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ANIMAL WELFARE IN TOURISM SERVICES

FOREWORD

Today, animals are an important attraction in tourism. They play many different roles in tourism, such as
entertainers in animal shows and activity providers on safaris. Animals have also become symbols of many
destinations. Tourists mentally connect reindeer to Lapland, whales to Iceland and kangaroos to Australia.
Today, destinations without any kind of animal encounters are the exception rather than the rule.

The values of tourists influence their purchase decisions. Most tourists require companies to provide
animal-based tourism services in a responsible manner that promotes the well-being of the animals. Tou-
rists are also very conscious of the potential negative effects of tourism to animals and can pay attention to
shortcomings, actively sharing their positive and negative experiences online.

In addition to individual tourists, large international travel agents have also called attention to animal
welfare. Some of them have already changed their policy and terminated cooperation with questionable
service providers. Neglecting animal welfare is a huge risk for companies.

We have compiled into this guide information about the current situation of animal-based tourism
in Lapland and good practices for supporting the well-being of the three key animals used for tourism in
Lapland: sled dog, reindeer and horse. The guide has been produced as a part of the “Animal Welfare in Tou-
rism Services" -project (2016-2018). The project was funded by the Lapland Centre for Economic Develop-
ment, Transport and the Environment/European Agricultural Fund for Rural Development, and carried out
by the Multidimensional Tourism Institute (Lapland UAS and University of Lapland) along with the School of
Industry and Natural Resources of Lapland UAS. The materials produced are freely available on the project
website at www.matkailuelaimet.fi.

The law specifies the minimum requirements for the consideration of animal welfare. Companies who
provide animal-based tourism services and the staff of such companies are familiar with them, and so they
are not discussed in this guide. Instead, we have compiled a comprehensive package of good practices. They
are examples and practical tips from which each entrepreneur can pick the ones that best apply to them.
We do not take a stand on how everyone should operate because there are many different ways to promote
well-being.

We have compiled the good practices from many different sources. They are all based on the collabo-
ration with numerous Finnish and international experts consulted in the project. We have had the pleasure
of getting to discuss animal welfare with a diverse group of professionals, including tourism entrepreneurs
from Finland and abroad, staff of activity services companies, veterinarians, international researchers, rep-
resentatives of associations, tourists, representatives of regional tourism marketing companies and interna-
tional travel agents.

Our collaboration with experts produced too much information to fit into one guide, requiring us to make

some cuts. For each animal, we focus on the areas considered the most significant by our partners. The



guide also includes tips for excellent existing materials focused on the well-being of horses, in particular.

The voices of our partners are also heard in the guest columns and comments from entrepreneurs. The
guest columns were produced by our partners and can be found throughout the guide in Finnish and English.
The columns delve deeper into a few topics connected to well-being. The comments are quotations from
various animal tourism entrepreneurs and travel agents. They have been condensed and edited for standard
language in order to ensure the writer's anonymity and to improve readability.

Most of the guide has been produced by our project team, each expert writing about their specialty.
Maria Hakkarainen and Minni Haanpaé have contributed to the guide’s contents by commenting. The biggest
thanks for the finished guide, however, go to the companies that have shared their knowledge and expe-
rience. Finally, we want to extend special thanks to the members of our project steering group, who actively
contributed to planning and producing the project materials — Péivi Hiukka (Polar Lights Tours Qy), Pasi
Ikonen (CAPE Lapland Ltd, Hetta Huskies), control veterinarians Raisa Kiimamaa (Fell Lapland) and Maa-
rit Salmi (Rovaniemi region), Miia Merkku (Arctic Reindeer Ltd), Jussi Soppela (Lapland UAS), Anna-Kaisa
Teurajarvi (Lapland Centre for Economic Development, Transport and the Environment), Jarno Valkonen

(University of Lapland) and Joonas Vola (University of Lapland/Arctic Centre).

Rovaniemi, 1 August 2018

Eija Raasakka, Project Manager and Jaana Ojuva, Communications Specialist

Multidimensional Tourism Institute (University of Lapland and Lapland UAS)
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ANIMAL WELFARE IN TOURISM SERVICES

ANIMAL-BASED TOURISM
IN LAPLAND

José-Carlos Garcia-Rosell, University of Lapland/Multidimensional Tourism Institute

Mikko Aijala, University of Lapland/Multidimensional Tourism Institute
2.1 Animal-based tourism in figures

Lapland's tourism operators are very aware of the great significance of animals as a part of the tour-
ism service selection. However, information about animal-based tourism services has been sparse and
lacking in many ways. This is why we conducted an extensive study of background information and
the current situation. For example, we determined the number and location of animal-based tourism
companies, the number of animals and economic impact of animal-based tourism in Lapland. The in-
formation is based on the situation in 2016.

There is a total of 158 animal-based tourism companies in Lapland. Of these companies, 42 are

sled dog kennels, 34 are reindeer farms and 11 are horse stables providing tourism services.

1 58 animal-based tourism firms

Number Of com- Wildlife tourism
panies providing

animal-based

tourism services

in Lapland (pcs). Equestrian farm

Multiple animal-based services

Husky farm

Reindeer farm

Farm holiday

Petting zoo / zoo

Animal-based tourism companies are distributed fairly evenly across Lapland. A third (34%) are situated
in Fell Lapland (Levi, Yllas, Muonio and Enontekit). One-quarter (25%) are situated in Northern Lapland
(Inari, Saariselkd and Utsjoki) and nearly as many (22%) are situated in Southern Lapland (Rovaniemi,
Ranua, Tornionlaakso and Sea Lapland). Slightly under one-fifth (19%) are situated in Eastern Lapland
(Pyha-Luosto, Sodankyla, Salla and Kemijarvi).

25%

_____ Northern Lapland

19%

— = — Eastern Lapland

Regional distribution of companies
providing animal-based tourism 34%
services in Lapland. Fell Lapland — - <{_ &

22%

Southern Lapland — —



Lapland has a total of 1,022 tourism companies, which produce a combined annual turnover of MEUR
630. Some 15% (158 pcs) of all tourism companies are companies, which provide animal-based tourism
services and their total annual turnover is MEUR 15.1.

Approximately 5,400 domesticated and semi-domesticated animals and a countless number of
wild animals participate in the production of animal-based tourism services. By numbers, sled dogs are
the largest animal group, followed by reindeer, captive (wild) animals and horses. Calculated per head,
the most productive animals from an economical point of view are reindeer; the annual turnover per
reindeer was in excess of EUR 5,000. The annual turnover per horse was slightly under EUR 5,000, and

the turnover per sled dog was approximately EUR 2,400.

Number of sled dogs, reindeer and horses and
turnover per animal.

Huskies Reindeer Horses

Total number 4000 € Total number 650 € Total number 150 €
Turnover/animal 2400 € Turnover/animal 5400 € Turnover/animal 4900 €
Total turnover 9 600 000 € Total turnover 3500000 € Total turnover 730000 €

Two-thirds of the animal-based tourism companies operating in Lapland are micro-businesses that
mainly provide full-time work for one or two people including the owner. There are many part-time

workers in animal-based tourism companies, regardless of the size of the company.

Amount of staff working in animal-based tourism services,
including the entrepreneur.

g’ Over 20 pers.

:§ 11to 20
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g P B Scasonal
-— 5 5t010 pers. workers
- o

G c
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£ 5 1lto2 )

g = 02 pers 62
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ANIMAL WELFARE IN TOURISM SERVICES

2.2 Tourists’ views on animal-based tourism

An animal-based tourism entrepreneur needs to have enough background information about the consump-
tion behaviour of tourists coming to Lapland and their attitudes towards animals and animal-based tourism.

Tourists are interested in animals and animal welfare and they are more conscious of the issues around
animal-based tourism than before. Tour groups usually consist of members of the same family. Tourists
usually book a trip package through a travel agent and gather information about Lapland and the services
available before their journey especially through social media channels.

And what attracts international tourists to Lapland, in particular? Most tourists who come to Lapland are
attracted by various natural phenomena. One of the most important of these attractions are animal-based
activity services, such as sled dog and reindeer safaris.

of the tourists consider animal-based
Animals are an important 680 0 activities as an important reason to

reason for tourists to visit visit Lapland.
Lapland.

Lancscapes

Naturalphenomena (e.g. northern lights) I
Animal-based activities 5%

Outdoor/sport activities %

Wi animals

Very Important M Important I Neutral [ Less Importanta Il Not Important ~ Don't know

The values of tourists affect their purchase decisions. Most tourists (83%) see deeper values in animals and
are concerned about the treatment of animals in modern society. They also note whether, for example, the

products and services they purchase are produced locally and in a way that does not harm the environment.

Tourists make l 71% 57% 50%

value-driven purchase

| v 7 prefer products show concern about prefer
decisions. o J and services from the origins of good environmentally
local companies. they consume. friendly products.

Tourists are interested in the treatment of animals working in tourism. They consider animal welfare and
appropriate treatment of animals as important. It is noteworthy that only one-fifth of tourists would always

allow animals to be viewed and photographed.

Tourists’ views on animals and their position in the travel industry.

| have affection for individual animals (e.g. pets) 21% 12%
| find beauty and meaning in animals 28% 12%
I'am concerned about the rights and treatment of animal in today's society
| am interested in scientific information about animals 30% 29% 13%

Strongly agree M Agree [ Neither agree nor disagree Ml Disagree [ Strongly disagree
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Tourists also want more information about animal welfare from the staff of local tourism companies and
their various marketing channels. This should be taken into account in the marketing communications of

companies and regions.

Tourists want Tourists want information about animal welfare from...

information about ...staff of local tourism companies.

animal welfare from ...marketing channels of local tourism companies.
local tourism ..local tourist information offices.

operators. ..labels and certifications.

Animal-based tourism is acceptable as long as animal welfare is taken into account.
“Animals (e.g. huskies, reindeer) make travel experience more unforgettable, but | agree that they

should be treated well (e.g. enough rest).”
‘I do not like to participate in activity that requires animals to overwork.”

“No cruelty should be allowed. Tourists should understand what impact is made on animals when

they are used in tourism."

Animal-based tourism is unacceptable.

“No matter what kind of activity, animals should not be used for any kind of benefit.”

“The use of huskies is deplorable. They are thin, tired and don't have a place for recovery.

I have Galgos that have been rescued from maltreatment.”

“Personally, I don't like activities such as reindeer and husky sledding. Animals are supposed

to have freedom and their own living environment.”

There is not enough communication about animal-based tourism.
“I hope that animal-based activities can give tourists more time to know about animals' life,
food and training activities. | think that these are very interesting and can make us to know

better animals and their daily life.”

‘I would like to see mare of correct feeding and right treatment of animals through videos,

photos etc. to ensure it is ok.”

“Often we are probably unaware of the true welfare of animals we see. But we need to

be aware of and educated about animals. Therefore it is necessary, but needs control.”

13
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Guest Column
Why should you think about responsibility towards animals?

Sveinn Hélmar Gudmundsson, Quality and Environmental Manager, Elding Whale Watching, Iceland

Elding is a Reykjavik, Iceland based company which was founded in year 2000 and since the beginning re-
sponsible whale watching has been one the main priorities of the company. Since then a lot has changed as
in two decades whale watching has turned from small-scale seasonal tours to year-round products whale
watching being now one of the top three tourist activities in Iceland.

What is it worth putting a lot of effort and resources to promote responsible whale watching on our
tours? Making optimal use of the natural resources and high quality services that our tours are built
around requires us to respect nature and give as much back as we possibly can. For example by using the
certificates such as EarthCheck and Blue Flag we can prove to the customers that we are looking after
responsibility in our tours and therefore our rate is a little bit higher. The whales bring us the revenue and

we want the situation to be like that also after ten, twenty and many more years.

Guest Column
Is it worth putting so much effort on animal welfare in a truly challenging business environment?

Meike Witt, Sales and Product Manager and Guide, Exploring Iceland, Iceland

Exploring Iceland is an Icelandic tour operator which was founded in December 2015. It offers versatile pro-
grams from family holidays to specialized activities like hiking or harseback riding. Its operation is grounded
on values such as high quality tours, authentic experience through teaming up with our local partners, gen-
uine experiences by travelling in the traditional ways with hand horses and loose herds, very good horses
and experienced professional guides and tours that are fair trade and animal friendly.

We do not expect fast growth and high profits, at least to start with our target group as it will be small
and limited. We still believe it is a more stable and rewarding market group and certainly growing. Money
isn’t everything: If you are planning on working in this industry for several years, you want to be proud
of what you are selling and you want to be able to be honest about what you are selling. However, our
emphasis on high quality, fair trade and animal welfare comes at a price as our tours are up to 20% more
expensive than comparable tours from our competitors. This brings a big challenge for marketing more

expensive tours for the benefit of animal welfare.



2.3 Tourism operators’ views on animal-based tourism
Tourists' divergent perceptions of animals

The providers of animal-bases tourism services do not always consider enough their highly diverse
customers and their needs. In some cases, the service provider is also clearly uninterested in doing
so. However, considering the needs of diverse customers groups is beneficial as it helps to build better
customer relationships.

In general, tourism operators feel that customers' behaviour towards animals is largely explained
by the differences between nationalities. Entrepreneurs, in particular, feel this way. They usually con-
trast Europeans and Asians — especially Chinese tourists. The language barrier sometimes causes
problems with how to behave with animals if customers do not understand the instructions of the staff.

However, the differences between nationalities do not explain everything. Sometimes, the differ-
ences are explained by whether the tourists live in an urban or rural setting. Their previous experiences
with animals — or a lack thereof — also affect their attitudes and behaviour. For example, fear towards
animals is lessened when tourists can be in contact with the animals. Customers' views and attitudes
can also be intentionally guided in a certain direction by openly and clearly telling reasons for certain

practices related to animals
Animals and service quality

For a successful service package, the key factors are the attitude and expertise of the entrepreneur and
guides. The staff have a great responsibility to serve as experts of animal welfare and customer service.
A skilled staff can ensure, for example, service quality, animal welfare and safety.

The quality of animal-based tourism services can be ensured in many different ways. For example,
quality involves the safety of the services, adapting to circumstances and anticipating them. Factors
affecting the implementation of a service include the weather and actions of the tourists, among other
things. The rapid growth of tourism in Lapland is a more wide-scale change and therefore more difficult
to adapt to.

Companies expend a lot of resources in training the animals. The animals are made accustomed to
humans and other animals and educated how to behave during safaris. Furthermore, animals are given

the opportunity to keep their distance from tourists, when needed.

15
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It is vitally important that animal tourism servic-
es are safe for the animals and people. This is
ensured through exact driving instruction, for ex-
ample. Most safaris increase safety by using sev-
eral guides and a snow mobile on sled dog safaris.
Interaction between the animals and tourists can

also be restricted for safety reasons.

“Driving instruction is always provided before a sa-
fari, and it can be enhanced by integrating the most
important instructions into a story, which will make
the customers listen and focus more. The three im-
portant instructions are: Do not let go of the sled,
use the brake and always help the dogs, if needed
— for example when going uphill. At the end, ask the
customers to repeat these three instructions back

to you.” (Sled dog entrepreneur)

For travel agents, animal welfare is an important part of the service quality. However, they are not
experts of animal welfare, which is where the expertise of the local entrepreneurs comes in. Indeed,

entrepreneurs should actively and openly communicate what animal welfare means and how they pro-

mote it in their operations.




Guest Column
What does the law require from safe animal-based services?

Jaakko Leinonen, Senior Inspector, Tukes, Finland

Based on Section 5 of the Consumer Safety Act, operators must, by observing the care and skills required
by the circumstances, ensure that a consumer good or service does not involve any risk to the health or
property of any person. This means that the law requires a service to be designed and implemented such
that it causes no risk to the participants (customers) or those involved in its provision (staff and animals).
How, then, are animals linked to the safety of services? Animals must not, through their behaviour,
cause risk to customers, or customers to the animals. Animals must be provided with sufficient food, water
and rest. Animals must also be permitted to conduct species-typical behaviour as much as possible during

the service. All in all, ensuring safety is a multifaceted entity when animals are involved in services.

Guest Column
Quality starts from horses and their welfare

Meike Witt, Sales and Product Manager and Guide, Exploring Iceland, Iceland

We purpaosely do not offer many departures in a row. We want the horses and the human team to get some
breaks in between tours. We want them to be well rested and we want them to look forward to welcoming
our guests. Interacting with the team is essential on our tours, our clients want to get to know the locals,
hear their story. We pay our partners 70-100% more per guest but in return ask them to follow our Animal
Welfare policy which has strict requirements regarding the number of horses used, the age of riding horses,
breaks, feeding and medical care and others. They are contract bound and failure to follow this code of

conduct may be grounds for terminating our contract.

17
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Communicating about animal welfare

Animals are an important image factor for tourism in Lapland. Any neglect connected to animal treat-
ment has a negative effect on the tourism image of whole Lapland. Tourists are more aware of the
issues connected to animal treatment and actively participate in social media discussion on the subject,

giving a lot of feedback based on their experiences.

“Due to the increased transparency and information brought by the Internet, tourists are more interested

in animal welfare that before.” (Representative of a travel agent)

Guest Column
Buying a responsible holiday - that is just the beginning
Vicki Brown, Travel Writer and Editor, Responsible Travel, UK

Consumer education is so vital when it comes to tourism, more so than in most other areas. It's not just
about your purchasing choices, it's how you act. Probably the most effective way for us to communicate
responsibility are Responsible Travel's holiday reviews, which are trusted because they can only be sub-
mitted by customers who have actually been on the holidays. We ask questions like “Did you feel that your
holiday benefited local people, reduced environmental impacts or supported conservation?” This makes
customers think about the responsible tourism angle of their holidays, and also acts as a red flag to us if
they report anything negative. If necessary, we will follow up with the tour operators to find out more about

the issues. Our customers are our auditors!

18



Companies providing animal-based tourism services communicate about animal welfare to their cus-
tomers when the customers are physically present on the company premises. Things and situations
that they consider indicating welfare include clean and neat surroundings, service encounters and
transparency of operations. Furthermore, some companies share information about the animals and
their lives in other communication channels in social media, in particular.

However, also travel agents feel that communication about animal welfare is insufficient as plan-
ning and co-operation is lacking. Effective communications require cooperation between companies,
and the role of animal-based tourism associations is seen as vital. Associations can make companies’
voices heard in regional development work at a whole different level than a single entrepreneur. Fur-
thermore, selecting the most appropriate communication channels also plays an important role. Elec-

tronic communication channels and social media, in particular, are cost-efficient when used properly.

Associations that promote animal tourism

In Finland, the associations working to develop animal-based tourism include Suomen Vaellus-
tallien liitto ry (SuoVa) for horses, Porotilamatkailu ry for reindeer and Lapin Koiravaljakkoy-
rittjien yhdistys ry for sled dogs. They bring together actors in their field and help to develop
animal tourism from the viewpoints of both animal welfare and business operations.

SuoVa was established by trail riding entrepreneurs, and its purpose is to increase cooper-
ation between trail riding stables. SuoVa also promotes the interests of trail riding and horse
tourism companies and helps its members with development and marketing. For example,
SuoVa has created the Priimatalli (“premium stable") system as a quality development tool for
its members. More information is available at www.vaellustallit.fi

The objectives of Paorotilamatkailu ry are to support the tourism operations of reindeer
farms and reindeer owners, strengthen the cooperation between its members and create net-
works with other partners. The association provides tourism companies with training and tools
for quality work, safety planning and business development. Examples of their activities include
annual tagging events for reindeer used for tourism and a guidebook (Porotilamatkailuyrittajan
kultajyvat, “Pearls of wisdom for reindeer farm tourism entrepreneurs”) created with partners.
There is more information available at www.porotilamatkailu. fi

Lapin Koiravaljakkoyrittajien yhdistys ry strives to promote the interests of Lapland's sled
dog entrepreneurs, increase cooperation between the entrepreneurs and raise the profile of the
dog sledding tourism on a national and international level. In particular, the association sup-
ports information distribution about the best practices connected to sled dog welfare, service

quality and responsible operations.
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Highlighting values in communications

One opportunity for improving communications is to use the idea of storification. Stories help to communi-
cate about actions that match the company's values in an open and genuine way. Important values include
respecting animals as individuals and traditions linked to animals. The stories produced must not be “tacked
on" the activities — untruthful communications always turn against the company.

When the services offered by the company are presented in a way that involves a plot and experiences,
we reach the core of storification. Stories can be built around staff members, animals, services or customer
experiences. A story must be unique and rise emotions. The storytelling can include talk, text, images and
video, for example. Choosing the best suited channels for the telling — whatever feels the most natural for

the company —is important.

Example: Elding Whale Watching in Iceland has a long-standing commitment to producing responsi-
ble tourism services. Elding's story (website, Facebook and Twitter) speaks of a family company working
full-heartedly for welfare of the whales. For example, the story includes marine biologists, who are not re-
ferred to as guides but as “naturalists”, which better highlights their professional expertise in marine biology.
The website contains photos of whales that have become familiar faces over the years and have been given

names. In the Whale Diary, tourists can read about the events of each whale-watching tour.

Guest Column

Should a company have a social media presence?

Joonas Rokka, Associate Professor of Marketing, Director of the Lifestyle Research Centre at
EMLYON Business School, France

We live in a time of transparency. It is difficult for a single company to control its messages because things
spread and mutate very quickly in social media. As such, a presence in social media is not in the company'’s
own hands —in a way, everyone is already there. However, a company can define for itself the way in which
it wants to be present in social media. It can take a passive, defensive stance and try to minimise the risks.
Transparency and openness are a more challenging approach. The most effective way to be in social me-
dia is to be creative, spontaneous and encouraging, which engages all of the employees in the company's
social media activities.

Transparency and openness are an important part of responsibility. A company should consider what
responsibility means in its own activities and what are the key facts and forums where that responsibility
is communicated. A company should actively “listen” to what is being said about it in social media and, if
necessary, react by correcting factual errors in what is being said. Negative comments should not be de-
leted but answered honestly. Each employee of the company plays a major role in the construction of the

company's responsibility and related communications.



Future of a quality system for animal welfare in Lapland

Different kinds of quality systems are often seen as a positive thing. They standardize the company's op-
erations and appear to the customer as guarantees for value or quality. Quality systems require a lot of
resources, which is why companies need to work together and have the support of, for example, an industry
association behind them. It is important to the customer that the quality system is well-known, but achieving

this may be extremely difficult

“l consider it as important because it is the only way to create any kind of standard for small enterprises. | con-
sider it as important even if customers may not do so. The only problem is that if there are very many different
certifications, they will not read them or recognise the logos. Because of this, there is no sense in having a

wall full of certificates if the customers do not understand a thing about them.” (Representative of a regional

marketing company)
N ”
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Integrating a global-level quality system focused on animal welfare with animal-based tourism in Lapland
could be difficult because there is a great deal of variation between the needs of different animal species and
forms of tourism. A quality system for a smaller geographical area that takes local conditions into account
would be more practical.

If it is decided to start building a quality system suited to the conditions in Lapland, the work should
include experienced animal-based tourism operators, representatives of associations and at least veteri-
narians in terms of authorities. The system should regularly consider feedback from tourists and be as has-
sle-free as possible for entrepreneurs, requiring limited resources. An outside party should be responsible

for its maintenance. Electronic channels could be utilised in its practical implementation.
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Guest Column
Following standards and codes

Sveinn Hélmar Gudmundsson, Quality and Environmental Manager, Elding Whale Watching, Iceland

We base our work on the EarthCheck and Blue Flag's standards along with IceWhale's codes of conduct for
responsible whale watching as well as following our own stricter guidelines. There is proof that following
these guidelines has mitigated the negative effects of whale watching on whales. We take part in interna-
tional cooperation on the future of whale watching, e.g. IWC and Planet Whale. To advance our knowledge
we participate and support marine biologists research on wildlife in our area. It is essential that all our staff
from vessel captains to office staff is committed to promoting sustainability and our environmental policy.

We support scientific research on cetaceans by offering a platform for the researchers on board our
boats. It is also important for us that our customers have something to take with them after they have par-
ticipated in our trips. We want to educate our guests and therefore all our guides are naturalists who have
more advanced knowledge on whales. We also want to educate our guests about the whaling in Iceland
and encourage them to support our case further by avoiding whale meat which is not a part of traditional

Icelandic cuisine.

Guest Column
Need for an ambitious Code of Conduct for harse riding business

Meike Witt, Sales and Product Manager and Guide, Exploring Iceland, Iceland

In Iceland we would need an ambitious Code of Conduct for horse riding business that companies feel
obliged to sign up to. In terms of regulations we would need to raise minimum requirements of horse man-
agement. We would need more monitoring on management of animals from independent agencies. In that
way the monitoring would be more comprehensive and credible. To reach all these objectives we would
need a clear leadership and strategy in tackling animal welfare in Icelandic tourism. After all that we
should have a transparent way for customers to choose and evaluate companies in terms of how they are
performing in animal welfare matters be it in the form of certifications or other kind of reward systems. On
the contrary, greenwashing in forms of empty policies and certificates would be very harmful for animal

welfare in tourism business.



2.4 Audits by international travel agents

Audits are an important tool for travel agents for obtaining information about the quality of the ani-
mal-based tourism services they sell. (For more information about the various quality monitoring sys-
tems used in the travel industry, see the report “Quality monitoring practices in animal-based tourism”
Salmela & Aijala, 2017). International travel agents perform audits in order to ensure that the activities
of their partner companies meet the travel agent’s own principles.

The principles used by many travel agents are based on the Global Welfare Guidance for Animals
in Tourism guidelines created by ABTA (Association of British Travel Agents). ABTA has also created
more detailed manuals for specific forms of animal-based tourism. In addition to the general guidelines,
the manuals ‘Working Animals' and ‘Unacceptable and Discouraged Practices’ are applicable to the
examination of animal-based tourism in Lapland. The publications are available to ABTA members and
their partner companies.

The ABTA guidelines on animal welfare are global. As such, audits performed or commissioned by
travel agents apply the same guidelines regardless of the animal species or local conditions. This set-
ting has strengths and weaknesses, which was manifested in the first animal welfare audits conducted
in Lapland in winter 2017-2018.

One definite strength is that, with audits, more attention is paid to animal welfare in the travel
industry. However, it is a weakness that audits, based on global criteria, do not consider the special
characteristics of different animal species and the local conditions. Many audits were originally created
for assessing the well-being of wild animals, such as elephants and dolphins, and so the assessments
emphasise their needs. Animals such as elephants and sled dogs have completely different needs, so
promoting their well-being requires completely different measures.

Audits cause major challenges for animal-based tourism companies in Lapland. For example, with
sled dogs it is not unambiguous whether it is better for the dog's overall well-being to keep it on a chain
or in a kennel. In audits, however, chaining animals can be seen as something negative. The reindeer
is also a problematic species in terms of audits because it is not truly a wild animal. There is still little
international knowledge and expertise about reindeer well-being. Indeed, the current criteria used in
audits lack special criteria better suited to determining the well-being of the animals used for tourism
in Lapland.

The first audits conducted in Lapland are an indication that animal welfare is becoming an im-
portant factor for companies and consumers. In the future, the number of audits will likely increase.
The first experiences give an opportunity to develop audits to better correspond with the needs of the
animals used for tourism and the companies operating in Lapland. Despite their shortcomings, animal

welfare audits have a place in the travel industry.
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Guest Column
Demanding customers — a new phenomenon

Jaakko Leinonen, Senior Inspector, Tukes, Finland

A new phenomenon that is taking root in services is safety requirements presented by customers that may
exceed the requirements of the national legislation. For example, customers may request to see the "hour
logs” of the animals before using the service. They want to ensure for themselves that the animal has had
enough rest before starting the services and thus can enjoy the service with a clear conscience. Elevated
safety requirements demonstrate that customers are increasingly interested in how services are produced,
and they may have extensive advanced knowledge about the service. Not only the entrepreneur and legis-
lation, but also customers are becoming increasingly engaged in the development of services. In the future,

this customer viewpoint should be listened carefully.
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ANIMAL WELFARE

Karoliina Majuri, Lapland UAS
3.1 Defining welfare

Animal welfare refers to its own experience of its mental and physical well-being. According to the
Companion and Hobby Animal Welfare Council, animals — as feeling creatures - have rights, and hu-
mans have complementary obligations towards them. This means that people have the obligation to

treat animals in a way that supports their well-being.

Right to
species-typical
behaviour and living
Animals have aright to well-being and treatment environment
that supports the realisation of said well-being.

(Figure: The Finnish Centre for Animal Welfare 2018)

Right to good Right to good
treatment and health and
positive feelings functional
and experiences capacity

Well-being is a multifaceted subject. The health and production and living conditions of an individual
animal are important factors of well-being, but they alone do not tell everything relevant. Often, animal

behaviour is a more viable and sensitive indicator of well-being.
Species-typical behaviour

Species-typical behaviour refers to the natural behaviour of various animal species. It is inborn and
regulated by hormones. Behaviour can be divided into maintenance functions, social behavioural needs,
special characteristics of young individuals and behaviour connected to reproduction and caring for
young.

Important behavioural needs include social activity, sleep and rest cycles, feeding, movement, body
maintenance, heat regulation, reproduction, nurture between parent and young, play behaviour and
investigative behaviour.

Animals have a strong need to conduct species-typical behaviour. If an animal is unable to satisfy

this need, its well-being is endangered, which may manifest as behaviour disorders. The inability to con-



duct species-typical behaviour always reduces an animal's well-being even if the behaviour disorders
are not clearly visible abnormal behaviour, such as stereotypical movements, phlegmatic behaviour or
restlessness.

Species-typical behaviour is extremely important in terms of animal welfare. It is a natural need
to act in a certain way, not just a need that the animal satisfies through its actions, such as feeding.
Conducting natural behaviour makes an animal feel good because it causes the brain to start secreting
pleasure chemicals.

In order to enable species-typical behaviour, it is important to know the typical behaviour of the
animal species in question. These behavioural needs are taken into account in all animal care and in the
conditions to which the animal is exposed while in the care of humans. The needs must be taken into
account in the actual location where the animal is kept and during its work on safaris, for example.

Sometimes, it is impossible for an animal to behave in a species-typical way while in the care of
humans. Some natural behaviours may also be detrimental to the animal, such as aggressive behaviour
between animals. While in the care of humans, an animal does not need to find food for itself, so it is left
with a lot of free time, which can be compensated for by stimulating activities and play, for example.
The species-typical behavioural needs of all animals used for tourism include the opportunity to move

freely and maintain social relationships.

3.2 Individual treatment of animals

In order for an animal used for tourism to be well,
its needs must be considered at an individual
level. The animal’s characteristics and its behav-
iours, preferences and social relationships affect-
ed by previous experiences all influence the han-
dling, care and use of an animal used for tourism.

The experience of an individual animal of its
own well-being is personal because it is always
influenced by its genotype and environment.
In individual care, it is vitally important to know
the species-typical behaviour and the operat-
ing modes and needs typical of the species. The
keeper must also know each animal individually
in order to ensure well-being. Animals have major
individual differences in, for example, the ability
to withstand stress, sociability, motivation and

physical activities.
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3.3 Good practices of welfare of animals used for tourism

Animals used for tourism must be physically, mentally and socially well in order to enjoy comprehen-
sive well-being. Species-typicality and individuality must be taken into account under all circumstances
and in all activities that affect the animal’s physical, mental and social well-being.

Areas that influence the well-being of animals used for tourism can be depicted using the following
diagram. From time to time, animal keepers should assess the effects of the different areas on well-be-

ing in their work because sometimes work can “blind” you.

Factors in the well-being of animals used for tourism

WELFARE OF
ANIMALS USED
FOR TOURISM

* Mental
* Physical
+ Social




The following chapters of the manual include good practices that support the well-being of the most
typical animals used for tourism in Lapland - sled dogs, reindeer and horses. The practices have been
compiled from the views of the experts interviewed for the project as well as previously published

materials.

Veterinarian's greetings to ensure the well-being of
animals used for tourism

The Animal Welfare Act is a minimum requirement.

The animal must be guaranteed a daily opportunity to withdraw into a stress-free

environment to calm down.

Animal health should be monitored at least twice a day and deviations should be

handled swiftly, consulting the on-call veterinarian as needed.
A dry and clean place to rest is vitally important to animals.

Animals must look healthy and act like healthy animals — animals that are not suited to

tourism must be transferred out of such tasks and placed elsewhere.
Better care should be taken of the hydration and recovery of animals used for physical labour.

When an animal is under the care of humans, it is at their mercy.
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The Alaskan husky is a mixture of many breeds.
It is not a registered dog breed, so it has no official
size or appearance description

« Siberian huskies have thick coats, and because
its’ appearance, for many people it is ‘the only
real’ sledge dog.

SLEDGE DOG WELFARE

Karoliina Majuri, Lapland UAS
Sanna Koljonen, Lapland UAS

4.1 Species typical behaviour

The dog is well when it can carry out species-typical behaviour. The strength of the behavioural need
varies between different breeds. Dog welfare is improved when the dog can move freely and use its
sense of smell. Mental-physical activation is important to dogs.

Semi-feral dogs spend their time acquiring nourishment, resting and tending to the social relation-
ships within the pack. Behaviour related to the acquisition of food and eating is a significant need for

any dog. It entails searching for food, hunting and tearing food to pieces.

Sled dog breeds: Several breeds are well-suited to acting as sled dogs. Siberian huskies and Alaskan

huskies are the breeds most commonly used as sled dogs in the tourism industry in Lapland.



Pixabay

4.2 The physical well-being

The dog's well-being and state of health should be evaluated on a daily basis. The assessment should
always be done carefully in order to detect the smallest of changes. Changes in dogs' appetite, water
consumption, urine and faeces and also their behaviour are often the first signs of health issues.

A good health inspection routine is to palpate the dogs thoroughly and bend their joints when taking
off their harness after mushing. When the dogs are routinely inspected when they are healthy, it be-
comes easier to spot a dog that is unwell. Two minutes per dog is all it takes.

It is a good idea to give the dogs a more thorough physical examination once a week. A dog's phys-

ical well-being is estimated by a visual inspection as well as by palpating the dog.
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OBSERVE How? Healthy dog Dog that is unwell
E.g. Limps -> sign of pain
Head is tilted -> sign of ear
Moving Visual observation Moves symmetrically infection, dental issue, injury
to the cervical spine or head
Muscles are symmetrical
: Joints are bendy Deviations, especially in
Body Palpating Dog does not shun away females' nipple tissue.
from being touched
.. . . Note that behaviour is breed,
Activity Observing behaviour Interested individual and age-specific
Eating Healthy appetite Difficulties swallowing

Lack of appetite

State of nourishment

Body condition score and palpating

Body condition score 4-5
(on a 9-step scale)

Over and underweight are
both negative issues

Coat

Visual inspection

Clean and shiny

Worn out

Nails

Chipping
cracked, overlong, broken.

Pads and areas in
between toes

Palpating

Skin ulcers and signs of
extensive licking

Feeling: armpits, hollows of the

Lymph nodes are not

Swelling may be a sign of

Lymph nodes knees, groin, throat identifiable illness

Elastic Acute eczema (hotspot),
. ! When the scruff of the neck cuts, scars, redness, external

Skin Observation is pinched, it flattens in 1-2 parasites, symptoms caused
seconds by snot

Body temperature Measured from the rectum 38-39°C

Measured from the inner surface of
Pulse the thigh by pressing the femoral 60-160 beats per minute

artery against the thighbone

Mucous membranes

Observation, pressing

Mucous membranes of the eyes
are inspec-ted by pulling down the
lower eyelid

Pink colour returns in 3
seconds

Light, clear or bluish

Eyes, nostrils, ears

Observation

Discharge, secretion, ulcers,
itching, does not breathe with
both nostrils

Mouth Observation Odour, slobber, dental issues
Pronounced breathing from
the stomach or the sides can

. . be a sign of pain
10-30 times per minute, ; )
Breathing Measurement, palpating both the stomach and the rib Coughing, wheezing, other

cage move

abnormal sounds
Accelerated breathing can be
a sign of dehydration

Genitalia and external
urinary organs, anus

Observation

Discharge, swelling (also
signs of heat), signs of
diarrhoea or urinary issues
(hair stuck together)
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Training

Dogs need exercise throughout the year. It is easier for them to reach working condition in the autumn when
their physical condition has been maintained also during the summer. The actual training is started in good
time before the tourism season begins so that the dogs are able to work. A four-wheeler is a safe training
tool thanks to its good operability, speed indicator, breaks and lights. Training is started little by little with
short distances (starting at 400 m) and plenty of breaks. More intensive training of dogs is usually started
only after the outdoor temperature has dropped below +10°C.

Dogs in the same team should have a similar working condition so that they are able to keep up their
work enthusiasm. In order to keep up their motivation, dogs should not be regularly asked to exceed their
capability. The training is intensified while keeping an eye on when the dogs finish training looking strong.
The condition of the foot pads of dogs training on gravel and hard surfaces should be observed particularly

carefully. It is a good idea to keep a journal of the training.
Muscle maintenance and recovery from exertion

Even if the dog is willing to work, its workload and endurance must always be assessed individually. Muscle
soreness and contraction can be seen in the way the dogs move in the team and when running free. Muscle
health is promoted by ensuring the dogs get enough rest and recovery time. Good dog houses, proper clo-
thing and insulated containers to transport the dogs to safaris ensure a well-functioning and pain-free
muscle system. Massage, dietary supplements, bedding at the start point and proper timing of bringing the
dogs to the team also play a great role in muscle maintenance. The dogs warm up their muscles when they

get excited as the teams are collected. However, if the take-off is postponed, the dogs' muscles cool off.
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Temperature regulation

It is very important to recognise when a dog is too cold or hot. The normal body temperature of a dog is
38-39°C. The temperature is lower during the night than during the day as exercise and mental stress raise
the temperature. Temperature regulation is affected by the dog’s age, coat, colour, size, body condition score
and health.

Pups, older dogs and sick dogs are less tolerant of cold than healthy adult dogs. Ears and areas of body
with less hair, such as the belly, nipples and testicles, are particularly prone to frostbite.

The early symptoms of hyperthermia, or overheating, include panting. When viewing a dog from behind
during mushing, the dog's head is raised as it opens its mouth wide open to cool off. It is vital that every
musher is able to recognise this tiny movement. At this point, there is still time to cool the dog off. Other

symptoms include excessive salivating, fast heart rate, bright red gums, stumbling and vomiting.

Issues related to health

Dogs are dewormed 2-3 times a year. The deworming schedule should be carefully planned, as it can impact
the dogs' performance in the following weeks.

If possible, racing activities should be scheduled towards the end of the tourism season, so that possible
infectious diseases, such as kennel cough, do not ruin the entire season. It is a good idea to plan the dogs'

vaccination programme together with a vet.

Fights between the dogs

Careful planning can help avoid fights between dogs. The handlers know the dogs, observe their behaviour
and supervise them when they participate in teamwork, are running free, eating and engaging in other activ-
ities. Dogs with amiable personalities are selected for breeding and dogs that are not used in breeding are
sterilised.

The dogs are taught at an early age that fighting is not tolerated. Providing stimuli, especially during hol-
idays, also helps keep the peace. Dogs with personalities that suit each other are housed together in pens.
Dogs that prefer to spend time alone are tethered. When moving inside the kennel area with dogs, ensure

that there is no opportunity for them to get into a fight with tethered dogs.



Stopping a fight

Fights should be stopped immediately before the situation gets out of hand. Attempt to avert the dogs' at-
tention by sounding a loud noise or throwing water on the dogs fighting. The safest place to grab a hold of a
dog is by its hind legs or waist; this reduces the risk of being bit. However, people intervening in a dog fight

should always primarily tend to their own safety.
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4.3 Mental well-being

"Boredom is the biggest issue with dogs housed in stationary kennels. The same routes, same people, same

places, over and over again.” (Sled dog entrepreneur)

Satisfying species typical behavioural needs and providing enough stimuli are the foundation of mental
well-being. There are numerous signs of weakened mental well-being. The dog may become passive: it
sleeps all the time, has a delayed response to stimuli and poor posture. The dog may also become overactive:
it starts to bark too much and whine. Stereotypical obsessive compulsive symptoms include running from

one end of the pen or chain to the other or running around in circles while tethered, prancing from one foot

to another or chasing their tail.
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Motivation

The motivation to work is an extremely important factor in mental well-being as well as the quality of work.
Motivation must be maintained on a dog-specific level, as some sled dogs are more easily motivated than
others are. The choice of breed may also affect the motivation to provide different types of event services.
Sled dogs that are suited to their work love their job, in other words, pulling the sled and running, but their
working motivation must be kept up. Once motivation is lost, it may be difficult to rediscover it.

Varying the routes keeps up motivation: making route changes, changing directions, varying runs etc.
Also changing positions in the team keeps up the dogs' motivation. For example, to balance off the responsi-
bility placed on the leading dogs, it is good to allow them to work in other positions as well. Excessive work
load, stress and fatigue bring down motivation. It is, therefore, important to ensure that the teams are as
balanced as is possible, so that dogs in weaker condition do not have to exert themselves too much and dogs
in better condition do not lose their motivation as they have to slow down.

Also breaking brings down the dogs' motivation. For this reason, suitable clients should be selected for
the dog teams, for example, elderly clients are paired together with calmer dog teams. Selecting routes that
are suitable for each client group, considering the route’s degree of difficulty and placing slower dog teams

last ensures that the dogs are able to keep up their working mativation.

Social relationships

A dog is a pack animal and needs social relation-
ships with humans as well as with other dogs in
order to enjoy a good quality of life. The group
size within a pen must be carefully considered.
In Norway, the recommendation is no more than
four dogs in the same pen. Professional handlers
who know that they must spend time regularly
observing the dogs, preferably undetected, for
example by videotaping the dogs or by observing
them through a window.

Signs that a dog is suffering from social stress
include withdrawing from the company of other
dogs, for example, to the far end of the pen, low
position, ears laid back, suspended tail and licking

corners of the mouth.



Stress
Sled dogs experience stress in kennels for several
reasons. The most common causes of stress for
sled dogs in kennels is the ever-changing flow of
employees, tourists, constant hubbub and going off
the work, which excites the dogs as they are eager
to work. The ability to tolerate stress is dog-specif-
ic; some dogs are braver and more social by nature.
Good approaches to reducing the dogs' stress is to
have full days off for the dogs, to place dogs that are
more likely to react to stress in a quieter location at
the kennel, as far away as is possible from the start-
ing point and to ask the tourists to behave as calmly
as possible around the dogs. It is also important to
organise the start to be as effortless and easy as

possible for both the dogs and the employees so

that it causes as little excitement and stress as pos-
sible. Good, steady and calm employees are also

important as dogs are very sensitive to observing

humans' mood and then adopting the same mood.

VWhen selecting teams, the relationships between
the dogs as well as the best position for each dog are
considered. Dogs are able to fully focus on the task
at hand, when they do not have to worry about their
partner.
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4.4 Stimulation

According to a Norwegian food safety scientific
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committee, dogs should be allowed at least ten R i . - ]
hours of free exercise per week. Various kinds of J agll e~y ‘““‘“"'“‘ii‘ii ,
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memos, journals and calendars make it easier for
animal handlers to keep track of what is happen-
ing and what has happened and when. Separate
times of stimulating each group of dogs can be
set in a stimulation calendar. Such notes also act
as documentation of what is being done to look
after the dogs' well-being.

Providing this kind of stimulation activates

the brain and the muscles and prevents undesira-

ble behaviour, such as constant sleeping, running

around in circles, excessive licking, chasing the  Providing stimulation for the pups and socialising
them go hand in hand. Spending time with the adult
dogs stimulates them and also deepens the bond
motivation and deterioration of muscle power. between the animals and their handler.

tail, depression and withdrawal, lowered working

Ways of providing stimulation

A boring run can be made more interesting by adding hills and holes and bringing in rocks or tree trunks.
A varied terrain activates both dogs’ muscles and their mind and promotes their well-being. The run can
also be partitioned into several sections used together or separately.

During the summer season, dog teams can pull carts with wheels or kick bikes. The dogs can also
be harnessed to a running belt and taken for a hike and a pack of pups can be taken for a walk in the
forest. The dogs’ minds can also be activated by visiting different environments. Agility, obedience train-
ing, rescue and animal assistant services also activate the dogs. There is no activity that would not be
suitable for sled dogs. The toys are easily broken, so playtime should always be supervised or directed
by a human. Dogs can also be given wooden sticks or branches to chew.

Spreading dry food or giving bones in the pen to stimulate the dogs may cause fights to break out
between pen-mates. Some dogs like to hide bones, and when these turn up, for example, in the run, they
may cause surprising disputes. As bones are slowly digested, it is not a good idea to give them to the

dogs too often during the tourism season.



In a run that has extensive and varying terrain, a dog
can behave like a dog: run around, dig, explore, sniff
around and play.
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A pasture is a more durable choice than traditional
lawn for a run that is covered with grass. The run is
also beneficial for the dogs during the tourism sea-
son, as running free promotes their recovery.

et

A swimming pond or paddling pool can be construct-
ed for the dogs or a lawn sprinkler be placed in the
run to help the dogs cool off during the summer heat.

The company of other dogs also provides important
stimulation. This can be made even more interesting
by occasionally changing pen-mates and having
groups of dogs of varying ages spend time together.

Summer programme services and other time spent with  Some dogs like to play with different kinds of toys.

the dogs is important summer season stimulation.
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4.5 Housing

When establishing a kennel, particular attention should be paid to keeping the ground dry and construc-
ting subsurface draining, when necessary. The individual characters of dogs should be considered when
placing them. If dogs are not comfortable, their location has to be changed; some dogs get stressed if
they are placed too close to the starting point, others react to being tethered. Dogs who love humans
prefer to stay close to the clients.

It is good to pair dogs together in
pens whenever possible. Dogs
that are penned or tethered alone

should be placed so that they can
see other dogs.



Dog house

A good dog house promotes recovery from work
and training, provides protection from the weat-
her and gives the dogs privacy. All dogs must be
provided with a clean, dry place to lie down.

Different mixtures of breeds, such as Alas-
kan huskies, do not endure cold as well as purely
arctic breeds. Thus, their dog houses must be in-
sulated to ensure their well-being. Dog handlers
must have enough time and skills to recognise a
dog that is cold. If the dog gets cold it is a sign
that their well-being has not been invested in at
an early enough a stage.

The dog house must have bedding throug-
hout the year. A thick enough a layer (10-15 cm)
of bedding ensures that the surface remains dry,

even if the bottom of the bedding freezes.
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Separate entrance room adds to the warmth Screws can be used to lift the roof to remove
of the dog house. humidity from the dog house.
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Wood chips and hemp fibre (in the picture) are con-
sidered better options than hay and straw, which can
cause respiratory issues. A high-enough threshold
helps keep the bedding inside the dog house. The
bedding must be changed sufficiently often.

Many dogs enjoy spending time on the flat
roofs of their dog houses.
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Kennel structures

All kennel structures must be safe for the dogs. For example, the oxidation of the welding should be
monitored to spot potentially hazardous spikes. The suitability of structures and their effect on welfare
must be assessed individually; for example, a plank floor may give some dogs sore muscles.

Itis important that also the shiest dogs receive enough human attention and company in the kennel.
Pen-mates must always be selected so that they are comfortable with each other and all dogs are able
to relax. It is important that pen-mates do not shy away from each other or submit to one another.

According to Mush with Pride (3 ed.) dogs spend more time maving around in a kennel that is rec-

tangular than in a square-shaped kennel.

The dog pens line the kennel area so that the dogs Dense enough netting for the pens prevents fights between

can be allowed to run free inside. dogs in neighbouring pens and calms the dogs by providing
visual shelter. 5x5 cm netting is durable and strong enough
and the dogs are not able to stretch it as they would if the net-
ting was larger.

Boarded separating walls offer additional peace and also protection from the sun and snow.



Dogs are not able to dig their way out as the netting or, for example,
plywood is dug approximately 50 cm into the ground.

The base of the kennel penetrates water and is easy to clean as the base material is gravel
(on the left) and the surface material is a denser substance with smaller grains.

Bolt cloth prevents the kennel sand from sinking into Boarding the base of the kennel promotes hygiene

the clay ground and stops water from rising from the and prevents the dogs from eating the gravel. A dig-

clay into the kennel. ging hole left in the boarding provides an activity for
the dogs and they are also able to cool off in it during
the summer.
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Protection can also be provided with covers. Even a partial cover provides shelter from rain, creates
a shadow and protects from the heat of the summer sun. Covers can also be used to stop dogs who
like to climb from escaping the kennel.

The kennel doors are also functional during the winter, if the threshold is high enough.
Attention should be paid to measures to prevent the dogs from escaping.
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Twisting of the chain must be prevented. Daily
maintenance routines include checking the
mobility of the chains and shovelling snow away
from the chain poles.

Tethering

According to the legislation a dog under the age of one year may not be tethered. For dogs that are older
than one, however, tethering may be useful: they can learn how to untangle themselves in the gangline.
Metal or choke collars are not allowed to be used for dogs that are tethered.

In order to satisfy a tethered dog's need for space, the running wire must be at least 10 metres long
and the dog must have at least 2 metres of latitude on each side. When the chain is attached to a pole,
the chain has to be at least 3.6 metres long. This meets the dog's need for space of 40 square metres.

If the tethered dogs can reach each other, it is vital to ensure that the chains do not get tangled.

The height of the pole can be used to stop Dogs that are tethered also often enjoy
the chain from spreading faecal matter. spending time on the roof of their dog house.
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4.6 Feeding

The dogs' feeding varies according to their energy consumption. This is determined by their age, breed, size,
gender, activity level, time of year and weather conditions, amount and type of work they engage in, gestation
and lactation. Feeding planning can be intensified with the help of a calculation application.

Working dogs must not be over or underweight; they should have a low fat percentage and a muscular
build. A dog's body condition score is evaluated by palpating the dog. The ribs, backbone and hipbones should
be palpable. Looking from the side, the stomach line pulls up, and looking from above, the waist starting after
the ribs grows narrow. The dog's muscle tone should be evaluated regularly, at least every 2-3 days.

Dogs that are too skinny have no energy for working to the full and they get cold easily. Dogs that are
overweight cannot cope with working and suffer from heat. Maintaining an ideal body condition score all year
round allows the training season in the autumn to be launched to the full effect as no time has to be spent on

rehabilitating the dogs.
Consistency of nutrition
The dogs' basic diet consists of snacks, baited water and dry food.

Feeding technique

The main rule is to hydrate the dogs approximately two hours before working and to feed them only after
they have finished their work. Dogs are often fed in the evening, when they have finished their work and
are able to rest without feeling hungry.

When the dogs are always fed in the same order, the stress caused by expectation is reduced. This

way, the dogs know they will get their food as soon as it is their turn and there is no need to fuss about it



when the first dogs receive their share. Feeding the dogs roughly at the same time every day reinforces

their routine and makes life easier for both the humans and dogs. Feeding changes are made gradually.

(.

The bowls are placed so that every dog gets to eat their own share. The bowls are located behind the dog
houses or inside them, so that pen-mates do not see each other.

The bowls are never placed to the edge of the pen, Attachment solution to a feeding opening
where a pen neighbour may disturb the dog being fed
up to the point that the dog is too scared to eat at all.

Feeding openings
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Problems in feeding and preventing them

In order to prevent feeding problems, it is important that the feeders are aware of not just the feed type
and amount but also the dog's individual preferences, habits, needs and any deviations in eating.

In order to prevent problems related to feeding, the aim is to pair the right pen-mates together. It is
also important to prevent feeding problems caused by clients. Clients must be informed that especially
during the mushing season, when the dogs work a lot, they have to be fed very precisely. The dogs may

also be allergic to a certain ingredient, fall ill or get an upset stomach.
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When pups are taught proper feeding manners from a young age, they learn to eat briskly and to appreciate
their food. For example: the pups are first fed from a large, shared bowl. After this, a couple of pups are fed
from the same bowl, then two and eventually every pup gets their own bowl.
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4.7 Hydrating

Hydration is a particularly important aspect of a sled dog's nourishment, particularly when the dog is
working. As the dogs engage in physically arduous work, it is important that they are not fed before
working. This helps prevent conditions such as stomach twists and the dogs are able to perform better
as they do not have to run with a full stomach.

Dehydration among dogs is caused them refusing to drink and eat when they are tired or stressed.
Dogs suffering from diarrhoea, or even just stress, may end up dehydrated, even if they have constant

access to water.

Recognising the symptoms of dehydration

If you pinch the scruff of the neck of a hydrated dog, the skin should flatten back to its original position
in 1-2 seconds. The pinching test may be more reliable when conducted on the dog's shoulder blade.
When pressing the gums of a hydrated dog, the white colour that first appears should immediately
turn back to normal. The colour of the dog's urine and their habit of eating snow should be monitored.

Accelerated breathing may be a sign of dehydration.

4.8 Breeding

Guest column
Breeding of sled dogs

Riitta Kempe, Research Scientist and Musher, Natural Resources Institute, Finland

Breeding can only be used to improve genetic characteristics. If the characteristic is not genetic, it cannot be
improved by breeding. Therefore, sled drivers must have some understanding or experience of the genetic
desirable characteristics of sled dogs as well as undesirable characteristics to be eliminated. What the
‘best” sled dog is like depends on its tasks and environment. For several generations, sled dogs have been
selected for two different directions: dogs that run long distances and dogs that sprint, which has caused
them to be genetically different types of sled dogs.

The key characteristics to be improved in sled dogs include speed and endurance, size, structure and
its durability, efficiency of step and trot, coat thickness, heat and cold endurance, toughness of nature and
work motivation, behaviour towards other dogs and people, appetite, ability to utilise feed and health. A sled
dog that is capable of a long work or race career, healthy, good-natured (social, brave, confident, relatively

tough) and easy to handle with excellent results in performance-related characteristics is a good choice for
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breeding. In practice, only tried and tested lead dogs are used for breeding, because their significance for
the team's performance is 70-80% and they have almost three times more offspring that run as lead dogs
than other sled dogs do (Conn 1991).

Dogs that have demonstrated their abilities at top levels in the intended competition or work task are
the most likely to embody the characteristics necessary for success in the said task or competition. The im-
provement of work motivation aims at a dog that always pulls evenly without letting the lines grow loose.
The dog must not stop or try to take breaks at its own initiative or have any displacement activities that
disrupt work. A balanced structure helps prevent stress injuries and makes movements more economical.
If a sled dog does not move cleanly, it will get tired more quickly than the others. Incorrect movements
show best at trot. Often, structural characteristics have high heritability, so a dog with a poor structure
should not be used for breeding. On the other hand, small structural issues are easy to eliminate through
complementary mating. The idea of complementary mating is to find a breeding partner that is clearly
better in terms of the characteristic in question.

A dog has good endurance if it can run well throughout the work day or race. Safari dogs used for
breeding should be able to run journeys of approximately 200 km. In competition results, a large number of
wins indicates a nature suited to sled races, and a large percentage of placements reflects steadiness and
reliability in competitions. The lack of results is also important and often eliminates a dog from breeding.
In addition to the dog's own results, the results of its parents and siblings should also be considered. They
should also be above average, preferably with results from the top level. Dogs with inheritable diseases or
any undesirable characteristic at all should not be used for breeding. Sled dogs sometimes have diseas-
es that should be eliminated, such as epilepsy, autoimmune diseases, thyroid or kidney diseases and eye
diseases, such as progressive retinal atrophy (PRA). Carriers of PRA and Alaskan husky encephalopathy
(AHE) can be found through genetic testing. Laryngeal paralysis, also known as “wheezers”, runs in the
families of some blue-eyed dogs, which is why it is not recommended to breed two blue-eyed dogs. In re-
cent years, the back diseases spondylosis and lumbosacral transitional vertebra (LTV) have grown more
common in several breeds, so medical imaging of bone structure is recommended to ensure the health of
breeding dogs. Other undesirable characteristics that disqualify from breeding include aggression towards
other dogs or people, timidity or the tendency to overheat, because the problem is often caused by a genet-

ic predisposition.



Tips for choosing breeding animals

- Set clear breeding goals.

+ Do not let emotions control your breeding decisions.

+ Know the characteristics to be bred.

- Select dogs from kennels with a long history of success.

- Select dogs that have run at the top level of the competition you want to win (or similar competitions).
« Select a lead dog to produce lead dogs.

- Select tested dogs rather than untested siblings or relatives.

« Select dogs with many successful full siblings or close relatives.

+ A breeding dog whose offspring have performed extremely well is a safe choice.
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