BUSINESS PLAN - INDIA

Pet Grooming Business

Welfare-led grooming salon where capacity is capped because throughput is bought with

animal welfare

PET CARE & VETERINARY BUSINESSES

AISEVAK.IN - BY ABL DIGITAL TECHNOLOGIES

August 2026



1. Executive Summary

This plan sets out a Pet Grooming Business in India — a salon offering full grooming and styling, basic bath-and-tidy
services, de-shedding and medicated treatments, prepaid packages and memberships, at-home mobile grooming, and

a small retail line, for dogs and cats.

This is the first non-clinical business in this vertical, and it inverts the veterinary clinic on almost every
dimension. Where the clinic is infrequent, non-discretionary and priced under crisis, grooming is high-frequency, entirely
discretionary, appointment-driven and completely price-visible. Most importantly, it inverts the clinic's central
insight about quality: an owner cannot evaluate whether an anaesthetic protocol was appropriate, but they can
absolutely evaluate a haircut. The result walks through their front door two hours later. Reputation here is built and
destroyed in a single appointment, and the feedback loop is immediate — which is simultaneously the most

demanding and the fairest condition any business in this vertical operates under.

It also carries the vertical's sharpest welfare problem, and this plan treats it as the operating centre rather
than a footnote: grooming is the one petcare service where the animal's experience is routinely sacrificed to
the owner's aesthetic preference. The clearest case is the severely matted coat. De-matting a badly matted dog is
painful, slow and can tear or burn the skin; the humane answer is to shave it off — and the owner wants the
length kept. A groomer who cannot say "this coat has to come off" and lose the sale is not running a grooming business,
they are running a styling business with an animal in it. The same logic governs brachycephalic dogs under heat, and
fearful animals held down to finish a groom that should have stopped. This plan therefore adopts an explicit right
to stop a groom — an unfinished groom with a refund is always the correct outcome over a finished one achieved through
excessive restraint — and reports grooms stopped on welfare grounds (38 —» 175) as a positive metric, alongside

cage dryers in use: NIL.

Two further honesties shape the numbers. First, this is a genuinely dangerous job that business plans routinely
assume away — bites, scratches, repetitive strain, chemical exposure, zoonoses, and the rare but real death-under-
grooming incident, almost always heat or restraint related. Staff injury and animal incidents are therefore budgeted
and reported here, not omitted. Second, unlike the clinic there is no emergency moat: no owner is loyal to a
groomer at two in the morning, and the customer can switch on price at any appointment. That makes retention

— specifically, rebooking before the client leaves the counter (34% - 72%) — the entire commercial game.

This plan models a business requiring ¥42 lakh (24 lakh promoter + X12 lakh term loan + X6 lakh working-capital
finance), moving from X1.5 crore revenue and X3 lakh profit in Year 1 to ¥3.86 crore revenue and 63 lakh profit
by Year 3, across roughly 27,000 grooms. (Appointment-based service; capacity- and retention-driven — figures

illustrative.)

2. Business Description, Vision & Legal Structure

Concept: A grooming salon with trained groomers, proper bathing and drying facilities, breed- and coat-appropriate styling,

welfare-led handling protocols, prepaid packages, and a mobile at-home service for animals that travel badly.
Vision: To be the salon owners trust with a frightened dog.

Mission: Say when the coat has to come off; stop when the animal has had enough; never use a cage dryer; and tell the

owner about the lump we found.



Legal structure options

o Private Limited — suits multi-location plans, mobile fleet and outside investment.
e LLP — workable for a partner-run salon.

o Proprietorship — entirely viable for a single salon and common in the sector.

Regulatory anchor: grooming sits in a genuinely light regulatory space, and that is itself the risk. There is no statutory
qualification or licensing requirement for groomers in India — anyone may call themselves a pet groomer,
exactly as the coaching plan described for coaches, and with a comparable consequence: the customer cannot
distinguish a trained groomer from an untrained one until an animal is hurt. What does apply: the Prevention of
Cruelty to Animals Act 1960 for animals in the salon's custody, which covers handling, restraint and avoidable
distress; shops and establishments registration; employee safety and workmen's compensation, which matter more
here than in most retail settings; trade licence and waste-water discharge norms for bathing volumes; consumer-
protection obligations on service claims; and, where sedation is ever contemplated, the absolute rule that sedation is a
veterinary act — a groomer administering a sedative is practising veterinary medicine without registration.

Insurance covering animal injury, third-party liability and staff injury should be treated as mandatory rather than optional.

3. Promoter & Ownership

Led by a promoter with grooming skill or a master groomer as partner. Three competences decide outcomes: coat and
breed knowledge, which is the actual craft and is invisible to customers until it is absent; handling judgement, meaning
knowing when to stop; and groomer retention, since capacity is groomer-hours and a departing groomer takes their regular
clients with them. Craft standards, welfare discipline, rebooking rate & team stability are the differentiators. Ownership,

equity & any master-groomer partner stake are editable inputs.

4. Market Analysis — India

Demand is driven by growth in urban pet ownership, popularity of high-maintenance coated breeds, apartment living
where shedding matters, rising grooming awareness, and the practical difficulty of bathing a large dog at home.
Demand is strong and growing, and supply is highly fragmented and largely untrained. The market is frequency-

driven, locally bounded and switchable at every appointment.

Demand drivers

« Coated breeds in Indian conditions — Shih Tzus, Lhasas, Golden Retrievers, Huskies and Persians in a climate none
of them evolved for.

« Apartment living, where shedding, odour and hygiene are daily concerns rather than occasional ones.

o Practical difficulty at home — bathing and drying a 30kg dog properly is beyond most households.

« Rising awareness that matting, ear infections and overgrown nails are welfare problems, not cosmetic ones.

e Frequency — a coated dog needs professional attention every four to eight weeks, which makes this a recurring service

rather than an occasional one.

Market sizing (illustrative framing)

TAM Indian pet grooming services Large, fragmented, fast-growing

SAM Pets within salon catchment & mobile radius Geographically bounded



SOM (Yr 1-3) Groomer-hours available at safe loading ~11,000 -» ~27,000 grooms

The market's most consequential feature is that grooming skill is unregulated and unverifiable in advance,
which produces a specific pattern of harm. An owner selecting a groomer has no qualification to check, no register to
consult and no way to assess handling before handing over an animal that cannot report what happened to it. The animal
comes back looking fine and cannot say that it was held down for forty minutes, or left under a hot dryer, or
that the mats were ripped out rather than clipped. Two implications follow for a serious operator. The first is that
trained, credentialed staff are worth investing in even though no customer asks about it, because the difference
shows up as incidents avoided rather than as marketing. The second is that transparency is available as a genuine
differentiator: visible grooming areas, or owners permitted to watch, or photographs shared during the groom. A salon
that has nothing to hide can prove it cheaply, and in a market where customers cannot verify anything, being

verifiable is itself the position.

Target segments

« Regular coated-breed clients — the core: 4-8 week cycle, predictable, package-suitable.

« Occasional and seasonal clients, higher acquisition cost and lower value.

 Anxious, elderly or reactive animals, where careful handling commands a premium and builds fierce loyalty.
o Cat owners — under-served, materially different skill set.

 Mobile clients — animals that travel badly, or owners paying for convenience.

5. Competition & Competitive Advantage

Landscape: other salons, freelance and home-based groomers at half the price, mobile grooming services,
veterinary clinics offering grooming as an ancillary, pet shops with a bathing corner, and owners doing it at home. Price

competition is severe and the floor is set by untrained operators with no overheads.

The business's edge

o Trained groomers with genuine coat and breed knowledge, which shows in the result and in the absence of
incidents.

« Welfare-led handling, including the willingness to stop, which anxious-dog owners will travel for.

¢ Proper drying practice — no cage dryers, supervised drying, which is where most serious incidents originate.

« Consistency of groomer, so the animal is handled by someone it recognises.

« Health observations reported, which turns a grooming appointment into something more valuable.

The most underrated source of value in this business is that the groomer sees the whole animal, closely, more
often than anyone else including the veterinarian. Hands go over every part of a dog for an hour, every six weeks.
Lumps, skin lesions, ear infections, dental disease, painful joints, weight change, parasites and wounds are
found on the grooming table constantly — frequently before the owner has noticed anything at all. A salon that
records these observations and passes them to the owner in writing, with a clear recommendation to see a veterinarian and
no attempt to diagnose or treat, is providing something genuinely valuable and building an obvious relationship with
local clinics. This plan reports health findings passed to owners for veterinary follow-up (210 - 890). It is worth
being precise about the boundary: the groomer's job is to say "l found this, please have your vet look at it" —
never to name a condition, never to sell a product for it, and never to be the reason an owner delays a

veterinary visit.




6. Services & Revenue Model

Full grooming (bath, cut, style) Per groom, breed/size-priced Core; groomer-hour intensive
Basic services (bath, brush, nail, ear) Per service Volume; assistant-deliverable
Memberships & prepaid packages Prepaid, multi-groom 12% - 17.6% — the retention mechanism
De-shedding, specialty & medicated treatments Add-on Higher margin, coat-specific
Mobile / at-home grooming Per visit, premium Travel destroys utilisation
Retail (shampoos, brushes, accessories) Per item Small; must not become selling

Memberships and prepaid packages matter here more than their revenue share suggests, because this
business has no other retention mechanism at all. The clinic keeps clients through trust earned in crisis; the grooming
salon has nothing equivalent — every appointment is a fresh decision, and a competitor X300 cheaper is always
available. A prepaid package changes the default: the next groom is already paid for, the interval is already agreed, and
the decision to switch requires forfeiting something. It also fixes the single biggest scheduling problem in grooming,
which is that owners let intervals slip until the coat is matted — and a matted coat means a shave-down, a
disappointed owner and, often, a lost client who blames the salon for a problem they created. The package is therefore a
welfare instrument disguised as a commercial one. The mobile line deserves a separate caution: it prices well and
suits animals that travel badly, but travel time is unbillable and destroys groomer utilisation — a mobile groomer
completes perhaps three animals a day against six in salon, so it must be priced for that reality rather than at a

modest premium.

7. Go-to-Market — Won at the Counter, Not in the Advertisement

Acquisition

e Local visibility and walk-past, since catchment is small and specific.
« Veterinary and pet-shop referral, which carries implied endorsement.
o Owner-to-owner recommendation, particularly for anxious or difficult dogs where relief is intense.

« Before-and-after visual proof, which works in this category because the product is visible.

Retention

« Rebooking at the counter before the client leaves — the highest-leverage habit in the business.
« Packages and memberships that pre-commit the next appointment.
o Same groomer each visit, which matters to the animal and therefore to the owner.

o Interval reminders tied to coat type rather than a generic schedule.

Sales approach

Acquire locally - deliver a visible result - rebook at the counter - convert to package - hold the groomer relationship.The
commercial insight that separates profitable salons from busy ones is that acquisition in this category is
expensive and retention is nearly free, yet almost all effort goes into the former. A client rebooked at the counter
costs nothing and returns eight times a year; the same client re-acquired through advertising costs several

hundred rupees and may not return at all. Rebooking rate rising from 34% to 72% is worth more to this business than



any marketing campaign it could run, and it is achieved by a receptionist trained to ask, a diary open at the counter

and a groomer who has already said when the dog should next come in.

8. Operations Plan (assess, bathe, dry, groom, report)

« Intake assessment: coat condition, matting, skin, ears, nails, temperament, and any prior incident recorded on

the animal's file.

o Owner briefing: what is achievable with this coat today — including the shave-down conversation, held before

the groom rather than during it.
o Bathing: appropriate products for coat and skin, water temperature control, thorough rinsing.

« Drying: supervised, force-dry and stand dryers only — no cage dryers under any circumstances, with heat

and duration limits for brachycephalic and elderly animals.
o Grooming & styling: breed-appropriate work at a pace the animal tolerates.
o Welfare stops: authority for any groomer to end a groom, unfinished, without seeking permission.
« Health observations: recorded and given to the owner in writing, with a referral recommendation and no diagnosis.

 Rebooking: next interval recommended by the groomer and booked at the counter.

Appointment flow

m Activity Control point

Intake Coat, skin, temperament assessment Prior-incident flags on file
Brief What is achievable; shave-down if needed Welfare shave-downs accepted 61% - 88%
Bathe & dry Products, temperature, supervised drying Cage dryers: NIL
Groom Breed-appropriate styling at tolerated pace Dogs/groomer/day capped 6.2 - 5.8
Stop if needed Unfinished groom + refund Welfare stops 38 -» 175 (a positive)
Report & rebook Health findings; next appointment Rebooked at counter 34% - 72%

The link between capacity and welfare is the most important operational fact in this business, and it is the one
most often broken deliberately. A groomer can properly handle five to seven dogs a day — not twelve. Every incident
that seriously harms an animal in a grooming salon traces back, almost without exception, to being behind
schedule: the dryer left on a few minutes longer because the next dog is waiting, the mats worked through faster than the
animal can tolerate, the frightened dog restrained rather than given a break, the elderly dog kept standing too long.
Overbooking is not merely a service-quality problem; it is the specific mechanism by which welfare and safety
fail. This plan therefore caps loading and reduces dogs-per-groomer-per-day from 6.2 to 5.8 as the business grows,
funding growth through more groomers rather than more animals per groomer — which is slower, more capital-hungry, and
the only version of this business that can be run for a decade without hurting something. A salon whose throughput per

groomer is rising is a salon accumulating an incident it has not had yet.

9. Regulatory, Welfare & Safety (India)

+ No statutory groomer qualification exists in India — anyone may call themselves a groomer, so competence

is a hiring and training obligation the business must impose on itself.

e PCA Act 1960 for animals in custody: handling, restraint, heat, and avoidable distress.



Sedation is a veterinary act. A groomer administering any sedative is practising veterinary medicine without
registration; sedated grooms happen only under a veterinarian, in a veterinary setting.

Staff safety: bite and scratch protocols, tetanus and rabies pre-exposure vaccination for handlers, first aid, workmen's
compensation.

Zoonoses: ringworm, sarcoptic mange and other transmissible conditions — isolation of suspected cases, hygiene
protocol, refusal of visibly infectious animals pending veterinary clearance.

Incident policy: written procedure for animal injury — immediate veterinary attention at the salon's cost, owner
informed the same day, incident recorded.

Shops and establishments registration, trade licence, waste-water norms; insurance for animal injury, third-party and
staff.

The incident that this industry does not discuss publicly deserves stating plainly, because a plan that omits it
is not a serious plan: animals do occasionally die during grooming. The causes are consistent and preventable —
heat, most often from cage dryers left running or unsupervised; positional or restraint asphyxia, usually from
a grooming noose on a struggling animal; and undetected cardiac or respiratory compromise in elderly or
brachycephalic dogs put under physical stress. Every one of those is a supervision and loading failure rather than a
freak event. The controls are correspondingly unglamorous: no cage dryers at all, no animal left restrained
unattended even briefly, heat and duration limits for at-risk animals, an intake question about cardiac and
respiratory history, and enough time in the schedule that nobody is rushing. A salon that has these written down,
trains to them, and records incidents honestly is measurably safer than one relying on careful people — because careful

people are careful until they are behind.

10. Organisation & Manpower Plan

Promoter / master groomer

Groomers 6 11 18
Bathers & grooming assistants 5 9 15
Reception, booking & client care 3 5 9
Mobile grooming team 2 4 7
Retail & inventory 1 2 3

Admin & accounts

Groomer headcount triples while dogs-per-groomer falls — growth bought with people rather than with throughput.

Groomer retention (64% - 86%) is tracked as a revenue metric, because regular clients belong to the groomer at

least as much as to the salon, and a departure takes a book of business with it.

11. Implementation Timeline & Milestones

Setup Month 0-3 Salon fit-out, equipment, team recruitment and training, welfare protocols written



Launch Month 3-12 ~11,000 grooms; X1.5cr revenue, X3L profit; rebooking 34%
Build Year 2 Rebooking 56%, retention 64%, mobile scaled; X2.45cr, X26L profit

Scale Year 3 ~27,000 grooms; X3.86c¢r, X63L profit; rebooking 72%, incidents 9 -» 2

12. Financial Plan (lllustrative)

All figures are illustrative model assumptions for an Indian context, shown so the promoter can replace them with live rates.
Rebooking rate, package penetration, groomer retention and safe daily loading are the levers — and dogs-

per-groomer is modelled FALLING, because throughput growth in this business is bought with animal welfare.

12.1 Project cost & means of finance

capital reqUirement _

Salon fit-out (bathing, drying, grooming stations, ventilation) 14,00,000
Equipment (tables, tubs, dryers, clippers, scissors, nail & dental) 9,00,000
Working capital (salaries & supplies) 7,00,000
Deposits & advance rent 6,00,000
Staff recruitment & training 3,00,000
Launch & local marketing 2,00,000
Licences, insurance & registrations 1,00,000
Promoter contribution 24,00,000
Term loan 12,00,000
Working-capital finance 6,00,000

12.2 Projected Profit & Loss (3 years)

_

Full grooming services (bath, cut, style) 62,00,000 92,00,000 1,38,00,000
Basic services (bath, brush, nail, ear) 34,00,000 52,00,000 76,00,000
Memberships & prepaid packages 18,00,000 38,00,000 68,00,000
De-shedding, specialty & medicated treatments 16,00,000 26,00,000 42,00,000
Mobile / at-home grooming 12,00,000 24,00,000 42,00,000
Retail (shampoos, brushes, accessories) 8,00,000 13,00,000 20,00,000
Salaries (groomers, bathers, reception, admin) 68,00,000 1,08,00,000 1,66,00,000

Rent, utilities & facility 20,00,000 23,00,000 27,00,000



Grooming supplies & consumables 16,00,000 25,00,000 38,00,000

Marketing & customer acquisition 12,00,000 16,00,000 22,00,000
Equipment maintenance, blades & replacement 8,00,000 12,00,000 18,00,000
Mobile unit operating costs 6,00,000 11,00,000 18,00,000
Staff injury, insurance & incident costs 5,00,000 7,00,000 10,00,000
Retail cost of goods 5,00,000 8,00,000 12,00,000
Depreciation, interest & other 7,00,000 9,00,000 12,00,000

Net profit before tax 3,00,000 26,00,000 63,00,000

Net margin 2.0% 10.6% 16.3%
Rebooked before leaving the salon 34% 56% 72%
Client retention (12-month) 48% 64% 77%
Dogs per groomer per day — capped, falling by design 6.2 6.0 5.8
Grooms stopped on welfare grounds — a positive 38 96 175
Welfare shave-downs recommended and accepted by owner 61% 76% 88%
Cage dryers in use NIL NIL NIL
Animal incidents requiring veterinary attention 9 4 2
Staff injuries requiring medical attention 14 9 6
Health findings reported to owners for veterinary follow-up 210 480 890
Groomer retention (annual) 64% 78% 86%
Grooms completed / Average ticket (%) ~11,000/1,360 ~17,500/ 1,400 ~27,000/1,430

12.3 Unit economics & break-even

« Rebooking at the counter is the highest-return activity in this business and costs nothing. A rebooked client
returns eight times a year; the same client re-acquired through advertising costs several hundred rupees and may not

return at all. 34% — 72% is worth more than any campaign.

Capacity is groomer-hours and it is absolute. Revenue grows 2.6x on 3x the groomers and fewer dogs per
groomer — this business cannot be scaled by working the existing team harder without an incident following.

« Packages solve a welfare problem and a commercial one simultaneously — they stop intervals slipping until the
coat mats, which is the root of most shave-downs and most disappointed clients.

« Mobile prices at a premium but converts three animals a day against six in salon, so the premium must reflect

halved utilisation rather than modest inconvenience.

« Break-even: essentially Year 1, thinly. Year 1's margin of 2.0% reflects a team hired and trained ahead of the

appointment book, which is unavoidable because an undertrained groomer is not a cheaper groomer, it is a liability.

12.4 Projected Cash Flow — Year 1 (quarterly, illustrative)

PartiCUIars (?) m‘mn



Opening balance 12,00,000 8,00,000 8,00,000 9,00,000
Collections 32,00,000 36,00,000 38,00,000 39,00,000

Salaries, rent, supplies, marketing & overheads 36,00,000 36,00,000 37,00,000 38,00,000
Closing balance 8,00,000 8,00,000 9,00,000 10,00,000

Cash is straightforward — payment at the counter, no receivables — but the prepaid package line carries an
obligation that looks like cash and is not. A six-groom package collected upfront is revenue received against
grooms not yet delivered, and it should be treated as deferred revenue exactly as the membership and coaching plans in
the previous vertical described: the money in the account is an obligation to provide groomer-hours, not a
surplus. A salon that funds current operations from package sales is borrowing capacity from its own future diary, and the
reckoning arrives as a month of appointments that generate no new cash. Two further points are specific to this business.
Rent and salaries are entirely fixed against an appointment book that is highly seasonal — monsoon and
shedding seasons drive demand, festival weeks empty the diary — so the quiet months must be funded from the busy ones
deliberately rather than discovered. And the incident cost line is real and belongs in the budget: when an animal is
injured in the salon, veterinary treatment is paid immediately and without argument, because the cost of doing that

promptly is always smaller than the cost of appearing to dispute it.

12.5 Key Performance Indicators to Monitor

« Retention: rebooking rate at counter; 12-month client retention; package penetration and redemption; interval
adherence by coat type.

o Capacity & safety: dogs per groomer per day; animal incidents; staff injuries; grooms stopped on welfare
grounds; time per groom against schedule.

o Welfare: welfare shave-downs recommended vs. accepted; matting severity at intake by client; cage dryers in use
(target: nil); refusals of visibly infectious animals.

« Value-add: health findings reported to owners; veterinary referral relationships; groomer retention and client-

following-groomer analysis.

13. Funding Requirement & Bankability

Total ask: ¥12 lakh term loan plus X6 lakh working-capital finance against 24 lakh promoter contribution. Four
points. First, this is a modest, quick-to-cash proposition — low capital, immediate collection, no receivables, and
break-even within the first year. Second, the security is thin: fit-out and grooming equipment have limited resale value,
so lending rests largely on cash flows and the promoter's covenant. Third, the operational metric to underwrite is
rebooking rate rather than revenue, because a salon growing revenue on acquisition alone is buying the same
customers repeatedly and will stall the moment marketing spend does. Fourth, and specific to this sector, ask
about incidents and insurance. An uninsured salon with no written handling protocol, cage dryers in use and rising
throughput per groomer is carrying an unquantified liability that arrives all at once — a single serious animal injury
generates veterinary costs, a compensation claim, and local reputational damage that in a catchment-bound business is

difficult to recover from.

13.1 Funding utilisation

Salon fit-out (bathing, drying, grooming stations, ventilation) 14,00,000 33.3%



Equipment (tables, tubs, dryers, clippers, scissors, nail & dental)

Working capital (salaries & supplies)

Deposits & advance rent

Staff recruitment & training

Launch & local marketing

Licences, insurance & registrations

9,00,000 21.4%
7,00,000 16.7%
6,00,000 14.3%
3,00,000 7.1%
2,00,000 4.8%
1,00,000 2.4%

42'00'000

14. Risk Analysis & Mitigation

_ Mitigation

The matted-coat

conflict

Death or serious
injury under

grooming

Overbooking — the
mechanism by which

welfare fails

No emergency moat
— switchable at

every appointment

Unregulated,

unverifiable skill

Sedation

Staff injury & zoonoses

Groomer departure

taking clients

De-matting a badly matted dog is painful, slow and can tear or burn the skin; the humane
answer is to shave, and the owner wants the length kept. A groomer who cannot say "this coat has
to come off" and lose the sale is running a styling business with an animal in it. Shave-down

conversation held BEFORE the groom; acceptance tracked 61% — 88%

The causes are consistent and preventable — heat (cage dryers left running or unsupervised),
positional/restraint asphyxia from a noose on a struggling animal, and undetected cardiac or
respiratory compromise in elderly or brachycephalic dogs. NO cage dryers at all; no animal
restrained unattended even briefly; heat and duration limits; cardiac/respiratory question at

intake; enough schedule that nobody is rushing

Every serious salon incident traces back to being behind schedule — the dryer left on longer, mats
worked faster than the animal tolerates, the frightened dog restrained instead of rested. Overbooking is
not a service-quality problem, it is the SPECIFIC MECHANISM by which safety fails - loading
capped and falling 6.2 - 5.8 dogs/groomer/day; a salon whose throughput per groomer is

RISING is accumulating an incident it has not had yet

No owner is loyal to a groomer at 2am, and a competitor X300 cheaper is always available. Rebooking at
the counter (34% - 72%) and prepaid packages are the ONLY retention mechanisms this

business has

No statutory groomer qualification exists — anyone may call themselves a groomer, and the
customer cannot distinguish trained from untrained until an animal is hurt; the animal comes
back looking fine and cannot say it was held down for forty minutes. Invest in trained staff though
no customer asks; use transparency as the differentiator — in a market where customers can

verify nothing, being verifiable is itself the position

Sedation is a veterinary act — a groomer administering any sedative is practising veterinary

medicine without registration. Sedated grooms only under a veterinarian, in a veterinary setting

Bites, scratches, repetitive strain, chemical exposure; ringworm, sarcoptic mange and other
transmissible conditions. Handling protocols, rabies pre-exposure and tetanus vaccination, isolation of

suspected cases, refusal pending veterinary clearance, workmen's compensation (injuries 14 - 6)

Regular clients belong to the groomer as much as the salon — retention tracked as a revenue metric (64%

- 86%); same-groomer continuity balanced against relationship concentration



Travel time is unbillable — a mobile groomer completes ~3 animals a day against 6 in salon, so

Mobile utilisation

price for halved utilisation, not for modest inconvenience

Packages are deferred revenue — an obligation to provide groomer-hours, not a surplus. A salon

Prepaid package

funding operations from package sales is borrowing capacity from its own future diary, and the

obligation

reckoning is a month of appointments generating no new cash

15. SWOT Analysis

Strengths

High frequency — a coated dog returns every 4-8 weeks;
payment at the counter with no receivables; low capital and fast
break-even; the result is visible, so good work markets
itself; welfare-led handling attracts anxious-dog owners who
become fiercely loyal; the groomer sees health problems before

anyone else.

Opportunities

Coated breeds in a climate they did not evolve for; cat
grooming is materially under-served; mobile service for
animals that travel badly; packages that fix slipping intervals;
veterinary referral relationships built on health reporting; multi-

location expansion once protocols are proven.

Weaknesses

No emergency moat — switchable on price at every
appointment; capacity is absolutely bounded by groomer-
hours; growth requires more groomers, not more
throughput; clients follow individual groomers; fixed costs
against a seasonal diary; a genuinely dangerous job with real

incident exposure.

Threats

Freelance and home groomers at half the price with no
overheads; veterinary clinics and pet shops adding grooming;
price-led customer switching; a single serious animal
incident in a catchment-bound business; groomer

poaching; seasonal demand swings against fixed costs.

16. Recommended AiSevak Tools for This Business

This grooming business would use AiSevak's Petcare vertical tools in operations:

+ Retention: counter rebooking prompt and diary, package sales and redemption tracking, interval reminders by

coat type, 12-month retention cohorts.

o Capacity & safety: dogs-per-groomer-per-day cap with booking enforcement, time-per-groom against schedule,

animal incident and staff injury registers.

« Welfare: welfare-stop log, shave-down recommendation and acceptance tracking, matting severity at intake, prior-

incident flags on animal files.

¢ Clinical hand-off: health-observation report to owner with veterinary referral (no diagnosis), clinic referral

relationships.

o Team: groomer retention, client-following-groomer analysis, training and certification records.

17. Key Assumptions & Notes

e Pet grooming salon: full grooming and styling, basic bath/brush/nail/ear services, de-shedding and medicated

treatments, prepaid packages and memberships, mobile at-home grooming, and a small retail line, for dogs and cats.

e A THE FIRST NON-CLINICAL PLAN IN THE VERTICAL AND THE INVERSE OF THE CLINIC ON ALMOST EVERY

DIMENSION — where the clinic is infrequent, non-discretionary and priced under crisis, grooming is high-frequency,

entirely discretionary, appointment-driven and completely price-visible; most importantly it INVERTS THE
CLINIC'S CENTRAL INSIGHT ABOUT QUALITY: AN OWNER CANNOT EVALUATE AN ANAESTHETIC PROTOCOL
BUT CAN ABSOLUTELY EVALUATE A HAIRCUT — THE RESULT WALKS THROUGH THEIR FRONT DOOR TWO



HOURS LATER - REPUTATION IS BUILT AND DESTROYED IN A SINGLE APPOINTMENT AND THE FEEDBACK
LOOP IS IMMEDIATE: simultaneously the most demanding and the FAIREST condition any business in this
vertical operates under.

THE VERTICAL'S SHARPEST WELFARE PROBLEM, TREATED AS THE OPERATING CENTRE RATHER THAN A
FOOTNOTE: GROOMING IS THE ONE PETCARE SERVICE WHERE THE ANIMAL'S EXPERIENCE IS ROUTINELY
SACRIFICED TO THE OWNER'S AESTHETIC PREFERENCE. The clearest case is the severely matted coat — DE-
MATTING A BADLY MATTED DOG IS PAINFUL, SLOW AND CAN TEAR OR BURN THE SKIN; THE HUMANE
ANSWER IS TO SHAVE IT OFF, AND THE OWNER WANTS THE LENGTH KEPT-» A GROOMER WHO CANNOT SAY
"THIS COAT HAS TO COME OFF" AND LOSE THE SALE IS NOT RUNNING A GROOMING BUSINESS, THEY ARE
RUNNING A STYLING BUSINESS WITH AN ANIMAL IN IT (shave-down conversation held BEFORE the groom;
acceptance 61%—-88%). Same logic for brachycephalic dogs under heat and fearful animals held down to finish
a groom that should have stopped - explicit RIGHT TO STOP A GROOM: AN UNFINISHED GROOM WITH A
REFUND IS ALWAYS THE CORRECT OUTCOME OVER A FINISHED ONE ACHIEVED THROUGH EXCESSIVE
RESTRAINT, with WELFARE STOPS REPORTED AS A POSITIVE METRIC (38-96-175) and CAGE DRYERS IN USE:
NIL as a standing governance line (the same device as interior-design-studio's "vendor commissions: NIL" and
certification-body's "training revenue: NIL").

THE INCIDENT THIS INDUSTRY DOES NOT DISCUSS PUBLICLY, STATED PLAINLY BECAUSE A PLAN THAT
OMITS IT IS NOT A SERIOUS PLAN: ANIMALS DO OCCASIONALLY DIE DURING GROOMING, and the causes are
consistent and preventable — HEAT (most often cage dryers left running or unsupervised),
POSITIONAL/RESTRAINT ASPHYXIA (usually a grooming noose on a struggling animal), and UNDETECTED
CARDIAC OR RESPIRATORY COMPROMISE in elderly or brachycephalic dogs under physical stress. EVERY
ONE IS A SUPERVISION AND LOADING FAILURE RATHER THAN A FREAK EVENT - controls are unglamorous: no
cage dryers at all, no animal restrained unattended even briefly, heat/duration limits, a cardiac-respiratory question at
intake, and enough schedule slack that nobody rushes — a salon with these written down and trained to is
measurably safer than one relying on careful people, BECAUSE CAREFUL PEOPLE ARE CAREFUL UNTIL THEY
ARE BEHIND. It is also a genuinely dangerous job business plans routinely assume away — bites, scratches,
repetitive strain, chemical exposure, zoonoses (ringworm, sarcoptic mange) — so staff injury (14-6) and animal
incidents (9-2) are budgeted and reported, not omitted.

THE LINK BETWEEN CAPACITY AND WELFARE IS THE MOST IMPORTANT OPERATIONAL FACT IN THIS
BUSINESS AND THE ONE MOST OFTEN BROKEN DELIBERATELY: A GROOMER CAN PROPERLY HANDLE FIVE
TO SEVEN DOGS A DAY, NOT TWELVE — AND EVERY INCIDENT THAT SERIOUSLY HARMS AN ANIMAL TRACES
BACK, ALMOST WITHOUT EXCEPTION, TO BEING BEHIND SCHEDULE (the dryer left on a few minutes longer
because the next dog is waiting, mats worked through faster than the animal can tolerate, the frightened dog restrained
rather than given a break, the elderly dog kept standing too long) - OVERBOOKING IS NOT MERELY A SERVICE-
QUALITY PROBLEM; IT IS THE SPECIFIC MECHANISM BY WHICH WELFARE AND SAFETY FAIL so loading is
capped and DOGS-PER-GROOMER-PER-DAY FALLS 6.2-6.0-5.8 AS THE BUSINESS GROWS, funding growth
through MORE GROOMERS rather than more animals per groomer — slower, more capital-hungry, and THE
ONLY VERSION OF THIS BUSINESS THAT CAN BE RUN FOR A DECADE WITHOUT HURTING SOMETHING. A
SALON WHOSE THROUGHPUT PER GROOMER IS RISING IS A SALON ACCUMULATING AN INCIDENT IT HAS
NOT HAD YET.

NO EMERGENCY MOAT — unlike the clinic, no owner is loyal to a groomer at two in the morning and the
customer can switch on price at any appointment, so RETENTION IS THE WHOLE COMMERCIAL GAME
REBOOKING AT THE COUNTER BEFORE THE CLIENT LEAVES (34%-56%—-72%) IS THE HIGHEST-LEVERAGE
HABIT AND COSTS NOTHING — a rebooked client returns eight times a year while the same client re-acquired
through advertising costs several hundred rupees and may not return at all — achieved by a receptionist

trained to ask, a diary open at the counter, and a groomer who has already said when the dog should next



come in. PACKAGES ARE A WELFARE INSTRUMENT DISGUISED AS A COMMERCIAL ONE: they fix the single
biggest scheduling problem in grooming — owners letting intervals slip until the coat is matted, which
means a shave-down, a disappointed owner, and often a lost client who blames the salon for a problem
they created (12%—-17.6% of revenue). MOBILE prices at a premium but converts ~3 animals a day against 6
in salon, since TRAVEL TIME IS UNBILLABLE AND DESTROYS UTILISATION — price for HALVED utilisation,
not modest inconvenience.

THE MOST UNDERRATED SOURCE OF VALUE: THE GROOMER SEES THE WHOLE ANIMAL, CLOSELY, MORE
OFTEN THAN ANYONE ELSE INCLUDING THE VETERINARIAN — hands over every part of a dog for an hour, every
six weeks — so lumps, skin lesions, ear infections, dental disease, painful joints, weight change, parasites
and wounds are found on the grooming table CONSTANTLY, FREQUENTLY BEFORE THE OWNER HAS
NOTICED ANYTHING AT ALL - record and pass them to the owner in writing with a veterinary referral (210-890), and
be precise about the boundary: THE GROOMER'S JOB IS TO SAY "I FOUND THIS, PLEASE HAVE YOUR VET LOOK
AT IT" — NEVER TO NAME A CONDITION, NEVER TO SELL A PRODUCT FOR IT, AND NEVER TO BE THE
REASON AN OWNER DELAYS A VETERINARY VISIT.

Regulatory: NO statutory groomer qualification exists in India — ANYONE MAY CALL THEMSELVES A PET
GROOMER (exactly as coaching-mentorship described for coaches), with the consequence thatthe customer cannot
distinguish a trained groomer from an untrained one until an animal is hurt — and THE ANIMAL COMES
BACK LOOKING FINE AND CANNOT SAY THAT IT WAS HELD DOWN FOR FORTY MINUTES, OR LEFT UNDER A
HOT DRYER, OR THAT THE MATS WERE RIPPED OUT RATHER THAN CLIPPED - invest in trained staff though no
customer asks (the difference shows as incidents avoided rather than as marketing), and use TRANSPARENCY as
a genuine differentiator (visible grooming areas, owners permitted to watch, photos during the groom): A
SALON THAT HAS NOTHING TO HIDE CAN PROVE IT CHEAPLY, AND IN A MARKET WHERE CUSTOMERS
CANNOT VERIFY ANYTHING, BEING VERIFIABLE IS ITSELF THE POSITION. SEDATION IS A VETERINARY ACT —
a groomer administering any sedative IS PRACTISING VETERINARY MEDICINE WITHOUT REGISTRATION, PCA
Act 1960 for animals in custody; rabies pre-exposure and tetanus vaccination for handlers; insurance for animal injury,
third-party and staff treated as mandatory. Cash: counter payment, no receivables, but prepaid packages are
DEFERRED REVENUE — an OBLIGATION TO PROVIDE GROOMER-HOURS, NOT A SURPLUS (as the
membership and coaching plans described) — and A SALON FUNDING CURRENT OPERATIONS FROM
PACKAGE SALES IS BORROWING CAPACITY FROM ITS OWN FUTURE DIARY, the reckoning arriving as a
month of appointments that generate no new cash; rent and salaries are entirely fixed against a HIGHLY
SEASONAL diary (monsoon and shedding drive demand, festival weeks empty it), so quiet months must be
funded from busy ones DELIBERATELY rather than discovered; and when an animal is injured in the salon,
veterinary treatment is paid IMMEDIATELY AND WITHOUT ARGUMENT, because THE COST OF DOING THAT
PROMPTLY IS ALWAYS SMALLER THAN THE COST OF APPEARING TO DISPUTE IT. Lender note: modest, quick-
to-cash, but security is thin (fit-out and grooming equipment have limited resale value);, underwrite
REBOOKING RATE rather than revenue, since a salon growing on acquisition alone is BUYING THE SAME
CUSTOMERS REPEATEDLY and will stall the moment marketing spend does; and ask about incidents and
insurance — an uninsured salon with no written handling protocol, cage dryers in use and RISING
throughput per groomer is CARRYING AN UNQUANTIFIED LIABILITY THAT ARRIVES ALL AT ONCE, since a
single serious animal injury generates veterinary costs, a compensation claim and local reputational
damage that in a catchment-bound business is difficult to recover from. 342L, ~11,000-27,000 grooms,
19-58 staff, rev 1.5-3.86¢r, Y1 3L -» Y3 X63L. Figures illustrative, exclude GST.

» Use these tools now — free on AiSevak

Every tool referenced in this plan is available on aisevak.in. Open the Pet Care & Veterinary Businesses toolkit to



https://aisevak.in/verticals/petcare

browse and use them all at https://aisevak.in/verticals/petcare — or go straight to any specific tool at

https://aisevak.in/service/<tool-name>. No signup needed to explore; each tool guides you step by step.
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