
Number of customer 
transactions

What we are measuring 
The growth in the number of 
customer transactions across the 
Group year on year. This includes 
transactions in-store, online, in  
our grooming salons, visits to  
First Opinion vet practices and 
cases referred to our Specialist 
Referral centres.

Why is it important?
By delivering complete pet care 
for customers they will visit our 
locations more frequently and 
transact more often.

Performance in 2019

59.2m
+5.3%
Driven by increasing footfall to all  
our locations, plus strong growth 
online.

Future plans
We will continue bringing our 
Retail and Vet businesses closer 
together, making it easy and 
affordable for customers to 
shop across our brands, and 
generate growth in transactions.

Links to strategic pillar: 
Bring the pet experience  
to life

Customer sales1 
from services

What we are measuring 
The proportion of customer sales 
derived from services; being gross 
customer sales made by Joint 
Venture vet practices, revenue 
from our Specialist Referral centres 
and company managed vet 
practices, grooming services, 
subscriptions, pet sales and 
pet insurance commissions.

Why is it important?
The ability to offer customers 
pet care services in addition to 
pet products is a key competitive 
differentiator for the Group.

Performance in 2019

34.0%
+175 bps
Representing the above-market 
growth of vet customer sales and the 
success of subscription platforms.

Future plans
Generating sales from pet services 
is an essential part of being a pet 
care business. Next year we expect 
to see a greater participation of 
total sales coming from services 
as customer sales from maturing 
First Opinion practices continue 
to grow. In addition, we expect 
to see further growth in our 
grooming business and customer 
numbers on subscription platforms.

Links to strategic pillar: 
50% of sales from  
pet services

VIP customer sales1

What we are measuring 
The increase in spend from VIP 
loyalty club pet owners across the 
Group year on year. This includes all 
spend across both Retail and Vet 
Group channels.

Why is it important? 
Our VIP loyalty club is a unique 
asset that allows us to increase 
share of wallet, attract and retain 
customers, and encourage further 
spend across the Group.

Performance in 2019

£591.6m
+17.7%
Driven by new sign-ups, lower churn, 
and more VIPs spending across 
the Group.

Future plans
By using the wealth of pet and 
customer data that we already 
possess across the Group, we 
intend to develop deeper insights 
so that we can better serve their 
needs and deliver more 
personalised content and offers 
relevant to each individual pet.

Links to strategic pillar: 
Use data and VIP to  
better serve customers

Customer sales1 
per colleague

What we are measuring 
The customer sales generated 
per full-time-equivalent colleague 
employed directly by the Group. 

Why is it important?
By creating efficiencies and 
removing tasks, we allow our 
colleagues to focus on sales 
generating activities.

Performance in 2019

£174.1k
+3.9%
Achieved through sales growth ahead 
of the market, whilst delivering in-store 
efficiencies and central overhead  
cost control.

Future plans
We will continue to pursue new 
time saving initiatives across the 
Group, whilst ensuring we operate 
an efficient central support function.

Links to strategic pillar: 
Set our people 
free to serve
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