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Introduction to Nutrasource

Vertically integrated services platform to help our clients reposition existing products into new 

product categories, gain access to new markets. We take new products from ǆConcept to ClaimǇ/
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Introduction to Nutrasource

We deliver this across our four-pillar service platform, which includes: 

ÅFull-Service Clinical Trials (ICH, FDA, Health Canada)

ÅFull-Service Regulatory (U.S.A., Canada, EU, Asia and Australia) 

ÅFull-Service Bioanalytical (FDA inspected, Health Canada licensed, GLP) 

ÅFull-Service Analytical  (Inhouse and qualified vendors) 
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Developing a Product from 
Concept to claim

ÅKnow the market?

ÅTrends and audience

ÅWhat/who is your target?

ÅWhat does the science say?

ÅWhat directions do you want to go?

ÅWhat do you want to say about your product?

ÅWhat science do you need?
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Companion Animals Are Influencers

ÅThe global veterinary dietary supplements market size is anticipated 

to reach USD 3.2 billion by 2028. 

ÅThe market is expected to expand at a lucrative CAGR of 8.2% from 

2021 to 2028.

ÅDriven by:

ÅIncreases in lifespan and related chronic conditions

ÅGrowth in E commerce

Photocredit: Jiffpom(9.8m IG followers)

https://www.globenewswire.com/news-release/2021/10/08/2310968/28124/en/Worldwide-Veterinary-Dietary-Supplements-Industry-to-2028-Size-Share-Trends-Analysis-Report.html
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The Human Experience Is a Driver

ÅCOVID-19 accelerated awareness among pet owners of 

condition -specific supplements with stress -reducing, immune-

supporting, and calming outcomes. 

ÅThe pandemic also catalyzed the steady transition from brick -

and-mortar purchases to e-commerce channels.

https://www.globenewswire.com/news-release/2021/10/08/2310968/28124/en/Worldwide-Veterinary-Dietary-Supplements-Industry-to-2028-Size-Share-Trends-
Analysis-Report.html
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Knowing the Trends Is Key

ÅJoint health support took 21.9% of the market in 2020

ÅMultivitamins and minerals 27.4% of the market

ÅCBD  is expected to experience a CAGR of 11.0% in the next few years

ÅIn 2020, gummies and chewables took the largest revenue share but 

powders are expected to grow the most 

https://www.globenewswire.com/news-release/2021/10/08/2310968/28124/en/Worldwide-Veterinary-Dietary-Supplements-Industry-to-2028-Size-Share-Trends-Analysis-Report.html
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What Does the Science Say: 
Mechanism of Action

ÅGlucosamine hydrochloride (HCI) and chondroitin sulfate (CS) are commonly recommended 

natural health products for treating osteoarthritis in dogs ( Rychel, 2010). 

ÅGlucosamine regulates the synthesis of collagen in cartilage and may provide mild anti -

inflammatory effects while chondroitin sulfate inhibits destructive enzymes in joint fluid and 

cartilage. 

ÅThe two ingredients also contribute to the synthesis of glycoaminoglycans and proteoglycans, 

which are building blocks for the formation of cartilage (Beale, 2004). 
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What Does the Science Say: 
Function Claim Support

ÅA randomized, placebo-controlled, double-blinded study showed significant improvement in 

histological signs of OA in dogs following 8 weeks of either intra -articularly or oral supplementation 

for 8 weeks (Wenz et al., 2017). 

ÅA randomized, placebo-controlled, double-blinded study. Glucosamine hydrochloride and 

chondroitin sulfate combination arm showed statistically significant improvements in pain, weight -

bearing, and overall condition for the first time at 70days. Lameness and joint mobility did not 

improve (McCarthy et al., 2007). 



w w w . n u t r a s ou r c e . c a

Recommendation

ÅUltimately includes Regulatory

ÅPotential Claims: Joint health related

ÅSupported Dose in Specific Species

ÅGlucosamine HCI (2000mg) and chondroitin sulfate (1600mg) 
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Filling in the Gaps with Science

The lit review your scientific backbone (weaknesses and strengths)

ǋPublish in peer reviewed literature

ǋWhite papers

ǋBlogs

ǋWebsite material

ǋSUBSTANTIATION

ǋDirects research

It links science to marketing to regulatory
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Now You Have a Place to Start

What is the Product? 
(Category and active 

compounds)

What is the correct 
dosing?

What is known about the 
product? 

(literature review; 
historical)

Who is the product 
intended for?

What does your product 
do?

ωMechanism of action (will dictate 
the regulatory pathway (drug; 

supplement etc.)

Where is the product 
made? Where do you 

want to sell it?

ωWhat country it is made in and 
where it will be marketed affects 

regulatory pathway(s)

How is it made?

ωGood Manufacturing and quality
Is there safety data 

established?
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The Big Question

ÅWhat do you want to say about it?
Å This is where science meets marketing meets regulatory

Å A Gap analysis and thorough review of the literature by a scientific expert is recommended

Å Research questions are made from intended marketing claims and vice versa within the 
appropriate regulatory channel

Let the Science Drive the Decisions
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Research with a Purpose
Best use of time and money is to have a clear idea of where you are and where you want to 
go

Clear research questions

What you want to say, the mechanism of action, what is already in the literature, the safety established and 
your marketing and regulatory goals should lead you to.....

The Study Design....a clear flow once all above are established
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Research with a Purpose

What is your goal for this ingredient

How much experience do you have?

What species or you targeting? Multiple?

What life stage or stages? Intermittent or continuous use?
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Your Ingredient

Manufacturing Process
Raw Ingredients and 

Processing Aids
Specifications
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Specifications

ÅIdentity specifications

ÅPurity

ÅForm, color, etc

ÅImpurities

ÅHeavy metals

ÅMicrobial contamination

ÅPesticides

ÅResidual processing aids



w w w . n u t r a s ou r c e . c a

On to Safety!

Dose 

Frequency of dosing

Form

Available information
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Safety Information on Your Ingredient

No one path for all ingredients

Lots of variables

Available information
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Studies 
in your 
target 
species

Feeding trials

Efficacy trials

Safety studies
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Feeding Trials

ÅAssess nutritional adequacy or safety

ÅStandard AAFCO methodology

ÅConducted in colony animals

Å8 animals in trial plus controls

ÅControlled environment

ÅTest diet only for full 26 weeks

ÅOnly 25% of animals can leave study

ÅMinimum set of endpoints



w w w . n u t r a s ou r c e . c a

Feeding Trials (dpoǃu)

ÅMinimum endpoints

ÅPhysical exams start and end of study

ÅDaily food intake

ÅNo more than 15% bw loss

ÅClinical pathology ƿminimal  

ÅChanges to standard methodology

ÅCan be made

ÅAddress gaps 

ÅImportant to know your ingredient
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Efficacy Trials

ÅDesign 

Å Some standard methodology but flexible based on:

ÅYour goal?

ÅYour claims?

ÅDisease model needed?

ÅColony vs client owned animals

ÅDuration of study?

ÅTrial design?
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Other Studies

ÅProof of concept studies

ÅDesign based on your ingredient

ÅSafety studies in target species

ÅDesign based on your ingredient
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Quality 
System

ǋOrganizational 
processes

ǋDocumentation

Regulations
ǋ21 CFR Part 58

ǋOECD

What it 

is not
ǋScience

GLP



w w w . n u t r a s ou r c e . c a

Developing a Product from 
Concept to claim ƿCase Study Summary

ÅKnow the market?

ÅTrends and audience

ÅWhat/who is your target?

ÅWhat does the science say?

ÅWhat directions do you want to go?

ÅWhat do you want to say about your product?

ÅWhat science do you need?
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Key Points

The Who What When Where How questions are critical in connecting marketing to science

A thorough literature review is key

Knowing what not to do can be just as important as knowing what to do

Seeking expert consultation is advantageous
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Questions?
ÅAdditional Resources: 

Åhttp://www.nutrasource.ca/solutions/

Åhttp://www.nutrasource.ca/resources/

ÅContact:

ÅDr. Susan Hewlings shewlings@Nutrasource.ca

ÅDr. Margitta Dziwenka dziwenka@gras-associates.com 

THANK YOU FOR ATTENDING & PARTICIPATING!

See you at Pet Food Forum in Kanas City and 

Supply Side West in Las Vegas!

about:blank
about:blank
mailto:shewlings@Nutrasource.ca
https://d.docs.live.net/f335175558b56395/GRAS%20ASSOCIATES/NASC/Feb%202022%20Webinar/NASC%20Talk.pptx
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