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EXECUTIVE SUMMARY 

 

An average American spends more than $153 per month on their pets.  Canine Self 

Wash, will take advantage of the love of our pets and the continual rise in how much people are 

spending on their pets. So many pet owners are asking ‘Where should I wash him/her? How long 

is this going to take? Do I really want to deal with the mess now? Why did you have to get so 

dirty? Should I just drop you off somewhere and they can deal with it? Is there a place that I can 

go to wash you, weather than at home?” All of these questions come to mind when it comes to 

washing your dog whether they are size of a tea cup or a massive Great Dane.  

Some people will try washing their dog in the bathtub/shower or outside; however either 

way is not easy. When it comes to outside, you have to be fast and hold on tight to the. Letting 

go to early, will allow them to run around that yard and get dirty again; which ruins the purpose 

of the bath. When it comes to washing them inside, you have a major problem of possibly 

clogging your bathtub with dog hair. In the end, both of the requires you cleaning up after.  

Canine Self Wash will eliminate all of your problems. We provide you with a tub to wash 

your dog, all the tools that you need for washing/drying, towels, grooming supplies, and so much 

more with affordable price. You also have sections of our shampoos and conditioners to choose 

from if you didn’t bring your own for only the charge of three-dollars.  
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COMPANY DESCRIPTION  

 Canine Self Wash, an organization that will be establish in 1st of January, 2021, is a 

service that eliminates the hassle it takes to wash your dog. This business is a sole proprietorship 

and will provide customers the opportunity to either wash their own dogs or allowing employees 

to wash their dogs for them with a fee charged. Customers can bring their own shampoos and 

conditioners for free or use our variety with a three-dollar fee. Everything will be provided to 

them during the wash; like towels, bathtubs, ear cleaners, drying sections, grooming supplies, 

and so much more. The cost is affordable, based on the size of the dog, and includes the products 

used during the wash like; towels, bathtubs, dryers, and etc.  

Mission statement  

A pet’s life is messy, so we’ll help keep your furry friends clean without making a mess 

in your home.   

Company Governance  

Benie Buzi, President of Canine Self-Wash Service, is responsible for overseeing and 

directing the company operations. Including record keeping, financial data, planning and 

executing the company objectives, and etch.  

Company Location  

Canine Self Was will be located downtown Norfolk, Nebraska area. This location will be 

more visible to the public, since lots of people drive by and walk around outside. Downtown 

Norfolk is also Highway 35 and has traffic of approximately 4,500 vehicles per day.   
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Picture of Downtown Norfolk, NE 

 

Immediate Development Goals  

❖ Getting the right supplies and tools from suppliers.  

❖ Getting the right location within the community of Norfolk, NE 

❖ Creating an efficient and effective area for the self-service pet wash using high quality 

equipment. 

❖ Open the business by January 1, 2021. 

 

Financial Status  

Startup Costs: $20,000.00  

❖ Big Bathtubs (Mirabelle Sitka 60” X Acrylic Soaking Bathtub for three wall alc): 

$1,394.84 total of two for $697.42 each.  

❖  Mainstays 40 inch Fold-Half Plastic Folding Table: $88.32 total of three for 29.44 each  

❖ Affinity Linens ET24PCTWL-PTL 100 Percent Plush Cotton Economic Bath Towels 

Set: $109.7 total of two for $54.85 each  

❖  Ark Naturals Don’t Shed on me Spray: $29.04 total of three for $9.68 each.  

❖ Kelco Pro Gold Shampoo, a gallon: $41.99 

❖ Kelco Oats fur Coats Shampoo, a gallon: $41.99 

❖ Kelco Filthy Animal Shampoo, a gallon: $51.99 
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❖ Laube Liquid De-Shedder Conditioner, a gallon: $34.99 

❖ Scentament Spa Lemon Vanilla Oatmeal Conditioner, a gallon: $38.80 

❖ Andis Medium Slicker Brush: $17.97 total of three for $5.99 each 

❖ Andis Medium Pin Brush: $23.97 total of three for $7.99 each  

❖ Epic Otic Advanced Ear Cleanser, 4-ounce bottle: $29.97 total of three for $9.99 each  

❖ Swisspers Triple Size Cotton Balls-200 each: $5.98 total of two for $2.99 each  

❖ Safari Professional Nail Trimmer: $30.00 of three for $10.00 each 

 

 

INDUSTRY ANALYSIS  

I moved in Norfolk, NE around August of 2018 for school at Northeast Community 

College. On a Friday, I decided to take my Labrador retriever, Max out on a walk by the lake. 

Since it had rained the prior day, his paws and belly ended up getting muddy from the walk. I 

decided to search on my phone to see if Norfolk had any dog self-wash service available for me 

to wash him. Considering the fact that I’m personally not a fan of taking him to groomers and i 

know what he likes/dislike when it comes to wash day. Only one small business came up and I 

went there to check it out.  

My overall experience of that place was frustrating and traumatic. They didn’t have a 

secure bath for Max to get in and out of, they didn’t provide me with any tools to use during the 

wash, they didn’t provide me with clean brushes to use after the wash, and their location for me 

to wash Max was by their washer and dryer.  

Having that experience, made me wonder if other pet owners had the same experience as 

me before and why there isn’t a dog self-service wash business opened already here in Norfolk, 

Nebraska. Having this experience has drove me even more to start my business.  
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Description of Industry 

According to Forbes1, the pet industry has been experiencing explosive growth. The 

American Pet Products Association stated that almost 85 million households have a pet and over 

the last 30 years pet ownership has gone from 56% to 68% of all households. Some of the 

changes in pet ownership are due to technology and the advent of online purchasing. But most of 

the growth is because of changes in culture. As millennial and Generation Z consumers have 

come into adulthood, they have embraced the pet-owning and pet-loving lifestyles to a far 

greater extent than their elders. While baby boomers account for 32% of pets owned, households 

headed by younger cohorts account for 62% of pet ownership.  

Past expenditures in pet services, in grooming & boarding alone were 2015: $5.41 billion 

and $5.73 billion in 2016. This business industry is huge and will constantly keep growing for 

the years to come.  

 

Trends Driving Pet Industry Growth 

There are a number of trends supporting strong growth in the industry and they show no 

signs of slowing down. 

Humanization 

Many types of pets have long been considered part of the family, but in recent years that 

has started to translate to actually treating pets more like people – a trend called “humanization.” 

                                                             
1 https://www.forbes.com/sites/richardkestenbaum/2018/11/27/the-biggest-trends-in-the-pet-
industry/#5e88c6d1f099  
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Pet owners are seeking out higher quality foods, more high-end accessories and more expensive 

medical treatments. Largely gone are the days of “outside dogs” that just “see to themselves.” 

Health Benefits 

Another driving force is a greater appreciation – based on scientific research – of the 

bond between people and their pets. According to the Human Animal Bond Research Initiative 

Foundation (HABRI), “People are happier and healthier in the presence of animals. 

Scientifically-documented benefits…include decreased blood pressure, reduced anxiety, and 

enhanced feelings of well-being.” 

Though the results are preliminary, a HABRI study has indicated a potential $11.7 billion 

savings to the US healthcare system that can be tied to pet ownership. 

Demographics 

Current US demographic trends also favor continued industry strength based on two 

groups: baby boomers and millennials. 

Baby boomers are launching their real kids into the wild and replacing them with pets - 

and they are pampering them. In almost all spending categories, spending declines once a person 

reaches 55 years of age – but pet spending is peaking between the ages of 55 and 64! 

Millennials – people born between 1985-2010 – are probably the first generation to grow 

up thinking of pets more like humans than animals. They are finding their independence and 
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have disposable income – and they are buying pets and spoiling them. Great for the industry – 

these folks will be loyal customers for decades. 

Economics 

Pet industry revenue has shown growth even during times of economic trouble, including 

the recent Great Recession, so it only makes sense that our current relative economic strength 

bodes well for continued industry strength. 
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TARGET MARKET  

Consumer Market  

In 2010, the total population in Norfolk, Nebraska was 24,210 with 11,871 male 

population and 12,339 female population. As Norfolk continues to grow, so does new potential 

customers for my business.  

Segmentation Variables 

Demographic:  

❖ Age: 18-65 

❖ Gender: both 

❖ Race: all 

❖ Income: $20,000 and up per year 

Geographic Segmentation:  

Norfolk, NE and 45 mile radius 

 Madison County: 25,757 population between 18 - 65 

Pierce County: 3925 population between 18 - 65 

Stanton County: 3451 population between 18 - 65 

Total Target Market in Age Range: 33,133 

**All statistics from 2010 Census  

Total Households: 

Madison County: 13,939 households 
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Pierce County: 2,911 households 

Stanton County: 2,387 households 

Total Households in Geographic Area: 19,237 

Projected 65% pet ownership in  households: 12,504 households with pets 

 

Psychographic Segmentation:  

According to an article by “Woodruff”2, the humanization of pets in recent decades has 

done more than shape consumer behavior; it has resulted in a lifestyle — often called a “pet 

lifestyle” — that marketers can use to better engage their pet-owning customers. Pet lifestyle, or 

psychographic, segmentation is a powerful strategy that moves beyond differences between pet 

owners and non-pet owners and between dog versus cat owners to segmenting U.S. pet owners 

into meaningful groups based on their attachment to, attitudes toward and relationship with their 

pets. 

Business and consumer research support the use of psychographics for segmenting pet 

owners. For example, Boya et al1 found three clear-cut segments of dog owners during an 

exploratory study in which more than 500 dog owners rated key dimensions of their dog-human 

relationship — dog-oriented self-concept and anthropomorphism. Dog people strongly identify 

with their dogs, define themselves in terms of their relationship with their dogs and treat their 

dogs like people. Dog parents see their dogs as an integral part of the family, but are less likely 

to define their personal and social identities in terms of their dogs. Pet owners in the Boya et al 

                                                             
2 Boya UO, Dotson MJ, Hyatt EM. A comparison of dog food choice criteria across dog 
owner segments: an exploratory study. Int J Consum Stud. 2015;39:74-82. 
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study see their dogs primarily as pets who are part of the family but are treated distinctly 

differently than are children. Segmenting the universe of pet owners according to the strength of 

their attachment to their pet, as in the referenced study, enables marketers to create emotional 

connections with pet owners by talking with them in terms of how they think about themselves 

and their pets. 

Other research has also demonstrated that consumers bond with their companion animals 

in ways that resemble relationships with other people — although their relationships with their 

pets may be more consistent and reliable than their human relationships! Considering dog 

owners specifically — because research shows dog owners are more likely to anthropomorphize 

their pets than cat owners — many of them report attachments to their dogs that are as strong as 

their relationships with their best friends, children and spouses. And new market research shows 

that, in some families, dogs are more than family members — they’re actually “kings (or queens) 

of the family.” These dogs are the first in the household to be pampered, and their owners report 

that these dogs’ diets are healthier and higher in quality than the diets of human family members. 

 

COMPETITIVE ANALYSIS 

Key Competitors  

Healthy Paws  

Healthy Paws is located at 232 E Norfolk Ave, Norfolk, NE 68701. They offer pet 

grooming packages, individual services, cat boarding, and self-service dog wash to their 

customers. They have variety of products within their location like; treats, collars, food, safe 

animals cleaning supplies, and so much more. They have a great staff that works well with 
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animals and does a good job grooming. Also they have a five start reading on google and their 

location at downtown is part of their competitive advantage.  

Healthy Paws main weakness is the lack of not taking every one of their service provided 

seriously. They do a great job with their grooming services, however a horrible job with their 

self-service wash services. They don’t provide you the right tools during the wash or drying. 

Also, I beyond dislike the fact that their self-service wash section is by their washer and dryer.  

Pampered Paws  

Pampered Paws is located at 106 E Wilson Ave, Norfolk, NE 68701. They offer boarding 

and grooming. Their grooming includes; Professional Styles, Hypoallergenic Products, 

pedicures, stylish accessories, spa treatments, and large dogs. They have good pet groomers; 

friendly environment and they also do cat boarding.  

Pampered Paws main weakness is that their groomers are lacking grooming and customer 

service skills. Some of their customers based on their reviews has stated that their groomers did a 

horrible job with their dog’s haircut. The cut was uneven and just unbearable to look at. Also, the 

fact that they didn’t give their customers their money back when this had happened multiple of 

times.  

 

Paw Spa  

Paw Spa is located at 109 N 4th St, Norfolk, Ne 68701. They offer grooming services 

such as dog and cat nail trim, rabbit nail trim, guinea pig bath, specialty groom, basic groom, and 

bath and blow dry. Most of their services are not found in other small businesses here in Norfolk, 

NE.  
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Paw Spa weakness is their grooming isn’t quite the best. They also have issue with their 

grooming styles with certain breeds. Grooming can be hard and all depends on what the owner is 

looking for; however, they haven’t mastered that yet.  

Potential Future Competitors 

None at this time have been identified.  

Barriers to Entry 

The competitor’s barriers to entry are mainly the start up costs and moderate amount of 

competition.  There are very little regulatory or legal barriers for entrants into this industry.  

 

MARKETING AND SALES STRATEGY  

Product 

There will be a wide depth of products provided to use while bath time and grooming 

your dog here at Canine Self Service Wash. Products including:  

❖ Kelco Pro Gold Shampoo 
❖ Kelco Oats fur Coats Shampoo 
❖ Scentament Spa Lemon Vanilla Oatmeal Conditioner 
❖ 100 Percent Plush Cotton Economic Bath Towels  
❖ Epic Otic Advanced Ear Cleanser 
❖ Andis Medium Slicker Brushes  
❖ And so much more 

Price  

At Canine Self Wash, there are three custom built prices based on the dog’s size. These 

prices below include the use of the tubs, towels, aprons, brushes, scissors, dryers, and so much 

more. Also, a three-dollar charge with the use of our shampoos and conditioners.  

 



 
 

15 
   

  

Self-Service: 

❖ 1-20 pounds-$13  
❖ 21-70 pound- $15  
❖ 70+ pounds-$17  

 

Employee Wash: 

❖ 1-20 pounds-$33  
❖ 21-70 pound- $35 
❖ 70+ pounds-$37  

Place  

Canine Self Wash will be located in downtown Norfolk, Nebraska. Downtown Norfolk is 

an eclectic area offering Shopping, Dining and Entertainment. There are Art Galleries, Dance 

Studios, Professional Business, and Residences.  

Promotion 

When it comes to promotion, there are lots of ways to do so. I believe that my business 

will blossom when promoting on social media with Facebook,Twitter, and Instagram. The power 

of social media will be embraced as we share pictures of pets and encourage customers to share 

our posts.  Pet owners love to show off their pets and we will encourage them to do so by tagging 

them in our posts that feature their pet in a unique pose or background.   

 

OPERATIONS  

Business Facilities 

At Canine Self Wash, customers will be provided with waist high state-of-the-art tubs 

designed for washing dogs. They have built in ramps to get larger dogs in and slip free bottoms 

so the dog feels secure. The heavy-duty water sprayers are pre-set at a comfortable safe 

temperature. We will offer aprons in both adult and child size. 
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We will provide a variety of shampoos to fit your needs as well as a coat conditioner. 

When you are done bathing the dog, you can use our high-powered blowers to dry the dog along 

with super absorbent chamois and towels-leaving the mess in the tub for our attendant to clean 

up. (All of the tubs are cleaned and disinfected between customers.)  

 

MANAGEMENT AND ORGANIZATION 

Key Employees  

Benie Buzi, owner and operator will be the only manager and operator for the business 

for the first year. I want to have the full control on how the business is running, since it will be a 

new business. The first year of a new business is very crucial and will need my full attention, the 

manager and owner. 

Benie graduated with her Associates of Applied Science degree in Business - 

Entrepreneurship in May, 2019.  This degree focused on marketing, management, customer 

service, business communication, entrepreneurship and accounting skills. 

  

LONG-TERM DEVELOPMENT 

Goals  

After the first year, two new wash stations will be added, as well as additional attendants 

and services. This will allow for more customers as the business continues to grow.  



FINANCIALS 

2021 Sales Projections 
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2022 Sales Projections 
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Canine Self-Service  
Projected Income Statement 

2021 
INCOME  
Gross Sales $295,737  

(Cost of Goods) $168,992  

GROSS PROFIT $126,744  

  
EXPENSES - General and Administrative  
Salaries and wages $24,000  

Payroll taxes $1,200  

Marketing and advertising $1,200  

Rent $12,000  

Maintenance $1,200  

Depreciation $2,000  

Insurance $12,000  

Telephone service $1,200  

Utilities $12,000  

Office supplies $200  

Postage and shipping $100  

Interest on loans $1,000  

TOTAL EXPENSES $68,100  
 


