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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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Chairmanôs Foreword 

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 40th 
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 
ñ2020 Visionò. Working with a number of stake-
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 
decade, but also reducing our industryôs impact 
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  

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 I am confident that as a result PFMA mem-
bers not only meet, but generally far exceed all 
legislative requirements. Our concern is rather 
that reduction in resources for enforcement 
raises significantly the risk of incidents involving 
companies who are not PFMA members, but 
whose activities may damage our hard won 
reputation. We therefore call on government to 
ensure proper resourcing of their statutory  
enforcement activities.  

    

 
 
 

 
 
 
 

 
Paul Miley,  
Chair PFMA 
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A N N U A L  R E P O R T  

PFMAôs Aims and Membership Benefits 

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:  

¶ Specialist advice and support on regulatory and technical matters  

¶ The opportunity to influence policy and legislation through joining PFMA committees  

¶ 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   

Meet the PFMA Team  

MICHAEL BELLINGHAM ï Chief Executive. Michael joined PFMA in 2004. He has 
worked in the trade association world for a number of years, firstly with the British Retail 
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 ï 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.  
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PFMA Officers and Committees  

 
EXECUTIVE COMMITTEE 

 

Establishing and monitoring PFMA policies,       
direction and focus. 

 
Chair: Paul Miley  

 

PFMA Secretariat: Michael Bellingham  

 
SMALL ANIMAL  

WORKING PARTY 
 

To act as an issues forum 
and a representative body 
on matters related to small     
animal nutrition. 

Chair: Marion Turnbull  
 

PFMA Secretariat:  
Michael Bellingham  

 

REVIEW COMMITTEE 
 

Identifying, monitoring and commenting on all     
legislative and other developments in the         
marketing and technical areas. 
 

Co-Chairs: Liz Colebrook  
& Phil Taylor  

 

PFMA Secretariat:  
Monika Prenner  

 
 

ADDITIVES  
WORKING PARTY 

 

Monitoring and influencing      
legislation concerning           
additives. 

Chair: Alana White  
 

PFMA Secretariat:  
Monika Prenner  

 
ENVIRONMENT  

COMMITTEE 
 

Monitoring and recommend  
policy on environmental        
legislation and other                 
environmental issues of    
impact to the industry 

Chair: Keith Battye  
 

PFMA Secretariat:  
Michael Bellingham  

 
VETERINARY NUTRITION  

SUB ï COMMITTEE 
 

To consider all veterinary &  
nutritional issues. Providing 
a resource to members and 
the pubic.  

Chair: Pauline Devlin  

PFMA Secretariat:  
Lana Oliver  

 
RAW MATERIALS  
WORKING PARTY 

 

Dealing with legislation          
affecting raw materials, 
such as the Animal-By-
Products Regulations and 
relevant EC Directives 

Chair: Glenn Jefferson  
 

PFMA Secretariat:  
Monika Prenner  

COMMUNICATIONS   
COMMITTEE 

 

Develop strategies to           
communicate effectively 
with both internal and  
external audiences.  
Manage media relations 
and PFMAôs responsible 
pet ownership activities. 

Chair: Mary Sharrock  
 

PFMA Secretariat:   
Nicole Paley  

A N N U A L  R E P O R T  
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PFMA Member Services  

 
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.     

 
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: 
 
¶ The proportion of own -label versus branded products  

¶ The location of manufacture  

¶ 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. 
 

There is also a section of the survey that collects membersô opinions on trends in the market ï this year 
focussing on emerging sub-markets. 
 

A N N U A L  R E P O R T  

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. 

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.    

PFMA Market Data Scheme  
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