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INTRODUCTION: WRYTALKABOUT
BRANDING AS A GROOMER?

In a constantly evolving industry, competition
is getting tougher. Being “talented” is no
longer enough. What makes the difference
today is how you are perceived. Your client
doesn’t just judge the haircut or bath you
gave. They experience something. And that
experience depends on one thing: your
brand.

This guide is designed to help you step by
step in building a strong, consistent brand
that reflects who you are and allows you to:

. Build client loyalty

. Increase perceived value
. Stand out in your area
. Create long-term frust

CHAPTER 1: Define Your Professional Identity

Goal: clearly articulate who you are, what you offer, and what you stand for.

A. Who Are You as a Professional?

First and foremost, it's essential to highlight what makes you a unique professional. Your
brand begins with you: your background, your beliefs, your way of working, interacting,
and making your presence felt.

Here are some aspects to explore:

. Your core values: What do you stand for in your worke Animal welfare, natural
approaches, uncompromising quality, gentleness, ethical commitment?

. Your professional temperament: Are you reassuring, energetic, organized, creative,
detail-oriented? How does this affect your way of working?

. Your story: Where do you come from? What led you to this career? Is there a defining
anecdote?¢

. Your specialties or unique skills: Expertise in certain breeds, skin and coat knowledge,

senior pets, anxious animals, hand-scissoring, gentle handling... what sets you apart?

. Your vision of the profession: Do you see grooming as a form of care? A relationship?
An arte An educational responsibilitye

The clearer you are about your professional identity, the more you'll be able to create a
brand that truly reflects you.



B. What's Your “Why”?

Behind every sincere professional project is a deep driving force—your “why.” It's the
personal reason that keeps you doing this work day after day. It's the emotional and human
foundation of your brand.

Take the time to reflect on:

. Your original motivation: What drew you to grooming? A love for animals, a childhood
memory, a desire for freedom, a need to care in a different way?

. Your contribution to animals and their people: What do you want to improve, change,
or share through your worke Calm, frust, respect for living beings, hygiene, education?

. The legacy you want to leave: In 10 years, what do you want clients to say about you
or your salon?g A unique experience? A philosophy of care? A meaningful relationship?
Your “why" is what makes you irreplaceable. It guides your choices, your services, your

tone—and above all, it touches your clients’ hearts.

EXERCISE: Answer the following 3 questions
1. What | love most about my job is...

2. What my clients often say about me is...

3. If my salon were a person, it would be...




CHAPTER 2: Tdentify Your Ideal Client

Goal: speak directly to the people who will truly value
what you do.

A. What Type of Client Do You Want to Attract?

Not all clients are the same. Identifying your ideal
L client helps you focus your messaging and build better
relationships.

Here are a few profiles to consider:

* Families, seniors, or busy professionals: They all have
different needs. Families often seek guidance and
trust, seniors want gentle care, while busy clients need
efficiency.

* Breed enthusiasts: They look for expertise, knowledge
of breed standards, and specialized grooming

techniques.

. Eco-conscious clients: They care about natural, local, and ethical products. They
pay attention to labels and values.

. Luxury service seekers: They expect high-end experiences, refined touches, and
premium communication.

. Wellness-focused clients: They prioritize calm, emotional safety, and gentle

approaches for their pets.
You don't have to exclude anyone—but choosing a core target gives your brand more
Clarity.

B. What Are Their Needs and Values?

Understanding the expectations and motivations of your ideal client allows you to craft an
offer and communication strategy that truly resonates with them. This means going beyond
demographic profiles to grasp what they experience, feel, and fruly need.

. What they look for in a grooming salon: a reassuring space, time-saving service,
technical expertise, natural care, a tailor-made experience? Ask yourself: why would they
choose you over someone else?

. Their hesitations or doubts: fear that their dog will be stressed or mistreated, that they
won't be understood, that it will be too expensive, or that the experience will be poor.
|dentifying their objections allows you to address them from the very first interaction.

. Their core priorities: some clients prioritize price, others the quality of the cut, and
others still a calm atmosphere or a wellness-oriented philosophy. It's up to you to determine
which of these priorities align with your positioning—and highlight them.

The more you understand your clients’ emotions, fears, and needs, the more you'll be able
to create a smooth and reassuring experience that naturally builds loyalty.

EXERCISE: Build a portrait of your ideal client

Give them a name, lifestyle, personality, and imagine why they would love your salon.



CHAPTER 3: Create
your visual and sensory
uhiverse

Goal: To make sure you are
immediately recognizable,
even without reading your

name.

A. Choose your visual
codes

Your visual identity is the first

%
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thing people notice about your

brand. It instantly conveys a
mood, personality, and energy.
Your visual codes must therefore
be consistent with your world,
your ideal client, and the
message you want to convey.
Here are the key elements to
define:

e Primary and secondary
colors: Each color evokes an emotion. Natural, soft hues evoke serenity and care; bright,
contrasting colors attract attention and energize. Choose two or three and use them across
all your media.

* Typography: The font reinforces the tone of your brand. Handwritten typography evokes
closeness and gentleness; modern, clean typography inspires professionalism and clarity.
Be consistent in its use.

* Photographic style: Favor a consistent photographic style. Do you prefer bright, natural
images, or elegant, artistic settings? Also work on lighting, framing, and textures to create a
recognizable atmosphere.

These elements will form the basis of your graphic charter. They should be reflected on your
website, social media, flyers, branding, and internal documents. A good visual identity is

one that's immediately recognizable, even without reading the salon’s name.
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C. Your sensory
atmosphere in the salon

The sensory atmosphere often
plays an underestimated role
in the client experience, yet it is
essential.

It helps create a unique
environment where both the
animal and their owner instantly
feel at ease. It enhances your
brand’s coherence by adding a
living, immersive, and emotional
dimension.

Here are the key sensory elements
to consider:

Scents: Choose soft, natural, and
non-overpowering fragrances.
The smell of your salon should
evoke cleanliness, wellness, or
even nature, depending on
your positioning. Avoid strong or ™
artificial scents that could disturb
the animal.

Music: Choose a soundscape
that matches the energy of
your salon. Soft music for a
cozy atmosphere, a modern
and discreet playlist for a
contemporary space, or calming silence for a zen environment. Sound sets the rhythm and
influences emotional perception.

Lighting: Natural, dim, or bright, depending on the desired effect. Soft lighting soothes, while
harsh or cold white light can create discomfort. Think of lighting as both a visual comfort
and mood element.

Materials: Wood, natural fabrics, preserved plants, matte or glossy surfaces... all of this tells
a story. Choose materials that align with your values (eco-friendly, modern, refined, etc.).

In short, your sensory ambiance is a silent extension of your brand. It can create a memory,
an emotional bond, and a lasting feeling of well-being for both humans and animals.

EXERCISE: Create a Brand Moodboard

Gather images, colors, textures, and words that represent your universe.
You can use tools like Pinterest, Canva, or simply a notebook.



CHAPTER 4:
Creating Alighed
Communication

Objective: to say the same thing
everywhere, with the same energy.



A. Your Tone of Voice

Your tone of voice is the way you express yourself through your writing; on your website,
in your posts, in emails, and during interactions. It should be a true reflection of your
professional personality and allow clients to recognize you even without your logo.

Here are some questions to help refine if:

What tone suits you best? Warm, friendly, reassuring, serious, poetic, professional, inspiring?
Your tone conveys intent: building trust, showing expertise, sharing emotion, etc.

What level of closeness do you want with your clients? Do you use an informal tone to
create friendly closeness, or a more formal one to set a respectful framework?

What balance between emotion and technicality? Does your communication emphasize
kindness, welcome, and animal well-being or precision, skill, and professionalism?

What emotions do you want to evoke? Trust, kindness, safety, energy, serenity... Every word
and phrase contributes to the overall feeling.

Your tone of voice must remain consistent across all platforms: welbsite, emails, social media,
brochures, messaging.

It is your “brand’s inner voice"—the one your clients will eventually recognize... and
appreciate.




B. Your Communication Tools

Your brand identity is expressed through all
yourcommunication channels.To make an
impact, it must be instantly recognizable;
online, on paper, and in your salon.

Social media: Your Facebook page,
Instagram or TikTok account should reflect
your brand universe. Choose a clear visual
style (same colors, fonts, types of photos)
and maintain a consistent tone of voice.
The posting frequency depends on your
rhythm, but consistency strengthens brand
recall.

Website: Your website is your permanent
storefront. It should be clear, easy to read,
mobile-friendly, and aligned with your
brand image. The text should reflect your values, your promise, and your tone. Include high-
quality photos, your logo, your brand colors, and an intuitive navigation.

_

Printed materials: Flyers, appointment cards, loyalty cards, posters, packaging... all printed
materials should follow the same graphic identity. This creates consistency that builds trust.
Always use the same color palette, fonts, and ensure professional print quality.

A client who follows you online and then meets you in real life should feel no disconnect.
Everything should tell the same story, using the same codes.

C. Your Key Messages

The messages you share are the direct voice of your brand. They should clearly express
what you offer, why it matters, and what makes you different.

Here are three essential messages to craft and include in your materials:

*  Why should people come to you? What unique promise do you make to your clientse s
it rare expertise? A comforting atmosphere? Natural, respectful caree A specific skill set?
Your message should answer: why choose you over someone else?

* Whatsets you apart? It could be a technique, a way of welcoming clients, your sensitivity,
your ethical or aesthetic approach. The key is that this difference is clear, visible, and
highlighted in your communication.

e How do you feel when talking about your work? What you express emotionally is
powerful. Speak with passion, sincerity, and commitment. Your words can build a deep
connection with clients who share your values.

Reminder: your message must be repeated, illustrated, and embodied. On your website,

your social media, your brochures, your posts... Say it often, with simple words and with
heart.

EXERCISE: Write 3 sentences that summarize the spirit of your salon.



CHAPTER 3: Align Your Offer
with Your Brand
Goal: Ensure that your services and

products are in line with the promise you
make.

- C
. ' >
A. Your Package and Service N e ‘
Names

The names of your services are not
just functional labels. They are the first
messengers of your brand universe. A
well-chosen name can attract, reassure,
and clearly position your offer.

Here are a few tips:

Use vocabulary that evokes an emotion
or experience: Instead of “Small Dog Bath
+ Clip,” go for “Little Companion Comfort
Package” or “Softness & Cleanliness
Care.”

Make your treatments more appealing:
Names like “Sensory Ritual,” "Complete
Relaxation Treatment,” or “Radiant Nature
Formula” spark curiosity and desire.

Take inspiration from the wellness or beauty world if it fits your brand: your services become
moments to enjoy, not just tasks to complete.

Avoid overly technical or impersonal names that don’t reflect your personality: clients
should feel your style just by reading your service menu.

Tip: Create a small “family” of packages with consistent names to strengthen the image of
a carefully designed offer.

B. Your Retail Products

The products you sell play a full role in expressing your brand identity. They should reflect
your values, your quality standards, and reinforce the universe you create in your services.

Here are some points fo consider:
Are your products aligned with your values? If your brand promotes a natural or holistic
approach, your products should be made with clean, ethical, and transparent ingredients.

If your image is high-end, the packaging should also reflect that standard.

Do you highlight exclusives? Offering rare, artisanal, locally made products or those tied to
your own expertise—can become a real differentiating asset.



Are they well displayed in your space? The way you present your products tells a story,
too. A well-organized, clean, minimalist, and aesthetic display increases the desire to
buy. Highlight a flagship product or set up seasonal or need-based displays (winter, dry
skin, summer, sun protection, etc.).

Do you offer personalized advice when selling? Clients are more likely to buy if you
explain why a product is right for their dog, how to use it, and what results to expect. This
adds value and reinforces your expertise.

Tip: You could even consider creating your own product line if you have specific know-
how, or putting your brand on products you've carefully selected.

C. Additional Services

Additional services are often underused, yet they can be real assets to build loyalty,
showcase your expertise, and enrich the client experience. They help create continuity
beyond one-time grooming visits.

Here are some ideas to implement or develop:

Subscription plans: These allow your clients to schedule grooming throughout the year
(e.g., one appointment per month or every two months), at a preferential rate. It helps
secure your calendar and reinforces loyalty.

Seasonal or themed rituals: winter cocooning care, summer sun protection, spring de-
shedding, sensitive skin sessions... These services highlight your expertise and allow you
to introduce specific products or routines.

Special days or private events: puppy welcome days, educational workshops, product
discovery days, pro photo shoots with a partner photographer... all of this strengthens
attachment to your salon and generates positive word-of-mouth.

Personalized follow-ups: advice emails after an appointment, care booklets, mini-
assessments at drop-off... These kinds of touches show professionalism and humanize
your approach.

Tip: Integrate these services info your communication as a natural extension of your brand
promise. Don't wait for clients to ask—propose them confidently.

EXERCISE: Review Your Current Services
For each one, ask yourself: Does it align with the image | want to convey?



CONCLUSION: YOUR BRAND, YOUR TRUE STRENGTH

* You don't need to look like others.

* You need to be unmistakably yourself.

* A well-built brand is not a facade, it's an extension of your identity.

e And that's what makes people notice you, trust you, and come back.

This guide is just a starting point. Take your time, enjoy the process, explore, refine, adjust.
Your brand will grow along with you. But the more authentic it is, the further it will take you.

Created for passionate groomers
by Nathalie Doaré-Ariey-Jouglard - Groomer Connexion



