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There were a number of items in the dry grocery category including: a 36-count case of Tree 
Top organic apple sauce cups for $9.99, a package of four 47.25-ounce bottles of Tree Top 
organic apple sauce for $8.89, a package of six 1-pound bags of Rummo organic spaghetti for 
$6.88, a package of four 25-ounce jars of Simply Natural organic tomato basil sauce for $8.99, a 
case of eight 14.3-ounce cans of Amy’s Kitchen organic lentil (four cans) and minestrone (four 
cans) soup for $11.99, a 2.2-pound bag of Ruta Maya organic dark roasted coffee for $12.95, a 
2.2-pound bag of Ruta Maya organic medium roasted coffee for $12.95 and a case of twenty-
four 1.5-ounce boxes of Sun Maid organic raisins for $6.89. 
 
Non-Food Items – Costco stocked a number of interesting general merchandise items.  In the 
electronics category, Costco stocked a Solio universal hybrid solar charger for $74.99.  The 
solar charging unit comes with adapters enabling it to work with most phones, MP3 players, 

iPods, cameras, GPS units and game consoles.  The charging unit, which can be charged from a USB connection or the 
sun, can store power for up to one year. 
 
Other electronic items included: a V-Moda sport series high definition quality ear buds for $38.99 
and two Duracell pocket chargers for $19.99.  The pocket charger pack comes with four AA 
batteries (two for each pocket charger) and can charge an iPod or Blackberry.  In the hardware 
category, Costco stocked a Snap-on flashlight and knife set for $18.99 (see picture on the right).  
The Snap-on kit includes two AA batteries, one AAA battery, a knife and two flashlights. 
 
In the office category, Costco stocked a Mrs. Grossman’s 1,000-count sticker package for 
$11.99.  The stickers can be used for cards, gift bags and scrapbooking.  In the kitchen 
category, Costco stocked a package of five household KitchenAid shears for $19.99 and an 11-
piece stainless steel cookware set from Fissler Intensa for $699.99.  The cookware set, which 
was made in Germany, retailed for $783.96 on Amazon.com on February 11, 2009.  In the 
hardware/bath category, Costco stocked an environmentally-friendly showerhead from evolve for $29.99.  For 
consumers who turn on the shower to let it get warm, the evolve showerhead automatically slows the water flow to a 
trickle when it reaches 95 degrees. 

Costco—Organic Snacks 

Costco—Snap-on Light, Knife 
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Sam’s Club – Rice Boulevard 

 
Private Label – A number of new private label items 
were observed under the Member’s Mark and Bakers 
& Chefs brands as well as three unbranded SKUs. 
 
In the pet category, Sam’s stocked a 40-inch by 40-
inch Member’s Mark luxury pet bed for $18.88.  In the 
health and beauty aid category, Sam’s stocked a 
package of three 24-ounce bottles of moisturizing 
body wash for $6.88.  In the baby category, Sam’s 
stocked a 48-ounce can of gentle baby formula for 
$25.48.  In the dry grocery category, Sam’s stocked a 
12-ounce bottle of Member’s Mark instant coffee (a 
price tag was not observed) and a 12-ounce bottle of 
Member’s Mark instant decaf coffee for $7.23. 
 
In the dry grocery category, Sam’s stocked a 106-
ounce can of Bakers & Chefs tomato sauce for $2.08, 
a 102-ounce can of Bakers & Chefs whole peeled 
tomatoes for $2.47 and a 102-ounce can of Bakers & 
Chefs diced tomatoes for $2.38.  In the kitchen supply 
category, Sam’s stocked a package of twelve 5-inch 
Bakers & Chefs porterhouse steak knives for $22.86.  
The knife package included a dishwasher safe cup. 
 
In the bedding category, Sam’s stocked two 
unbranded SKUs including a 400 thread count 
organic queen sheet set for $44.73 and a 400 thread 
count organic king sheet set for $54.73.  In the pet 
category, Sam’s stocked a 5-pound bag of unbranded 
natural dog biscuits for $7.78.  The packaging on all 
three unbranded SKUs said the product was 
manufactured by Sam’s West, Incorporated. 
 
Wholesale SKUs – In the dry grocery category, Sam’s stocked a five-gallon bucket of whole dill pickles (60 to 80 count) 
from Del Dixi for $18.88 and a five-gallon bucket of Chef Supreme hamburger slices for $13.56. 
 
Sam’s stocked eight health and beauty aid (HBA) counter display SKUs that are ideal for convenience and grocery 

stores.  The HBA items were actually merchandised in the candy and snack aisle on a 
shelf.  The assortment included: a box of fifty 2-pill packets of Tylenol sinus congestion 
and pain for $14.76, a box of fifty 2-pill packets of Tylenol cold and headache for $14.76, 
a box of fifty 2-pill packets of Advil for $9.34, a box of fifty 2-pill packets of Excedrin extra 
strength for $8.78 (see picture on the left), a box of fifty 2-pill packets of Tylenol for $8.76, 
a box of fifty 2-pill packets of Motrin IB for $7.88 and a box of twenty-five single pill 
packets of Pepcid for $10.68. 
 
Freezer – Sam’s stocked a number of interesting frozen food items including: a package 
of three 12-inch Kashi all natural margherita pizzas for $12.10, a package of two 12-
ounce packages of SeaPak honey lemon shrimp for $8.87, a package of two 12-ounce 

packages of SeaPak teriyaki miso crusted salmon for $9.88, a package of two 12-ounce bowls of Inland Market buffalo 
shrimp dip for $9.58, a package of two 32-ounce packages of Zatarian’s blackened chicken alfredo for $12.62 and a 2.75
-pound hash brown casserole from Great Creations for $7.68. 
 
Non-Food Items – Sam’s stocked the following interesting general merchandise SKUs.  In the computer category, 
Sam’s stocked a Polaroid pocket-sized inkless portable printer for $89.78.  The package includes forty 2-inch by 3-inch 
sheets of photo paper.  In the automotive category, Sam’s stocked a Peak Safety wireless 7-inch backup camera for 
99.87 and a Cooper GPS tracking device for $79.86.  The GPS system tracks the location, time and speed of a vehicle 
and sends the information to a computer.  The tracking device is ideal for company’s who want to monitor their drivers or 
parents who want to keep tabs on their children. 
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Sam’s Club—Houston, TX (Business Center)—Opened July, 2008
 

(Layout February, 2009) 

Sam’s Club—Excedrin C-Store Package 



Sam’s Club – Business Center 
 
Overview – Sam’s Club opened this business center (its first wholesale focused club) in July, 2008 by converting an 
existing location to this format.  In the April 25, 2008 issue of the Houston Business Journal, Susan Koehler, a Sam’s 
Club spokesperson, said, “It was one of our largest wholesale, or business-focused, clubs.  We were serving a high 
percentage of business members already. There will be some expanded assortments of office supplies, but there is not 
any one particular competitor we are going after.”   
 
The business center stocks many of the same wholesale items offered at a typical location plus an additional 2,500 
items that business members will not find in a traditional Sam’s Club building.  The business center is open from 6 a.m. 
to 6 p.m. Monday through Saturday and 8 a.m. to 2 p.m. on Sunday.  Sam’s offers a delivery service for orders within a 
25 mile radius.  The order minimum is $250 and the delivery fee is $55. 
 
The location does not stock tires, automotive batteries and jewelry as well as three in-club ancillary businesses: optical, 
pharmacy and a café. Sam’s Club will monitor the success of this concept to determine whether it should be expanded.   
 
Layout – A detailed layout of the business center appears on page five.  Next to the entrance on the left side of the 
building is a print and copy center.  Sam’s offers members a full range of on-site and online copying and printing 
services.  Additionally, Sam’s offers a digital photo service, shipping services and mailbox rentals.   
 
Sam’s Club manages its click-and-pull service in a dedicated space to the right of the registers.  Orders can be faxed or 
sent online.  Orders placed by 5 p.m. will be ready the next day.  To the left of the registers is a special order desk.  
Members can order a variety of merchandise that is not stocked in the business center location. 
 
The back right side of the building includes a walk-in cooler, walk-in freezer and walk-in produce area as well as a walk-
in meat case.  On the front right side of the location, Sam’s offers a wide assortment of tobacco SKUs.  Next to the 
tobacco area is a single serve pastry aisle where convenience stores and vending trucks can choose the individual items 
they want to sell rather than relying on a pre-packaged club assortment. 
 
Bed and Bath – In the bedding category, Sam’s stocks a case of 24 full fitted sheets for $510.00, a case of 72 standard 
pillow cases for $255.18, a case of 96 hand towels (16-inches by 32-inches) for $361.00, a case 
of 288 wash cloths (13-inches by 13-inches) for $344.00 and a case of 12 Magnificence queen 
flat sheets for $237.46. 
 
In the bath category, Sam’s stocked a Micrell anti-bacterial hand soap dispenser and 1,000 
milliliter refill for $13.28, a 1,000 milliliter anti-bacterial lotion refill from Micrell for $5.72, a Purell 
dispenser and 1,000 milliliter refill for $15.32 (see picture on the right) and a Purell 1,000 
milliliter dispenser refill for $8.53.  
 
Meat Case Items – The case/item weight of the following meat case SKUs is an average.  The 
prices listed were good from January 28, 2009 to February 3, 2009.  Sam’s meat case 
assortment includes a case of eight 10-pound chubs of 90% ground beef for $1.74 per pound, a 
case of five 16-pound pieces of USDA Choice whole boneless ribeye for $4.58 per pound, a 
case of four 10-pound bags of boneless skinless chicken breasts for $1.55 per pound, a case of two 17-pound whole 
spiral hams for $1.74 per pound, a ten-pound case of fresh tilapia fillets (approximately 30 to 32 fillets per case) for 
$4.60 per pound and a 35-pound case of skinless salmon fillets (12 to 14 fillets per case) for $5.40 per pound. 
 
Bulk Produce – The case/item weight of the following bulk produce SKUs is an average.  The prices listed were good 
from January 24, 2009 to January 30, 2009.  Sam’s bulk produce assortment includes a 25-pound case of jumbo yellow 
onions for $12.22, a 30-pound 48-piece case of avocados for $31.38, a 60-pound 48-piece case of yellow corn for 
$17.62, a 25-pound case of red bell peppers for $19.56, a 36-pound 40-piece case of grapefruit for $13.72, a 40-pound 
88-piece case of Fuji apples for $23.33 and a 42-pound 9-piece case of cantaloupe for $30.44. 
 
Kitchen Appliances – Sam’s stocked a wide variety of kitchen appliances including a Commercial Pro conveyer toaster 
for $255.68, a Commercial Pro hot dog roller that can hold 36 hot dogs for $531.82, a Commercial Pro sandwich grill for 
$384.00, a 10-inch Waring immersion blender for $154.18, a Waring knife sharpener with two grinding wheels for 
$190.44, a Commercial Pro 36-inch electric griddle for $637.00, a Gold Medal Sno-Kone machine for $586.78, a 
Commercial Pro 32-pound electric deep fryer for $557.00, a 10.5-quart Thunder Group soup warmer for $96.58 and a 40
-cup Panasonic rice cooker for $223.04. 
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Sam’s Club—Purell Dispenser 



Kitchen Supplies – Sam’s stocked more than ten rows of kitchen supplies (see pot and pan pictures below).  The 
assortment included: a case of two 6-ounce Thunder Group syrup dispensers for $8.38, a 
case of six 1.25-ounce salt and pepper shakers from Thunder Group for $1.52, a two-page 
menu from Thunder Group for $2.28, a case of 1,000 heavy weight white forks from 
Prairieware for $33.46, a case of 1,000 heavy weight white spoons for $33.46, a case of 
1,000 heavy weight black spoons for $33.46, a case of fifty 14-inch pizza boxes from LBP 
for $18.12 and a case of fifty 10-inch pizza boxes from LBP for $11.23. 
 
Sam’s also stocked an assortment of Bakers & Chefs glassware including a case of seventy
-two 1.75-ounce shot glasses for $56.48, a case of twelve 10.5-ounce beer mugs for 
$23.12, a case of twelve 7.25-ounce champagne flutes for $17.67 and a case of twenty-four 
16-ounce pub glasses for $18.36. 
 
Walk-In Freezer and Cooler – Sam’s walk-in freezer assortment included a 10-pound 
case of Tyson tequila lime chicken wings for $31.44, a five-pound case of ready-to-cook 
Pilgrim’s Pride homestyle chicken tenderloins for $14.57 and a 15-pound case of 
Pilgrim’s Pride wing dings for $43.66. 
 
Sam’s walk-in cooler selection included a case of four 5-pound bags of Shreiber 
shredded cheddar jack cheese for $43.12, a 10-pound container of Orval Kent Foods 
elbow macaroni salad for $6.88, a 10-pound case of Orval Kent Foods country potato 
salad with egg for $6.33 and a case of 300 five-gram containers of Country Crock 
margarine containers for $6.84. 
 
Dry Grocery – Sam’s stocked the following portion control SKUs: a 500-count case of 
Bakers & Chefs parmesan packets for $18.22, a 1,000-count case of Bakers & Chefs crushed red pepper packets for 
$10.60, a 100-count case of Madeira Farms table syrup for $7.84 and a 200-count case of Portion Pac assorted jelly 
cups for $6.88.  In the sauce category, Sam’s stocked a five-gallon container of Kikkoman soy sauce for $29.68 and a 
five-gallon case of Cattleman’s barbeque sauce for $35.67. 
 
In the canned bean category, Sam’s stocked a #10-can of Allens refried beans for $3.38, a #10-can of Allens tiny field 
pea snaps for $3.08, a 111-ounce can of Bush’s pinto beans for $3.19 and a 108-ounce can of Bush’s white hominy for 
$2.78.  Sam’s stocked the following condensed soup SKUs from Campbell's: a 50-ounce can of chicken noodle for 
$2.88, a 50-ounce can of cream of mushroom for $3.18, a 50-ounce can of tomato for $2.48 and a 50-ounce can of 
cream of chicken for $3.10. 
 
Candy – Sam’s stocked 27 pegboard SKUs from Sathers including a case of twelve 3.25-ounce bags of candy corn for 
$4.42, a case of twelve 3.25-ounce bags of jelly beans for $4.42, a case of twelve 2.25-ounce bags of tootsie roll midges 
for $4.42 and a case of twelve 1.25-ounce bags of starlight mints for $4.42. 
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Individual Seeking National 
Account/Sales Rep Position 

with CPG Selling Costco 
Extensive experience as a club buyer (13 years) 
and as a sales representative (5 years).  This 
individual has called on every regional office for 
Costco and parts of Canada. 
 
Expertise in product management, trade show 
work as well as a keen understanding of product 
distribution.  This individual has strong 
professional relationships from assistant buyers 
up to executive vice presidents at Costco’s 
corporate office.  This individual lives in the 
Seattle market with easy access to Costco’s 
corporate office and SeaTac airport. 
 
If interested, please contact HHC Publishing at 
michael.clayman@hhcpublishing.com and 
mention code 20090201.  Your contact 
information will be forwarded to the person who 
will contact you within four days.  All inquiries are 
confidential. 
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Sam’s Club—Kitchen Supplies 
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Mexican Drinks – Sam’s stocked an assortment of Mexican drinks including five Jumex SKUs and four Jarritos items.  
Each single flavor Jumex SKU was sold as a case of twenty-four 12.5-ounce cans for $9.49.  The flavors are guava 
nectar, peach, strawberry/banana, apple and mango nectar.  Each single flavor Jarritos SKU was sold as a case of 
twenty-four 12-ounce bottles for $12.66.  The flavors are lime, fruit, pineapple and grapefruit. 
 
Juice, Soda, Tea, Energy Drinks – Sam’s juice assortment included four Tropicana SKUs including a case of twelve 32
-ounce bottles of cranberry juice cocktail for $21.02, a case of twelve 32-ounce bottles of orange juice for $21.02, a case 
of twelve 32-ounce bottles of apple juice for $20.74 and a case of twelve 32-ounce bottles of ruby red grapefruit juice for 
$20.64. 
 
Sam’s stocked five-gallon fountain soda syrup bibs for $61.44.  The assortment included Coke, Diet Coke and Sprite.  In 
the iced tea category, Sam’s stocked 18 Arizona iced tea SKUs.  In the energy drink category, Sam’s stocked 17 
Monster SKUs and four Red Bull items.  

PriceSmart 
 

PriceSmart Reports January, 2009 Sales 
Market Wire – February 6, 2009 

 
PriceSmart continues to report the strongest monthly sales results in the club industry.  PriceSmart reported that sales 
for the month of January, 2009 increased 16.9% from $83.3 million last year to $97.4 million this year.  Comparable 
sales increased 18.1%. 
 
PriceSmart ended the month with 25 locations in the Caribbean and Central America including four each in Costa Rica 
and Panama, three each in Guatemala and Trinidad, two each in the Dominican Republic, El Salvador and Honduras 
and one each in Aruba, Barbados, Jamaica, Nicaragua and the United States Virgin Islands. 
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U.S. WW
Monthly Year Ago Monthly Year Ago YTD Monthly Year Ago Monthly Year Ago Sales Sales

Nov-08 51.47 67.40 550 528 6.2% -5.0% 9.0% -3.0% 13.5% $4,451 $5,798
Dec-08 52.50 69.76 550 529 5.2% -4.0% 7.0% -2.0% 10.4% $5,846 $7,648
Jan-09 45.03 66.23 550 531 -2.0% -2.0% 7.0% -0.2% 11.0% $4,029 $5,348
Nov-08 55.88 47.90 728 709 5.8% 0.5% 7.1% 1.4% 8.7% $3,672 $4,597
Dec-08 56.06 47.53 729 709 4.9% -3.3% 3.4% -2.1% 4.3% $4,834 $5,766
Jan-09 47.12 49.16 733 715 -1.5% -1.5% 4.9% -0.8% 6.0% $3,131 $4,070
Nov-08 35.78 37.45 178 176 11.5% 4.1% 7.7% 5.2% 11.7% $783
Dec-08 34.26 33.83 179 177 10.4% 1.6% 3.0% 3.2% 6.2% $1,062
Jan-09 28.68 31.63 180 177 -0.7% -0.7% 7.8% 0.9% 11.2% $657
Nov-08 13.66 29.83 25 24 18.0% 12.4% 21.1% 21.5% 24.7% $106
Dec-08 20.66 30.06 25 25 17.5% 13.8% 19.8% 14.8% 25.3% $141
Jan-09 16.30 28.72 25 25 18.1% 18.1% 20.6% 16.9% 27.0% $97

BJ's        
(BJ)

n/a

WCF Estimates.  Sales in millions.

n/aPriceSmart 
(PSMT)

Costco     
(COST)

Sam's Club  
(WMT)

Club Month End Stock WW Club Count Comp Sales Sales Growth
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BJ’s Wholesale 
 

BJ’s Reports January, 2009 Sales 
PR Newswire – February 5, 2009 

 
BJ’s reported that sales for the month of January, 2009 increased 0.9% from $650.9 million last year to $656.7 million 
this year.  Comparable sales decreased 0.7%.  Excluding BJ’s gasoline business, comparable sales would have 
increased 7.6%.  Average member traffic increased 6% and the company’s average transaction increased 2%.  Food 
comparable sales increased 11% and non-food comparable sales increased 2%. 
 
On a category basis, strong comparable sales were reported in breakfast foods, candy, coffee, computers, dairy, frozen, 
health and beauty aids, household chemicals, meat, paper products, pet foods, prepared foods, produce, small 
appliances, snacks and winter seasonal.  Weaker comparable sales were reported in apparel, domestics, jewelry, pre-
recorded video, sporting goods, residential furniture, televisions and water.  BJ’s ended the month with 180 locations. 



Costco Wholesale 
 

Costco Reports January, 2009 Sales 
Market Wire – February 4, 2009 

 
Costco reported that sales for the month of January, 2009 (excluding Mexican locations) decreased 0.2% from $5.11 
billion last year to $5.10 billion this year.  Including a monthly sales estimate for Costco’s locations in Mexico, January, 
2009 worldwide sales were the same as last year at $5.35 billion. 
 
Overall comparable sales decreased 2% including United States locations which were “flat” compared to last year and 
international locations which decreased 9%.  Excluding gasoline sales and foreign currency exchange rates, United 
States comparable sales would have increased 4% and international comparable sales would have increased 9%.  
Average member traffic increased 4%. 
 
On a category basis, food and sundries comparable sales increased in the mid-single digits and higher, overall hardline 
and softline comparable sales decreased in the mid-single digits and jewelry and furniture comparable sales decreased 
in the mid-to-high teens.  Television sales were strong with an 18% increase in dollars sold and an 80% increase in units 
sold.  Overall inventory is clean as Costco aggressively marked down slower selling seasonal food and non-food items.   
 
Costco ended the month with 550 worldwide locations including 399 in the United States, 76 in Canada, 31 in a joint 
venture in Mexico, 21 in the United Kingdom, eight in Japan, six in Korea, five in Taiwan and four in Puerto Rico. 
 

Costco Anticipates Lower Second Quarter Profits 
Market Wire – February 4, 2009 

 
Costco reported that second quarter earnings will be substantially below First Call estimates.  Costco’s second quarter 
ends February 15, 2009.  The negative outlook is due to slower non-food sales and the company’s decision to lower 
gross margins to increase sales and market share.  The decision to lower gross margins clearly had an effect on traffic 
as the 4% increase in January, 2009 was a historically strong number for Costco. 
 
Richard Galanti, executive vice president and chief financial officer, said, “General economic conditions have negatively 
affected our sales, primarily in non-foods, and merchandise margins. Our margins have also been impacted by 
aggressive merchandise pricing in our core merchandise business to drive sales and increase market share, particularly 
during the first four weeks of the fiscal quarter. To a lesser extent, we are also being adversely affected by lower year-
over-year profits associated with our gasoline business; and international profits have been hurt as a result of the 
strengthening U.S. dollar. Given the uncertainties surrounding the economy, including consumer behavior, we will not be 
providing earnings guidance for the remainder of this fiscal year.” 
 
The following are notes from Galanti’s conference call with financial analysts discussing Costco’s second quarter 
outlook: 
 
Markdowns – Costco was very aggressive in reducing prices as it took a hit to margins even before vendors lowered 
costs.  Costco’s markdowns concentrated on key food and sundry items.  For example, trash bag prices were reduced 
dramatically, eggs and butter were reduced 10% to 20% and milk was reduced 20%.  In terms of competition, Costco 
saw some retailers and clubs follow Costco’s lead immediately and some did not.  The company believes that members 
expect Costco to lead the industry in a deflationary period. 
 
Margins – The affect on profits of Costco’s decision to reduce retail prices ahead of vendor cost reductions is basically 
over.  Costco said that now that vendors have reduced their costs, merchandise gross margins are in-line with historical 
figures. 
 
Real Estate – Costco has seen new opportunities in strip centers and shopping centers and, while it will not exceed 40 
new units annually for the next couple years, it will continue to add quality units over the next three years. 
 
Renewal Rates – Costco’s renewal rates are at an all-time high and the company continues to see strength in members 
converting to its $100 executive program. 
 
Private Label – Kirkland Signature private label sales penetration, recently, has approached 20%. 
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Warehouse Club Focus (ISSN: 1533-6816) is published twice a month by HHC Publishing, Inc.  The annual subscription rate for twenty
-four issues is $479 (payable in U.S. currency) and delivery can be by mail or email.  HHC Publishing, Inc. accepts Visa, MasterCard 
and American Express credit card payments.  Subscription requests should be sent to HHC Publishing, PO Box 9138, Foxboro, MA, 
02035-9138.  You may also email (info@hhcpublishing.com), call (617-770-0102) or fax (617-479-4961) your subscription request. 
 
The information in Warehouse Club Focus is based on sources believed to be reliable and, while extensive efforts are made to assure 
its accuracy, no guarantee can be made.  The opinions expressed are merely the opinions of Warehouse Club Focus and those 
opinions do not necessarily reflect the opinions of the companies covered by the publication.  Warehouse Club Focus is not endorsed 
or supported by the companies covered in the publication nor is any product endorsement implied.  Copyright 1997 – 2009, HHC 
Publishing, Inc. 
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Sam’s Club 
 

Sam’s Club Reports January, 2009 Sales 
PR Newswire – February 5, 2009 

 
Sam’s Club reported that January, 2009 sales at its United States locations decreased 0.8% from $3.16 billion last year 
to $3.13 billion this year.  Including monthly sales estimates for Sam’s international locations, January, 2009 worldwide 
sales increased 1.5% from $4.01 billion last year to $4.07 billion this year.  Comparable sales at Sam’s United States 
locations decreased 1.5%.  Excluding Sam’s gasoline business, comparable sales nationally would have increased 
2.4%. 
 
On a category basis, strong sales were reported in fresh food, dry grocery, consumables, baby care and pet food and 
supplies.  Weaker sales were reported in furniture, home care and office supplies.  Average member traffic increased for 
both consumer and business members and the average transaction for business members increased. 
 
Doug McMillon, former president and chief executive officer of Sam’s Club, said, “Despite members being cautious with 
discretionary spending, demand for food and consumables drove solid sales increases during the January period.  Our 
stock up event drove traffic and delivered strong sales on basics. Winter storms negatively affected operations in the 
central states and Ohio Valley at the end of the month, but our associates limited the interruption by getting the clubs 
back open quickly.” 
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Laura Sen Comments on BJ’s 

The Boston Globe – February 8, 2009 
 
In an interview with The Boston Globe, Laura Sen, BJ’s president and chief executive officer, commented on her career 
at BJ’s as well as issues facing the company.  The following is summary of that interview: 
 
Economy – Sen was asked how it feels to run a retail organization in the current economy.  She said, “We are 
fortunately in a business model that is well positioned in a bad economy or a good economy.  There’s been a migration 
toward value in the retail world over the years.  The value players are winning.  Do I have concerns about what the future 
may bring or what may happen to us?  Sure, but we’re well positioned to not only survive but grow.” 
 
Former Management Team – Sen was asked why she left the company in 2002 when Michael Wedge was promoted 
as president and chief executive officer and what went wrong under that management team?  Sen said, “I was kind of 
running for the same promotion.  We had very different feelings about how to run the business and the direction of the 
company.  When he ran the company, it didn’t turn out to be a successful period … We were segmenting customers too 
narrowly to drive business decisions.  The merchandise had grown so much that it was difficult for members to find what 
they wanted.  We had strayed from wholesale club fundamentals [such as] value, merchandise excitement and 
efficiency.” 
 
Going Forward Concerns – Sen was asked what keeps her up at night.  She said, “The competitive environment.  
Retailers get very aggressive to the point of driving prices down.  Christmas was awful.  It was insane the discounting 
that went on.  In the club environment, we are very nimble and flexible.  Our size can be an advantage … We respect 
our competition.  They are very good at what they do.  Hopefully, we’ll all have our piece of the pie.” 




