
Consume rs are on t he go 
and wi ll pay for a pr odu ct 
tha t's  easy to sto re and use 
Ðco nvenience  is k ey!

A
ccording to the American Pet 
Product Manufacturers Asso-
ciation (APPMA), the top two 
ways that pet owners find new 

products for their furry companions 
are browsing store shelves and watch-
ing television advertisements. What 
does this mean to companies wishing 
to make an impact in the ever grow-
ing pet market? Novel product and 
packaging development is the key to 
not only attracting new consumers, 

but also plays an important role in 
continued brand loyalty.

Be bold
Studies done by the APPMA and 

other pet consumer organizations in-
dicate that petfood packaging follows 
many of the same trends as packaging 
for human food products. Brand dif-
ferentiation, brand enhancement and 
convenience rate highly with consum-
ers when selecting a brand of food 

or pet care products, according to a 
recent report done by Weatherchem 
Corp. A package can really make or 
break a product in a market that is 
booming with new product introduc-
tions. With more than 700 new toys, 
treats and other pet-related products 
introduced alone in 2008 at the Glob-
al Pet Expo, making eye-catching, 
durable and downright imaginative 
packaging is becoming more crucial 
to selling petfood than ever. 

Packaging that 

                 

Are your company's pet products causing 
consumers to p̀aws' and take a closer look?

BY JESSICA TAYLOR BOND
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Because with your pet products, Exopack can unleash all of our packaging experience and capabilit ies, and 
provid e you wit h inno vative solutio ns that a re sure to m ake your cu stomers sit up and beg fo r more. Ret ailers 

want less damage, consumers want more convenience, and you want lower overall cost. Exopack has risen to 
this challenge with our RAVE •  an d Endu ro •  lines of award-winning bags and pouches. We offer eye-popping 
graphics with either ¯exogr aphic or rotog ravure printing and th e con venience  features your cus tomers crave.  
We also featu re lamin ated st ructu res for superior barrier , appearanc e, and s trength. Log onto our websit e now, 

and we'll show you ¯exible packaging solutions that'll get you excited, too!

3070 Southport Road · Spartanburg, SC 29302 · www.exopack.com

We're exci ted ab out  pe t food,  too!



46  l   l September 2008

Packag ing ‡

“In novative packaging will  take 
advantage of the major trends we’re 
seeing in the petfood market today 
and utili ze these trends to make pack-
aging pop on the store shelf,”  says 
Whitney Reichheld, product manager 
for Weatherchem. Reichheld cites the 
example of organic petfood. “Organic 
petfood is really popular, but there 
are so many lines of organic food that 
they all  look the same due to the lack 
of inventive packaging.” 

So who manages to stand out from 
the pack? Castor & Pollux’s Pet Or-
ganix created an “organic kit”  that 
assembles organic treats and food 
into a neatly packed storage container 
with a handle for carrying. “This is 
innovative because it’s a new way 
of packaging an item that is so often 
packaged exactly the same way by 20 
other organic petfood companies,” 
states Reichheld. 

Innovation doesn’t always have to 
be something new or unique, it may 
just satisfy a need that other petfood 
manufacturers have managed to over-
look, Reichheld also points out. “Al -
ways try to identify the unmet needs 
of your consumers,” she recommends. 
“The most innovative packaging will  
provide solutions to those needs.”

Neatly  packe d st ora ge con tai ner s 
with  a handl e for ca rr ying for 
pet foo d and tr eat s are be com ing  
ver y po pul ar.

Novel product and packaging 
development is the key to not 
only attracting new consumers, 
but also plays an important role 
in continued brand loyalty.

Every family member 
deserves the 
proven health  
benefit s 
of DHA 
omega-3

Pets can also benefit   from DHA
omega-3 fatty acids throughout  life.
Now you can deliver a consistent level
of DHA omega-3 with ease and
without  compromising the quality of
your pet food. Made in the USA from a
natural, sustainable, vegetarian source,
DHA GOLD̈provides a minimum of
15% DHA omega-3 in a dry form that
is completely safe from ocean-borne
contaminants.  For your free sample of
the new gold standardof omega-3
ingredients, call 1-800-662-6339,
email animalnutritio n@martek.com,
or for more information  visit
www.martek.com.

©2008Martek Biosciences Corporation. DHA GOLD̈ is a registered trademark of Martek Biosciences Corporation.

Why add MartekÕs
DHA GOLD̈ ?
¥ Awareness of, and

demand for, DHA
omega-3 is growing
among consumers

¥ DHA GOLD̈ is from a
source you can trustÑ
not from fish

¥ DHA GOLD̈ is easy to use
and delivers a consistent
level of DHA omega-3 
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Packag ing ‡

Focus on fun
A package will  drive consumers to 

purchase a product and truly build loy-
alty for a particular brand if it is fun and 
easy to use with their pets. Ultimately, 
the pet is a fun part of the consumer’s 
lif e and products that are enjoyable to 
use will  be the bestsellers among pet 
owners, according to Reichheld. 

It is essential that consumers have 
a positive experience with your brand 
the fi rst time and the packaging is vi-

tal to making this happen. Pet owners 
are looking for their petfood packag-
ing to communicate the following: 

Is it a premium quality product? 
Capitalize on the natural/organic 
trend and let consumers know your 
product uses human-grade ingre-
dients, pioneering supplements or 
holistic vitamins and minerals.
Where is it made? Af ter last 
year’s recalls, consumers are more 
concerned about where what their 

ä

ä

WENGER Industry Poll

Log on to www.petfoodindustry.com to answer the poll question.

Add your input to the dialogue.

NEWPolling question from Wenger now available!
Check out the new question on www.petfoodindustry.com

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

Stand-U p P ouch Machinery
• Fill/S eal     • Fo rm/ Fill/Seal

    • Sp ecialty Pet  Tr eats      • Pe t F ood
                                            For all your stand-up pouch requirements
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pet eats for dinner is coming from 
—Made in America labeling will  
get them to take second look.
Wil l it k eep the product f resh?
Resealable, convenient and reli-
able packaging satisfies pet own-
ers faster than their pets can wag 
their tails or start to purr.
Wil l i t be easy to store and use?
Bulky, oversized bags are a thing 
of the past—think about stand-up 
pouches and compact tins or cans 
instead. 
Is it fun? Packaging can make a 
petfood product more fun for the 
owner if it reflects a part of their 
personality or lif estyle.

Keep track of trends
There are some major trends in the 

petfood market that inf luence the di-
rection petfood packaging is taking. 
Take, for example, the humanization 
of companion animals; pets deserve 
products that are human-grade and 
packaging needs to communicate 
that premium qualit y message. 

“Don’t underestimate a convenient 
package,” says Reichheld. “Consum-
ers are on the go and will  pay for a 
product that’s easy to store and use.” 
Fancy Feast Canned Food Variety 
Pack from Nestlé Purina takes advan-
tage of this concept. The cans come in 

ä

ä

ä

a cardboard box that have a handle for 
carrying and a dispensing chute that 
opens for easy access with just the 
tear of a strip. Additionally, the can it-
self has a pull-tag that eliminates the 
need for utensils, which makes serv-
ing the cat a gourmet meal simple and 
clean, according to the company. 

Natura Pet Pr odu cts  views  
pac kag ing  as one of the  mo st 
imp ort ant  elements  in c ons ume r 
com mun ica tio n. Packag ing  
gra phi cs and co py cle arl y di spl ay 
ing red ient de cla rat ion s and 
feedin g guid leines.

Don't 
underestimate 
a convenient 
package.

Neogen's comprehensive line of 
!ns!rp"sse# r"pi# pe$ foo# s"fe$% 
sol!$ions incl!#es $es$s for&

· Mycotoxins. Neogen's Reveal!

la"e#al $o% "es"s &o# a$a"o()n an* 
+,N -#ov)*e ".e &as"es" an* /os" 
a001#a"e #es1l"s )n as l)""le as 2 
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-#ov)*e &1ll5 61an")"a")ve #a-)* 
/50o"o()n #es1l"s3

· ! "t#o$%ns. Neogen's l)ne o& 
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Salmonella= %)". +N79level a0019
#a05= an* Reveal &o# Salmonella
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We Stand Behind Our Results
Choose Neogen

())*+,-/0,,, 1234*5"n'"'6 o#078*,8+/9+))
foo#s"fe%(neogen)com * +++)neogen)com
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Another example of packaging on trend is Natura Pet 
Products’ EVO dog food line. Natura views packaging as 
one of the most important elements in consumer communi-
cation. In addition to the ingredient declaration and guran-
teed analysis, the packaging graphics and copy for the EVO 
packaging clearly communicate brand positioning, benefits 
to the dog’s health and comprehensive feeding guidelines.

“Wi th so many diff erent petfoods to chose from, it has 
become increasingly diff icult for retailers and their pet-
owning customers to determine which petfoods are actu-
ally ‘healthy’ for their pets,” says Amanda Hassler, PR for 
Natura. “We believe the way to help retailers sell  our prod-
ucts is to share as much nutritional information as possible 
on each and every product package. This way, consumers 
know exactly what’s in every bag.”

Consumers are starting to read in detail the labels of 
their own food and this has definitely extended into their 
shopping habits for their pets. Consumers are also becom-
ing more health savvy for themselves and this extends to 
their pets as well. Pet vitamins and nutritional foods are two 
of the fastest growing segments of our industry and packag-
ing can help your brand stand out.  l

Brand dif fer ent iat ion , brand enhancem ent  and co nvenience  
rat e highl y wi th con sume rs whe n se lec tin g a br and of p etf ood.

�:�k�Z�g �:�m�i�g�j�Y�Z�g

HIGH PERFORMAN CE
LOW MAI NTEN ANC E

Ever Extruder Co mpa ny is the 
pet food extrusion solution.

For f urther details about extr uder syst ems 
or specif ic a pplications Please contact us at:

636-937-8830 
or Sales@EverExtru der.com 

Organic ingre dients /blends
Dehydrated Potato/

Potato blends
Oatmeal Pellets

For Details Please Contact:
Mary Jo Langenecker

mlangenecker@uscommodities-ag.com
Mike Johnson

mjohnson@uscommodities-ag.com
Paul Boisclair

pboisclair@agmotion.com

You r P et Food  

ING REDIEN T
SOURCE

1-800-987-1070
An AgMotion Company




