clean & 
Cozy Apple Orchard, Camo, Fro-
zen Fun, Birthday Cake and others; 
Healthy Pet’s carefresh Complete 
Confetti or carefresh colorful creations 
(available in six colors); and Ware’s 
ColorFresh Multi-Color Small Animal 
Bedding.
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Shredded or pelleted recycled pa-
per and wood shavings aren’t the only 
options available, either. More man-
ufacturers are providing alternative 
materials, with each boasting unique 
merits. Examples include Oxbow 
Animal Health’s Eco-Straw, which 
sources high-fiber wheat straw into an 
absorbent, dustless, pelleted product; 
Hartz Corn Cob Bedding & Litter, 
utilizing coarse ground cob; and F.M. 
Brown’s Sons’ Corn Cob Bedding and 
its Twirls & Cobs, which mixes corn 
cob with recycled paper for a colorful 
combination.

Additionally, bedding SKUs aren’t 
limited to bags. In recent years, Kaytee 
has made a splash with its disposable 
CritterTrail Bedding Trays (available 
in a three-pack), preloaded with the 
company’s Clean & Cozy bedding and 
designed to accommodate all Critter-
Trail rectangular enclosures. 

Sniffing Out Sales
Keeping olfactory funk to a minimum 
never goes out of style, either. 

“Today’s pet parents are looking 
most often for products that help to 
control odor and neutralize the ammo-
nia found in pet urine,” noted Phoebe 
Stanley, associate marketing manager 
for Bowling Green, Ohio-headquar-
tered Vitakraft Sun Seed, Inc. “Guinea 
pigs, for example, are social animals 
that need to be kept in pairs, which 
can create more odor in the enclosure.”

To help matters, Sun Seed offers 
Heavy Duty Odor Control Fresh 
World Bedding. Many brands, like 
Fresh News Small Animal Bedding 
and Phresh Paper Small Animal Bed-
ding, use baking soda to curb cage-
stink, and some manufacturers, like 
Hartz with its Nodor Natural Bedding 
and FiberCore with its Eco-Bedding 
with New Triple Action Odor Con-
trol, employ proprietary odor-encap-
sulating technologies or formulas they 
promote on their packaging and mar-
keting materials.

Merchandising Tips
When it comes to displaying and 
promoting substrate goods, common 

sense tactics still apply. That means 
avoiding the urge to downplay or 
bury the products on bottom shelves, 
grouping them near habitats for sale, 
using new bedding products within 
live animal cages (and making the cus-
tomer aware of this with signage) and 
training staff to be able to answer pa-
trons’ questions about each product’s 
features and benefits.

In addition, it pays to give custom-
ers a taste—compliments of the house.

“Provide bedding samples to shop-
pers so that they can try the product at 
home,” Wood suggested.

Lastly, don’t ignore online mer-
chandising, especially on a small ani-
mal staple like bedding.

“It’s important to provide photos 
on your store’s website of the bedding 
products you carry as well as addi-
tional content about these products,” 
recommended Ellis, who also advised 
posting images featuring the merchan-
dise used in live habitats. PA

TRENDS & PRODUCTS              small animals
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Harsh chemicals that leave toxic 
residues when cleaning your 
house can not only have a del-

eterious effect on your human co-in-
habitants, but also on the four-footed 
members of your family. According 
to PetMD.com, bleach, ammonia, 
chlorine, formaldehyde, phenol and 
isopropyl alcohol can be very danger-
ous to dogs, causing lethargy, malaise, 
seizures, coma, vomiting, diarrhea and 
even death.

Anybody who has ever had a pet 
knows a few absolutes: fish got to 
swim, birds got to fly, and dogs and 
cats have got to make some horren-
dous messes. So, what is a responsible 
pet owner to do? Fortunately, there 
have been several companies that have 
developed natural-based cleanup solu-
tions that can handle whatever Tabby 

and Fido can dish out, without caus-
ing harm to them or turning your 
home or yard into a mini Superfund 
site.

Biokleen of Vancouver, Washing-
ton, manufactures a number of prod-
ucts devoted to pet cleanup, mainly its 
Bac-Out line of stain and odor remov-
ers, multi-surface floor cleaners, fresh 
lavender fabric refreshers, fresh lemon 
thyme fabric refreshers and carpet and 
rug shampoos. 

“First and foremost, our consum-
ers are concerned about the safety of 
their pets,” said Ted Morgan, Biok-
leen’s director of marketing. “Know-
ing there’s a plant and mineral-based 
solution that works better than anoth-
er product with hazardous ingredients, 
they’ll choose it every time.”

Biokleen’s Bac-Out products use 

CLEANING 
SOLUTIONS
Sometimes pets will 
make a mess; these 
products can help 
remove it safely. 
BY ERIC STENSON

Eric Stenson is a veteran journal-
ist with 25 years of experience as a 
newspaper writer and editor. He’s 
also spent more than 15 years as a 
corporate communications profes-
sional. He lives in New Jersey with his 
wife, children and a 13-year-old New-
foundland named Luna.



76 | April 2017  Pet Age

TRENDS & PRODUCTS            natural

enzyme-producing cultures, citrus 
extracts and plant-based surfactants 
to take out stains and odors caused 
by pets, according to the company’s 
website. 

Morgan says that when the com-
pany is determining formulas, three 
factors are in play: only natural, plant 
and mineral-based ingredients can be 
used, it must work, and it must be safe 
for pets and families.

“The only side effect is your home 
will have a refreshing scent of natural 
essential oils,” Morgan said.

Going Natural 
For retailers looking to increase their 
presence in this sector, Morgan sug-
gests looking at the natural grocery 
channel, investigating products that 
have been successful in that market-
place and considering crossover brands 
that relate well in the pet realm. 

“Products with that type of follow-
ing are a natural fit,” he said.

According to Jenny Gilcrest, direc-
tor of marketing for Irvine, Califor-
nia-based Skout’s Honor, the compa-
ny produces non-toxic, plant-derived, 
biodegradable cleaners and deodoriz-
ers. She noted it takes pride in provid-
ing a day’s worth of meals for a shelter 
animal for each product sold.

“The pet stain and odor category is 
one that hasn’t seen much innovation 
in a long time,” Gilcrest said. “Being 
able to launch a brand with a fresh 

look and feel, while offering an all-
around better, faster, stronger solution 
for pet owners is something we are 
very excited to have the opportunity 
to do.”

The key to Skout’s Honor’s prod-
ucts is its proprietary BioKore tech-
nology, Gilcrest said, which was devel-
oped in response to California’s Green 
Chemistry Initiative.

“We had played with the idea of 
using enzymes or oxygen cleaners in 
the past but ended up shelving the 
idea due to lackluster performance 
and the fear of being another ‘me-
too’ product,” she said. “Suddenly, the 
building blocks of BioKore fell into 
our lap, and we found ourselves con-
fronted with the ability to produce a 
unique and superior product.”

Gilcrest says the only complaint 
her company hears is that its cleaning 
products can be rather strong. She said 
BioKore allows the concentration of 
active product to be quite high. She 
suggests using them in a well-ventilat-
ed area. However, she said the strength 
does not make the products any less 
safe.

“The odor eliminator and litter 
box deodorizing, in particular, are no 
more harmful to a furry family mem-
ber than pool water,” she said.

Support of specialty retailers is a 
key part of Skout’s Honor’s efforts 
to promote its products, including 
training, educational and marketing 
materials (including shelf talkers), and 
product sample programs. 

“Growth in natural products is 
much higher than 
the industry av-
erage, and every-
thing is going there 
eventually, wheth-
er it be through 
government regu-
lation or customer 
demand,” Gilcrest 
said. “Retailers 
who do not start 
to grow their nat-
ural product pres-
ence soon will be 

behind the curve when we hit the tip-
ping point.”

Simple Science LLC of Edina, 
Minnesota, makes VetriCure prod-
ucts, which feature a litter box sanitiz-
er, a pet area disinfectant and a wound 
care spray. Its products eschew harsh 
chemicals and are designed to emulate 
the immune systems of the animals 
themselves, according to Ron Mills, 
vice president of sales. 

“Our pet area disinfectant can be 
used to clean up after a trip outdoors 
or accidents throughout the house,” 
he said. “It’s also great for cleaning 
up after raw-food feedings, as it’s 
food-surface-contact safe and kills E. 
coli, Listeria and Salmonella.”

What Owners Want 
It’s easy to see why natural, nontoxic 
cleanup solutions have become popu-
lar among customers who seek stron-
ger odor and stain control, said Karl 
Gerstner, co-owner of Beowoof, an in-
dependent pet supply store in Hobo-
ken, New Jersey. He stocks Nature’s 
Miracle and Skout’s Honor cleaning 
products.

Gerstner says that a common re-
frain he hears from customers is that 

“The odor eliminator and 
litter box deodorizing,

in particular, are no more 
harmful to a furry family 

member than pool water.”
Jenny Gilcrest, 
Skout’s Honor
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they try to clean pet messes with win-
dow cleaner or bleach, but the cat or 
dog often goes back and urinates or 
soils the same spot again and again.

“They don’t work well enough,” 
he said of these traditional household 
products. “Everyone wants something 
pet safe, child safe—organic, natural 
solutions. They want something that 
works really well.”

Hopefully, most of the time, Rov-
er makes it outside as intended to do 
his business. You still have to clean up 
after him. That’s where Veejay Patell 
comes in. He is director of operations 
for BioDOGradable Bags in Orange 
County, California, which manufac-
tures completely compostable and de-
gradable waste disposal bags. 

A plastics engineer with 30 years of 
experience, Patell grew increasingly in-
terested in sustainability as he became 
more concerned about how plastic bags 
depended on oil extraction and polyethe-
lene production, were subject to limited 
recycling opportunities and had only 
seconds of usefulness, yet languished in 
landfills for hundreds of years.

His bags are made of maize flour, 
not starch, which he says is com-
postable but not completely biode-
gradable. 

“It feels completely different—it’s 
not a plastic bag,” Patell said of his 
product. “It smells natural. It’s like a 
popcorn smell.”

If the bags don’t make it into a com-

post pile, they still don’t pose the haz-
ards traditional plastic bags can wreak.

“Even if it goes into the ocean, it 
will fully degrade,” he said. “It will not 
disturb ocean animal life.”

His product is available online and 
through small- and medium-size pet 
supply stores in southern California. 
He has big plans for his little bags, 

hoping to expand his technology into 
cat litter bags and yard bags.

“We visit local events and expos, 
and educate consumers on the bene-
fits of sustainable products,” he said. 
“It’s so important for them to see that 
there are environmentally friendly al-
ternative ways of disposal that mini-
mize impact.” PA
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LOOK 
AT ME
Shampoo packaging 
is more appealing to 
grab the attention of 
potential customers.
BY MAGGIE MARTON

Shampoos and conditioners 
form the foundation of the at-
home grooming market. De-

spite the flood of products, a few key 
trends drive sales for this category: ef-
fectiveness, a unique selling point and 
an increased demand for natural and 
safe. Product efficacy is crucial. A cus-
tomer won’t make a repeat purchase if 
a product doesn’t work. 

“Consumers are looking for an 
effective and easy-to-use product 
line to groom their pet,” said Larry 
Cobb, CEO of the U.S. Division of 
The Company of Animals. “Not only 
does Pet Head clean well with our 
time-tested formulas, but the great 
scents we have will keep pets smelling 
great for longer. My dog, Sebo, and I 
like the fresh orange scent of our Dirty 
Talk Shampoo the best. He smells like 
a clean orange from a Florida grower, 
which is where our Pet Head offices 
are based.” 

Livening up Shelves
The effectiveness of a specific product 
doesn’t necessarily spark the initial 
purchase, though. Instead, customers 
are attracted to eye-catching packag-
ing. 

“I feel that to ‘billboard’ the brand 
offers the best presentation,” Cobb 
explained. “To offer a full selection 
of Pet Head on the dealer’s shelf adds 
color and fun to the otherwise boring 
grooming category.”

At Glo-Marr, the brand has gone 
back to its roots: 1965 was when 
the original Pink Pup was born. The 
award-winning KENIC Retro line 
of  pet shampoos added four “hip” 
formulas, including Pink Pup, the 
degreaser on which the company was 
built; Mellow Mutt and Meow, a 
calming aromatherapy option; Purple 
Pooch and Purr, the ultra-moisturiz-
ing product; and Blue Bow Wow, the 
whitening formula.

Maggie Marton is a freelance writ-
er and pet lifestyle pro. She lives in 
Bloomington, Indiana, with her hus-
band, three dogs and a cat. 

Paraben & Sulfate Free
Heavenly Scented® with Natural Extracts

Cruelty Free
Made in USA

www.earthbath.com • sales@earthbath.com • (415) 355-1166

Green since green
was just a color®
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866.318.3116 | vetericyn.com MADE IN THE USA

FoamCare® is the award-winning, spray-on 
shampoo that is formulated specifically for 
your pet’s coat density. It instantly foams up to 
provide a deeper clean that nourishes the skin 
and rinses easily to make bath time quicker. 
Whether it’s spot cleaning or at-home baths, 
when filthy happens–reach for FoamCare!

Buy locally or shop online. Vetericyn.com/FoamCare

Staying true to the company’s his-
tory, the shampoos are detergent- and 
soap-free.

Humanization
Among market segments with larger 
amounts of expendable income—
millennials and baby boomers, typi-
cally—the demand for luxury drives 
product sales. Many of these consum-
ers expect the same quality and some-
times even the same brands that they 
demand for themselves. 

M. Boutique, the luxe natural 
home and personal care company, of-
fers pet products that provide the same 
luxury that their human customers ex-
pect for themselves. The Pet Shampoo 
includes global ingredients like neroli, 
a high-end citrus oil that might help 
alleviate anxiety and hyperactivity, 
along with aloe, rosemary and avocado 
to sooth sensitive skin.  

When it comes to M. Boutique's 
Oatmeal and Honey Conditioner,  the 
rich properties of colloidal oatmeal 
soothe and relieve dry, irritated and 
itchy skin while wild honey merges 
with Moroccan argan oil, aloe vera, 
and vitamin E to deliver deep condi-
tioning and hydration. 

The natural trend is fueling prod-
uct sales in nearly every segment of 
the pet industry. Elizabeth Sanders of 
Horse ’O Peace founded her compa-
ny to create goat milk soap and skin 
care products for people with sensitive 
skin. Many of her customers asked if 
they could use the products on their 
pets, so Sanders recently expanded 
into pet-specific products.

“When we started our pet line, 
Healthy Pets, we wanted products 
with the same kind of quality that we 
use in our skin care line for people but 
a different formulation,” Sanders said. 

The products contain 100 percent 
raw goat’s milk along with plant-
based, raw, whole ingredients, and 
no chemical fragrances or dyes. The 
initial launch featured two unscent-
ed products, including Purely Basic, 
which is base ingredients with nothing 
added for pets that are extremely sen-

sitive. The Gentle Coat product utiliz-
es calendula oil for an unscented but 
moisturizing soap. 

“When we scent, we use 100 per-
cent pure essential oils,” Sanders said. 

Her best-selling scented product 
is Be Calm with lavender essential oil, 
for skin issues like eczema and dan-
druff, or for dogs who are excitable. 

Ultimately, because there are so 
many brands and options for sham-
poos and conditioners, a strong prod-
uct mix with variety is key to consumer 
appeal. While eye-catching packaging 
and clever names might spark the ini-
tial purchase, the product’s effective-
ness is what ultimately will inspire 
return buyers. PA



On the Assembly Line
It seems that many companies’ 

journey and contribution 
to sustainability 

is rooted in 
reinventing 

their man-
ufacturing 
process-
es. The 
rest just 
seems to 
fall into 

place.
“At 

Purina, we’re 
committed to 

environmentally 
sustainable business 

practices at all stages of the product 
life cycle,” said Jack Scott, director of 
sustainability at Nestle Purina Pet-
Care, in a statement on the compa-
ny’s green manufacturing initiatives. 
“To help us assess and optimize the 
environmental performance of our 
products and their packaging, we 
apply a product life-cycle approach, 
involving our partners from farm to 
consumer and beyond.”

Purina’s sustainable production 
practices span all major parts of the 
process, from sourcing and manu-
facturing to packaging and trans-
portation. With the ultimate goal 
of achieving zero waste to landfill 
by 2020, Purina reported that, as of 
February 2017, seven of the compa-
ny’s factories (that’s 35 percent) had 
reached zero waste to landfill status. 
In 2016, it reported saving over 
80 million gallons of water 
and had installed solar 
panels on several factories. 
These changes came as part 

of a much larger plan with other 
achievements toward a more sustain-
able operation.

In terms of specific products, 
Purina offers Tidy Cats Yesterday’s 
News litter, made with recycled paper 
and designed for low tracking. It’s 
99.9 percent dust-free and is un-
scented. Another option is Tidy Cats 
Pure Nature, in which the company 
“combined cedar, corn and pine to 
create a naturally absorbent clumping 
litter with outstanding odor control,” 
according to the brand’s website. It 
is also 99.9 percent dust free, has 
natural scents and comes in a 
re-sealable and recyclable 
pouch.

In honor of 
Earth Day in 2016, 
West Paw Design 
tallied its ongoing 
efforts in pursu-
ing sustainability. 
According to a 
company statement, 
12.7 million bottles 
were recycled into In-
telliLoft fiber for pet beds 
and toys, 3,093 pounds of 
Zogoflex material was recy-
cled and used to make new 
toys, and 20-foot walls from 
the company’s old factory were used 
in the construction of its “state of the 
art manufacturing facility—reclaim-
ing 175 tons of concrete.”

In 2013, West Paw Design be-
came a founding member of the Pet 
Sustainability Coalition, the leading 
organization driving sustainabili-
ty, specifically in the pet industry. 
They’re also certified by the nonprofit 
B Lab, which recognizes those com-

panies with “above-and-beyond 
commitment to healthier employ-

ees, sustainable practices, trans-
parency and accountability.” 

For two years in a row, West 
Paw Design was awarded 
Best for the Environment 

by B Lab.
According to Amy Schumann, 

who works in marketing communica-

tions for West Paw Design, sustain-
ability and eco-friendliness has always 
been a part of Spencer Williams’ 
ethos. Williams has been the owner 
and president of the company since 
1996. Since then, it’s become clear 
that Williams isn’t the only one who 
cares about how and where West 
Paw’s products are made.

“[Customer service representa-
tives] get calls constantly about how 
our products are manufactured and 
what they’re manufactured with,” 
Schumann said. 

The company has an exten-
sive catalog of green 

products, organic 
cotton beds and 

toys made with 
recycled mate-
rial left over 
from making 
other products 
that otherwise 
would have 

ended up in a 
landfill. Most 

recently, West Paw 
introduced the 

Qwizl, which 
is a flexible 
but durable 
toy made from 

Zogoflex mate-
rial in which pet 

owners can place their pet’s favorite 
treat. It’s non-toxic, FDA compliant 
and free of BPA, Phthalate and latex. 
Because West Paw Design’s products 
are made in Montana, their footprint 
is significantly decreased because 
there’s no need to ship items from 
overseas factories.

Also a founding member of 
the Pet Sustainability Coalition is 
Cardinal Pet Care. According to a 
statement from Barbara Denzer, vice 
president of marketing and product 
development for Cardinal Labo-
ratories, the company’s goal is “to 
be planet-friendly while providing 
eco-friendly pet products that im-
prove life for people and their pets.” 

Pet Botanics, Crazy Pet, Full 

80 | April 2017  Pet Age

                  As of Earth Day 2016,   
West Paw Design had recycled

 into IntelliLoft fiber
for pet beds and toys.

million
bottles12.7
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construct pet products are every bit 
as important as the sustainability of 
the processes through which they’re 
created.

Many of Petmate’s prod-
ucts are made with recycled 
or post-industrial mate-
rial within the United 
States, in its facilities 
located in and near Ar-
lington, Texas. Perhaps 
most remarkable is the 
fact that Petmate is the 
only manufacturer that 
produces its own cus-
tom-blended resin, and it does 
so with post-industrial, pre-con-
sumer products that otherwise 
would have ended up in landfills. For 
its sustainability efforts, Petmate was 
awarded the Edison Green Award. 
Petmate’s Spectrum facility purchases 
and consumes more than 40 million 
pounds of post-industrial/pre-con-
sumer plastic waste per year for use in 
more than 50 percent of its products.

“[The process] is green in a lot of 
ways. One, it keeps the product like 
that [post-industrial material] out 
of a landfill, which is 
wonderful,” Wil-
son explained. 
“We have 
chemists and 
engineers at 
our facility 
that are able 
to take that, 
grind it up 
and refor-
mulate it, and 
we turn it into the 
resin that we use in our South 
Arlington plant to make all of 
these plastic products that we 
sell, as well as sell some resin to 
outside users who purchase resin in 
the marketplace.

“By being this vertically integrat-
ed company, we basically maintain 
a green footprint,” he continued. 
“Somewhere between 85 to 95 per-
cent of the plastic we use comes from 
our own Spectrum facility, so it’s all 

recycled material.”
And while many sustainability 

efforts have the bonus of saving 
companies money, Wilson 

insists Petmate’s motive 
is altruistic. 

“We don’t do 
it for the cost 
side of it; our 
costs are what 
they are by us-
ing the process 

that we’ve had in 
place for some 
time,” he said. 
“We do it for a 
host of reasons, 
number one 

being that it’s 
the right thing 

to do.”
Petmate offers a variety of prod-

ucts that would appeal to eco-minded 
retailers and consumers. There’s the 
Ultra Vari Kennel, made of plastic 
and ideal for housebreaking, kennel 
training and travel. Metal 
side vents provide 360 
degree ventilation and 
the durable construc-

tion keeps pets safe 
and secure. The 

Booda Dome litter 
box is uniquely 
designed and cov-
ered to contain litter 
while the large capacity filter 
controls odor.

For mealtime, there 
are Mason jar feeders 
and waterers. Gravi-
ty does the work of 
refilling as pets eat 
and drink, and they 

come designed with 
a replaceable charcoal 

filter. In line with the 
rustic and crafty Mason jar 

trend, these will lend stylishness and 
convenience to pet owners’ homes.

And lastly, when it comes to 
playtime, the Chuckit! Launcher 
Classic Sport is the original hands-
free, no slobber ball pick up that 

allows pet owners to also throw two 
to three times farther and with less 
effort, making games of fetch more 
fun for pet and owner. Additionally, 
the Megalast Glow Dog Toys from 
JW can float, bounce and glow in the 
dark. It’s made from the company’s 
proprietary, super tough Megalasto-
mer material. 

“If a retailer can get behind this 
messaging, that makes it that much 
more powerful,” Wilson said, explain-
ing what retailers can do to encourage 
consumers to buy green, also men-
tioning endcaps and advertisements 
in circulars. “Take products like 
Petmate’s products, which are not just 
eco-friendly but also have this level 
of sustainability, and do an entire pro-
motion around it.”

Green at  
Every Turn
It might be unsurprising that 

the “green” trend has permeated every 
category of pet product. For consum-
ers looking to make more eco-con-
scious decisions, it’s possible to do so 
in every aspect of pet care. 

Earth Rated is a company special-
izing—at least for the moment—in 
pet waste products. Its catalog 
includes stain and odor removers, 
outdoor scoopers and, perhaps most 
notably, waste bags. One variety is 
made from recycled material with an 
additive that assists in the bag’s break-
down after it is thrown away. The 
second is a vegetable-based bag that 
can be disposed of in any municipal 
composts that accept pet waste.

“It’s a combination of it being 
something that is growingly import-

Petmate’s Spectrum
facility purchases and
consumes more than 

of post-industrial/
pre-consumer plastic waste
 per year for use in more than 
  50 percent of its products.

million
bottles40
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COMMUNITY  news and events in the pet industry

Groom Expo West
February 16-19

Pasadena, California

Bentley’s Pet Stuff
 Grand Openings
February 24-26

Wisconsin, Minnesota, 
Missouri, Colorado and Illinois
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Biokleen
PO Box 820689 
Vancouver, WA 98682
Ted@biokleenhome.com (for sales inqui-
ries tabitha@biokleenhome.com)
(360) 576-0064
www.biokleenhome.com

The #1 selling natural stain and odor 
remover for the past 8 years, Biokleen 
Bac-Out is a unique blend of live en-
zyme-producing cultures, botanicals, and 
plant-based surfactants that work great 
on pet stains and odors of all kinds.

The Company of Animals
2287 Crofton Avenue
Davenport, FL 33837
(863) 424-0598
www.companyofanimals.us/
Contact: Larry Cobb
Email: Lcobb@companyofanimals.us

Baskerville Ultra Muzzle
Muzzles are 
another reliable 
training tool for 

responsible pet owners. They can be 
used to promote safety in a variety of 
situations such as visits to the vet or 
encounters with new dogs. The Bask-
erville Ultra Muzzle is ultra comfortable 
featuring a soft neoprene padded 
lining. Also, the superior design allows 
dogs to eat, drink and pant freely. Now 
available in TAN and black options.

earthbath
sales@earthbath.com
(415) 355-1166
www.earthbath.com
 
New! earthbath Tushy Wipes 
offer a safe and convenient way 
to keep your pet’s 
tush fresh, clean 
and odor free 
between baths. 
Gentle and non-ir-
ritating, these 
textured wipes 
are formulated 
with mild cleans-
ers, rosemary oil, 
baking soda, and 
odor-eating or-
ganic enzymes to 
remove stuck on 
mess and stains 
and neutralize odors. Safe for 
daily use.

flexi North America, LLC
10901 South Commerce Boulevard, Suite A
Charlotte, North Carolina 28273
(704) 588-0785, (855) 353-9462
(704) 588-7389
info@flexi-northamerica.com
www.flexi-northamerica.com

Established in 1973, flexi is the inventor of the flexi retractable dog leash and the world 
market leader of retractable leash. What began with a conversion of a chain saw mechanism 
more than 40 years ago has grown into a high-tech product that now leads all developed 
markets worldwide. All flexi leashes are manufactured by hand in Germany.

Product Showcase



   
 

 

   
hottest brands like Grumpy Cat, 
NBCUniversal, Scott Living / 
The Scott Brothers, and NFL 
Players Association from a

 

   
 

 

$432M PET PRODUCT

licensingexpo.com/petage

LE17-PetAgeAd_Apr2017.indd   1 3/1/17   3:10 PM



88 | April 2017  Pet Age

Grandma Lucy’s 
30432 Esperanza Rancho 
Santa Margarita, CA 92688
Questions@GrandmaLucys.com
(800) 906-LUCY
www.grandmalucys.com

Grandma Lucy’s - Macanna Grain 
Free Pet Food & Treats
A delicious grain free recipe created 
alongside our veterinarian partners 
using superfoods like Turmeric, 
Hemp Hearts, Coconut and Kale. A 
truly unique option that pet parents 
can feel confident feeding their fur 
baby to promote a healthy lifestyle! 
Take a look at the matching treat 
available in the new Starters line, 
using the same whole ingredients as 
our pet foods.

Holistic Health Extension
90 Marcus Blvd.
Deer Park, NY 11729
(631) 392-0606
www.healthextension.com
Contact: David Friedman
dave@healthextension.com

NEW! Grain Free Recipes
Now pets can enjoy all the benefits of 
Health Extension with new Grain Free 
options. Made with a unique blend of 
whole food ingredients, our recipes 
include turmeric, organic apple cider 
vinegar, coconut oil, and more. Our 
savory stews are packed with pro-
tein-rich meats and whole vegetables. 
Every recipe is crafted to support a 
beautiful coat, balanced digestive sys-
tem and healthy immune system.  

World’s Best Cat Litter
2905 N. Hyw 61
Muscatine, IA 52761
jean.broders@kentww.com
(877) 367-9225
www.worldsbestcatlitter.com
 
World’s Best Cat Litter™ Launches New 
Advanced Series with Zero Mess™ 
World’s Best Cat Litter™ is answering cat 
owners’ demand for specialized litters 
with its new Advanced Series, a line of 
products made to address specific litter 
box problems. The first products in the 
series are Zero Mess™ and Zero Mess™ 
Pine Scented—two multiple-cat-strength 
litters that guarantee fast and easy 
cleanup with 2X better clumping and 2X 
more odor control.

LeashGear EZ Walker 3-N-1 
Simplifies the dog walking experience, it’s a leash, plastic bag dispenser 
and waste compartment all in one. LeashGear comes in 2 sizes, small is 
for dogs under 40 lbs and large is for dogs over 40 lbs. LeashGear comes 
in 3 colors, black, pink and camo. LeashGear wraps around and secures 
itself for organized storage and travel.
www.leashgear.com

Product Showcase
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Lee Mar Wholesale Pet Supplies
2459 Dogwood Way 
Vista, CA 92081
contact@leemarpet.com
(800) 597-9879
www.LeeMarPet.com

Lee Mar Wholesale Pet Supplies has been serving 
pet shops, groomers, veterinarians, kennels, trainers, 
breeders and other re-sellers since 1973. We are a full 
line distributor with over 10,000 pet products from 
over 300 top pet brands. Sign-up free today at www.
LeeMarPet.com and enjoy no minimums, competitive 
pricing and free shipping at only $150.

PetProducts.com
(866) 569-5856
Info@petproducts.com

With global scale 
and local targeting, 
Petproducts.com is the 
largest worldwide di-
rectory of its kind.  We 
connect online shoppers with physical stores 
and services that are close to them.
With over 30,000 stores and services, we may 
already have you listed.  Claim your business 
today to customize your listing for free or sign 
up at www.petproducts.com
Manufacturers can also sign up and list their 
products for free.

Sojos
2300 Kennedy St NE, Suite 110
Minneapolis, MN 55413
mail@sojos.com
1 (888) 867-6567
sojos.com

Sojos Complete for 
Puppies is appropriate 
for all breeds. It combines 
raw, freeze-dried turkey 
and omega-rich salmon 
with select superfoods 
and a blend of essential 
vitamins and minerals. 
The “soft-serve” mix is 
particularly beneficial to 
puppies with developing 
teeth and gums. And 
5-minute rehydration, 
a first for Sojos, offers added convenience for puppy 
parents new to the category.

Redbarn Pet Products
3229 E Spring St Suite #310
Long Beach, CA 90806
Booth #: 1235
1 (800) 775-3849
info@redbarninc.com
www.redbarninc.com

Since 1996, Redbarn has made treats with the health 
and safety of your pet in mind. Redbarn Grain-Free 
Dipped Biscuits have added superfood functional in-
gredients, like Vitamin E, Salmon Oil and Chicken Car-
tilage, to help support your dog’s skin & coat health! 
Even better? Picky eaters won’t be able to resist our 
coatings made with real cheese or peanut butter. 
Choose small or large for your dog!
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CALENDAR   

April 
April 18-19 IBPSA Pricing for 
Profit Workshop, Hyatt Place 
Chicago/O’Hare Airport, 
Chicago, Illinois 
www.ibpsa.com/p4p

April 20-23 Northwest 
Grooming Show, 
Murano Convention Center,
Tacoma, Washington
www.nwgroom.com 

April 22-23 Calgary Pet
Industry Trade Show,
Spruce Meadows, Equi-Plex,
Calgary, Alberta, Canada
www.calgarypetexpo.com  

April 27-28 Food and Feed 
Drying Technology Short 
Course, Centre for Feed  
Technology, 
As, Norway
fie.com.au

April 28 TTPM Pet Media 
Showcase, Metropolitan West,
New York, New York
www.anbmedia.com/events 

April 28-30 America’s
Family Pet Expo, 
OC Fair & Event Center, 
Costa Mesa, California
www.petexpooc.org 

May
May 1-4 Pet Boarding & Day-
care Expo West, Los Angeles 
Marriot Burbank Airport,
Burbank, California
www.petboardingexpowest.com 

May 2 NYC Re-tails and Sales 
Expo, Home Studios Inc.,
New York, New York
www.retailsandsalespetexpo.com 

May 2-4 Pet Food Extrusion 
Technology Short Course, 
Norwegian University of Life 
Sciences, 
As, Norway
fie.com.au

May 11-14 Zoomark  
International, Bologna
Exhibition Center, 
Bologna, Italy
www.zoomark.it

May 16-18 2017 NASC
Annual Conference, Crowne 
Plaza New Orleans 
French Quarter,
New Orleans, Louisiana
nasc.cc/annual-conference 

May 20-21 Mardi Gras Pet 
Expo, Doubletree by Hilton,
New Orleans, Louisiana
www.mardigraspetexpo.com 

May 23-25 Licensing Expo 
2017, Mandalay Bay
Convention Center, 
Las Vegas, Nevada
www.licensingexpo.com 

May 26-29 Aquarama Interna-
tional Exhibition for Aquarium 
Supplies & Ornamental Fish, 
Guangzhou Import and Export 
Fair Complex, Guangzhou, 
Guangdong Province, China
www.aquarama.com.cn/en 

June 
June 9-11 World Dog Expo, 
Meadowlands Exposition Center, 
Secaucus, New Jersey
www.worldexpo.dog 

June 22-25 PetQuest 
Grooming Conference,
Roberts Centre, 
Wilmington, Ohio
www.pqgroom.com 

July 
July 21-25 American
Veterinary Medical
Association Convention,
Indiana Convention Center, 
Indianapolis, Indiana
www.avma.org 

July 25-27 SuperZoo,
Mandalay Bay Convention 
Center,
Las Vegas, Nevada
www.superzoo.org 

August
August 10-13 All-American 
Grooming Show, The Westin 
Chicago North Shore,
Wheeling, Illinois
www.aagroom.com 

September 
September 14-17 Groom Expo, 
Hershey Lodge and 
Convention Center,
Hershey, Pennsylvania
www.groomexpo.com 

October
October 9-12 2017 Atlantic 
Coast Veterinary Conference, 
Atlantic City Convention Center, 
Atlantic City, New Jersey
www.acvc.org 

October 11-15 Wild West  
Veterinary Conference, 
Peppermill Resort Spa Casino,
Reno, Nevada
www.wildwestvc.com 

October 12-15 New England 
Grooming Show, 
Sturbridge Host, 
Sturbridge, Massachusetts
www.newenglandgrooms.com 

October 18-21 2017
Association of Pet Dog 
Trainers Conference, 
Richmond Marriot,
Richmond, Virginia
www.apdt.com 

October 21-24 American  
Holistic Veterinary Medical 
Association Conference, 
Town and Country Resort & 
Convention Center,
San Diego, California
www.ahvma.org 
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Pet Age spoke with Les Wilson, 
a former research biologist who 
helped establish Cobalt Aquat-

ics in 2011.

Q Can you tell me how Cobalt 
Aquatics got its start?

A Cobalt was founded by myself,  
Viral Surati and Randy Parham. 

We are lifelong hobbyists and have all 
worked in the industry for more than 
20 years: from LFS (local fish store) 
retail and fish importing to public 
aquariums and fish magazines. We 
spent many years at Marineland, in-
cluding its evolution into United Pet 
Group (UPG) and now Spectrum. 
I was a research biologist in Marine-
land’s aquatic lab and then moved to 
the marketing group and was a direc-
tor of marketing at UPG when I left 
the company. Viral and Randy were 
on the sales team and headed up key 
accounts and the independent sales 
team. We really love fish as well as the 
aquarium hobby and industry, so we 
decided to start up Cobalt Aquatics.

Q How would you describe 
the mission of Cobalt?

A The mission is to have a success-
ful aquatics company based on 

the values instilled in us by the men-
tors and pioneers that we’ve had the 
opportunity to work with. We focus 
on fishgeek level products and hobby 
products rather than for the “num-
bers.” We’re always asking, “What 
products can we make that will make a 
difference for the hobby and keep the 
hobby and industry thriving?”

Q You have made a big splash 
in the industry. What’s the 

secret to your success?

AOur secret to success, it’s really 
no secret: hard work. We nev-

er stop. Anything that we can do to 
get our brand out there, we try and 
do it. From advertising to industry 
shows and customer events to con-
sumer shows and even monthly club 
events across the country, we are there. 
We try to build the brand ground up, 
starting at the hardcore hobbyist level.

Q Cobalt Aquatics has pro-
duced hundreds of items, 

from flake food and frozen my-
sis shrimp to heaters and pumps. 
Which products have been most 
popular with fishkeepers?

A Our probiotic flake foods have 
become the most important part 

of our business. Industry folks looked 
at us like we were completely nuts for 
launching “another food,” but we had 
a solid idea and formulation using a 
very solid nutritional base, along with 
cutting edge immuno-stimulants and 
probiotics. Our heaters have been 
a great area for us as well, led by the 
award winning Neo-therms, the four 
lines of heaters provide solutions for 
almost any size tank or budget.

Q How would you describe 
the relationship between 

Cobalt, your distributor partners 
and pet retailers?

A Without the inspiration, knowl-
edge and guidance that indepen-

dent aquatic dealers bring to the con-
sumers, our aquatic industry would be 
in trouble. So at Cobalt, we try and do 
everything we can for the pet retailers 
to be successful. And without good 
distribution partners, we could not be 
nearly as effective reaching the retail-
ers. We try our best to give the best 
support possible to both groups.

Q What’s next for Cobalt? 
Any new products in the 

works?

A We are always working on some-
thing new! We have a giant list 

of ideas that I keep on my desk. We 
are excited about our decoria hand-
blown, single-piece construction, ultra 
white glass, nano/pico tanks that are 
perfect for the trend that has been in 
Europe and Asia: freshwater shrimp 
and micro-planted tanks. We think 
this is going to be a big thing in the 
U.S. as livestock becomes more avail-
able. This style tank is small, but easy 
to care for, and the plants and the 
shrimp are beautiful! 

‘GEEK’ 
PRIDE
Cobalt Aquatics 
creates products for 
hardcore hobbyists.
BY GLENN A. POLYN

Les Wilson

BACK STORY         cobalt aquatics
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S ince 1871, we’ve been America’s go-to company for people who 

love their dogs. They count on our powder to promote healing 

of wounds and abrasions and to stop itching caused from

hot spots, atopic dermatitis, bug bites, and allergies.

NATURAL AND UNSCENTED · MADE IN USA · PETA APPROVED

Specialty retailers, groomers, and all seeking details, 

contact us at 914.337.5131, or info@columbiapowder.com
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800-597-9879

LEARN MORE AT
LeeMarPet.com
AND WATCH OUR VIDEO

Wholesale Pet Supplies Since 1973
LeeMarPet

No minimum order required 

300+ brands you care about

No credit check required

10,000+ pet supplies in house

Same day shipping by noon

Free shipping over $150

WHAT MAKES US DIFFERENT

“I tried an online distributor. Most of the

brands are un-proven, I have to order by

the case, and orders take days or even

weeks to ship because they drop ship.”

The minimum orders are too high,

they are getting rid of items I sell,

and delivery options are limited.”

“I deal with a corporate distributor. 

WHAT CUSTOMERS ARE TELLING US

Frustrated with your
current distributor?


