
I
’ll be honest about the origin of this column
topic: Late last year, my husband and I got a
puppy (a rambunctious puggle), and since
then, we have spent more time at the nearest
PetSmart than I care to admit. From food to

squeaky toys to grooming services to training
classes, it’s our 1-stop shop when we have a
puppy-related need. We have even found our-
selves calling the store and asking for employee
recommendations to help curb some of our
puppy’s less desirable habits.

In addition to carrying roughly 12,900 prod-
ucts for dogs, cats, birds, fish and other small
pets, PetSmart provides adoption, pet training,
grooming, boarding and hospital services.
Having these products and services at one loca-
tion is part of the company’s operating philoso-
phy and it is also what makes the company suc-
cessful and popular among pet owners. 

Attracting Lifetime Customers
PetSmart’s philosophy is to offer total lifetime

care to its customers (a.k.a “pet parents”). “We
want to have everything under one roof for our
customers,” explained Brent Avila, a corporate �
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Offering
Everything
Customers 
Need
At PetSmart, business has gone to the dogs (as well as other pets) and
that’s a good thing. PetSmart is a 1-stop shop for all the products and 
services pet owners need. The company’s goal is to offer customers 
lifetime care for their pets (and gain lifetime customers in the process).

Meghan Boyer

The first two PetSmart stores

opened in Phoenix, Ariz., in 1987. Now

there are  900 retail outlets in the

United States and Canada. According

to Brent Avila, a corporate communica-

tions specialist for PetSmart, the com-

pany hopes to have 1,400 stores in the

future with an increased number of

boarding and veterinary services avail-

able. Here are more PetSmart facts: 

•Average store size: 20,000 sq.ft.

•Employees: 30-40 full- and part-

time associates per location

•Number of employees: More than 

32,000 in the United States and 

Canada

•Number of products at each location: 

12,900

•Annual revenue: $3.8 billion in fiscal 

2005

•Average number of leashed pets 

visiting stores each week: 90,000

Learn More About

PetSmart

There are approximately 12,900 products at each
PetSmart location. Training and grooming services are
also available at all locations.

Top: PetSmart’s philosophy is to offer total lifetime care to its customers and their pets. Bottom: PetSmart offers a range of services to
customers, including training classes for pets. (Photos: PetSmart)
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With more than 4,000 acres in production and 

3,000 enthusiastic employees, today's Hines 

is stronger than ever. Count on us for the 

attentive service, attractive margins and 

consistent shipping efficiencies you need to 

grow your profits. 

www.hineshort.com

Bringing the Best of the
     World’s Gardens to You
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communications specialist for PetSmart. “That
includes the services and the products and every-
thing that they’ll need.” 

Of course, the philosophy encompasses more
than just stocking stores with the right items and

supplying the right services. “We want people to
understand how much we love pets. That’s the
biggest thing. We understand the bond that peo-
ple have with their pets and we really want to cater
to that and make their bond with their pets as

strong as possible,” said Avila. Part of showing con-
sumers how much PetSmart loves pets is by
addressing overpopulation through the company’s
charity, PetSmart Charities, Inc. (see sidebar, left ). 

Of course, PetSmart didn’t start out as the
go-to store for pet needs. “When we first opened,
[the store was] really just a pet warehouse. There
were boxes and crates and just products in this
huge warehouse-style building. Then we realized
there’s a little more to it than just having prod-
ucts on the floor. We evolved and started offer-
ing the pet services like training and grooming,”
said Avila. Now the company has approximately
900 locations throughout the United States and
Canada. All PetSmart stores have grooming and
training services; boarding and veterinary ser-
vices are available at select locations.

Training Employees
With so many products and services available

at each location, it is imperative that PetSmart
employees are trained to best serve customers.
According to Avila, PetSmart employees go
through specific training to be experts in their
positions, whether they work in the grooming
salon or on the sales floor. For instance, all
PetSmart pet trainers complete an accreditation
process that includes canine behavior, learning
theory, problem solving and more.
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Greenhouses

GardenPort.com

Display Shelving

Shade Structure

.com
by Global Shelters

Poly Film Greenhouse
Merchandising Center

Garden Center and
Event Canopies
You've covered all 
the bases, now cover 
your event. A Garden Party 
Canopy will provide that added 
confidence, that no matter what 
the conditions, your event will 
be an extraordinary success!

You asked, we listened. Now 
you can have the solid GardenPORT frame that 
you have come to know and trust for reliability 
and quality, combined with the economy of a 
poly film cover.  This is the winning combination 
you have asked for, great looks, portability, solid 
construction with the affordability of poly film.

888-970-6411 800-569-1804

Write in 804

Taking Action
PetSmart’s philosophy of wanting the best

for pets is backed by the company’s actions:

To help address pet overpopulation,

PetSmart has never sold dogs or cats. (The

company sells smaller pets, such as guinea

pigs, gerbils, hamsters, mice, fish, birds and

reptiles.) Any dogs or cats that consumers

may see offered in PetSmart locations are

available for adoption.

The company works with more than 3,300

local animal welfare partners to find homes

for shelter pets through PetSmart’s in-store

adoption centers. Since the program’s incep-

tion in 1992, more than 2.7 million pets have been saved.

PetSmart also formed PetSmart Charities, Inc., a nonprofit organization created to save the

lives of homeless pets, raise awareness of companion animal welfare issues and promote healthy

relationships between people and pets. For more information, visit www.petsmartcharities.org.

PetSmart works with more than 3,300 local animal welfare
partners to find homes for shelter pets.
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Most importantly, all employees are trained to
help work with customers and determine what they
are really shopping for when they may not be fully
aware themselves. “For example, if someone comes
in looking for a choke chain, we try to recognize
that maybe this person needs some training classes

because the dog is pulling or out of control. So
a lot of times people will come in for one

thing and our associates will help guide
them in the direction that they’re really
looking for,” explained Avila.

Creating Lifetime Customers
For PetSmart, a benefit of offering total

lifetime care to customers is gaining lifetime,
loyal customers. “We find that our customers
are very loyal,” said Avila. “Our customers
tend to care more about the products that
they give their pets and more about the care

that they give their pets. If we’re able to have
everything for them that they will need, every-
thing from training to vet services to grooming
to pet hotels, they will become loyal customers
and keep coming back.” 

As an added benefit of earning lifetime
customers, the company has found many
addit ional  pet  owners  s tart  shopping at
PetSmart thanks to strong word-of-mouth
advertising, according to Avila. 

Avila says both the products and services
bring customers into PetSmart stores. “When
our customers come into the store or they hear
about it, there isn’t really that differentiation
between the product side of the business and
the service side of the business. It’s PetSmart
and they have everything,” he explained. 

What Can You Do?
It is unlikely your store can carry every garden-

related product and service like PetSmart does with
pet supplies, but that is all right. Consider what
PetSmart is doing: The company works to be indis-
pensable to its customers. For PetSmart, that means
carrying a wide range of products and supplying a
lot of services in addition to making sure employees
are well versed in everything the company offers. 

Now what you need to do is figure out what
becoming indispensable to customers means
for your business. 

Meghan Boyer is associate editor of Lawn & Garden
Retailer. She can be reached at mboyer@sgcmail.com or
(847) 391-1013.
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Unique Aerated Bird Feeder Brings
New Solutions to an Old Problem

• “A-Vent” allows airflow to drain moisture and

dry bird seed.

• Agitator moves seed to reduce “packing”

and mold growth.

Audubon™ Birds 
with Real Bird Calls!

• Beanbag birds are perfect 

   replicas of the original species.

• Authentic sounds are provided 

by the Cornell Lab of Ornithology.

Paint & Play for Children!
• Time flies when children paint and play!

• Includes four birds, six paint colors and two brushes.

Sales are in the Bag! 
• Unique nylon tote bags

can be custom printed

with your store name.

• Perfectly sized for

garden tools.

Step it Up! 
• Superior durability, elegant

designs and popular sayings.

• For indoor or outdoor use.

Innovation to grow
your business!

For our complete catalog or to place an order, 

call 800.800.9678.  

Greetings from
thegarden

Greetings from
thegarden

Write in 827

LearnMore!
For more information related to this article, 
go to www.lgrmag.com/lm.cfm/lg040710

What About Bobo?
PetSmart stays in the public eye through

radio, television and print ads. One of the

company’s recent television ads features

a dachshund and his favorite toy,

known as “Bobo.” “It’s been

widely popular,” said Brent

Avila, a corporate communica-

tions specialist for Pet-Smart,

“more popular than anybody

ever expected.”

Thanks to the commer-

cial, sales of the Bobo toy

have increased 400 percent.

“It started with having one

Bobo, and since it’s been so

popular, we now carry seasonal

varieties,” explained Avila.

Consumers can purchase

witch Bobos at Halloween

and Santa Bobos at

Christmas, all thanks to

one clever commercial.
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