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Rosica Communications,
a Strategic, Creative, Thinking Partner

General Approach & Attributes: Forbes

Strategic focus on client goals Ranked by Forbes as
. . . "One of America's Best PR
Award-winning media relations results Agencies"

Integrated PR, issues mgmt. & comms. programs, leveraging PR
content for SEQO, issues management, stakeholder commmes., social
media, content marketing, and tradeshow/conference marketing

Breakthrough Thought Leadership & TL measurement capabilities

Clients have ongoing access to our senior leadership team;
average employee tenure is 13+ years



Agency Approach to Integrated Marketing Commes.

Leveraging public relations
content and media placements to
support other communications
activities, including direct

Strategically identifying client Honing our clients’ stories and marketing to key stakeholders,

business and marketing establishing memorable key content marketing, online Measuring outcomes
goals/objectives, opportunities, messages that resonate with reputation management, and against pre-established
and challenges various stakeholder groups social media marketing benchmarks

| | | |
Ol 02. 03. O4. O5. O6. O7.

Defining target audiences, Developing integrated PR, Identifying key calls to
influencers, and key thought leadership, social action, goals, and KPIs
opinion leaders media, and digital marketing

programs (with your team
and partners)

ROSICA



Specialization
- Mission Driven Clients
- Animal Health Programs

- Education Campaigns

- KOL/SME Development &
PR Programs

- Deep KOL Media Training
Experience

- Nonprofits & Cause
Marketing Programs

- Media Events
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Core Services
- Media Relations

Thought Leadership

Positioning & Messaging

Integrated Marketing
Comms. & Content

Social Media Marketing

Online Reputation
Management & Crisis
Commes.
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KOL Development &
Training
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Thought
Leadership

- Rosica works to strategically
ouild our clients’ thought
eadership

- We created the Thought
Leadership Index™

o PR Industry’s first metric-
based, comprehensive
Indicator of thought
leadership performance




ROSICA THOUGHT LEADERSHIP MATRIX™

20 Thought Leadership Categories Rosica Can Evaluate

Earned media (quality, quantity, audience reached
(option), etc.)

Benchmarking perception & reputation over time
Book/s and podcasts you “own”

Event & conference participation

Speaking engagements

Content quality & frequency (white papers, bylined
articles, speeches, educational, video, blogs,
webinars, etc.)

KOL & SME relationships
Data (research, studies & surveys)

Strategic partnerships

Email marketing & newsletter

Social media presence (organization & executives)
Website traffic

SEO ranking of keywords/phrases you dominate for
Online reputation management

Webinars

Inbound links from earned media placements
Influencer relations

Public affairs & government relations

Update positioning & messaging w/regularity

Paid media & digital advertising
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ROSICA THOUGHT LEADERSHIP MATRIX™
Client X: Q3 2023 Report

Rosica’s Thought Leadership Index

is a proprietary, weighted, metrics-based
indicator of performance in such thought
leadership categories as Earned Media,
Social Media, Google Trends, SEO, Content
Marketing, Speaking Engagements, and
others. The scale ranges from 1 to 5, with 5
indicating the best possible performance.
We're proud to report that it’s the only
Thought Leadership measurement tool of
its kind in the world. In Q3 2023, Client X
scored 4.65, with strengths and areas for
improvement identified below.

Your Thought Leadership
Index Score for Q3 2023:

Table of Contents:

Earned Media

Social Media

Content Marketing

Speaking Engagements

Google Trends

Website Review

SEO Ranking for Search Terms
Overall Insights & Improvements

EARNED MEDIA

B Local National

July

August

Sept

(=}

2 4 6 8

Client X had a total of 17 local placements
and 5 national placements in Q3 earning a
score of 5 in the Earned Media category of
the Though Leadership Index (TLI).

Insights:

August had the most placements because of
the success of our media event at the Wright
School.

SOCIAL MEDIA

Social Media Likes by Platform

Instagram
418

X
e
KEY
B Facesook
B LINKEDIN
X Facebook
INSTAGRAM 5,763
Continued —>



ROSICA THOUGHT LEADERSHIP MATRIX™
Client X: Q3 2023 Report

SOCIAL MEDIA CONTENT SPEAKING

MARKETING ENGAGEMENTS

Q3 Number of Interactions (Likes,

Comments, Shares) on Facebook, Client X scored a 4.5 in Speaking

Instagram, X, and LinkedIn Q3 Content Marketing Data for Client X Engagements in Q3. Your subject matter

experts spoke at two local and one national

Interactions -
L B Articles conference this quarter.

3500
5

Insights:

In regard to Speaking Engagements, Client X
reached 12 influencers on social media after
the conferences. We recommend creating an

2000 3 Advisory Board with these and other
influencers to guide strategy and KOL
1500 engagement.
e We also recommend a direct marketing
e campaign with videos to share with any/all
contacts you connect with at these shows.
0

Jul August Sept
5 & ¥ July August Sept

: Continued —>
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ROSICA THOUGHT LEADERSHIP MATRIX™

Client X: Q3 2023 Report

GOOGLE TRENDS

Over the past 12 months, searches for
“Client X" peaked from Nov. 15th through
the start of Dec. 10th due to our
concentrated PR efforts and media events. It
also peaked again at the end of August (back
to school and the Wright School story).

There was also a significant peak in March
when we secured a national story on CBS
Television covering the youth human-
interest story.

Each month, the term “Client X” maintains
an average of about 50-80 searches year-
round while searches for “Client X" from
people in New York averages around 61
searches per month year-round.

WEBSITE REVIEW

@ Do you have an XML sitemap?
@ Does canonical redirect work?

z Is your site mobile friendly?

z Does your site follow SSL compliance?

Your Website Score

Average of website PERFORMANCE 66/100
(SPEED), ACCESSIBILITY, SEO, and
BEST PRACTICES rating.

Insights:

We recommend creating an XML sitemap to
best optimize your website for search
engines. In calculating your website score, we
found PERFORMANCE (SPEED) to rank lower
than the other categories, so please check
with your web host and webmaster to
discuss tactics for improving your website
speed.

SEO RANKINGS

FOR MOST POPULAR TERMS

Search terms for your name currently
drive most of the traffic to your website,
which include:

o X (Client Name)
e Former Client Name

e Abbreviated Client Name

Insights:

We recommend conducting a keyword
analysis to identify key phrases other than
those including your name to drive more
organic traffic to your site. This will guide
future SEO activities (on-site and off-site
search optimization).

Continued =——>
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ROSICA THOUGHT LEADERSHIP MATRIX™

Client X: Q3 2023 Report

OVERALL INSIGHTS &
IMPROVEMENTS

Overall, Client X scored high on the Rosica
Thought Leadership Index in Q3 with a
score of 4.6 out of 5.

We see the largest areas of opportunity for
growth in the categories of Website Speed
optimization and Social Media engagement.
This is especially true as holiday season
approaches and more website traffic will
be generated through PR activities.

For earned media, we recommend focusing
on events in the top three most searched-
for demographic areas. This includes
covering Thanksgiving, Christmas, and/or
other holiday events. Because they are
popular searches, it would be strategic to
leverage their popularity and coverage
events there since the public is already
searching their names online.

OVERALL INSIGHTS &
IMPROVEMENTS

Another opportunity where Client X can
become a thought leader is on Social
Media, specifically through its Facebook

page.

Because Facebook has the most
engagement each month when compared
to Client X’s other social platforms, we
recommend creating unique content,
graphics, and captions that are better
suited for your Facebook audience. This
paired with a faster response time for
interacting with Facebook users asking
questions will give Client X a stronger
presence online.

Making a distinction between content for
the different social channels shows a
stronger understanding of online social
communities and platform algorithms.

OVERALL INSIGHTS &
IMPROVEMENTS

Our recommended Social Media strategies
can be tested on your other platforms as
well, but we recommend starting with
Facebook because of the high levels of
engagement.

Other Thought Leadership opportunities
to discuss:

« Strategic Partnerships

¢ Online Reputation Management

* Content Marketing

For a more in-depth review of any of these
insights or to learn about the other indices
we measure - to more thoroughly gauge
Thought Leadership, please contact Chris
Rosica.



Positioning & Messaging

- We create unique, powerful messaging
and a story that resonates with all
clients’ stakeholder groups.

Qur Process:;

- Data Collection, Research & Analysis
(includes stakeholder interviews)

- Conduct a Messaging Audit

- Research Competitors’ Positioning &
Messages

- Develop Message Matrix & Hierarchy
- Create a Campaign or Brand Story
- |dentify UVPs, RTBs & CTAsS




Issues
Management &
Crisis Comms.

Patient advocacy
(pain mMgmt,,
family education,
disease awareness)

Pet safety issues
Product recalls

Corporate,
y Management &
HELPING US RAISE § operations issues

suveta
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Reputation
Management &
Crisis Comms.

- Online reputation & crisis
comms. planning, execution,
media prep

- Monitor for crises &
Immediately alert clients

- Message development

. 24/7/365 crisis comms. support



Media Relations &
Training

- Award-winning media relations
team, with Rosica
20+ years

Regular local, regional, and
national feature stories in/on top
broadcast, print, digital, and
streaming media (veterinary
trade, business & consumer
media)

KOL recruitment & development
program

Professional media trainers



Social Media Support

Our social media services include:

- Strateqgy

WHY MARKETERS HAVE

Blogger & influencer campaigns )

Reputation & competitor monitoring
Content planning & development

Social engagement strategies

Social conflict resolution & customer S e ,
service support PO, B LY i) [ | S

Content optimization for SEO

- Social profile design/re-design &
3 graphics/infographics
-

ROSICA




Integrated Marketing Communications

Rosica’s
IMC
Calendar

#
ROSICA
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Tasks

Other calendars + A

SUN
25

16

23

30

MON
26

Client nows {quote graphic)
PR-Related

Photo Instagram Post
Authentic Brand Ch, 6

Speaking Engagement

10

17

Press Release: Speaking Engai

|w | |
- = 3

Rutgers Speaking Engagement

Instagram Scheduling Feature

Rewarding aspects of mission-

Quate Graphle (every other pos
PR-Related

A

Authentic Brand Ch, 6

TUE

~
-~

Salvation Army promo
Army Promo (story o

n

Speaking engagement

Pholo Instagram Post {speakin

18

25

Graphic (Rewarding asp
Rewarding aspects of mission-

li

Nov 1

WED

NTE Radio Hit (Quote Graphic)
Photo Instagram Post (SA Comn

Social Copy Drafted

26
Soclal Copy Drafted
Photo Instagram Post

Instagram Scheudling Quote
Repurpose 5 Social Media Stra
Soclal Copy Drafted

-y py ~N
| | IIE M | |

THU

29

CBS News Segment
CBS News Segment

II.‘

13

20
Social Copy Approved
Photo Instagram Post

27
Social Copy Approved
TLC Highlight
Graphic {every other pot

Social Copy Approved

7
Photo Share from Concert
Photo Share from Concert



Agency
Experience




=)

ROSIC

HomeAgain
Pet Microchip

€9 MERCK

Animal Health

When Merck Animal Health launched HomeAgain, they needed a
breakthrough B2B and B2C PR program that would distinguish it from
other products in the market. Rosica primarily promoted HomeAgain
through marketing to veterinarians but also drove pet parents to see
their vets (pull-through strategy) and to ask for this ask microchip by
name. Our online and traditional public relations efforts highlighted the
product’s reliability, ease of use, and safety through a touching
testimonial campaign focused on stories of long-lost pets reunited with
their families. Media across the country lapped it up.

Our efforts resulted in dozens of trade media placements (our #1
priority) along with hundreds of placements on top news stations and in
newspapers and magazines across the nation, including all of the top 20
U.S. media markets. Additionally, we partnered with A-list celebrity,
Betty White, which resulted in coverage on multiple national news
channels and national entertainment talk-shows, including The View.
This surge of media attention reached tens of millions of viewers,
leading to a double digit increase in sales. Rosica also created the
HomeAgain Heroes Award program (B2B & B2C program), which marked
the one millionth pet to be reunited with its owner because of the
brand, generating millions of trade and consumer impressions for this
initiative alone.



HomeAgain
Campaign

—

HomeAgain branding in Rosica’s Campaign:

PSA and on White’s national Betty White One Millionth HomeAgain
television appearances Reunion Campaign

=
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» HomeAgain

4 r{ [_
Yl
_.fr' Always looking out for your pet

Rosica secures Betty White to appear on The View
talking about the HomeAgain brand and what sets

: their service apart.
s |
?
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HomeAgain Pet Recovery Service Launches Hero
of the Year Program

Rescue

HomeAgain® Pet Recovery Sewvice has launched the
HomeAgaln Hero of the Year program to recognize
individuals who dedicate themselves to supporting the
health and well-being of companion animals, whether

Campaigns

through their everyday work or volunteer efforts,

In commemoration of the heroes® efforts, HomeAgain will make a $10,000 donation in the name of the
HomeAgain Hero of the Year award winner, as well as donations in the name of each of the four finalists to
Petfinder Foundation, Winn Feline Foundation, Assistance Doas International or Morris Animal Foundation

It's easy to nominate someone as the HomeAgain Hero. Simply visit wwow HomesgainHeroes com and
fill out and submit the nomination form. Finalists will be selected by a panel of celebrity and industry
judges, including:

FIDOfriend!

MAGAZINE Leave no dog behind.

Steve Dale

Captain "Sully" Sullenherger
Dr. Jane Brunt

Brian Kilcommons

Betsy Saul

W W Un Un W

= The nomination period is open until July 31

*
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Missing Pet Web Tools Help Locate
Fido In A Jiffy

By SUE MAHHING AP

L5 ANGELES -- More owners are reporting lost or stolen pets, but the online nation
iz coming to the rescus.

The number of dogs being stolen in the United States has gone up dramatically in the
lazt fewr years, the American Kennel Club says. The American Society for the
Frevention of Cruelty to Animals says thefts skyrocket in New York every summer
when residents combine walking the dog with running errands.

Folice will take a report if there's a witness or if a pet is extremely valuable. But
animal-loving social media bloodhounds have jurnped to help, alongside any number

of dog-finding companies, devices and apps.

Mearly 70 percent more dogs were stolen across the country in 2011 than a year
earlier, said AKC spokeswoman Lisa Peterson. "It was the largest jump since we

started keeping track in 2007," she said.

The club collects media reports about stolen pets and retrieves data from the AKC
Companion Animal Fecovery databasze, a miz of microchip filings and customer calls,
she zaid. In 2011, the AKC racorded 432 stolen dogs, compared with 255 in 2010,

The numbers only skim the surface, she said. Facebook and Twitter are flush with lost

or stolen pets.

Better records are impossible because the law defines pets as property, so evenif a
police report iz filed, it won't be flagged just because a dog was taken, ezplained Log
Angelas Police Department spokesman Kevin Maiberger. If an animal is valued at
mere than $550, the crime will be bumped up to grand theft, but it still won't

mention pets except in the list of stolen items, he said.
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Company news

HomeAgain pet
recovery receives
Petfinder honor

omeAgain Pet Recovery Service was recently
honored with the Seal of Approval by Petfinder, the
largest online, searchable database of animals that
need permanent homes. HomeAgain is one of only four com-
panies to receive this distinction, which recognizes organiza-
tions with a strong commitment to making a positive impact
on the welfare of animals.
“We are honored by the recognition and are proud
to partner with such a worthy organization,” says Gary
MacPhee, director and general manager of HomeAgain.
“PetFinder is well known for its mission to find homes for
animals and reunite pets and owners, and we will continue
to work with this group to help ensure the safety and wel-
fare of animals throughout the country”
HomeAgain is a comprehensive pet recovery service
that has been helping reunite lost pets with their own-
ers since 1996.
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A lost pet’s best chance
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Positioning Suveto as a Thought Leader in Veterinary Care

Veterinary professionals today face a host of operational challenges from staffing shortages and burnout
to operational and personnel management complexities. Suveto viewed this as an opportunity to
highlight and amplify its offerings to veterinary school students, independent veterinary practices, and
the general pet health professional community as a go-to resource in the sector.

As a leading animal health PR firm, with deep expertise working with animal hospitals, veterinary
practices, and animal health product companies, Rosica quickly secured national thought leadership
opportunities for Suveto and its internal key opinion leaders (KOLs). Launching a full-scale, strategic PR
and corporate communications program to elevate the company’s credibility and influence among
veterinary professionals across the nation, our team developed and placed dozens of bylined articles in
the industry’s most trusted trade publications, including Veterinary Practice News, Today’s Veterinary
Business, PetVet Magazine, and DVM360. Concurrently, Rosica secured regional coverage in the Dallas-
Fort Worth market to underscore the organization’s local impact and leadership. These thought
leadership articles explored important topics like veterinary professional well-being and resiliency,
practice ownership imperatives, practice management, and smart marketing and communications tips
for veterinary hospitals and clinics — to attract and retain the best talent. This strategy, which combined
national trade exposure with regional storytelling, boosted name recognition and trust among key
members of the professional veterinary community. Through smart positioning, editorial excellence,
and a constant stream of earned media placements, Rosica helped Suveto establish itself as an essential
voice in veterinary medicine, one that professionals across the U.S. turn to for experience, leadership,
partnerships, and much-needed (financial and intellectual) resources.
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VO Vets Veterinary Practice Grand Opening: A Three-Pronged Strategy

When VO Vets Animal Hospital decided to expand with a new location in Trophy Club, TX, they turned to Rosica,
a trusted media relations agency, to help build buzz and make the grand opening an event the community and
the media would remember. Rosica provided a comprehensive strategy that included pre-event, event, and post-
event publicity, influencer relations, and marketing. Rosica, a top animal health PR agency, developed an event
timeline, messaging, press release (media advisory), run of show, photo/video shot list, and talking points to
ensure the celebration/promotion went off without a hitch. To generate buzz ahead of the grand opening so that
our VIPs would be more likely to attend, we secured a TV interview with VO Vets’ co-owner, Dr. Miller on NBC in
Dallas. In the interview, he shared insights into the hospital’s unique approach to care and announced the new
practice opening, positioning VO Vets as a modern, compassionate animal healthcare provider offering urgent
care, same-day appointments, online booking, and several specialized companion animal health services. Our
advanced media relations work also included pitching calendar listings to Dallas/Fort Worth outlets and
highlighting the hospital’s differentiators in every communication. We secured three calendar invites, two of
which ran multiple times. We also researched and invited pet community influencers along with elected officials
to tour the veterinary practice and participate in the grand opening festivities. Our team brought a creative flair
to the media event with a “leash cutting” ceremony, kitten adoptions, and a photo booth, all designed to draw
media attention and create a dynamic, engaging event. We also secured a proclamation from the Governor of
Texas and coordinated attendance from numerous local VIPs, including Mayor Jeanette Tiffany, Town Manager
Brandon Wright, and Councilmembers Stacey Bauer and Jeff Beach. These efforts led to one broadcast segment,
two online and print articles, two industry trade placements. After the event, we serviced photos to media and
secured additional coverage. Synopsized, SEO-friendly summaries of the media coverage were posted on the
veterinary practice’s social media channels and shared with key stakeholders and additional community
influencers who could not attend via email marketing campaigns. Thanks to a strong VIP turnout, media
coverage, community support, and influencer involvement, with our support, VO Vets not only exceeded its pre-
established earned media goals but surpassed anticipated grand opening attendance numbers. The launch not
only elevated awareness of the Trophy Club location, but it also helped further establish VO Vets as a standout
provider in veterinary care, blending medical excellence with heartfelt community connections.
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Expanding a Trusted Veterinary Brand into Brooklyn’s Prospect Heights

Heart of Chelsea Veterinary Group has long been recognized for providing compassionate, high-quality care to
pets across New York City. When the organization opened a new location in Prospect Heights, it turned to
Rosica to ensure a high-impact grand opening would effectively introduce the veterinary practice to the
community and generate excitement among pet owners, influencers, and the media alike. Rosica designed
and implemented a comprehensive public relations and influencer campaign to promote both the soft launch
and grand opening events. The work included developing a strategic plan and recommendations for events,
conducting pre-event media relations, researching and contacting influencers to attend, on-site event media
support, and post-event PR. We secured major press coverage, including WPIX-TV, which attended and aired a
segment about the event, reaching an audience of 1.4 million viewers. We also earned local coverage in BK
Reader and curated listings in hyperlocal and lifestyle publications including Average Socialite, NYC Plugged,
Brooklyn Paper, Brooklyn Patch, and Yelp, the latter with a reach of more than 130 million readers. To amplify
the event on social media, we engaged NYC-based influencers with a combined reach of more than one
million followers. These content creators posted stories and in-feed content before, during, and after the
event, driving buzz and attendance. Several influencers also committed to future visits and showcased Heart
of Chelsea’s services in a more personalized way. In addition to media and influencer efforts, Rosica provided
on-site support from media coaching and guest remarks for leadership, to ribbon-cutting coordination and
media protocol development. We also conducted dignitary outreach and obtained recognition from
community leaders who attended and documented the milestone for posterity. Heart of Chelsea’s Prospect
Heights launch was a standout success, marked by strong media presence, community engagement, and
sustained visibility, with strong digital marketing results. The campaign positioned the practice as a vital new
resource in Brooklyn’s veterinary community with months of earned and social media exposure.
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Schering-Plough Animal Health Animal Health

Merck Animal Health and Intervet Schering-Plough Animal Health (ISPAH), which it
acquired, tapped Rosica to launch a first-in-class vaccine for canine influenza virus
(CIV), a disease not well understood or universally accepted as a “real” disease. The
vaccine was initially approved under a conditional license — common for vaccines of
this nature but not well understood by veterinarians or the pet-owning public. Rosica
developed press materials and background information geared to both professional
and consumer audiences and enlisted a cadre of independent academic experts to
speak with the media.

Working closely with ISPAH’s marketing partners and sales force, we held a well-
attended press event at NAVC, conducted extensive disease awareness outreach to
veterinary trade and consumer media, developed KOL spokespersons and secured
more than 100 television and print interviews for veterinarians in markets across the
U.S., which helped the company strengthen its relationships with the professional
community. We brokered a highly successful partnership with NEADS, a nonprofit that
trains service dogs, and shot a PSA with a veterinarian who serves on their board. We
also created a compelling video that impacted employee and customer relations,
which we previewed at WVC.

The result was extensive coverage in all target media outlets, including television
coverage in the top 10 media markets within 10 business days. Rosica secured a
widely syndicated article and blog posting in The New York Times, articles in USA
Today, Associated Press, Chicago Tribune, and delivered placements in all top
veterinary trade publications plus top pet and animal health blogs. Our feature articles
included commentary by ISPAH and local veterinarians that we groomed, and media
trained for the company. We have since launched the fully licensed vaccine, also with
excellent coverage, and, for six years, continued a disease and vaccine awareness
campaign centered on regional outbreaks, garnering hundreds of millions of
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Program Persuades Shelters
To Vaccinate for Dog Flu
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Program Persuades Shelters
To Vaccinate for Dog Flu

More than half of the nearly
1,400 animal shelters and res-
cue groups that received dos-
es of Merck Animal Health's
Nobivac Canine Flu H3IN8 vac-
cine plan to add canine in-
fluenza vaccination to their
standard protocol

Animal shelters and rescue
groups across 49 states have
received nearly 1 million doses
of the vaccine through the
Building Community Immunity
program, a joint effort between
Petfinder.com and Netherlands-
based Merck Animal Health.

The program aims to build
community immunity against ca-
nine influenza virus, also known
as dog flu, by encouraging vacci-

nation of all adopted dogs.

Each grant recipient re-
ceived up to a four-month,
two-dose-per-dog supply. In a
survey completed by recipi-
ents, 46 percent cited a de-
crease in canine coughing and
54 percent reported improved
overall health of dogs after
adding the vaccine

“Vaccinating dogs in shel-
ters and rescues is an impor-
tant step to help build commu-
nity immunity against canine
influenza because they are
adopted out into various loca-
tions and move from state to
state,” said Liz Neuschartz, ex-
ecutive director of the Petfind-
er.com Foundation.
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Canine influenza’s cough is worse than its bite

" of two to four days, pets who appear “Since it's such a new virus, their im-
BUt NEW VACCInE Can healthy can stil spread the germs. mune system doesn't recognize it."
keep Rover healthy ~ Tatis why some kemelsin pars Symptoms include a nasal dis-
of the country where the flu is pre- charge, cough and low-grade fever.
sent have recently started requiring Most dogs will recover in several
By Janice Lioyd vaccinations before accepting reser- MYl weeks, but secondary complications
USA TODAY vations. That doesn't surprise May, ¢l 48 in more severely infected dogs can
who also recommends exploring op- lead to pneumonia and death.

Add your dog to the list of family tions such as having a house sitter A veterinarian can determine
members who could be in line for a  stay with your pet. whether a dog requires the vaccine,
new vaccine this fall “The kennels are trying to cover developed by Intervet/Schering

Before making boarding arrange- their bases," May says. "Any infec- Piough Animal Health Corp. and ap-
ments for vacations or the holiday tious disease is more likely to spread proved by the ULS. Department of Ag-
season, dog owners should check when you pull a large group of dogs riculture in May. The two shots cost-
with their veterinarians about the together into one area. I'm not saying| ing about $20 each are given two to
highly contagious canine influenza vi- agree with the kennels requiring vac- four weeks apart to dogs 6 weeks and
rus (CIV), says Kimberly May, spokes- - cines, but [ certainly understand it.” older and can be repeated annually.
woman for the American Veterinary  Thefirst recognized outbreak of the That added expense and inconve-
Medical Association. disease occurred in 2004 in Florida at @Il nience of two extra trips to the vet is

1V s rarely fatal and, unlike swine  a dog track. Since then, CIV has been el loss expensive than the alternative,
flu, it cannot transfer from the source documented in 30 states and Wash- % says Cynda Crawford, assistant pro-
animal to humans, according to the ington, D.C, and is currently “very § "% fessor of shelter medicine at the Uni-
US. Centers for Disease Control and  prevalent” in areas of Colorado, Flori- e Y versity of Florida,

Prevention. But it causes acute respi- da, New York and Pennsylvania, ac- “The availability of a vaccine can
ratory infections in dogs, and virtually - cording to the AVMA. Comectwithotherper ~ help prevent the medical, financia
all dogs who are exposed become in- “For so many dogs, it i their firs m lovers, or find an a and emotional costs associated with

fected. During the incubation period time seeing this virus” May says.

animal, at pets.usatoday.com. - this new virus," Crawford says.
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AVMA updates
backgrounder

on canine influenza

The AVMA has updated its back-
grounder on canine influenza in light of
the continuing spread of the disease
and the release of the first vaccine.

According to the backgrounder,
canine influenza emerged in racing
Greyhounds between 2004 and 2005.
The disease has become endemic in
Florida, Colorado, and the New York
City region. The disease also may
become endemic in Pittsburgh and
Lexington, Ky.

As of Oct. 2, 2008, the Animal
Health Diagnostic Center at Cornell
University's College of Veterinary
Medicine had confirmed 1,079 cases
of canine influenza. The center has
confirmed one or more cases of
canine influenza in 28 states. The
AVMA backgrounder now provides
a link to the center’s Web page on
canine influenza—which in turn pro-
vides information on disease detec-

tion and sample collection, along with
current disease statistics.

The AVMA backgrounder includes
information on the new vaccine for
canine influenza virus. In May 2009,
the U.S. Department of Agriculture
approved licensure of the vaccine,
developed by |nterveySchering-Plough
Animal Health. The canine influenza
vaccine is a noncore vaccine. ltis
primarily for dogs at risk of exposure
to the canine influenza virus, such as
dogs that participate in activities with
many other dogs or that are housed in
communal facilities, particularly where
the virus is prevalent.

The AVMA backgrounder on canine
influenza provides additional details
about the causative agent, natural
distribution, transmission, clinical
signs, diagnosis, treatment, morbidity
and mortality rates, and prevention
and control. The document and other
resources on canine influenza are avail-
able at www . avima.org by clicking on
“Influenza” under the orange “Public
Health” bar. ¥
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puts a bite

in dogs’
days

By Leslie Mann
SPECIAL TO TRIBUNE NEWSPAPERS

These days 5-vear-old
Moose divides his time be-
tween napping, walking with
his master, Nicole Kirk, and
throwing his 107 pounds into
wrestling matches with his
favorite squeaky toy. Buta

month ago this black Labra-
dor was one sick pup.

Moose came down with
canine flu, which has hit
several major metropolitan
areas, including his home-
town, Princeton, N.J. Al-
though most dogs recover
without hospitalization,
Moose's flu progressed to
pneumonia, so he had to
spend a week in the hospital
with an IV and antibiotic.

Now a new vaccine from
Intervet/Schering-Plough
Animal Health lets dog own-
ers protect their four-legged
friends from this illness,
Conditionally licensed in
May by the U.S, Department
of Agriculture for dogs age 6
weeks and older, the vaccine
includes two injections, then
an annual booster. Full licen-
sure may follow, pending
further studies,

The vaceine was tested on
746 dogs from 30 breeds, age 6

weeks to 10 years. No side
effects resulted, Intervet says.

“It's a 'lifestyle vaccine' for
dogs who are in communal
places such as dog parks, day
care, shows, boarding ken-
nels, spas,” said veterinarian
Cynda Crawford, who identi-
fied the canine influenza
virus in 2004 with veterinari-
an Edward Dubovi from the
College of Veterinary Medi-
cine at Cornell University.
“Dogs who stay at home and
just walk around the block
are not at risk."”

“‘Before 2004, it was thought
that dogs were not susceptible
to the influenza virus," said
Crawford, who is a clinical
assistant professor at the
College of Veterinary Medi-
cine at the University of Flori-
da in Gainesville, “Then we
saw it that year among racing
greyhounds."

The virus, known among
scientists as HINS, mutated

from an equine virus, ac-
cording to the US. Centers
for Disease Control and
Prevention. Since 2004, thou-
sands of cases have been
laboratory-confirmed in 30
states and in the District of
Columbia, Crawford said.
The states that have been hit
the hardest are Colorado,
Florida, New Jersey, New

YOrX and Fennsyivania.

Moose's veterinarian,
Joshua Portner of NorthStar
VETS in Clarksburg, N.J.,
says his clinic saw 10 to 20
dogs with canine influenza
(numbers are not exact be-
cause not all owners opted
for laboratory tests) in May
and June. None of his pa-
tients succumbed to the
disease. “Most of them had
been with many other dogs,"
Portner sald. A two-sample
blood test, taken while the
dog is sick and again two to
three weeks later, confirms

the virus.

Despite the outbreak in his
area, Portmer does not rec-
ommend the vaccine for all
his patients, “It’s still new, so
we don't yet know about all
the side effects, and most
dogs recover from it if they
do get it. So I wouldn't neces-
sarily recommend it for
every dog,” he said.

‘The canine virus behaves
a lot like human flu viruses,
Crawford said. “The symp-
toms are similar--coughing,
runny nose, sneezing. And it
spreads the same way,
through direct contact,” she
said. Fortunately, she added,

should be quarantined,”
Crawford said. “You shoul
call your vet, but you have to
let it run its course, just like
when you have the flu.”

Only 10 to 20 percent of
dogs that acquire canine flu
progress to a more serious
disease such as pneumonia,
according to the CDC. Only §
to 8 percent die. Unlike the
human flu, canine flu is not
seasonal. Dogs in communal
facilities can be vulnerable
vear round.

The vaccine contains a
“killed,” not “live"” virus, so
it is a myth that it “causes
the flu,” Crawford said. She
said the cost of the vaccine is
on par with the commonly
used distemper vaccine,

Crawford said there isno
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Flu shot gives paws: To vaccinate or not? Vets say it depends on
lifestyle

BY Anmy Sacks

DAILY NEWS WRITER

To vaccinate or not lo vaccinate: that 1s the question - and It's no longer ane only for humans

While a new vaccine can help prevent dogs from getting a nasty flu - it does not stop it in its tracks - many dog
owners and vets remain on the fence.

“As with any vaccine, the vet and owner should discuss risk,” said Dr Edward Dubow, professor of virology at
Comell University College of Veterinary Medicine

Known as Canine H3N8, the canine Influenza wrus is not the same as the human flu, is not swine flu and cannct be
transmitted from dogs to humans.

But it's a highly contagious respiratory disease that can spread easily between dogs. Most will only have mild
symptoms, a cough, sneezing, a runny nose, but it is fatal in about 6% of dogs. And because I's relatively new,
almost no dogs have immunity against it.

Dubavi has been fracking the virus since 2004, when it was first spotted in Florida in racing greyhounds. The iliness
has since spread nationwide and continues to circulate in New York City, New Jersey and easlern Pennsylvania,
with an cutbreak also reported in northern Virginia

In June. the vaccine was issued under conditional license, which means the USDA has deemed it safe, but its
effectiveness is still being studied, leaving some dog owners and vets skeptical

The vaccine is a killed virus, which means dogs can't "catch” it from the vaccine, and requires two injections
spaced 2 to 3 weeks apart. There is no defined "fiu season"” for dogs.

Manhattan deggie clothing designer Ada Nieves decided against getting a flu shot for herself this year, but didn't
think twice about vaccinating her four Chihuahuas against canine flu

That's because the socially active dogs are red-carpet regulars at benefits and costume parties, at play dates in
various dog parks, and are in frequent close contact wath many slobbering - er, active canines

“After weighing the facts, and realizing if my Chihuahuas get sick they would pass the influenza lo the whole crew, it
seemed reasonable,” she said

But many vets are administering the vaccine only upon request. Dr. Philip Raclyn, founder of VetsNYC in Manhattan
and Westchester County's Yorktown Heights, says he is hesitant to use any new vaccines unless they have been
proven to be safe in a real-wortd context, not just in the laboratory.

"I'would use them if there was pressing need to do s0." he said. and s dependent upon the dog's lifestyle.

Most cases of canine flu have been seen in boarding kennels, animal shelters and day-care facilibes, or situations
where there are dogs In close contact. Some cases have been seen in New York City shellers

In 2005, two W estchester kennels were forced to temporarily close after more than 100 dogs being boarded there
became |Il. Al least one dog died

Despite the available vaccine the state does not require that dogs in pet stores, daycare, kennels or other
communal facilities be vaccinated against canine flu
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Animal Health - . It's vital to be “proactive, not reac-

tive" in dealing with these pests, vet-

erinarian Kathleen Heaney, of Merck
Animal Health, says. Merck has intro-
duced a novel topical treatment, Ac-
tivyl, containing a chemical turned on
by an enzyme in the flea's gut.
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Unleashing Publicity for Petmate

Petmate, the creator of the world’s first dog kennel and the leading quality pet product
provider with over 3,000 items in the Petmate line, engaged with Rosica to move beyond
trade recognition and garner consumer media attention.

Rosica selectively showcased the most newsworthy, on-trend products by designing and
creating creative mailings, timely pitch angles and leveraging longstanding relationships with
top media and influential bloggers.

Within the first few weeks of engagement, Rosica secured coverage for “must have” Petmate
products on “Fox & Friends,” with segment on how to keep your pets safe and healthy during
the holiday season. Following this coverage, we garnered media attention on shows like “The
Weather Channel” and “The Better Show,” while also being featured in print publications like
Good Housekeeping, Dogster and Catster, among many others. These placements positioned
Petmate as the pet products innovator and brought a host of products to pet owners’
attention.
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Dr. Jeff Werber, known in Hollywood as “Veterinarian to the Stars,” engaged Rosica to help
increase his national visibility as a leading pet, vet expert.

Strategies:
* Position Dr. Jeff as a knowledgeable and engaging expert resource to the media
* Leverage topical news, like “Canine Flu” and “Marijuana for Pets” that Dr. Jeff could

Dr. J eff comment on and offer his medical knowledge and tips

* Proactively Pitch original stories, ranging from general pet health, to seasonal pet dangers

Werber and keeping your pet in shape

” . . Results: Within the first six months of engagement, Rosica secured a recurring national
Veterlnquan television segment on “Fox and Friends” for Dr. Jeff. Dr. Jeff routinely appears as resident

1-0 fhe s-l-qrs” veterinary commentator, while sharing his tips and medical advice on all things pet related.

Other guest appearances include “Dr. Oz,” “Fox News,” “Inside Edition,” and “Rachael Ray.”

Rosica has also secured extensive print and online coverage in such outlets as Men’s Journal,

Huffington Post, Ladies” Home Journal, Martha Stewart Living, Pet360, Prevention and Yahoo!
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