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BMSK 4012 Buisness Plan

Executive summary 
Self-employment and home-based dog grooming business is “Shampooches.” An enterprise that is proposed to be run in Swansea in its own unit independent of the owner residence. The business will offer dog grooming services such as full grooming, puppy grooming bath and wash services and nail care services to those in the local community interested in pet grooming services. Accompanying the Level 2 and 3 Dog grooming qualifications of the owner, the business will accompany a vast amount of customer service experience as well as supervisory experience to build a trusted local business. In comparison to a bigger grooming salon where focusing on being volume can be an option, “Shampooches” will rather focus on one to one grooming providing a relaxed atmosphere and customer personalisation.  The business will in initially cater to 4-5 dogs per day, reaching some turnover of approximately £3,000 per month when firmly established. With minimal operating costs and high chances of sustainable expansion. 


List of figures 
Figure 1: Shampooches 6

[bookmark: _Toc235882414]Introduction
Shampooches is a proposed home-based dog grooming company which would be a self-employed business venture with a stand-alone grooming facility based in Swansea. The company will offer high quality and customised grooming services, such as full grooming, puppy grooming, bath and dry treatments and nail clipping to the dog owners in the area, who want high standards and welfare-oriented care. Professional dog grooming has been a profitable business venture due to the trend where pet owners consider grooming as a vital part of pets health, hygiene and wellness and not a luxury service (Hossain et al., 2024). Swansea is an ideal market environment, as demonstrated by the local population of pets here and evident further demand of the pet-care services that can be easily availed by them. Recurrence of grooming needs also contributes to the business opportunity due to the fact that the customers generally need to book appointments on a regular basis, therefore providing a possibility of a stream of revenues and consistent relationships. Nevertheless, competition in the grooming industry is still huge, and the reputation of a given salon and its size of operations favours the established ones. However, Shampooches can establish a competitive advantage based on differentiation as opposed to scale. One to one appointments made available by a special home grooming unit that would enable the business to offer a relaxed environment, less waiting time and more personal attention that would be hard to offer in bigger commercial salons. Thus, customer trust, service quality and relationship building create the business strategy instead of the price as the sole attraction in the competition (Frasquet & Miquel-Romero, 2021).
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Figure 1: “Shampooches “
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Business ownership and legal structure

The proposed business will be a sole trader that is initially the business is the best structure of an owner-run grooming business (GOV.UK, 2023). This framework will allow the owner to be in full control in areas of decision making and service delivery, pricing, customer relationship and business development. Moreover, setting up a business as a sole trader comes with relatively simple administrative hassles and is thus appropriate where the entrepreneur is initiating a small start-up and has low start-up capital. This structure introduces restrictions as well. One major drawback is unlimited personal liability, that is, the owner could be personally liable to the business debts or business obligations. Further development can be problematic in case the demand of customers surpasses personal ability since it might be necessary to expand into a bigger business and employ more or reorganise into a smaller company. Regardless of the drawbacks, the sole trader type is a good strategic choice at the stage of the company formation as is founded on the level of personal experience and direct service provision. The business is becoming larger and risky and therefore conversion to a limited form company may be more protective and allow further growth.

Owner Capability and Entrepreneurial Resources
Personal skills and experience of the owner offer valuable resources, which can facilitate the viability of “Shampooches”. The owner has Level 2 and Level 3 Dog Grooming qualifications which indicates a level of competence in providing professional grooming services. Moreover, long term customer service experience and supervisory duties offer transferable skills in communication, customer relationship management, financial management and day to day operational management organisation. The owner is capable of serving the wider business needs than only grooming operations as previous experience in cash handling, employee service as well as operational duties. More so, photography abilities are another entrepreneurial asset as they will facilitate digital marketing plans by providing professional before-and-after grooming of photos and social media. Competitive advantage can be made through the use of the Resource-Based View (RBV) in a situation whereby businesses use the highly-valued and hard to imitate internal resource (Barney, 1991). In the case of Shampooches. The qualifications in grooming coupled with customer service skills and creative marketing competence form a special resource base. Despite the fact that rivals might also provide comparable grooming services, the owner is able to utilize the whole technical and interpersonal capabilities to create customer trust, brand loyalty and sustained differentiation.

[bookmark: _Toc235882417]SMART Business Objectives 
The SMART framework is utilized to design the objectives of Shampooches, 
 so that business expansion would be measurable, achievable and in line with the operational capacity and financial projections. These are objectives which assist in the acquisition of customers, and generation of revenue and sustainability (Tabianan et al., 2022).

	Smart Objective
	Measurement Timescale
	Strategic purpose

	Establish average capacity of 4 grooming appointments per day within first 12 months. 
	Achieve average 50 appointments per month through customer demand 
	Ensure sustainable workload management whilst maintaining personalised services. 

	Develop a base of 70-80 repeat customers within 12 months.
	Track returning customers through booking records.
	Builds customer loyalty and creates predictable recurring revenue. 

	Achieve monthly earnings of around £3,600.
	Based on 80 monthly appointments with average customer spend £45. 
	Demonstrates financial viability and supports business sustainability. 

	Achieve 50 positive online reviews within the first year. 
	Monitor Google Business Profile and social media feedback. 
	Strengthens brand reputation and support local customer acquisition.



These goals serve to accommodate both the business expansion and the operational constraints of the business, which runs out of the house as a sole venture, as well as to ensure that expansion is not at the expense of service delivery.

[bookmark: _Toc235882418]Market Analysis and Marketing Strategy 
Market Segmentation and Target Market
The marketing of Shampooches takes place within the framework of the Segmentation, Targeting and Positioning (STP) market model created by Kotler and Keller that implies that a business must take into consideration several key segments of customers, pick the most profitable segment and create a differentiated position in the market (BRAZ, 1966). This is especially applicable to a small service based company since targeting can work wonders by allocating strained resources to potential customers who are likely to yield repeat business.
· Demographic Segmentation
The major target population encompasses pet owners of dogs, families, working professionals and seniors in Swansea (McMillan et al., 2024). These segments are potential clients that have routine grooming needs. Professional workers might highly appreciate the flexibility of appointments and convenience, whereas old owners might desire a local groomer that can give personal care. Another appealing segment is that of families since grooming services may be frequently needed to keep pets clean and healthy.
· Geographic Segmentation
The target market of Shampooches will be customers in Swansea and surrounding local markets. Since dog grooming can be considered a location specific service since convenience can impact on the purchase decision. Working at a different home grooming unit saves customers the hassle of traveling a long distance .
· Psychographic Segmentation
The customers that will be targeted by the business will be those valuing pet wellbeing, trust, convenience and personalised care as opposed to customers that value the lowest price (Penman, 2016). Contemporary pet owners are getting more and more attached to animals as part of the family and therefore, the quality of service rendered, safety and treatment of pets are a significant part of the purchase power.
· Target Market Segmentation
The main market to Shampooches. is:
Swansea dog owners who are in need of professional grooming services by a reputed local company (McKenzie et al., 2021). This segment provides a commercial value in that grooming is a service that has to be done regularly and not occasionally. Recurring appointments give way to retaining customers and a certain level of revenue. Nonetheless, the competition is stiff as some customers can have several grooming options. As such, Shampooches. has to compete based on trust, customer relationship and personalised service as opposed to price.

Market Opportunity and Industry Analysis
The pet-care sector is favourable to Shampooches, because of the rising pet ownership and additional costs of pet care. Pet care such as grooming, medical care, and specialist care is a growing area of spend among the UK consumers. Indicative of a change in pet ownership into valuing the pets as family members. This tendency opens perspectives to self-grooming companies since consumers prefer spending money on nice services that guarantee safety, convenience and professionalism. The residential communities and easily accessible market in Swansea are an appropriate market opportunity because the market is looking to have a local grooming service provider (Koohang et al., 2023).

Marketing Objectives
Shampooches will set quantifiable marketing goals to aid in customer acquisition and future development:
Table 2: Marketing Objectives

	Marketing Objective 
	Purpose

	Increase brand awareness through digital marketing within the first year.
	Improve visibility among Swansea dog owners.

	Generate at least 30% of enquiries through online platforms.
	Reduce dependence on traditional advertising methods.

	Build customer trust through online reviews and recommendations.
	Strengthen reputation and encourage repeat bookings.



Marketing Mix (7Ps)
· Product
Shampooches offer professional dog grooming to Swansea pet owners such as nail clipping (£10), puppy grooming (£25), bath and dry treatments (£30), small dog full grooming (£35), medium dog full grooming (£65) and large dog full grooming (£65). The pricing model indicates the levels of local competition rates, complexity of the services and the worth of individual one-to-one service. This will help the business to be competitive without compromising the quality standards, leading to recurring bookings and the growth of revenues in a sustainable manner.
· Price
Combination of value-based pricing and competitor-based pricing will be used in the business. Competitor pricing makes services affordable in a Swansea market, and value-based pricing is an incentive related to the professionalism of the owner and personal approach. Even though lower prices draw in new customers, the idea to compete on the basis of discounts might lead to decreased profitability and cause trouble to a small business with not enough capacity. 

· Place
The company will be based in a respective home grooming unit in Swansea.
Advantages include:
· Reduced operating fixed operating costs. 
· Convenient local access. 

But the initial weakness is capacity since a single operator cannot match the capacity with bigger commercial salons. Consequently, customer loyalty and quality appointment should be a priority to the business rather than overexpansion.
· Promotion
Customer acquisition will focus on online marketing.
Instagram:
· Before-and-after grooming images. 
· Grooming transformations. 
Facebook:
· Local community promotion. 
· Customer communication. 
Google Business Profile:
· Enhances local search. 
· Encourages reviews. 
People
One of the competitive resources is the owner. Trust-building and customer retention will be backed by professional grooming qualifications, experience and communication skills in handling customers. The level of customer confidence in services is especially significant in service industries where the owners need to be assured that the groomer takes care of the animals.
· Process
The customer experience will entail:
1. Booking of appointments online or telephone. 
2. Initial dog consultation. 
3. Professional grooming service. 
4. Secure payment process. 
5. Follow up and review request. 
The systematised procedure enhances the efficiency and personalised service.
· Physical Evidence
Even though grooming is an intangible service, the customers consider quality using physical evidence, such as:
	· Professional grooming environment. 


· Business branding. 
· Customer testimonials. 
· Grooming results. 



	Competitor type

	Strength

	Weaknesses

	Shampooches Advantage

	Established salons


	Strong reputation and customer awareness
	Less personalised service due to high customers
	One to one grooming services. 


	Mobile groomers


	High convenience


	Higher prices because of travel costs. 
	Affordable local alternative. 


	Home based groomers. 

	Similar low-cost model. 

	May lack professional branding. 
	Stronger brand identity.





Swot Analysis 
	Category 
	Analysis

	Strengths 
	Qualified owner with level 2 and 3 dog grooming qualifications. Low overhead costs due to home-based operations and strong experience in customer service. 

	Weaknesses
	New business with low initial brand recognition. 

	Opportunities 
	Growing demand for pet-care services, increasing use of online marketing for development of loyal customer base.

	Threats 
	Competition from established salons and mobile groomers. 



Pricing Strategy
The pricing strategy of Shampooches, will be based on a mix of price and value-based pricing. The prices have been formulated keeping in mind Swansea grooming market prices, professional Level 2 and Level 3 Dog Grooming qualifications of the owner and individualised  one-to-one service. The business will not compete on the prices, but provide value by offering professional expertise, animal care, and customer trust. Shampooches will employ a competitive pricing strategy which is based on the rate of the local market, the complexity of the services and the value of individual grooming. Some of the services provided will be nail clipping (£10), puppy grooming (£25), bath and dry (£30), small dog full grooming (£35), medium dog full grooming (£45) and large dog full grooming (£65). The overall intention of these prices is to balance the affordability of customers and profitability which is sustainable. Although lower pricing may attract initial customers, excessive discounting could reduce profitability for a small owner-operated business. 

Revenue Streams
Shampooches will generate income through multiple service streams. It will realise its revenue by providing complete grooming services to dogs, which make up about 90% of the total revenue. The rest of the 10% will be added in other services such as nail clipping, puppy grooming and other services (Ahmed et al., 2025). This diversification strategy helps in the creation of customer value, facilitates repeat bookings and decreases dependence on one source of income (Strategyzer AG, 2018).

Capacity and revenue forecast

	Calculation 	amount
	

	Daily capacity 	4 dogs
	

	Weekly appointments	20 dogs
	

	Monthly appointments	80 dogs
	

	Average customer spend	£45
	

	Monthly turnover	£3,600
	

	Annual turnover 	£43,000
	



Break even and sustainability evolution
Shampooches’s estimated monthly operating costs total £600, including insurance (£40), utilities (£100), grooming supplies (£200), marketing (£100), maintenance (£60) and other expenses (£100). These costs represent the essential resources required to maintain daily operations while supporting a financially efficient home-based business model.
Break-even calculation:
Divides to average 45 at a time by the 600: = so you get on average 14 grooming’s grooming appointments a month. The home-based model would help lead to increased sustainability whereby the entry cost in terms of rental fee is reduced and break-even level is decreased. However, with an increase in the number of appointments, it is possible to achieve higher revenue, excessive work may decrease the level of quality of services, thus, and the four number of appointments in a day helps to remain profitable and friendly to the customer (Pearson, 2019).
[bookmark: _Toc235882421]Operations Plan 
Shampooches will be located in a home unit dedicated building in grooming in Swansea that provides consulting appointments of a groomer to the customers in a professional and controlled environment on a one-on-one basis. The equipment necessary in the business will include a grooming table, professional clippers, drying and bathing facilitation equipment to offer effective and safe services. The main suppliers will consist of suppliers of grooming equipment and suppliers of pet-care products to keep the quality of services. The IT systems that will be used will include appointment management, customer records and online payment system to improve efficiency and customer experience. This is going to make the business compliant with the right level of insurance, animal welfare, hygiene protocols and health and safety measures (Beausoleil et al., 2023). However, despite the low-cost factor of the home-based system, there will be the need to have an organisation that facilitates the coverage of capacity and at the same time there are uniformity in terms of quality of the services.

[bookmark: _Toc235882422]Conclusion
Shampooches has an incredible entrepreneurial potential because it is responding to an increase in the demand of professional and personalised dog grooming services in Swansea. One-to-one service model, qualified expertise and efficient local marketing strategies that revolve around trust and relationship with the customers are the key elements that the firm uses to offer competitive advantage. Lessons Financial analysis reveals that it is feasible in that it is cheap to operate and given that it has an opportunity of achieving an approximate turnover of approximately 3,600 monthly once established. But sustainability in the long run will be dependent on service quality, customer retention and effective capacity management. Overall, the business model presents a correct assumption of sustainable development in local pet-care business.
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	[Name]
Contact 
Address: 
Email:
 Professional Profile
Full-time and seasoned professional who has worked over 30 years in the field of customer service and operations, is qualified with Level 2 and Level 3 Dog Grooming. Customer relationship management, financial management, staff support and maintenance of high standards of services. Experiential in photography, digital content, assisting with promotional activities and brand building. Has the practical and entrepreneurial experience necessary to start and run Furiale Grooming Co. a professional home-based dog grooming service in Swansea.
Key Skills
· Professional dog grooming and animal care. 
· Customer service and relationship management. 
· Cash handling and financial recording. 
· Staff training and operational support. 
· Photography and photo editing. 
· Organisation and attention to detail. 
· Independent working and business management. 
Professional Experience
Supervisor | May 2000 – Present
· Managed daily financial transactions, till operations and sales reconciliation. 
· Supported staff training and operational efficiency. 
· Developed strong customer service and communication skills. 
Lucas SEI – Machine Operations Technician | September 1994 – April 2000
· Operated machinery while maintaining quality and safety standards. 
· Developed technical accuracy and attention to detail. 
Olan Mills Photography | May 1993 – September 1994
· Planned photography sessions and managed equipment preparation. 
· Produced customer-focused photographic outcomes. 
Education and Qualifications
Bridgend College (2023–2024)
· Level 2 Dog Grooming 
· Level 3 Dog Grooming 
Pentreaford Comprehensive School Swansea (1988–1993)
· Mathematics – C 
· English – C 
· Double Science Award – DD 
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