OUR DOG WALKING SERVICES
Dog walking service – Dogs are picked up from customer homes by our dog walkers. They are either let in by our customers or, by way of a key safe [a product we will offer and install at a cost] and walked in local parks and green spaces. There will be a maximum of five dogs per walker [or less if Council regulations do not permit].
All dog walkers will wear a video camera on their body when walking the dogs. This will enable owners to log onto a live video feed of their dog being walked. This will contribute to owners having high degree of trust in our service.
The business will begin by focusing on South-East London [(London Boroughs of Southwark, Lambeth, Lewisham, Greenwich]. The model will then be gradually rolled out over a two-year period to encompass all London boroughs.
Once the business has been established and the relevant training/certification has been administered to all dog walkers and other employees, additional services will be offered. These will include
· Grooming, claw clipping and dental care
· Overnight stays in the homes of walkers and other carefully vetted dog lovers
· Installation of key safe service [ provided and carried out by our company Pets Rus].
· Dog behaviour training 
· Hotel accommodation [future venture]
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   Market Analysis and Needs 
London has the smallest percentage of dog ownership per household in the UK, however, 9% of London households have a dog. There are 251,000 households in London with a dog, they have on average 1.4 dogs per household (Alexander, 2020). The Pet Food Manufacturers’ Association found in a recent survey that 35% of young people aged 24 - 35 had either got a new pet or were planning to get one. With Londoners being the most likely to acquire a new pet. This is potentially enthusiastic news for a business such as ours.
10% of dog owners have paid for dog walking, rising to 20% of dog owners aged 16 – 24. 7% of dog owners have paid for pet sitting (Pickwick, 2018). 
The potential market for dog walking in the London area is therefore 25,000 household. With our prospective target customers are young, affluent professionals with disposable income. My research has shown that this demographic is leading others in the purchase of dogs and are likely to use our dog walking and potentially our other product and service. The covid 19 pandemic has caused an increase in pet ownership.
“People are increasingly treating their pets as humans, relying on them for companionship and gaining a sense of fulfilment from needing to be needed as they look after their pets. They want their pets to feel cared-for, comfortable and mentally stimulated. So, there is driving demand for added-value products, often mirroring mainstream human styling and healthcare trends. As a result, people are prepared to pay more for their pet care products and to replace them more often.”
Jane Westgarth, Senior Market Analyst, Mintel 2015 (Anon., 2021)

THE MARKET AND COMPETITORS
I have researched other dog walking companies to look at the size of the market and scrutinize the competition. Also, to find what type of services, they offer, both in terms of similarities and differences, to see what we could learn from these companies.  This research has been extremely useful for information and SWOT analysis for our business, and our competitors.
Surveys & questionnaires
A survey was created using Survey Monkey. It was distributed on Next Door a hyperlocal social media site for neighbourhoods as well as on Facebook and WhatsApp. 
The questions asked were as follows.
	Dog Walking survey


Thank you for taking part in this short survey. It should take about 2 minutes to complete, and all answers are anonymous and confidential. Your help is very much appreciated.

1. How often might you use a dog walking service?  
[image: ]
2. How much would you be prepared to pay, per one-hour walk?  
[image: ] 
3. Would you be happy to give a key to a dog walking service?
[image: ]
4. Please list below any concerns you might have with using a dog walking service.  
My research shows that many prospective users of the service have few concerns however, I have listed below some of the issues they have expressed. These include. 
DOG SAFETY Is our number one priority as some dogs are of pedigree and v expensivr to buy the  
5. Does your dog have any special requirements?  
The following questions on age and gender will give us more understanding of our potential clients.   
6. Please tick your age bracket  
[image: ]
7. Please tick your gender
[image: ]
· I have told and interviewed friends and family of this new enterprise, who are owners' dog if they would use this service and a minority said ‘Yes’ they would. I believe I would have a larger response by putting the questionnaire on many different social media platforms such a
COMPETITOR ANALASIS USING THE SWOT FOMAT
Competitor 1
Rover.com
	STRENGTHS
There are low overheads as they provide a platform for dog walkers to advertise i.e., an app, but don’t provide the service directly
Individual dog walks mean more attention per dog.
Lots of walkers and capacity.
Offer range of services.
Cover all Greater London.


	WEEKNESS
There is no corporate consistency as your contract is with an individual walker.
Quality control limited.
They say they complete background checks but it's not clear what this means.
Some areas might not have a dog walker.

	OPPORTUNITY
People are returning to the office and therefore needing dog walking.




	THREATS
Freelance dog walker loses dog or other PR disasters.
Dog gets injured during walk, a flight for example.



Competitor 2
https://pawsapp.co/
	STRENGTHS
Attractive graphics on website.
Low investment model.
Individual dog walks mean more attention per dog.

	WEAKNESS
Very few walkers.
Not very clear website, hard to read text.
Many areas will not have a dog walker.

	OPPORTUNITY
People are returning to the office and therefore needing dog walking.
There is a pool of people wanting casual freelance work.
	THREATS
They fail to sign up sufficient new dog walkers in the area dog lives.




Our Company
PetRus
	STRENGTHS
Body cams worn by walkers means owners get instant feedback on walks.
Corporate image with uniforms and visible colours and logo.
All licences and insurance policy in place.
In touch with local authority regulations.
Salaried dog walkers mean more reliability, control, consistency.

	WEAKNESS
Our future overheads will be a great deal higher than competitors.
Not so flexible in terms of geographic area.
Business is more region specific.

	OPPORTUNITY
Increased demand as people return to work outside of the home.
Since covid there has been a rise in dog and pet ownership.



	THREATS
Business fails to raise sufficient investment. 
Insufficient promotion and advertising would mean fewer customers.







	1. Paid social media advertising has the potential to attract and target future clients. This kind of advertising will enable the company to have a larger profile




	2. Advertising in dog journals, events, and dog exhibitions like the Kennel Club [Crufts]. Placing notices up in pet shops and supermarket noticeboards etc. Advertising [print, radio,  and local Newspapers]





	3. Leafleting local areas and public relations initiatives will allure likely clients to our business. Many councils don't allow leafleting in local parks. However, leafleting will be carried wherever possible and business cards will be handed out to people who ask and whilst selling the business to possible suppliers and prospective clients.  
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