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fma

pet food manufacturers’ association

Mission Statement

PFMA aims to be the credible voice of a responsible pet food
industry. While striving to achieve a balanced regulatory
environment for the production of nutritious and safe food, PFMA
also encourages responsible pet ownership working in partnership
with relevant pet bodies. It aims to be the main resource for its
members, public and others as well as playing a lead role in forming
opinions in Europe through the European Pet Food Federation
(FEDIAF).
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Chai r manos

Welcome to the PFMA Annual Report for 2011.
Inside you will find an account of our activities
over the last year, alongside some useful
information on pets and the pet food market.

Last year we passed a major milestone as an
industry association, commemorating our 40"
anniversary. As well as celebrating the past, we
also took the opportunity to look forward much
further, ten years in fact, as we launched our
2020 Visionodo. Working
holders we launched an ambitious range of
goals which strive not only for improvements in
the lives of pets and their owners during the next

For ewor d

government departments. That coupled with
swingeing cuts to services has had significant
knock on effect both in terms of the economy
and likely recovery, but also in respect to the
services government provides. Pet food is a
highly regulated sector; it is also a sector whose
reputation would be threatened if a significant
issue occurred. We are also highly self-regulated
and | am confident that as a result PFMA mem-
bers not only meet, but generally far exceed all
leglslatige raquiremierts. Ouo doncesrt isar&ther-
that reduction in resources for enforcement
raises significantly the risk of incidents involving
companies who are not PFMA members, but

decade, but al so r educi ngwhosa actvities thay siamage ous haid mgna c t
reputation. We therefore call on government to
ensure proper resourcing of their statutory
enforcement activities.

on the environment.

As with the rest of the economy, 2010 remained
a challenging one for the pet food industry.
Having said that, our latest industry data indi-
cates sales are holding up with a 2% increase in
value terms in 2010. The pet food industry now
stands at £2.05bn. There also appears to be a
sustained switch in production to the UK away
from continental Europe, which is encouraging
news for our home-based manufacturers.

As well as market information, we collected data
on our use of raw materials for the first time.
This showed that an impressive 89% of all
cereals used in pet food come from the UK. Use
of animal by products is only slightly lower at
80%. This equates to well in excess of 500,000
tonnes of ingredients sourced in the UK and
shows that pet food is a critically important
sector supporting UK farmers. As much of this
material consists of by products from the animal
and cereal sectors, we also play a crucial role
adding value to material that would otherwise
have to be disposed of. If you put this alongside
the environmental ambitions which we launched
last year you will see that pet food production in
the UK is a highly sustainable sector. We add
value to raw material, we source the vast
majority of it locally, and as an industry we are
constantly looking to reduce our environmental
impact.

Last year saw a hung parliament, followed by
the introduction of coalition government in the
UK for the first time in decades. This has
brought its own challenges in dealing with

Paul Miley,
Chair PFMA
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PFMAGs Aims and Membership Benef

PFMA aims to be the credible voice of a responsible pet food industry. While striving to achieve a balanced
regulatory environment for the production of nutritious and safe food, PFMA also encourages responsible pet
ownership working in partnership with relevant pet bodies. It aims to be the main resource for its members,
public and others as well as playing a lead role in forming opinions in Europe through the European Pet Food
Federation (FEDIAF).

PFMA have been supporting pet food manufacturers for over 40 years. Membership of PFMA means that you
will be able to gain one to one expert advice and guidance on all matters related to the pet food industry.

PFMA Membership Benefits include:
1 Specialist advice and support on regulatory and technical matters

1 The opportunity to influence policy and legislation  through joining PFMA committees
1 Access to members only website (a one stop shop for information on

developments in the pet food industry)

Networking opportunities  (with other members and those involved in the pet industry)
Media and public relations  support

Members only market data

Training seminars and workshops

Crisis Management support  (e.g. Disease out-break)

Promotion through the PFMA website links and banners

=A =4 =4 4 A -4

Meet the PFMA Team

MICHAEL BELLINGHAM i Chief Executive. Michael joined PFMA in 2004. He has
worked in the trade association world for a number of years, firstly with the British Retalil
Consortium, before moving to the Food and Drink Federation in 1996, then the Federation
of European Rice Millers (FERM) in Brussels in 2000. Michael shares his home with Smilla
the tabby, as well as his wife and son.

DR MONIKA PRENNER - Technical and Regulatory Affairs Manager. = Monika deals with
all issues related to legislation and technical questions. Her experience in international food
and feed legislation and her knowledge of the EU processes are valuable in discussions
with UK agencies and stakeholders in current consultations on future legislation.

NICOLE PALEY i Communications Manager. Nicole Paley joined the PFMA in 2003 as
the PFMA Communications Executive. Nicole is responsible for media relations and the
work the association undertakes promoting animal health and welfare. Nicole is the proud
owner of a ginger and white moggie called Poppy.

LANA OLIVER - Veterinary and Nutrition Affairs. Lana has a degree in Nutrition (Hons)
and since joining the PFMA team in late 2009 has been managing veterinary and nutrition
issues. Lana also works in events and as an enquiry point for the public, press and mem-
bers.




PFMA Officers and Committees
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PFMA Member Services

The PFMA's work is effectively achieved through
a committee-based structure in which all member
companies are invited to participate. Policies for
the pet food industry are formed in these
committees in direct response to legislative and
technical matters. All PFMA members are kept
up-to-date on the Association's activities and are
regularly consulted on specific issues.

In recent years a great deal of new and amended
legislation has been introduced which has
affected the pet food industry. Membership of
PFMA is an effective and easy way for
companies to ensure they are fully aware of all
current developments in the industry. For
example, when changes are proposed in
legislation, members of the PFMA will not only
receive advance warning and an opportunity to
comment, but will also receive an explanation of
the practical implications of such changes.

PFMA Market Data Scheme

Members -only extranet

The extranet contains a wealth of information via
a protected system. Members can find out about
the latest industry news, download key pieces of
legislation and raise any issues with the mem-
bership through the forum facility.

&d@
4y pfma

Members Section
This section o

We offer member companies the opportunity to participate in the PFMA market data scheme which has
been running since 1995. The scheme is coordinated by MIML Market Research and the purpose is to
collect sound, robust industry data. Data is collected on an annual basis and a bumper market report is

produced for scheme members.

P
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There Iis also a section

focussing on emerging sub-markets.

Through participating in the scheme members can:

Estimate their market share

Look at their performance in comparison to the market as a whole
Keep up to date with trends in the pet food market

Better understand performance of different pet food categories

In addition to information on market value and volume, the survey of
members also collects information on:

1 The proportion of own -label versus branded products
I The location of manufacture
1 The channel through which the product is distributed.

While not aiming to be representative of the total market, these
additional questions provide information on broad trends.

of the survey thatthsyedrl ect s



New PFMA Website

The PFMA website is the
communication tool providing independent and
good quality information to the public as well as
being a useful tool for members.

Statistics on PFMA website activity are con-
stantly being recorded. This action allows PFMA
to understand what information visitors are
looking for and which areas on the website have
more frequent visits than others. Detailed statis-
tics help identify which parts of the PFMA web-
site to focus on in order to provide the most
benefit to visitors; public, media and members.

In 2010 we saw the re-launch of the PFMA web-
site, a new and much improved version. The new
website has been designed to be more pet owner
-friendly than before, making it easier for per
owners to find all the information they require on
pet nutrition.

PFMA have, and will continue to, revise and
update the website on a regular basis to make
sure the information provided says fresh and,
most importantly, accurate.

A brand new and exciting addition to the PFMA
website has been the Education Section. The
Education Section adopts a fun and friendly
teaching method to reach young children with the
message of responsible pet ownership. The
section includes tricks to teach your pet, practical
feeding tips, fun pet facts and much more. Take
a look www.pfma.org.uk/education !

The most visited pages of the PFMA website
continue to be the Pet Population pages. PFMA
commission new data to be collected every year
and make this publicly available through the
website and in the Annual Report. Pet Population
statistics for 2011 can be found on pages 9 and
10 of this report.

1. Pet Population Statistics
2. Dog Nutrition
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3. Pet Food Information

4. Information about PFMA
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Growing Together for 40 Years

The Pet Food Manufacturers Asso-
ciation celebrated its 40" Anniver-
sary in 2010 by looking back over
the last 40 years commemorating
the positive changes that have oc-
curred in the pet industry since
1970 when the association had just
4 members. The PFMA, now con-
sisting of 62 members, produced a
celebratory document highlighting
important milestones in the pet
world since 1970 which is available
for download from the website
www.pfma.org.uk.

Four Future Ambitions of PFMA

o Reducing the impact of pet food on the environment

The theme of the PFMA AGM

this year was 0620:

looking forward over the next ten
years to 2020. The PFMA
launched 4 great ambitions for
the future concerned with envi-
ronment, the benefits of pets in
society, responsible pet owner-
ship and advantages of prepared
pet food. The PFMA and its
members will be working closely
with associated organisations to
help reach targets for each ambi-
tion by 2020.

Many pet food manufacturers and members of the PFMA already have their own targets for environmental
issues however the PFMA will be teaming up with WRAP to encourage all members to hit their set targets;
10% reduction of CO, emissions, 20% reduction in water usage and a total of 80% of all packaging to be
recyclable or recoverable by 2020. The PFMA will be taking on the responsibility of setting standards and

providing guidelines to their members.

: that
Did you Kknow
only 1% of pet food

is wasted compared

toa massi
human food?

AWhether at home or at work, reducing the amount of waste
we produce is the most effective thing we can do to protect
our natural resources, cut costs and reduce our carbon

ve 30% of footprint. At WRAP we will be working with the PFMA to not
only to reduce the impact of pet food on the environment
but to make a visible, measurable difference to the way the

UK uses and thinks about resources.0 WRAP

9 Increase public awareness of the benefits pets have on our society

Being firm believers that pets are of great value to the family, from the very young to the elderly. the PFMA
will be working closely with MPs and the Society for Companion Animal Studies (SCAS) to highlight the
health and social benefits that pets bring. The PFMA will be commissioning new research to illustrate the
benefits of pets in the family and aims to have made vast improvements to the child friendly section of the
website by 2020. If the PFMA and SCAS are successful in reaching their targets by 2020 we will see that

no elderly pets owners are parted from their pets when moving to sheltered accommodation and residential

homes.

fResearch has shown that pets provide benefits to all ages. Working
alongside the PFMA with their funding will allow us the opportunity to
continue this research and to teach others about the facts so that
more people can benefit from pet interaction.0 SCAS

aaaaaaaaaaaaaaaaaaaaaaaaaaa
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e Increase responsible pet ownership

The PFMA believe it is their duty to promote responsible pet ownership, as responsible pet owners tend to
have the happiest and most healthy pets that are fed and cared for well. In 2009 the PFMA launched their
obesity campaign and created the Pet Size-O-Meter, a valuable tool for assessing our pets health. Over
80,000 Pet Size-O-Meters have been distributed so far, with the help of pet charities (including the largest
dog welfare charity, the Dogs Trust), re-homing centres, breeders, vet organisations, and pet insurance
companies the PFMA aim to have 60% of new pet owners in receipt of the tool (plus additional pet care
advice), 50% more visitors returning to their website for pet advice and 10% fewer dogs sent to re-homing
centres.

AWorking with the PFMA we hope to improve
public knowledge and increase responsible
pet ownership, in turn reducing the number
of pets that are neglected, mistreated and
abandoned every day. We want to educate
people that having a pet can bring you a
lifetime of fun and happy memories, and
that it is owners responsibilities to provide
them with everything they need in a
caring and loving home.oDo g 6s T

e Increase public awareness of the advantages of feeding prepared pet food

The PFMA wish to highlight the numerous health and environmental advantages there are to feeding our
pets prepared pet food, and we want to see a minimum 90% of pet owners feeding their pets commer-
cially prepared pet food by 2020. The PFMA act to reinforce the message that pet foods are regularly
updated following research allowing manufacturers to enhance pet health and well being through their
products resulting in healthier, longer living pets. The PFMA will continue developing educational material,
which will remain fully supported by current scientific knowledge. The PFMA have the support of the Pet
Health Council in their ambition and in cooperation they endeavour to bust the myths surrounding pet
food.

AThe amount of nutritionally related

problems we encountered 30 years

ago was legion. We saw bad coats,

poor teeth, poor digestion, rickets

and shortened life spans. This was

all as a result of inadequate nutri-

tion. The widespread feeding of pre-

pared pet foods and advancements

in these diets has made a major dif-

ference. Pets are now living longer,

heal thier | ives and we

the nutritionally related conditions

we used to.0 John Foster, PHC .
s

d manufacturers association
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PFMA Timeline

The Pet Food Manufacturers Association  was established comprising of 4 members
197 Market value =£100 million,
970 Market volume =470, 000 tonnes
Dog Population 5 million,  Cat population 4.25 million
1971 | Brand varieties were introduced
1972 | 3day week introduced to save electricity
1973 Can rationing 1 UK joined the EEC, PFMA joined the European Pet Food Manufacturers
Association (FEDIAF)
1974 The US National Research Council (NRC) published their first recommendations on the nutritional requirements
for cats and dogs.
The first thesis was published on the amino acid requirement for adult mature dogs.
1975 | Dog population = 5.7 million, Cat population = 4.5 million
Manufacturers beg-isn atge 6i Mdtireddsyces t@lritfieng with the puppy
1976 The Joint Advisory Committee on Pets in Society (known as the Pet Advisory Committee (PAC) ) was formed to
examine the role of companion animals in society and encourage responsible pet ownership
Conservative Government Elected
1979 The Pet Health Council (PHC) was formed to promote the health and welfare of companion animals
The Society for Companion Animal Studies  (SCAS) was established to research the benefits to humans of
animals and the scientific nature of the bond that develops between them
1980 Dog population = 5.6 million , Cat population = 4.9 million
OListeaged products for other pet species at other stphges
1981 The first zinc requirement values were established for cats- zinc is fundamental in over 200 bodily
processes, including the immune system, skin and coat condition and cell growth.
Taurine , an amino acid only found in materials of animal origin, was found to be crucial for the healthy functioning
of a cat. Taurine is vital for aspects of metabolism , eye sight, cardiac function, bile formation and reproduction.
1982 The first specific legislation for pet food was introduced i the Feedstuffs Regulations- covering labeling additives
and contaminants.
Research established the sulphur - containing amino acid requirement of puppies. These amino acids are
essential for both growing and adult dogs
1984 Research confirmed that protein requirements for adult cats ~ were higher than in other species. Protein is
essential for many aspects of body structure and function.
1985 Dog population = 6.3 million , Cat population = 6.1 million
NRC Guidelines for nutrition of dogs were revised
1986 | NRC Guidelines for nutrition of cats were revised
1987 PFMA launched a campaign to remove VAT from pet food and highlight the injustice of the tax to government
1988 National Pet Week (NPW) was established to promote responsible pet ownership, PFMA is a
founding member.
1989 The PFMA responsibly adopted a voluntary ban, ahead|of
in pet food, in the wake of BSE

8e

a,pfma
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PFMA Timeline

Dog population = 7.4 million, cat population = 6.8 million

1990 |,

The government incorporated the PFMA voluntary b 0 s
The An?mal By Products Qrder was introduced Which defined the ingredient and materials permitted for 1992

use by industry, and required manufacturers to be registered

The cat population exceeded the dog population for the first time 1993

Dog population = 6.6 million, cat population = 7.2 million 1995

The European Union banned the export of farmed beef from the UK when the UK government announced a
possible link between BSE and nvCJD in humans. 1996

UK legislation brought pet food labeling into line with Europe

First Labour Government in 18 years

The government introduced XAP legislation which implemented additional stringent controls on beef-based 1997
products

The EU announced the end of the UK beef export ban

1999

Dog population = 6.7 million , Cat population = 7.7 million

Foil packs are introduced to the pet food market.

The PFMA comprised 65 members, with market value of £1,473.8bn and a volume of 1,296,700 tonnes per 2000
annum.

PFMA launched their first website.

Dog population = 6.1 million , Cat population = 7.5 million 2002
Dog population = 6.8 million , Cat population = 9.6 million 2004
PFMA launches 6 P e t s e with PHCe dew initiative to promote pet and owners health by increasing the 2005

number of activities they do together.

NPW becomes National Pet Month (NPM) due to great success.
Work starts on the review of the FEDIAF nutrition guidelines for pet food manufacturing. 2006
The latest version of the NRC guidelines for dogs and cats is published.

The PFMA comprised 51 members, with market value of £1641.5bn and a volume of 1,267,900 tonnes per

annum. 2007

PFMA launches new contemporary website (www.pfma.org.uk), logo and extranet.

PFMA take on the secretariat role of PHC.
PFMA produces findings of an independent survey on current pet populations in the UK. 2008
Dog population overtakes cat population

PFMA launches their Obesity Campaign and White Paper.
Cat and Dog population back to level pegging estimated at around 8 million each. 2009

Pet Food Market valued at just under £2bn

PFMA comprises 60 members, with a market value exceeding £2bn.

In celebration of PFMAO&6s 40th anniversary variou
and the environment, responsible pet ownership, pets and the elderly and the benefits of prepared
pet food.

ns

Dog population around 8 million, Cat population around 8 million

.&w
#g Pfma
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The UK Pet Population 2011

Each year PFMA commissions new research into
the UK pet population to be conducted by TNS
using face-to-face interviews, on a representative
sample of the UK population.

Figures from this research are then published
within this Annual Report and also on the PFMA
website along with previous research.

The UK fish population stands at over 40 million
in 2011. It is estimated that over 20 million fish
are kept in indoor tanks and that over 20 million
fish are kept in ponds.

»

ES =

Around 8 million dogs

§ |

Around 3 million small
furry animals,
including rabbits

Around 8 million cats

AT

Around 2 million birds,
including caged, fowl
and pigeons

Around 2 million other pets, including exotic
pets, horses ad insects

Percentage of Households Owning Pets

In the UK today approximately 46% of households own a pet (excluding fish). The graph below shows the
percentage of households that own particular pets.

Dogs
Cats
Indoor fish
§ Outdoor fish
2 _ ® 201011
0 Rabbits 00910
| 1
Indoor birds 20089
Hamsters
46% (excluding fish)
Any
2L 0 10 20 30 40 50
&
g‘pfmq % of households owning pets
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Happiness Survey - Press Release

The PM wants to know how
happy you are i the pet food
industry thinks it already knows...

Government begins work on new
happiness survey 1 the PFMA has
already done one.

David Cameron and his helpers are set to travel

around the UK to find out how happy we are as

a nation. The Prime Ministerds Big | dea is the
National Happiness Index which will gauge the

nationds fluctuating mood year by year.

However, a new survey released by the PFMA
may already have done some of the work for
him, with the research showing happiness is a
warm furry animal (or indeed a nice scaly reptile
if that is your pet of choice).

The survey of over 2,000 adults got respon-
dents to rank their happiness levels and found
that pet owners rate themselves as being
happier than those without a pet.

Nearly 60% of people with pets say their pet
makes them a happier person, while a similar
number say being with their cuddly companion
makes them feel more relaxed. Almost a third
state their pet makes them a healthier person.

Whether or not they own a pet i 81% of people
agree that #APets are the
so ités not surprising th
a |lift in their mood they
all else, including their partner and chocolate.

Non pet owners use music to lift the doom and

gloom, while chocolate rates equally with their

partner as a mood enhancer.

Whil st cats and dogs ar e
most popular pets, a wide variety of pets are

kept by the nation including rabbits, guinea pigs,
budgies and iguanas. With just under half the

UK households owning a pet (46%), animal

magic is benefitting many contributing to a

happier, healthier nation.

The research was carried out for PFMA by
Opinion Matters between 23/02/2011 and
09/03/2011 amongst a panel resulting in 2022
UK adult respondents. HS]
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