
their adherence to the intestinal wall
•	 1998:	 a	 special	 carbohydrate	 blend	 is	 intro-
duced	 to	help	blunt	blood	 sugar	 levels	 after	
eating,	helping	to	control	appetite	and	possi-
ble	weight	gain

•	 1998:	 the	 advanced	 weight	 control	 system	
of	 L-Carnitine	 and	 vitamin	 A	 is	 added	 to	
Eukanuba	Restricted	Calorie	 to	 help	 reduce	
weight	and	improve	body	condition

•	 1998:	carboxymethylcellulose,	a	special	fibre	
shown	 to	 increase	 glucose	 tolerance,	 helps	
diabetic	and	overweight	dogs

•	 2001:	 a	 polyphosphate	 dental	 care	 system,	
introduced	into	Eukanuba,	is	shown	to	reduce	
tartar	accumulation	on	the	teeth	by	up	to	55	
percent

•	 2004:	a	mature	life-stage	diet	concept,	tailored	
to	meet	the	nutritional	needs	of	mature	(7-	11	
years)	dogs,	is	introduced

•	 2005:	 high	 levels	 of	 DHA,	 a	 key	 brain-
building	 Omega	 3	 fatty	 acid,	 shown	 to	
improve	a	puppy’s	ability	to	learn

•	 2009:	FOS	prebiotics	are	included	in	the	core	
adult	range,	in	line	with	the	proof	in	1994	of	
the	beneficial	link	between	prebiotics	and	gut	
health

HISTORY
It	all	started	in	1946	with	a	man	called	Paul	F	Iams,	
founder	 of	 the	 Iams	Company,	who	 recognised	
that	dogs	and	cats	should	be	fed	as	carnivores,	and	
started	the	world’s	first	meat-based,	dry	complete	
diet,	calling	it	“Iams	999”	to	indicate	it	was	near	
to	perfect.
In	1969	Iams	introduced	Eukanuba,	made	with	

lots	of	meat.	The	word	itself	means	“something	
supreme”.	 In	 1970	 he	 appointed	 Clay	Mathile,	
who	 would	 become	 his	 successor	 in	 1981.	 In	
1984	 the	 product	 launched	 internationally	 and	
soon	became	the	premium	dog	food	of	choice	in	
the	United	States	and	Europe.
Start-up	was	slow	in	South	Africa,	with	staff	

delivering	 the	 product	 themselves.	 It	 expanded	
rapidly	and	suddenly	growing	demand	 required	
a	 large	 warehouse	 and	 third-party	 logistics	

THE MARKET
It’s	a	brand	that	has	taken	mealtime	to	new	levels	of	
nutrition	for	pets.	Eukanuba	comprises	a	core	range	
for	 dogs	 and	 a	 prescription	 range	of	 veterinary	
diets	for	dogs	(and	cats),	aimed	at	conscientious	
and	responsible	animal	lovers	who	choose	to	feed	
their	pets	the	best	they	can.		
A	 leading	 global	 brand,	 Eukanuba	 is	 sold	

solely	 through	 the	vet	 channel	 in	South	Africa,	
as	 it	 relies	on	 the	professional	recommendation	
and	 endorsement	 of	 veterinarians.	 Eukanuba	
is	unique	in	that	its	brand	status	is	built	on	this	
professional	 endorsement,	 and	 also	 to	 some	
degree	on	word	of	mouth	 through	 top	breeders	
who	show	their	dogs.
The	 target	 consumer	 is	 the	 responsible	 and	

caring	dog	owner	-		ideally,	one	who	recognises	
the	links	between	good	health,	exercise,	veterinary	
care	and	 their	dogs’	general	 state	of	well-being	
and	 happiness:	 one	who	 chooses	 to	make	 their	
good	dog	great.	
Eukanuba’s	 market	 presence	 has	 continued	

to	 grow	 in	 volume	 despite	 challenging	 global	
economic	conditions	-		and	during	a	time	when	
national	pet	 food	 sales	 through	 the	vet	 channel	
are	 declining	 for	 the	 first	 time	 in	 ten	 years	 in	
South	Africa.	 The	 brand	 is	 set	 to	 continue	 its	
growth	 in	 the	 vet	 market,	 with	 no	 plans	 to	 go	
into	 the	 grocery	 or	 mass	 market:	 professional	
recommendation	 and	 a	 thorough	 understanding	
of	 nutrition	 are	 required	 to	 recommend	 the	
Eukanuba	products.		
The	popularity	of	Eukanuba	has	been	built	on	

the	four	key	pillars	of	nutrition	and	professional	
recommendation	that	have	stood	the	test	of	time	
-		more	than	40	years,	in	fact!

ACHIEVEMENTS
In	2009,	Eukanuba	celebrated	its	40th	year	-		and	
double-digit	 growth	every	year	 since	 inception.	
According	to	Animal	Talk	magazine,	for	the	past	
four	years,	the	South	African	Top	Dog,	as	rated	
by	 the	Kennel	Union	of	South	Africa	 (KUSA),	
has	been	fed	exclusively	on	Eukanuba,	with	seven	
out	of	ten	show	dogs	also	being	fed	exclusively	

on	the	product.
The	 brand’s	 manufacturing	 plant	 undergoes	

voluntary	annual	inspections	by	the	independent	
American	 Institute	 of	 Bakers	 (AIB),	 which	
assesses	 positive	 and	 negative	 conditions	 by	
physically	examining	 the	 facility,	 its	equipment	
and	 practices	 to	 determine	 plant	 programme	
standards.	The	P&G	Petcare	manufacturing	plant	
in	Coevorden,	Holland	(where	Eukanuba	for	the	
South	African	market	is	manufactured)	has	been	
consistently	independently	audited	and	awarded	
a	 superior	 rating	 from	 the	AIB	on	human	 food	
safety	 and	 quality	 standards	 -	 	 an	 achievement	
not	many	human	food	companies	can	claim.
Eukanuba	has	made	significant	contributions	

to	 the	world	 of	 dog	 and	 cat	 nutrition	 from	 the	
start,	continually	investing	in	innovative	research	
and	 development.	 This	 list	 highlights	 some	 of	
its	many	nutritional	breakthroughs	and	exciting	
pioneering	innovations:

•	 1968:	beet	pulp,	a	special	fibre,	is	shown	to	
promote	a	healthy	digestive	tract	and	help	to	
maintain	the	integrity	of	the	mucosal	barrier

•	 1994:	an	adjusted	Omega	6	and	Omega	3	fatty	
acid	 ratio	 of	 5-10:1	 is	 shown	 to	 reduce	 the	
level	 of	 circulating	 inflammatory	mediators	
and	improve	skin	and	coat	condition

•	 1994:	fructooligosaccharides	(FOS),	forming	
a	prebiotic	fibre	that	promotes	the	growth	of	
beneficial	 intestinal	 flora	 at	 the	 expense	 of	
the	pathogenic	bacteria,	are	introduced

•	 1997:	the	Nitrogen	Trap	System	is	pioneered	
to	stimulate	an	alternative	nitrogen	excretion	
route	via	the	faeces	to	decrease	the	workload	
of	the	kidneys

•	 1997:	 Eukanuba	 Puppy	 and	 Junior	 Large	
Breed	Formula	become	 the	first	 large-breed	
puppy	product	in	Europe

•	 1997:	antioxidants,	vitamin	E,	beta-carotene	
and	lutein	contained	in	Eukanuba,	are	shown	
to	 support	 the	 immune	 system	and	 improve	
vaccine	efficacy

•	 1998:	mannanoligosaccharide	(MOS)	fibre	is	
found	to	bind	pathogenic	bacteria	and	prevent	
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contracts	 nationally.	 Eukanuba	 was	 the	 first	
super-premium	 pet	 food	 brand	 to	 be	 launched	
in	South	Africa	 and	 some	vets	 at	 the	 time	 said	
nobody	would	 be	 interested	 in	 this	 standard	 of	
food	 for	 their	 pets;	 that	 it	 was	 “too	 upmarket,	
expensive	and	advanced	for	what	South	African	
pets	need”.	Local	pet	owners	felt	otherwise	and	
soon	 many	 competitors	 attempted	 to	 follow	 in	
Eukanuba’s	footsteps.

THE PRODUCT
The	 pillars	 of	 nutrition	 and	 innovative	 science	
in	 all	Eukanuba	 products	 present	 a	 package	 of	
tailored	nutrition	-		or	“magic	in	a	bag”	-		designed	
specifically	to	suit	life-stage	and	lifestyle	nutrition.	
Recognising	that	dogs	have	different	requirements	
at	different	ages	depending	on	their	lifestyles,	the	
company	offers,	in	each	of	its	various	products,	
something	specific	to	meet	those	needs.	Puppies,	
adult	 dogs	 and	 senior	 dogs	 are	 catered	 for;	 as	
are	 overweight	 dogs,	 and	 those	with	 sensitive	
skin,	joint	problems	and	intestinal	upsets.	In	the	
case	 of	 the	Eukanuba	Prescription	Diet	 range,	
even	serious	illnesses	such	as	renal	failure	can	be	
helped	with	the	correct	diet.	All	adult	diets	contain	
DentalCare.
The	number	one	differentiating	factor	is	that	

Eukanuba	believes	that	meat,	not	cereal,	should	
be	 the	main	source	of	proteins.	This	 is	 the	first	
of	the	four	pillars	of	nutrition.	The	others	are	the	
use	of	beet	fibre,	the	balance	of	special	oils	and	
the	use	of	high-quality	carbohydrates.	Eukanuba	
products	are	aimed	at	making	good	dogs	great,	
enabling	them	to	live	the	best	life	possible	with	a	
tailored	approach	for	specific	needs.
The	packaging	has	clear	and	comprehensive	

detail	 with	 easy	 feeding	 guidelines,	 and	 the	
striking	 colours	 of	 the	 Eukanuba	 brand	 make	
it	 easy	 to	 identify	 on	 shelf.	 On-pack	 “icons”	
indicate	 various	 health	 benefits	 and	 the	 text	
includes	the	100	percent	money-back	guarantee,	
a	 toll-free	 information	 number	 specifically	
for	 South	Africa	 and	 an	 ingredient	 listing	 that	
indicates	Eukanuba’s	commitment	to	quality	and	
“fixed”	ingredients.

RECENT DEVELOPMENTS
The	 introduction	 of	 prebiotics	 in	 the	 form	 of	
FOS	in	almost	 the	entire	Eukanuba	adult	 range	
has	once	again	set	the	pace	for	others	to	follow.	

Food	is	imported	from	Europe,	and	is	
free	of	genetically	modified	organisms	
(GMOs).	Standards	are	so	high	that	the	
brand	 believes	 it	 could	 not	 replicate	
them	locally.

 
PROMOTION
Besides	professional	 recommendation	
by	vets,	Eukanuba	is	promoted	heavily	
in	“enthusiast	media”	 such	as	Animal 
Talk,	All about Dogs and Pets Life,	as	
well	as	on	certain	veterinary	talk	shows	
on	702	or	Cape	Talk.
Sponsorships	of	dog	shows	-	more	

than	30	annually	around	South	Africa	
-	 and	 sending	 the	Top	KUSA	 dog	 to	
the	 Eukanuba	 World	 Challenge	 in	
California	constitute	a	huge	investment,	
as	well	as	good	promotion	to	the	right	
target	group.
Food-court	 promotions	 are	 held	

outside	vet	shops	and	public	relations	
exposure	 from	 sponsorships	 and	
welfare	 organisations	 arises	 from	
Eukanuba’s	 many	 ongoing	 donations.	
Due	 to	 the	 rules	 and	 constraints	
surrounding	 veterinary	 advertising,	
marketing	must	be	innovative.	
One	highly	successful	venture	was	

the	inception	of	fully	sponsored	Eukanuba	Puppy	
Schools.	 There	 are	 now	 more	 than	 70	 around	
South	Africa	 and	 new	 ones	 open	 monthly.	All	
are	 linked	 to	 a	 vet	 and	 each	 trainer	 is	 required	
to	spend	a	certain	amount	of	time	discussing	the	
importance	of	premium	nutrition	and	the	role	of	
the	vet	as	part	of	responsible	pet	ownership.
Eukanuba’s	 new	 “carnivore”	 campaign	 has	

been	well	 received	by	vets	 and	 an	 international	
website	offers	a	local	link	provinding	vast	amount	
of	information.

BRAND VALUES
Eukanuba	stands	for	quality	and	commitment	to	
safety,	finest	quality	ingredients,	value	for	money,	
and	premium	nutrition.	The	product	is	about	dogs	
looking	magnificent	 on	 Eukanuba	 and	 feeling	
great.
Consumers	 are	 promised	 the	 best	 and	

Eukanuba	 delivers	 with	 a	 100	 percent	 money-
back	guarantee,	and	all	issues	raised	are	followed	

THINGS YOU DIDN’T KNOW ABOUT 
EUKANUBA

m	The	name	Eukanuba	comes	 from	a	 jazz	
term	meaning	“tops”	or	“the	best”

m	The	 brand’s	 manufacturing	 process	
is	 so	 quality	 conscious	 that	 rejected	
ingredients	may	be	used	by	other	human	
and	 pet	 food	 manufacturers	 after	 being	
turned	away	from	the	Eukanuba	and	Iams	
manufacturing	plant.

m	Iams	 cat	 foods	 are	 the	 sister	 brand	 to	
Eukanuba	dog	foods

m	The	 lamb	 used,	 really	 does	 come	 from	
New	Zealand	and	the	Norwegian	salmon	
really	 is	 from	 Norway,	 as	 they	 offer	
superior	sources	of	Omega	3	fatty	acids	
for	improved	coat	and	skin	health

up	with	personal	phone	calls.	As	the	payoff	line	
says,	 Eukanuba	 is	 committed	 to	Making	Good	
Dogs	Great,	and	packaging	is	designed	to	reflect	
this,	 with	 healthy,	 shiny-coated,	 happy	 dogs	
carrying	this	message	to	consumers.
Eukanuba	 ensures	 the	 consistency	 of	 its	

products	 by	 using	 specific	 suppliers	 that	 meet	
the	highest	standards.	Each	raw	ingredient	must	
undergo	 stringent	 testing,	 before	 it	 is	 accepted	
into	 the	 factory	 and	 there	 are	 more	 than	 120	
safety	and	quality-control	checks	per	bag	in	the	
plant.	
Eukanuba’s	AIB	 rating	 is	 higher	 than	many	

human	 foods.	 It	 is	 also	 GMO	 free,	 which	
many	 human	 foods	 cannot	 claim.	Cutting-edge	
manufacturing	equipment	also	ensures	a	finished	
product	of	the	highest	quality	for	those	who	know	
good	dogs	can	be	great!

New puppy?
Want the best start in life?

Ask us for your FREE Eukanuba Puppy Guide today
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