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PETCO Improves Location Selection
950-store (and growing) PETCO Animal Supplies relies on statistics and data — not intuition — to select
new sites.
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“We consider this a great success,” says Hanna.
“We also wanted to ensure that all proposed locations
“During the due diligence phase, we were able to get a
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“We have successfully avoided the downside risk
associated with several locations, which more than pays
for our investment in the ESRI solution.”
Shawn Hanna, director of financial analysis, PETCO

equivalent metrics at those companies. Utilizing these
numbers, we set an internal target for the performance of
our models and have exceeded those targets,” he says.
While the company is private and therefore hesitant to
share specific metrics, Hanna says PETCO can demonstrate that its real estate risk has been reduced. “We have
successfully avoided the downside risk associated with
several locations, which more than pays for our investment in the ESRI solution,” he says. And, he adds that
more opportunity is on the horizon.
“We currently use the product in conjunction with

some of our company databases,” says Hanna. “To be
fair, there are many levels of implementation possible
with the ESRI solution, and I feel strongly that their
server product and some of their Web-based solutions
would be a great benefit to PETCO. I would like us to
have a broader implementation, but for now we utilize
the desktop solution across a number of analysts,”
he says.
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