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Safe Harbor
PETSMARTY

This presentation contains forward-looking statements, including statements relating to future
revenue growth and goals and future business opportunities that involve substantial risks and
uncertainties. Such risks and uncertainties include, but are not limited to, general economic
conditions and our ability to manage our operations and growth. Actual results and developments
may therefore differ materially from those described in this presentation. For more information
about PetSmart, Inc., and risks arising when investing in PetSmart, Inc., you are directed to the
company's Form 10-K, and subsequent Forms 10-Q filed with the Securities and Exchange

Commission.



ETSMART Welcome

Phil Francis: Chairman and CEO






PETSMART

Leading pet specialty retailer

Pet services leader

Productive national store
network

Industry-leading selection
and value

Superior brand differentiation

Financial flexibility

Overview

~$4.7 billion sales estimate
for 2007

Annual services revenue growth
of more than 20 percent

A compelling format and more
than 1,000 stores by end of 2007

Competitive, every day
low price strategy

Industry-leading customer
connections

Strong balance sheet and solid

generator of cash



PETSMART Market Growth Projections Remain Strong

Services is growing even faster than

Pet continues to grow faster than retail the total pet market
US market growth by type (%) CAGR Industry growth by segment CAGR
120% Total pet 150%+
market 6%
140%
_ Services 7%
110(y Retail 4% 130%_
(e
04
GDP 2 20 Merchandise 5%
110%-
0
90% |
0
90% | | | 80% | | | |
2006 2007E 2008F 2009F 2005 2006 2007E 2008F 2009F

Source: PETM Internal Documents; Packaged Facts 2006
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US households withpets
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Note: Total pet spend projected using aggregate pet market growth of 6%
Source: APPMA, Bureau of Economic Analysis; Mintel; EuroMonitor; BusinessWeek

Households and Spending
Continue to Increase

Total pet spend per household
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Total Pet Supply

87%

13%

B PetSmart H Other

Pet Services

B PetSmart B Other

Source: Nielsen Homescan Data; Pet Products & Services; APPMA 2007-2008 National Pet Owners Survey; Internal Sales data;

Note: Pet supply market excludes equine and veterinary.

Ample Opportunity to Gain Share

11%
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Chip Molloy: Senior Vice President & CFO
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Pﬁ MART A Record of Results

2000 2006

Sales $2.2B

Stores 533 — 908

Sales per sq. ft. $163
Gross margins 23.3%  — 30.9%

Services revenue $92M $376M

EPS $(0.33)  m— $1.33
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(In Billions)
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Continued Solid Top Line Growth
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PETSMART

2000+
1800-
1600+
1400+
1200+

New Stores

1000+
800-
600

Meaningful New Store Growth

1,800

N

Up from
previous
estimate
of 1,400

1,008

908
826
726
643
[ ' ' '

400

2002 2003 2004 2005 2006 2007E Total
Est.

Net New

23 60 83 100 82 100
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PETSMART

(Dollars in thousands)

2000-2006

Capital Expenditures
Net Inventory Investment

Pre-opening Costs

$

820
250
90

$ 1,160

New Stores

Investment Requirements New Store Model

(Dollars in thousands)

Year
1 2 3 4 5
Total Sales $3,000 3,600 4,000 4,400 4,800
Comp % 20 11 10 9
EBITDA Margin% 11 14 16 18
EBITDA ROI% 33 47 61 75

14




_— Pet Services Growth
ETSMART
$700 -
800 7 $541
#00 $451
’%\ $400 - $376
E _ e/ $299
= $300 $241
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Est Est Est
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P‘\?:MAR'IT Shareholder Returns

ET

$350 - - 200%

$300 -
$250 - o

5 $200 |
= - 100%

£ $150
$100 - [

$50 -

$0 - - 0%

2003 2004 2005 2006 2007 YTD"
B Dividends B Share Repurchases  =—¢=Shareholder Return as a % of Net Income

*As of October 8, 2007
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Pﬁ?:MAR'IT Long-Range Goals

Total Sales Growth Greater than 10%

EPS 15 to 20 percent growth annually

Store Growth Approximately 100 net new per year

Services Growth 20 percent growth annually

17



ETSMARY

Strategic Overview

Bob Moran: President and COO

18



ETSMARY

45%1
40% -
35%-+
30%-
25%-+
20%
15%+

10% o 6%
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U.S. Household Pet Ownership

45%

38%

14%

6%

Reptile Small
Pet

Bird Fish Cat Dog

19
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PETSMART

‘\/a

Superior customer experience
Broad national store network
Flexible, customer-friendly formats

Industry-leading assortment and
Innovation

Superior value proposition

Opportunity to forge unparalleled
connections with our customers

C
.q
Pe

Delight the Customer

21
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Operating Excellence

Efficiency

Cost management

Strong processes and standards
Flexibility and reliability

A strong, dependable workforce

22
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PETSMART

Grow core grooming and training
businesses

Provide quality and consistency
Develop the PetsHotel concept

Capitalize on our unique
product/service model

Grow Services

23
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Pﬁ MART Current Focus

Deepen Customer Differentiate our Brand

Relationships

Consistent Execution of the Basics



ﬁfmmu Retail and Services Strategies

David Lenhardt:
Senior Vice President, Store Operations and Services

25



Store Operations

Differentiate our Brand

»Grow PetsHotel boarding
and day camp concept

Provide industry-leading
grooming and training in
every store

eFacilitate the adoption of
homeless pets

Deepen Customer
Relationships
=Create a consistent
customer experience

eBuild on our customer-
focused culture

Consistent Execution of the Basics
Create a scalable and efficient model
eDevelop our leadership and teams
Provide tools to drive operational efficiency and consistency



Operating Excellence

"

Delight
the

Customer

Customer Experience

Operating Excellence
Key Enabler

Grow

Services

/

27



Pﬁ?:MAR'[ Labor Management System

Store Customer experience Company

—~ Automated & optimized —~ Reduced labor expense

scheduling

—~. Improved customer
service

—~* Enhanced accountability ; —, Better in-stock levels
—~ Greater store ownership —~ Faster checkout

—~ Improved associate
satisfaction

28



—® Provides strong product
presentation

—,® Improves productivity

—,@ Frees up hours to engage the
customer

Merchandise Movement

29



PETSMART Store Visit Guide

—/® Defines store standards and points for field review
—/® Creates focused approach to best leverage visits

—,o Facilitates coaching and
development of store
leadership teams

—,e Provides tools for
follow-up and
accountability

30



PETSMART

—~ @ Measures financial and

customer experience
performance

Compares stores and
districts with their regions
and across the network

Identifies best practices of
top-performing stores and
opportunities in under-
performing stores

Rolled out to District
Managers in 2007; to Store
Managers in 2008

Store Performance Scorecard

Delighting Customers

e Total Sales

Consumable in-stocks
*Non-consumable in-stocks
= Customer satisfaction

»Unleashed mystery shop
- Core store
- Salon

Operational Excellence

*Shrink

= Total payroll efficiency
*Supplies

eInternal audit score

e Turnover rate

Grow Services

=Grooming sales
= Training sales
Hotel sales
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PETSMART

~—\/® Education and development

®* Additional academies and
a stronger curriculum

®* Technical certification
—~ @ Operating Excellence

®* Salon mystery shops

®* Scheduling efficiency
—\/® Eagle 2

® Increased visibility

* Professional offering

Grow Services —
Meaningful Long-Term Potential

32



PETSMART PetsHotel

—,@ Innovative concept that creates
differentiation and drives traffic

—~,@ A growing, high-profit potential
segment

— @ Creates loyalty and increases our
share of wallet

—\® Significant future potential

33



PetsHotel —

PETSMART |
Creating New Demand

59% of PetsHotel customers had previously used a

boarding service, with more than 78% rating PetsHotel as

better than the competition, 97% as good or better

100%b -

4l PetsHotel was as

’ ood
80 - Never Used / g

Boarding Before

New demand is being
created with 41% of
customers having never
PetsHotel was used a boarding service

better

60 1

40 -

Used Boarding
Before

204

Use of Boarding Comparison to
Competitors

Source: PetsHotel Satisfaction Tracking Report Q1 2007, N=815 34



—~ @ Additional Services Offerings

“Pawsidential” Service

Belly Rub Bedtime Story Pillow Gifts

\‘ - [ R "
S '“\.F-;-m‘;____ RS
.J | T

o' ' : ]

" 4 ! i I
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_— PetsHotel Customers — A Valuable Segment

PETSMART

PetsHotel customers spend .. and allocate more of their spend on
three times more.. .. products
Average total sales, including services Average merchandise sales

0
_
()]
£
S
a
Q 0
= -
e BE
(g @]
o I
=
< o
All PetsHotel Average Average
customers Customers Merchandise Merchandise

spend per  spend per year
transaction

Source: Trackable 12 Month Active PetPerks Customers (June 2006 -- May 2007) 36



PetsHotel Evolution
PETSMART

Current format Future vision
Initial Enhanced o Efficient Demand-driven
Prototype Prototype Formats Room ROGNSPEOE
yp yp Utilization Allocation
Features <« 3 playrooms «5,000 square- e Double stacked < Modular design
(vs. 1) foot format rooms allowing various
* Reduced lobby e Innovative layouts, while

retaining key
hotel elements
(e.g., bone
booth)

size space planning

37



—~ /@ PetsHotel Model —
PETSMART Fully Loaded

Investment PetsHotel
Requirements Model

(Dollars in thousands) (Dollars in thousands) Year
1 2 3 4 5 10
q Total Sales $601 $793 $982 $1,110 $1,221 $1,542
Cap X 1,050
Comp Change% 32% 24% 13% 10% 2%
Pre-Opening 30

EBITDA Margin% -13% 8% 17% 23% 27% 30%
$ 1,080

EBITDA ROI% -8% 6% 17% 24% 31% 45%

38



— /@ PetsHotel —
A
PETSMART Drives Store Profitability

PetsHotel — Impact on Existing Store

Revenue Pros—tli)orrema P:,:,)/_Sgtrga Variance
Merchandise $5T/I $5.6M $0.2M
Grooming/Pet Training $0.3M $0.4M $0.1M
PetsHotel $1.2M

Total Revenue $5.7M $7.2M 27%

Revenue per sq. ft. $217 $275

Pre-Tax Income $472K $906K 92%

Pre-Tax Income per sq. ft. $18 $35

Pre-Tax Margin 8.4% 12.7% 432bp

Note: Assumes 5 year old hotel and 25,000 foot store. 39




ETSMART PetsHotel — Projected Build Out

105
additional
hotels

600

500+

4001

3001

200+

100+

Initial Last Year Current

40
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PETSMART PetsHotel Rollout Plan
Accelerating Growth

Number of PetsHotels

350 - Initial
292 projection

300 - /
240

22U 9 217
200 -

147

150 -

97
100 -

50 A

0 I I I
2007 2008 2009 2010

New PetsHotels 35 50 70 75

PetsHotels as % of

PetSmart Stores 10% 13% 18% 22%

41



Providing a Consistently Great
Customer Experience

42



ﬁfMAnr Building A Strong Team

Francesca Spinelli, PhD:
Senior Vice President, People

43



Pﬁ?:MAR'IT People

Deepen Customer

Relationships Differentiate our Brand
=Provide solution selling

< Deliver training that drives training

customer engagement and

consistency =Proprietary services

accreditations

Consistent Execution of the Basics
Build on our strength in hiring quality associates

e|ncrease retention

eDevelop our leadership and teams



Pﬁ?:MAR'[ A Uniquely Attractive Employer

® An emotional, pet-passionate
category

® Strong, positive culture

® Deep strategic awareness and
alignment

® High levels of associate pride

® Demonstrated commitment to
customers and the community

45



PETSMART Top Talent

PetSmart stores are staffed to support our growth

® Ample flow of quality, pet-passionate
applicants

® Strong tools, processes
- Clearly defined competencies
- Web-based screening

- Interviews conducted on the sales
floor

® Continuing to focus on retention

46



Creating Strong Leaders

Succession
Planning

Training and
experiential
development

-Business and operating
skills
-Leadership skills

Performance
management tools

that support
efficiency and
consistency

Predictive leadership assessment

47



Pﬁ?ﬂ ART Training

« Store operations
Store

Leadership * Leadership skills
and development

Product & - Category-specific knowledge

Services  Services academies
Knowledge

* New product training

Brand & * Orientation

Strategy » Associate communications

: A Curriculum for Consistency

Operational

Knowledge

Selling Skills

Customer

Engagement

* Pet safety certification

 Store and department
process certification

« Solution selling

* Cross selling

* Unleashed training
and refresher
courses

* Building customer
relationships

48



ﬁ?MAR'[ Creating Selection and Value

Ken Hall: Senior Vice President, Merchandising

49



Deepen Customer
Relationships

Value messaging

<Compelling and
differentiated
assortment

Proprietary brands

Consistent Execution of the Basics
eIn stocks
*Price optimizations
eSupplier collaboration

Merchandising

Differentiate Our Brand

50



Pﬁ?:MAR'[ Pet Food Recall

* 12% of pet parents changed they way they feed their pet

®* 6.0% shifted brands
* 2.4% stopped feeding wet food
* 2.2% switched to home cooked food

* Majority of PetSmart primary shoppers said we did a good job
handling the recall — higher scores than any competitor’'s primary
shopper graded them

* PetSmart and vendor partners are focused on regaining lost
customers and sales through incentives and programs

®* Heightened awareness and focus on improving controls and
assuring product quality

E

®* About one-third of the recalled SKUs have

You love them like family.

returned to the shelves with the rest anticipated AV mp= R S
back by spring 2008 : »

o [R—— . PETEMART

Example: PetSmart Vendor Coupon
*Source: Omnibus Surveys w/o 5/7/07 (1031 pet owners) and 8/7/07 (1642 pet owners) 51



PEF?MAR'[ Merchandising Strengths

Assortment
e Industry-leading e Every day low prices e Strong in-stocks
selection and variety o
« Within 3-5 percent * Robust
- Large, differentiated of the cheapest replenishment and
assortment discounter store processes
- Channel-specific * Price optimization
brands work
 Category
management

1 1

Consistently Meeting Customers’ Basic Needs

52



Pﬁ?:MAR'[ Key Initiatives

VIEICHENGISE Price and Value Strong Processes
Assortment

e Compelling, highly e Strong value e Efficient operations
relevant assortment perception and a consistent
customer experience
» Assortment * Pricing optimization _ _ _
optimization enhancements * Supplier relationship
management
* Proprietary brands  Value messaging - Optimize inventory

1 1

Aligning the Offering Around the Needs of the Customer

53



* Aligned with current and
emerging customer needs

®* Optimal breadth, depth and
_ range for each product
ot category

®* Improved merchandise
productivity

54



g7 ?:MAI!'I‘ Natural and Organic Foods

_—_ .

1 ADULT 'l'-mf

ROYAL CANIN

Healtiy CANINE HEALTH NUTRITION™

Emerging trend

®* Important niche

®* First chain to offer certified
organic food in all of its
stores

* Fastest growing food
category

55



Pﬁ?:MAR'IT Proprietary Brands

petholiday.

Nutriph e

Supreme

GOURMET FOOD FOR CATS




= With your.
- Card

on hundreds of items '

with your i = ~ e
PecPorts card Click anywhere to view our in-store specials |

Nature’s Miracle
Stain & Odor Remover
I gal. jug

Eliminates stains and
odors from pet accidents
permanently—even
urine adors other

Tidy Cat Scoop
Cats Litter
27 Ib. bucket

Long Lasting or
Immediate Odor
Control. Now with
Tidy Lock technology
to neutralize ammonia

products fail to remove—
2 cdors on contact.

SPECIALS FOR FISH

Top Fin™ Tanks
20 gal. or larger

Not a PetPerks™ Member? Go to any PetSmart store & ask an
associate for a PetPerks enrollment form. It's easy, FYREE and takes only a
minute to signup. Plus, you'll get savings in the store as well. Learn more

Unsubscribe | Privacy Policy | PetSmart.com | Find aStore | Contact Us
PayPal® | Bill Me Later®

To ansure you continue receiving our amails Add us to vour address book

@ 2007 PatSrmart Store Support Group, Inc/PetSmart, Inc All rights reservad, PETSMART &
Bouncing Ball Designs, PETSMART. COM, PETSMART CHARITIES, PETPERKS, PAWSPECTIVES, &
Designs are registered trademarks of PetSmart Store Suppeort Group, Inc PetSmart disclaims

any proprietary interest in intellectual property other than its own.

Price Optimization

Committed to Every Day Low Price
strategy

Developing enhanced tools and
resources

Strengthening customer value
perception

Solidifying our competitive position

57



Pﬁ?pMAR‘[ Strong Value Messaging

Clear and consistent communications

* Store signage

Advertising
* Direct mail

® Associates

Vendor collaboration

®* Continue to work with largest vendors to
develop traffic-driving promotions on top
SKUs

58



PETSMART Supplier Relationship Management

® Strengthening collaboration with top vendors
® Improving forward-looking sales and shipment forecasts

®* Improving scorecards to improve supply chain effectiveness and store
execution

1

®* Reliable supply and in-stocks

®* Compelling, well-executed product promotions

® Strong inventory management

59



PETSMART Industry-Leading Holiday Offering

T

Deeper and sharper
assortment
Differentiating and brand
building j
| .'..--’ L
| g T
Strong value messaging e

More than 1,300 holiday-themed products, not available anywhere else

Exclusive holiday-themed loofa toys (Bobo) are seasonal stars

60



PE?’SOMAI!'[ Industry-Leading Holiday Offering

® Expanded apparel line

® Coordinated ensembles of collars and leads, bowls, beds and placemats

® Humanization of pets drives new product lines

61



The Spa

PETSMART

62



Mountain Wear




The Beach

PETSMART

64
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Holiday

PETSMART



ETSMART An Efficient Supply Chain

Joe Q’Leary: Senior Vice President, Supply Chain

66



PA\?:MAR'IT Current Focus

Deepen Customer Differentiate our Brand

Relationships

Consistent Execution of the Basics

Provide consistent, reliable, accurate service
-Create flexible capacity, infrastructure and systems
Develop talent and establish PetSmart supply chain as a great place to work
<Drive productivity, reduce costs and leverage the model



Transportation
network

Organized,

quality product
presentation

AcCcurate store
deliveries

Vendor

collaboration

Consistent, Reliable and Accurate Service

Transportation service based on store size and volume drives
consistently on-time deliveries

Delivering merchandise by category (Dog, Cat and Specialty) and
by aisle (Grocery, Bridge, Premium, Super Premium) makes
stocking more efficient

Accurate and complete deliveries help drive strong, consistent in-
stocks

Working with key vendors improves on-time and complete deliveries
and receipts at DCs

Providing a consistent customer experience
Making stores easier to run
Driving expense leverage

68



PE?’SMAR'[ | (_)pportunity for
Working Capital Reductions

—,® Vendor collaboration will improve performance:
» Sales and Operations planning
e Supply Chain scorecards

= Store execution of promotions

—\/° Improved supply chain practices:
= Cross docking
= Economic order quantities

» Reduced lead time from vendor
to stores

69



Pﬁ’OMAIu Supporting our Growth

Standardized infrastructure that is fast, flexible and ahead of the business
e Continue to build out our DC Network

= Flexibility to support all concepts — small stores, new services

70
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SMART

Leveraging Information Systems

Complete the successful roll-out of
warehouse and labor management systems
e |[mprove inventory visibility
= Better accuracy
= Enhanced and defined standards
e Structured training

e Real-time feedback

. 2

Improved productivity
Cost leverage

71



Pﬁ?:MAI!'[ Creating a Capable, Engaged Workforce

—,® Strong, experienced leadership
= Two corporate vice presidents
= Strengthened DC leadership

—® Focus on safety
» Dedicated team
= DC safety program delivering results

—° Emphasis on hiring practices and associate relations
= Hire capable associates and management
e Open communications
= Recognition and team building activities

72



Reductions

Conversion to combo facilities

New DCs

Productivity

Vendor integration ‘

E
E
E

Leveraging the Model

Collaborative planning and
improved inventory management

Bringing truckloads to full
capacity and consolidating loads

Minimizing mileage and
optimizing network capacity

Warehouse and performance
management systems, process
improvement and workforce

73



Operating Excellence

Making the Business Easier to Run

—\/® Consistency, reliability, accuracy
\/® Flexibility, infrastructure and systems

\/® Associate development and work environment

“\/* Productivity and cost reduction

74
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SMARTY Be Better Together

Mary Miller
Senior Vice President, Chief Marketing Officer
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Pﬁfﬂ ART Marketing

Deepen Customer

. : Differentiate our Brand
Relationships

*New national advertising

eBrand advertising for PetsHotels

<Online content and
community

ePetPerks

Consistent Execution of the Basics
<Deliver consistent message of value and selection
<Drive traffic to the store

76



Customer
Experience

Brand

Associates Promise

Customer
Service

Building a Brand

77



PE’OMAR'[ What We Learned from Being a Mart

PETSMAR

“MART”
Efficiency Model

78



Pﬁ?:MAR'[ Promotional Events

PETSMART

you & your pet are

26!:!;:'::'?'?; ;l; 20t Birthday Party

Driving traffic to our stores and building bonds

PartY! between pet parents and store associates

birthday
celebrati

April 24, 6pm-8pm
at PetSmart’

FREE party hat Quick tricks taught
and goodie bag’ by our Pet Trainers

Fun party games
with prizes®

FREE photo

tion
(that's 140 in dog years)
e

o
4

79



Questions? Call |.866.PetPerks
Carin o5 24 Hours A Day

> at PetSmart™ with special
. products & offers.

4

Companion Road
Summer Dog
Apparel

i

summer.
Shop summer apparel

1 all dog items | Q)

Cat Kennel Cab

to plenty of use.
latching assembly.

EXCLUSIVE EXCLUSI’VE
Top Fin® Betta ' Top Fin® Betta
Color Bits Conditioner
Avaifable oniine & Available online &

in-store

Formulated to

Male Betta
In-store only
Solitary fish
with vibrant
colors,

a0 E-details monthly

20""’ off all pog &
Cat Collars & Leads*

‘_ *Expires May 27, 2007

;
g

’ﬂm

Chivities

Flowers helping pets
PetSmart Charities receives
10% of every flower order
when you place your order
through PetSmart Charities
flower program

Learn more

Not a PetPerks™ Member? Go o any Petsmart store & ask an
associate for a PetPerks savings card enroliment form. It's easy, FREE and takes
only a minute to signup. Plus, you'll get savings in the store as well. Learn more

newsletter

Email Circulars and Newsletters

E-Perks monthly
email link to circular

Drive immediate action and
build brand image and
engagement

Nature’s Miracle®

Tidy Cat Scoop
Stain & Odor Remover

Cats Litter

es stains and

Not a PetPerks® Member? Go to any PetSmart store & ask an
associate for a PetPerks enrollment form. Its easy, FREE and takes only a
minute to signup. Plus. you'll get savings in the store as well. Learn more

Unsubscribe | Privacy Policy | PetSmart.com | FindaStore | Contact Us
PayPal® | Bill Mo Later®

To ensure you comtinue receiving our emails Add us to vour address baok

© 2007 PetSmart Store Suppart Group, InefPetSmart, Inc. All rights reserved. PETSMART &

Bouncing Ball Designs, PETSMART.COM, PETSMART CHARITIES, PETRERKS, PAWSPECTIVES, 6

DGesigns are registered trademarks of PetSmart Stare Suppart Group, Inc, PetSmart disclaims
any prapristary intarest in intellectusl property ether than its aun,

Enables relevant information
and news to be targeted to

customers

80



PETSMARY PETSMARTY

“MART” “SMART”
Efficiency Model Intimacy & Passion Model

Supplier of products Facilitator of care

Sells premium food Recommends the right diet
Strong value Smart prices, strong value image
Lots of toys Helps you find the perfect toy
Corrective training Connective training

Boarding and kennels PetsHotels

Grooming Customized grooming

Associates Pet Specialists



PETSMART Smart --
Differentiating the Brand

Attribute Ratings

Base: Have seen/heard advertising

48 S0 44
42

% Agreement

Smart about pet Best solutions  Different than Makes you
care for pets other pet stores  interested in
shopping

m Oct '05 m Oct '06

Source: Oct '06 Brand Tracking 82



Functional Benefit

Be Better Together

Emotional benefit

Consumer
Participation

New Pet Center

Pet Food Resource

PetsHotel

Helps you start off right

Helps you have a long life
together

Peace of mind when you
can’t be together

Pet Community

Smart Nutrition
Selector

On-Line Video Tour

83




PET

N

MARY

“The Gift”

Helps You Start Off Right

Communicates the Smart solution
of the new pet center

Drives awareness and participation

through TV advertising and online
marketing

84



PETSMART

Pet Community —

Consumer-Driven Engagement

Message Boards allow Pet
Parents to dialogue about
topics of interest

Together

Pot G

Pet Stories let Pet Parents
share bits of their pets’ lives
through photos

Together

Pet Community  Pet Storl

Commerdiale

Search| <]

Welcome to Pet Stories

Your life. Your Pet. Your story. Be Better Together. ™

It's quick, easy, and
best of all, fun. Here's
how:

Share the adventures of you and your best friend by uploading pictures & teling your
pet's one-of-a-kind story.

Pet Profiles provide an opportunity
to showcase pets and make new
pet friends

85



Learn about the new & improved PetSmart.com »

New Look Online

in-storespecials giftcards

Search |entresite *| for |

‘WILD BIRD FISH REPTILE SMALL PET

Connect with PetSmart experts &
pet lovers just like you

® Access message boards
® Create pet profiles
® Get expert advice

Vinit the PetSmart” Pet Communicy | O

i Tl

breed & any lifestage.

Shop Puppy Food
Shop Adult Food
Shop Senior Food

See All

FEATURED CATEGORIES

Dog food for every

FE&A ED PRODUCTS GIFTCARDS

/Pl
&a -

; \d :
B Sive o -
Dog treats & biscuits | Rawhides, bones, & chews
from nutritious to delicious. in shapes, flavors, & sizes galore.

biscuits bones
natural chews
treats rawhide
See All See All

My Account | Order Status | Help | Store Locator

Sign-in ¥ CART: 0 Items 3%0.00

STORE LOCATOR

- |

Find a Store | ©

from over 900 locations

SMART PET PATH =
for everything pets

| PET ARTICLES »

CARE GUIDES »

| PET SERVICES »

: TOOLS *
Cat food to suit your |

kitty’s needs at any lifestage. | PET COMMUNITY *»

Stei by srwna S
Shop by lifestage |

Shop by need |

PETSMART

See All

/| | SMART PET OF THE DAY
= 3

— Website Tool

Print, Share & Store your

| 2

August 30, 2007

See All Tools _/ | Daisy is a bundle of energy!

Smart Smart Nutrition Selector In-store Specials (O] Photo Center
MNutriti@n Find the ideal nutrition for \fiew our in-store specials =
< Selector your pet /!\ special memories
=l

PETSMART SERVICES

PetsHotel | Doggie Day Camp | Grooming | Training | Adoptions | Charities | Banfield

Read full story
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PETSMART Helping You Have a Long Life Together

Communicates the Smart solution
of advanced nutrition and the
emotional benefit of a long life
together

Brings together the Smart Nutrition

Selector online and the in-store
shopping experience
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PETSMART

Together

Pet Community  Pet Stories  Solutions Center

Stain & Odor » Care v Nutrition »

SPrint EEmail
Fleas & Ticks Solutions

Fleas an your dog mean there are countless mare in your home &
yard. Check with your vet for use on puppies.

In-Store Service Solutions

PetSmart Pet Grooming - The gentle, professional grooming staff
at PetSmart will help your pet look and feel its best!

Recommended Products

Biospot Zodiac
Flea & Tick Mist Flea & Tick Spray
150 18 Fluid oz

Available in store i i i Available in store

Avallable online Avallable online

spport Group, |nc. All Rights

ite, you agree to our Community Terms and C

E '\. i% : : [

Find a PetSmart Store »  Go to PatSmart.com »

Behavior = Help »

Sergeant's
Sentry PRO Floa
& Tick Spray
160z

Available in store

Available onlina

ions of Use, Legal Motices, and Privacy Policy.

Content Online: Smart Solutions Center

Smart Selectors

Product
recommendations

31 how-to videos

Generating 14,000 on-
line visits per month



PETSMART PetPerks: Engaging the Customer

Pet Perks
Birthday Program

PetSmart online

pet community

PetSmart
Services and
in-store
Community

PetPerks New Pet
Program

Associates

Adoptions
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PETSMART PetPerks: Strong Member Benefits

save$10 oo e Pt

sh
crtar

- =
poae’ s by acd o | el ot 8 gl card

Your Exclusive .
Savings Are Here Dog and Cat Birthday Program

Making customers and their pets feel

special
Fl—lz')cugrwl'h':l from Petsmart to help you celebrate your dog's ary - [ ) s ﬂ}g ﬂﬂlﬂ)"‘,ﬁ%ﬂ p :{/1,‘/ 2
; . u . A a r- " . - - A g ! \:)'{"”‘1‘ Sy effare. -6,
Welcome Program o e for g Gl gy
: : . ] B anrmn aed \Devant to Zhonnde
Forming a relationship with new g —— ﬂdmf,;%j’“‘ o ;
Shop PerSmart.com ©  Finda Store O Customer Servise o M%» %‘t;\.&. A’}bdtj(?lll
Customers E A special invitation for PetPerks™ members and their pets N \
—
~ )

“l want to thank
PetSmart for
remembering my
birthday. You're so
thoughtful!” - Rambo

n-store O

5 15128073500 Mr e =
S| A @ D B EE T @ *| [t e ook 5 ot [[Snere: SR W BT e
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*MART Business Partnerships

—\,O
pETSMAnt search All [k for [ - _9
Questions? Call 1-800-784-7147 Caring associates at your service 24,7

bird ) wiidbird Wb ) reptiie ) smail per T Forse )

Locate a Store My Account Gift Cards Customer Service Questions! Call | -800-784-7 147

Traveling with your pet
o=twot riendlier

erned with

pet friendly La Quirte_hotels to
make vacationing withy»Qur pet
affordable and easy.

offer for

are pets are alw
n offe

o, on your La Quinta™ nightly
Save I 5 Yo room rate when accompanied

by your pet.®
[ Viic PecSmart.com | O

Ny

address book.

In the future, if you nee ange any of the personsl i
PetPerks savings card, such as &
F37S).

Ttion that is linked ta your
Tiust call 1-866-PetPerks [(1-866-738-

“four privacy is really important to us. For details about how we handle your personal information,
see PetSmart’s Privacy Polics

If you prefer notto receive PetPerks promotional e-mails in the future, click here to unsubscribe,

PetSrart Custarmer Service, 1989 Transit Way, Brockport, MY 14420,

© 2006 PetSrmart Store Suppork Group, Inc/PetSmart, Inc All rights reserved, PETSMART &
Bouncing Ball Designs, PETSMART.COM, PETSMART CHARITIES, PETPERKS, PAWSPECTIVES,
and STATE LIME TACK & Designs are registered tradermarks of PetSmart, PetSmart disclaims
any proprietary interest in intellectual property other than its own.
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PE’SOMAR'[ Targeted Offers

ome in for all the best
we have to offer,

New pet program

Engaging new pet parents with our fac,
Services ¥

Training: better together
Cur arereciedinsiruciors i here tn hefyjou
achieve postive, consitet bebvwvions fom your dog.
50 youre ak o commurcte successhuly and enfoy
a beter rebtinshin, Ard your ssshction &

00 puanter!

Grooming: better overall health
Cur Pyt e Pt s v
sty ceifed, They!fe aring prlesscnds, Kty
s s i cor, 8l o ste-chthe-arl
euipment el ey f atopizen e ke
il bl o pt g sure 1ok ar ol grecs

Advanced Nutrition:

better for the long run g | 74
Ty one-ul 0L Aoir 6 M R and e the ifeence ;3 ‘,.
bl s Mo artfii@ ngrediats, pressratives, ckns 75,,_ —
S Ve 1 el 4 Kt i 1 e s et =
i 78 0308 can b tognter o 3 long, Iong e, s

' any Full-Service Groom or
. Bath, Brush & More package

Want the very best -+
* for your new best friend?

 save $‘|0

on any Full-Service Groem or
Bath, Brush & More package

groom il make your pp

Veterinary Care

on your puppy’s first visit or the
{ 3 | enrollment fee on a Wellness Plan
§ echodas spay or neuter wrgery < ce; your ™ Pt e e

T e bt Irsenn 4l S0 B vight e

5 - [
m'n—wmwnm_wwwwr—-; o I, 4 :_ B - '-‘..-'. . ﬁﬁgn{! 'Id
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Attracting New Customers

G0
5,
R
W

» We carit wait »’

. to have you-over!

Customer Acquisition Mailing
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PETSMART

Custome,
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PETSMART

wve_ |

[ ORI EIFIATIN WTE 72007 |

[
Save *390

|

|

|

I
ON ONE (1) package of |
PURINA® PRO PLAN® |
A |

I

|

I

o o roon

any size, any variety

‘m‘“‘“u |
iln‘l‘n“:‘sl “

=
=
=
I~
=
s
o
=
=
=1
=~

BUY THREE (3) cans of
PURINA® PRO PLAN®
rard CAF FOCE
any size, any variety _
GET THREE (3) same s5iZe
cans of purina® PR%B%\&_IE'

Freews

any variety

Post-Recall Vendor Mailings

e
PETSMART, %:gmg
19601 M. 27th Ave. PetSmart
Phoenix, AZ BS027

First and Last Name

0000 E. lane st.
City, State Zip

DOING MORE™
PURINA® PRO PLAN® SELECTS" offers a wide selection o meet fier needs. |
of all NEW natural cat food formulas.

* Made with real chicken, turkey or fish

* Formulated without ground corn, animal by-products or
artificial colors or flavors

* Made with wholesome Fra.{.ns and accents of sweet potatoes,
blueberry pomace and [eafy greens

Assailable tn Netural Chickes & Brows Rice and

s s T A s et of e b,

Look on back for an
exclusive offer for

! PetSmart® PatPerks®
savings card members
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PET

SMART

“Away from Home”

Peace of Mind When You
Can’t Be Together

Raises consumer awareness of this
highly differentiated offering

Drives customers to PetsHotel.com to
find the nearest PetsHotel location and
to take a virtual tour
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