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Canine Culture 

At last, a cultural opportunity for the nation 1 s 49.1 million dogs. 
In Kansas City, Mo., Mike Milkovich, part owner of a cable television 
company, has created DOG TV for pets and their owners. 
Milkovich says that he knew that there was a need for this concept 
after talks with 150 pet owners revealed that almost every one of 
them 11 had tried to get their dogs to watch TV at one time or another. 11 

Most dogs lost interest quickly. 
11 DOG TV was created from the dog 1 s point of view, 11 claims Milkovich, 
noting that the show features pictures of animals particularly fas­

to canines (squirrels,cats, etc.) and barks, howls and meows 
to match. People will watch, he says, because they 11 will get a kick 
cut of watching their dogs watch. 11 

DOG TV will be test marketed in the Midwest. 

- S.F. Chronicle 

* * * * * * * * * * * * 

- A PROCLAMATION -

* 

WHEREAS, the citizens of California have long recognized the special bond between 
people and their pets; and 

WHEREAS, animals provide unique benefits in terms of companionship, loyalty, affec­
tion, and devotion; and 

WHEREAS, the humane treatment of animals and pet ownership is a responsibility many 
people undertake; and 

WHEREAS, the observance of National Pet Week draws special attention to the necessity 
of protecting and showing kindness to animals; and 

WHEREAS, the enhancement of the relationship between people and pets significantly 
improves their quality of life, 
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Food for. Fido 
By JOHN R. COSTON 

Imagine the average dog eating a can 
of average dog food every day of that 
dog's life, say for 10 or 12 years. Smelly, 
greasy "4D" meat, as the Agriculture De­
partment refers to meat byproducts (from 
diseased, disabled, dying or dead ani­
mals) . Day after day. 

A complex experience involving enough 
gluck to last for years. That's what a ,dog 

m Bookshelf 

"Good Dog!" 
By Jo and Paul Loeb 

might say about that can of' animal rriatter. 
If dogs could write, a wise old cur would 
have scribbled this all down by now, along 
the way debunking a few trivial myths 
about why dogs do some of the things they 
do. Why they eat grass and promptly 
throw up. Why they dig in flower beds to 
bury bones. And why i't's not really fanny 
when a puppy shakes a stuffed toy so furi­
ously (to snap its spinal cord). 

Jo and Paul Loeb are the surrogate au­
thors of a canine treatise entitled "Good 
Dog!" (G.P. Putnam's Sons, 214 pages, 
$14.95) . Drawing on their vast experience 
as trainers, they have written a fitness 
book for dogs, giving pet owners a simple 
guide · to controlling canine behavior 
through diet and exercise .. Their advice is 

. aimed 'afproducirig the hippy 'arid wen-be­
haved "best friend". that evolution was 
supposed to have delivered. 

The authors work with a simple prem­
ise: When and what and how much a dog is 
fed and exercised determine whether it 
will be well beha\'.'ed. Using case histories, 
they illustrate practical approaches to 
physical needs as a means to psychological 
(read "behavioral" ) cures. They are to the 
canine world what B.F. Skinner, the noted 
Harvard psychologist who devoted himself 
to the techniques of shaping behavior, was 
to the study of man. 

For disciples of their technique, the 
Loeb's present a consumer guide aimed at 
no-nonsense buyers of dog food. They trace 
the history of this commodity from the air 
pearance in the 1950s of the canned vari­
ety, pitched as a timesaver because it 
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eliminated trips to the butcher, to the so­
called professional . foods for the elite, 
available only to the classiest kennels of 
the dog industry. · 

Besides canned and "pro" food, manu­
facturers produce dry food, which started 
out second in popularity to the canned va­
riety, but pulled out in front by the mid-
1970s, generating far more dollar volume-. 
Innovation didn't stop there, however. An 
expanding pet population - a puppy boom 
between 1964 and 1974 increased the num­
ber of dogs in America by 50%-and the 
considerable profits afforded by ridicu­
lously cheap raw materials, . drew human­
food manufacturers iilto pet-food lines. Ad­
men, who decided that dog food should 
seem ''veu-'...~lbsELt9__hwna~ fQM, ''_jntro­
duced~the semi-moist "burger" fo¢s. 
hamburger look-alikes without the gamy 
odors of canned varieties. Mighty Dog 
commercials entreated consumers to 
"smell the pure beef aroma." 

Is this enticing.? Sort of. Hired to train 
the canine actors that starred in one of the 
first dog-burger commercials, the authors 
tell how the script called for the mutts to 
choose the new semi-moist product over 
ordinary hamburger~ The Loebs were able 

· to get gratifying results (and . stay within 
the limits of advertising regulations) by 
cooling both samples in the fridge. The 
cold inhibited the hamburger's aroma; but 
not that of the look-alikes. Presto! Magico, 
the dogs followed their noses right along 
with the script. 

The Loebs have an impressive resume 
that certainly qualifies them as stand-ins 
for the dog who would tell all if it could. 
Wh;J.t's more impressiye is that they've 
thought through and researched mankind's 
well-intended but often unwitting inhuman­
ity to the dog. They present their case to 
the average dog owner.with the sheerest of 
simplicity. Don't feed Chihuahua puppies 
six times a day. If the pups eat enough to 
meet the requirements of a ravenous hu­
man with low blood sugar, they never be­
con1e housebroken. 

And realize that your dog's begging 
stare during your own dinnertime is the 
act of an aggressor. If you give in.well, 
when's the last time you ate off its 
plate? · 

Mr. Coston is deputy foreign editor of 
the Journal. 
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6ureKh ladies' Home Journal 

"He cost three hundred dollars-and for fifty dollars we coulda got a 
cocker spaniel with papers!" 

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * 
THE HOUNDS'BUGLE 

The Hound s 1 B<Jgle is publi shed 6 times a year; June, August, October , 
December, February and April. The editor reserves the right to edit or 
refuse any material submitted for publication. Articles herein are 
the opinions of the authors and don't necessarily reflect the views 
of the editor or of the club . Permission to reprint written portions 
is granted only (A) to other Irish Wolfhound clubs and (B) if credit is 
gi ven. Art i cles and/ or comm ents are wel come and solicited. 



Max Stress is 
top dog for top dogs. 
Top breeders say so. 

~A 
"I fed my Brittany, Sheba 

only Max Stress all during 
her pregnancy. And she 
came out looking superb. 
The stamina Sheba has is 
unbelievable. And she 
worked up until 2 days 
before she whelped. 
Thanks again for such a 
'great' food. 
Donna Lee Hannily, 
Twin Cedars Little Sheba. 
Auburn, Washington. 

Make no bones about it. Max 
Stress performs. 

It matches a dog's energy re­
quirements for extended physical 
activites. 

It maximizes performance in all 
kinds of stressful situtations-from 
breeding to shows. 

It promotes a more lustrous 
coat; soft, healthy skin; firmer, 
stools plus a general improvement 
in overall health. 

It's also a very effective diet for 
pregnancy, lactation and breeding 
requirements, or other special 
health maintenance needs. 

And as you can see from what 
Ms. Hannily ha~ to say, you don't 
simply have to take our word for 
it. 

Now if only the dogs them­
selves could talk, imagine how 
complimentary they'd be! 

Remember it's Chicken, Wheat 
& Meat, that's Max Stress! 

At your nearest pet or feed 
store wherever Nutro Products 
are sold! 

445 Wilson Way 
City of Industry, CA 91744 

Telephone(818)968--0532 
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