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ReadeR SeRvice caRd #8885

PetSmart, America’s leader in grooming 
services, needs qualified associates. Work in
a professional environment that uses the most 
up-to-date equipment to provide safety and 
comfort for pets in our care.  

PetSmart groomers receive full-time 
benefits*, including: 
•	 Health,	dental	and	vision
•	 401(k)	with	company	match
•	 Company-paid	training	
•	 Tuition	reimbursement
•	 Paid	vacation,	holidays	and	sick	days
•	 Generous	store	discounts
•	 Advancement	opportunities
•	 Cell-phone	service	discounts
•	 Many	company-provided	supplies		

We’re also accepting applications for:
•	 Salon	Managers
•	 Professional	Bathers
•	 Pet	Trainers

PetSmart® Groomer
Become a  

©
2010 PetSm

art Store Support G
roup, Inc. A

ll rights reserved. T3-M
C

1253

Not a groomer yet? Enroll in our Certified  
Grooming Academy, which you could 
complete within six months. You’ll enjoy 
competitive salaries and great benefits, 
including commission and tips!

Apply at petsmartjobs.com
* Ask about eligibility requirements.

Equal opportunity employer m/f/d/v.  PetSmart is a drug-free workplace.

T3-MC1253_HR HiringAD.indd   1 11/23/10   11:42 AM
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MAXIMUM STRENGTH 
SHAMPOO • SPRAY • GEL

•  P E T  S Y S T E M  ••  P E T  S Y S T E M  •

A premium shampoo 
great for all coats. Gentle 
and safe for puppies and 

kittens. Outperforms 
oatmeal shampoos.

800-526-7469
www.EQyss.com

The Micro-Tek 
System 

creates the healthiest 
environment for healing.

ALL EQyss PRODUCTS ARE

100%
GUARANTEED

SHAMPOO
Instant relief

Your customers
will thank you

SPRAY 
Leave on formula 

continues working 
for 24 hours

GEL 

Aloe vera based gel
Great for paw pads

ON CONTACT
SOOTHESSOOTHES

ReadeR SeRvice caRd #9066



5Groomer to Groomer • Vol 31 Ed 07 • July 2012

G
ro

om
er

to
G

ro
om

er
.co

m

Copyright July 2012. Groomer to Groomer is published monthly by Barkleigh Production, Inc, 970 West Trindle Road, Mechanicsburg PA 17055. Postmaster: Send change of address to Groomer to Groomer c/o 
Barkleigh Productions, Inc., 970 West Trindle Road, Mechanicsburg PA 17055. Annual U.S. subscription rate $25. Outside U.S. $79. year, surface rates. Groomer to Groomer is free to current Barkleigh Productions, 
Inc. customers. No part of this publication may be reproduced without written permission of the publisher. Editorial offices: 970 West Trindle Road, Mechanicsburg PA 17055. (717) 691–3388 FAX: (717) 691–3381 
Email: info@barkleigh.com

Editor

	 todd	Shelly	
	 todd@barkleigh.com

ASSiStAnt	Editor	
	 Gwen	Shelly	
	 gwen@barkleigh.com

MAnAGinG	Editor	
	 deb	Becker	
	 dbecker@barkleigh.com

Art	dirEctor

	 Lucas	colton	
	 lucas@barkleigh.com

GrAphic	dESiGnErS	
	 Emily	Veronikis	
	 emily@barkleigh.com

	 Lance	Williams	
	 lance@barkleigh.com

	 cindy	Agoncillo	
	 cindy@barkleigh.com

prESidEnt

	 todd	Shelly	
	 todd@barkleigh.com

chiEf	opErAtionS	officEr

	 Adam	Lohr	
	 adam@barkleigh.com

AdVErtiSinG	conSuLtAntS	
	 Maggie	Gellers	
	 maggie@barkleigh.com

	 James	Severs	
	 james@barkleigh.com

coLuMniStS

	 Bonnie	Wonders-trent

	 teri	diMarino

	 Kathy	hosler

	 dawn	omboy

	 Gary	Wilkes

Photo courtesy of Natalie Holland

Contents  |  JuLy 2012

editorial staff

Page  38

NataLIE  
HOLLaNd  
 by Kathy Hosler

Page  46

Bread & Butter GroomiNG
amERIcaN StyLE 

BEdLINgtON IN a SNaP!

on the Cover

Senility Knocking 6

Groom Expo 18

Communication Skills 20

Getting Foxy with Color 32

Easy Money 34

Pet First Aid Kit 42

Increasing Revenue 44

Getting Started 50

Classifieds 60

Calendar of Events 61

Scissors Down 62

 by Kathy rose

?

SENILIty KNOcKINg
by Bonnie Wonders Page  6

yOu aRE 
KINg KONg
by Gary Wilkes

Page  26al
so

 in
si

d
e



?

6 Groomer to Groomer • Vol 31 Ed 07 • July 2012

G
ro

om
er

to
G

ro
om

er
.co

m

By Bonnie Wonders

M y memory isn’t what it used 
to be by far, and it never 
was great to begin with.  

Lately, however, it has really had me 
worried. The last straw was a couple 
months ago when I was supposed 
to do a huge craft show with dog 
supplies.  

The show is located in West 
Virginia, and we had done it in the 
fall with great success. When I was 
invited to come back to the same lo-
cation for a Spring show, I immedi-
ately sent in the booth fee. It is held 
at a high school, and they do these 
events on a Saturday only. When I 
sent in the check, I noticed a mis-
print on the application for the date, 
though. It said March 23, which was 
a Friday. I do remember making the 

correction in my appointment book 
to the 24th of March, which would 
have been Saturday. No big deal. It 
was just the application.

Setup was that Saturday morn-
ing from 7-9 a.m. The show starts 
at 9 a.m. We have an enormous 
amount of products to set up, and 
it takes an hour and a half (at least) 
to get there from our house. On 
Friday, the day before, my husband 
loaded the trailer from top to bottom 
with our products. It was no small 
feat, considering he had to work a 
12-hour shift at his regular job that 
same night and wouldn’t be home 
until 2 a.m. We would have to get 
up at 4:30 in the morning in order 
to be able to leave at 5:30 to arrive 
by 7:00 for set up.

It goes without saying, of 
course, that I screwed up on setting 
the clock, and we didn’t wake up 
until 5:30 a.m. We had to rush like 
maniacs to get going, and I felt hor-
rible. I was in charge of one thing 
- resetting the alarm, and I hit it for 
the wrong day of the week. I spent 
the entire trip down there apologiz-
ing for making us rush. 

I kept thinking that we were go-
ing to lose the trailer around one of 
the curves going down the mountain 
to get there. I was scared to death 
and was sitting bolt upright, need-
ing to pee, but I knew it was all my 
fault so I kept my mouth shut. Ask-
ing to stop for a bathroom call didn’t 
seem like a good idea at the time. 

SENILITY
KNOCKING!

Continued on page 8



MENTION DEPT. 521 FOR A FREE CATALOG 
SHOP PETEDGE.COM | CALL 800-PETEDGE
SEE MORE SOLUTIONS AT PETEDGE.COM/GROOMER_SOLUTIONS

I’m a Groomer
and when I need new equipment 
I rely on PetEdge for professional, 
colorful, and affordable product 
choices.

Some exclusions apply. See our catalog 
or PetEdge.com for details.

$599
On Orders of $150 or more—

Including Shampoos!

SHIPPING
EVERY DAY!

john
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A Division of Tristar Metals, Inc

LET’S GET TO WORK!

Grooming   I  Boarding   I  Animal Sheltering

877.459.7827 www.directanimal.com

I’M NOT JUST A BATHING TUB. 
 I’M YOUR TRUSTY SIDEKICK,

YOUR GREATEST ALLY,
YOUR NEW BFF,

AND LUCKY YOU,

 BECAUSE WE’RE GOING TO

OF TIMEBE SPENDING A LOT
TOGETHER.

Raises from 
8“ to 42”

Hydraulic Bathing TubHydraulic Bathing Tub

Groomer_to_Groomer_Hydraulic_Bathing_Tub_2_R4.indd   1 4/27/2012   11:35:34 AM

Poor Dave. He just kept saying, 
“It’s okay. We’ll get there when we 
get there. Don’t worry about it.” He 
was such a sport. He was probably 
just afraid that if I’d get any more 
upset than I was, he’d have a wet 
seat to contend with in his new 
truck.

At exactly 7:43 a.m., we turned 
onto the road that leads back to the 
school. We were 43 minutes late and 
needed every minute we had to get 
everything unloaded.  As we round-
ed the turn in front of the school, 
I immediately noticed a bad thing. 
There wasn’t a single vehicle in the 
parking lot. No cars, trucks, or trail-
ers to be found.

Dave slowed the truck to a 
crawl as we approached the doors 
to the school. He then stopped the 
truck. We were both speechless for 
a second or two. We looked at each 
other simultaneously. “There’s no-
body here,” he stated.

Normally, I would have come up 
with some sarcastic remark at his 
astute observation. “I don’t under-
stand” was all I could come up with 
as my big mouth hung wide open.

“Are you sure they are having 
it at this same school?” he asked, 
staring at me.  

“Of course it’s at this school! It’s 
the only one we’ve been to down 
here!” I snapped. 

I suddenly had a really pukey 
feeling in my stomach. I just knew 
that I had written down the wrong 
date. The show had either already 
been held the week before, or we 
were a week early. I just knew 
it. How could I have messed every-

thing up so badly? The alarm, hav-
ing to rush, Dave knocking himself 
out loading up all this stuff before 
working night shift, only getting 
three hours of sleep, wasting all 
the gas to get here and now back... 
everything. All my fault.  

Suddenly a car pulled up next 
to us. I threw open my door and 
probably scared the crap out of the 
man as I nearly threw myself on 
his car door. He wound his window 
down, looking wide eyed at me. In 
hindsight, I probably did come 
across as a little crazed as I grabbed 
the top of his car door’s glass.

“Isn’t there a craft show here 

Normally, I would have come up with some sarcastic  

remark at his astute observation. “I don’t understand” was  

all I could come up with as my big mouth hung wide open.

Continued on page 10



Ultimate Grooming
Products

for more information call today
1.800.619.1333 • www.petsilk.com • become a friend
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today?” I asked frantically.
“Huh?” he replied, looking con-

fused.  
“A craft show... ‘The Spring 

Bling,’ it’s called,” I added.  
“I don’t know anything about 

a craft show. I’m just the baseball 
coach. I’m here to check the condi-
tion of the field after all the rain last 
night,” he said. “I think we’re going 
to have to call off the game,” he 

continued. 
“Ok, thanks,” I heard my hus-

band say as he came up behind 
me. He took my hand to pull me 
back toward the truck. “Get in. Let’s 
go home,” he said calmly. I knew I 
had him scared, too. I must have 
had that kind of look I get when I’m 
trying to groom one of those crazy 
Spitz dogs.   

I bawled almost the whole way 

home. “I don’t understand” is pretty 
much all I kept saying.

“It’s ok,” was my patient driver’s 
repetitive response.  

“We’re either a week early or a 
week late. I just know it. After all, 
it’s called the ‘SPRING BLING.’ It’s 
in the SPRING,” I said vehemently. 

It was just killing me that I 
couldn’t even call anyone to see 
what had happened.  The contact 
numbers for the women in charge 
were at my shop. Of course I made 
my husband go the long way around 
so that we could stop there to get 
the phone numbers. 

When we arrived, I burst into 
the office and grabbed the half of 
the application that I didn’t need 
to send in when I sent my deposit 
money. I immediately called both 
numbers listed on the paper. No 
answer at either one. This wasn’t 
improving my mood. I must have 
looked like I had Mad Cow Disease. 

Dave kept rubbing my arm.  
“Let’s go home,” he was saying as  
he led me to the door. He put me  
in the truck, and I started the bawl-
ing thing all over again. I think we 
both thought I was really losing it 
by this time. 

“Do you need any pills or any-
thing?” Dave asked.  

“Huh?” I looked at him while 
trying my best to focus. It’s really 
hard when your mascara is burnt 
and dissolved into your eyeballs.  

ReadeR SeRvice caRd #9070

GROOM  
EXPO

September 6 - 9   
Hershey PA

www.groomexpo.com

Continued on page 12



        models with variable 
power control enable you 
to groom all breeds, big 
and small.

Before You Buy, Ask Where It’s Made!

Metropolitan Vacuum Cleaner Co., Inc., One Ramapo Ave., P.O. Box 149, Suffern, NY 10901 Fax: 845-357-1640

1-800-822-1602  www.dogdryer.com

220 Volt Models Available

More Groomers Worldwide Depend on 
American-Made Metro® Air Force® Dryers 

Than All Other Brands Combined!

Now 

US Patent D583,041

The proven high quality of American-made Metro® Air Force® 
dryers has been maintained since we introduced our first model 
over 25 years ago. With a body of steel, they are still the most 
powerful, user-friendly, longest-lasting dryers in the industry. And, 
unlike foreign made dryers, they are still built and backed by the 
same family owned and operated American company in business 
for over 70 years... a company you can always count on for the 
highest level of quality, performance and personalized service.

That Says It All!

The configurations and coloring of the Air Force® Commander® and Blaster® pet dryers are protected by US Registered Trademark 3,552,787.

Bleed: 9? x 11.5?
Trim: 8.5? x 11?
Safety: 7? x 10?
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YOUR SUPPORT 
GIVES US A REASON TO

CELEBRATE

888.551.4061
www.shor-line.com/celebrate_g2g
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 Plastic Cage Assembly
 Backsplash Tub
 Double Dryer Cage
 Classic Colored 
Grooming Table

 Anti-Fatigue Mat
 Faucet

$7,497
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$675
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Tables

Diana, 12 years 
of craftsmanship
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“I mean that Prozac stuff... or 
anything else like that to get you to 
not be so...” he trailed off.  

“So WHAT?!” I asked, feeling my 
ears go upward. 

“Wanna go to Dairy Queen?” he 
tried as a last resort. I didn’t even 
respond.

All day I tried those numbers. It 
wasn’t until 5:30 that evening that 
I finally reached someone. When I 
told her that we had loaded every-
thing up and drove down there to 
find no craft show, the lady was 
astounded.

“I am SO sorry,” she said. 
“I sent my money in. What hap-

pened to the show? I didn’t hear 
from anyone.  Was it canceled? Did I 
miss it? WHAT?” I asked, begging.  

“I am so very sorry,” she said 
again when I finally let her get a 
word in edgewise. “The show isn’t 
until 2013. You are a year early,” 
she said. In a flash, it dawned on 

me why they had the date as March 
23. That WOULD be next year on a 
Saturday. 

That did it. I just knew I had a 
major problem.  It bothered me so 
much that it prompted me to make 
an appointment with my doctor.  

I arrived on the day I was sup-
posed to and at the correct time. I 
had it written in my appointment 
book and plastered across the 
calendar at home, and I told my 
husband to remind me of it the 
night before. It figures – he forgot to 
remind me, the calendar was still 
turned to the previous month, and 
my appointment book was forgotten 
at the shop. How I remembered to 

show up is beyond me, but I did.
I was sitting in the waiting room 

when the inner door opened and 
a nurse called my name. I went in 
and obediently sat in the chair next 
to the dreaded scale. “Would you 
like to get on the scale for me?” the 
nurse asked.

“No,” I replied as I looked up at her.
“I wasn’t asking. I was telling,” 

she said, raising her eyebrows.   
“I could save you the trouble. 

Just let me shoot you a number for 
the weight,” I offered. 

“The scale...” she said, look-
ing unimpressed. I got up, moved 
toward the scale, and stopped to 

“Would you like to get on the scale for me?”  
the nurse asked.

“No,” I replied as I looked up at her.

Continued on page 14
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ReadeR SeRvice caRd #9074

kick off my shoes. “Do you really 
think that’s going to make a differ-
ence?” she asked, cocking her head 
to the right as she rolled her eyes. I 
thought she might be starting to 
lose patience with me, so I decided 
to forego the shoe thing.  

I got on the scale and pouted 
as the demonic woman kept sliding 
the weights to the right on the ma-
chine. “That’s good,” she said when 
she satisfied herself with it finally 
balancing. Personally, I didn’t think 
it was at all “good.” Forty pounds 
less would have been much closer to 
“good,” I thought.

As I took my seat once again 
next to the scale, the nurse slapped 
the blood pressure cuff onto my 
arm. As she was pumping it up, she 
looked at my chart. “So what brings 
you in today?” she asked.  

“Actually, I’m getting a bit wor-
ried about my memory. It’s really 
bugging me,” I told her. 

“Oh... They’ll run you through 
some tests for that,” she said as she 
bobbed her head up and down like 
one of those dunking bird things 
from the ‘60s. I smiled.  

Satisfied with my blood pres-
sure, she removed the cuff and sent 
me into an exam room. I thumbed 
through an old copy of Woman’s 
Day, and after 10 minutes or so, in 
walked the NP.

“So I hear you’re worried about 
some memory loss,” she said.  

“Well, I’m probably being para-
noid, but I think I really do forget 
way too much,” I told her. “I keep 
forgetting names and things that 
I have just read. I’m really scaring 
myself over it,” I admitted.  

“Do you remember to pay your 
bills?” the NP asked.   

“Nothing’s been shut off, and I 
haven’t been turned into any col-
lection agencies, so I’d say ‘yes’ to 
that,” I told her.   

“Did you pay your co-pay out 
front?” she asked.  

“Ahh, yes,” I replied, surprised 
that she would ask that.  

“Good. That’s the most impor-
tant thing,” she said. “You’re fine,” 
she laughed.  

“I see,” I said, shaking my head.   
“Seriously, I’ll send someone in 

to give you a little test,” she in-
formed me. With that, she got up 
and left the room.  

Now I really started to get 
nervous. How hard was this “test” 
going to be, I wondered. I knew they 
would give me a list of things to re-
member and already I was sure that 
I’d forget them.

Gosh, if they asked me some 
history or political question, I knew 
for sure that I’d be screwed. I know 
the President and VP, but beyond 
that I’m hopeless. I wasn’t exactly 
a stellar student in that stuff, and 

Continued on page 16

www.GroomersBest.com
Call us @ (605) 582-3013

Brandon, SD 57005  
Fax (605) 582-2091  
Email: customerservice@groomersbest.comEmail: customerservice@groomersbest.com GroomersBest

Call us 
www.GroomersBestEmail: customerservice@groomersbest.com

Go with thE BESt!

www.facebook.com/groomers.best
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it has nothing to do with memory... 
more just plain stupidity.  

What if they asked math? I can 
do the regular stuff okay, but what 
if it was multiplying double digits 
in my head? No, that wouldn’t be 
good... not good at all.

Oh crap. It would probably 
have a couple of those questions 
like “What comes next in this se-
quence?” I never was good at that... 

except for maybe ones like “2, 4, 6, 
8, ___.”  I was pretty sure the an-
swer would be 10. Yes, that I could 
do. “You idiot! That’s not a memory 
question. That’s for IQ or some-
thing,” I said aloud to myself. I think 
I was starting to sweat at that point.

A little knock on the door and in 
came someone who looked like she 
worked in the office. “They want me 
to give you a little memory test,” she 

said smiling. She pulled over a stool 
and sat cross legged, looking at 
me. “Are you ready?” she asked.  

“Yes,” I said nervously. I felt like 
the proverbial “cat in a room full of 
rocking chairs.” I just knew I was 
going to get my tail smashed...

“Here we go,” the girl said. “Do 
you know what this is?” she asked, 
pointing to her watch.  

“A watch?” I asked, thinking it 
was a trick question.  

“Yes!” she said excitedly. “Do you 
know where you are?” she said next.  

“My doctor’s office,” I answered, 
turning my head and looking at her 
with my eyes squinted.  

“Perfect,” she said. “Day of the 
Week?”

“Monday.”
“Year?”
“2012.”
“The time?”    
“10:45.”
“President?”
“Obama.”  (Aha... I knew it! Poli-

tics... Oh please, please don’t ask 
me about history or geography.)

“Now here’s a math one...” (Oh, 
double crap! I KNEW there would be 
one of those...) “Actually, take your 
choice. Either count backwards by 
sevens from 100 or spell ‘wagon’ 
backwards.”

“N-O-G-A-W.” (Spelling was my 
forte in school. I’d have had to work 
way too hard after 93 anyhow.)

“You passed with flying col-
ors!” she announced.  

“Great,” I said.  She then left the 
room.  

So that was it? All my anxi-
ety over that? Twenty bucks for a 
copay and two hours out of my day 
off and that was my big test? I was 
amazed. I didn’t know whether to 
be glad that it was so easy that I 
passed or ask for $15 more of a test.

Oh, but in fairness, there was 
one other question. She gave me 
three words to remember at the 
beginning of the test. The only one I 
remember now was “table.”

ReadeR SeRvice caRd #9076

www.petsngroom.com

Choose your table today!
email: sales@petsngroom.com
phone: 905-335-7122

Prevent injuries to the 
groomer, create more 
control, put less stress 

on the dog

Patented

Increase  Productivity 
from 30-40%!

arm adjustable 
height range of 

22.5“ to 49“ 

never 
Hold Up a 
dog again!

Groom Smarter Not Harder
Viper electric Grooming tables Starting at $1,299

FourStyles

W
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When does size
really matter?
When does size
really matter?
Mammoth Blade
Combs go the
distance.

Mammoth Blade
Combs go the
distance.

1”, 1½”, 2”, 2½”,
3”, 4”, 5”, 6”,

Come in sizes:Come in sizes:

Just ask theJust ask the

They will tell you!They will tell you!
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The world’s largest grooming 
show, Groom Expo, is almost here! 
The fabulous Hershey Lodge and 
Convention Center in Hershey, 
Pennsylvania, will welcome thou-
sands of pet professionals for this 
spectacular trade show event Sep-
tember 6–9! This year’s show has 
some fantastic brand new events 
scheduled: a Rescue Rodeo, an 
Abstract Runway Show, Barkleigh 
Honors Poodle Symposium, therapy 
dog certification, and a Business 
Success Summit.

The Rescue Rodeo is a groom-
ing competition that uses homeless 
dogs from local animal shelters. 
The focus of the event is to promote 
adoption and create awareness to 
the necessity of foster homes for 
shelter animals. Each local rescue 
group will receive a donation for 
providing an animal to the Rescue 
Rodeo. 

The Abstract Runway Show will 
be featured during the Barkleigh 
Honors Awards Dinner on Saturday 
evening. This show puts an elegant 
twist on creative grooming. Color 
is not allowed in this competition. 
Contestants will parade their cre-
ations down a runway that extends 
out into the crowd while two large 
screens will also project the show 
for better viewing.   

The Barkleigh Honors Poodle 
Symposium is a series of grooming 
demonstrations held on Friday. Of 

last year’s Barkleigh Honors win-
ners, Lisa Leady, Chris Pawlosky, 
Michell Evans, Sue Zecco, and Jay 
Scruggs will share their expert 
knowledge of Poodle grooming in 
four separate seminars. 

A therapy dog certification class 
is being held Friday through Sunday 
near the Puppy Playground area on 
the garage level of the Convention 
Center. The certification process is a 
20-minute obedience test conducted 
by Nikki Huntley through Therapy 
Dog International. Even if you are 
not interested in certification, this is 
a great opportunity simply to watch 
the testing and learn more about 
the process. 

The Business Success Sum-
mit is being conducted by grooming 
legend Melissa Verplank. She is the 
founder of the Paragon Grooming 
School and the author of Notes from 
the Grooming Table. Melissa’s years 
of experience and business success 
will help attendees achieve success 
in their own businesses.         

Last year, Groom Expo was held 
during one of the largest floods the 
area had seen in nearly 40 years 
but still had 4,000 attendees and 
nearly 200 vendor booths. There-
fore, we expect a much larger show 
this year! 

Groom Expo will host various 
grooming contests and dozens of 
educational seminars on grooming, 
animal behavior, boarding, mobile 

grooming, retail, naturals, train-
ing, and pet daycare. On Thursday, 
a day-long Animal Behavior Con-
ference will be presented by Gary 
Wilkes. 

Groom Expo will be home to 
exciting grooming competitions 
with generous cash awards! The 
PetSmart GroomOlympics and the 
following breed class competitions 
will be held: Poodle, Salon Free-
style, Sporting/Terriers and More, 
All Other Purebreds, and Creative. 
TropiClean, Lambert Kay, Andis, 
Conair Pro Pet, and Electric Cleaner 
Company are sponsoring the com-
petitions.    

Special package plans range 
from V.I.P (admission on all four 
days to most sessions, all meals, 
and spectator admission to all 
grooming contests) to weekend 
packages for Friday and Saturday 
or Saturday and Sunday. Of course, 
seminars and admission to contests 
can also be purchased individually.

Mark your calendars now for 
this event! For a program book,  
contact Barkleigh Productions 
at (717) 691-3388 or go to  
www.groomexpo.com.

This Fantastic 
Event Is 

ComIng Soon!

WANT MORE 
INFORMATION?

SCAN HERE TO VISIT
GROOMEXPO.COM 



Bad Dog!!!  
How many times have I told you,  

not in the house!!!

25 years of making dogs smell good…

THE WORLD’S MOST LUXURIOUS SHAMPOOS
FOR RESERVATIONS CALL: 1-845-268-6500 or Fax: 1-845-268-6237

LES POOCHS FRAGRANCES  PO Box 51, Tuxedo, NY 10987 USA
WWW.LESPOOCHS.COM

A Maison de Raviol Company

1-800-745-4512

ReadeR SeRvice caRd #9078

GET READY FOR THE 

BIGGEST
GROOMING EVENT

OF THE YEAR!



20 Groomer to Groomer • Vol 31 Ed 07 • July 2012

G
ro

om
er

to
G

ro
om

er
.co

m

20 Groomer to Groomer • Vol 31 Ed 07 • July 2012

G
ro

om
er

to
G

ro
om

er
.co

m

Groomers love to have the right 
tools for the job. We make 

an effort to keep our shears sharp 
and toss out old brushes that are no 
longer working. How about our com-
munications skills? Communication 
is the foundation of customer ser-
vice, yet we rarely make an assess-
ment of our communication style 
and habits or take the time to hone 
our skills. Here are a few key con-
cepts from customer service experts 
as they apply to groomers. 

BaRRieRS to effective  
communication

Taking for granted or mak-
ing assumptions about meanings. 
Words or expressions can mean 
different things to different people. 
A person’s use of words or language 
depends on their own individual 
experience. Your customer’s use of 
words about their grooming might 

depend on how the last groomer 
used them. Most famous is the term 
“puppy cut,” which can mean many 
things to many people.

Although communication with 
a regular customer over time usu-
ally smoothes out, it is easy to start 
taking your communication for 
granted. When you take a customer 
for granted, you stop caring about 
how you treat them. Treat the com-
munication with your customer of 
five years with as much attention as 
you would for the new client. 

Being overly authorita-
tive. Sometimes when we assume 
the role of pet care expert, we can 
come across in a way that shuts 
down communication rather than 
facilitates it. Be careful that you do 
not invalidate the customer or make 
them feel judged by you. When peo-
ple feel judged, they are more likely 
to lie to you or simply stay away 

from you. People are more likely to 
tell the truth and make changes 
when they feel understood and sup-
ported. Likewise, using somewhat 
obscure technical terms such as 
“carding the coat” can often lead to 
misunderstandings. Many custom-
ers are embarrassed to admit when 
they don’t know what you are talk-
ing about. 

not engaging the coop-
eration of the other party. 
Are you guilty of telling customers 
what to do and hoping they will 
comply? Providing a service involves 
an unwritten agreement or contract. 
Failure to obtain customer agree-
ment with the pick-up plan, for 
example, is more likely to result in a 
late pickup. Changing the grooming 
agreement without consulting the 
customer is another sure path to 
customer dissatisfaction.

BuiLdinG a communication  
SKiLLS tooLBoX By Barbara Bird, cmG

Continued on page 22
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High Quality, Affordable, Skin and Ear care  
products for the Professional Groomer!  

The ONLY FDA compliant sun  
protector on the market for Dogs & 

Horses 
 Epi-Pet Sun Protector is the ONLY FDA com-

pliant sunscreen on the market for dogs and 
horses. According to the Morris Animal Foun-
dation 1/3 of all dogs diagnosed with cancer 
have a tumor that originated on the skin or 
from the skin tissues 

 Ultra-Water Resistant 
 Ultra-Sweat Resistant 
 Non-Greasy 
 Quick Drying  
 Veterinarian Developed 
 Vanilla Scent 
 No CFC’s 

Natural Skin and Ear Care for Pets 

For faster response Scan the 
quick code  

www.epi-pet.com 
866.204.0002 EST 

ReadeR SeRvice caRd #9079

BuiLdinG a communication  
SKiLLS tooLBoX
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Make a name for your 
business with a personalized Personalized Leashes

promote your business

and generate referrals.

Logo options

#328
Paw Print

#329
Dog Cat

#327
Bones

#326W
We Love Nonpersonalized Leashes (assorted colors)

Personalized Leashes 

Sturdy nylon leashes come in assorted colors unless specified.

Suggested Personalization:
Imprint area: ½"w x 1"h • Imprint Color: White • Screen charge: $35.00

Help clients and your staff keep pet transfer safe and easy with
sturdy nylon leashes personalized with your business information.
They’re also a safety necessity when staff members walk the pets
outside. After grooming or boarding, send pet parents home with
Personalized Leashes.

Ships within 4 days

Qty 250 500 1,000 2,500

Price $ .93 ea .83 ea .79 ea .75 ea

45-276 (½"w x 4'l)

Ships within 24 hours

Qty 100 500 1,000 2,000

Price $ .67 ea .57 ea .51 ea .44 ea

45-276NA (½"w x 4'l)

Handle

Call today 800.433.7297 • smartpractice.com/vet
78435_0412. © 2012. SmartPractice. All rights reserved.

FREE
100

with purchase of 200 or more

Personalized Leashes

Nonpersonalized Leashes

with purchase of 250 or more

Keycode: P12AD07
Expires 09/30/12

D-ring

Being unaware of nonverBal 
communication. Sometimes we do 
not recognize that miscommunica-
tion is occurring. A significant part 
of what is conveyed to the other 
person happens through nonverbal 
cues. This can conflict with what we 
are actually saying and can contrib-
ute to misunderstanding. An indi-
vidual’s facial expression and body 
language can be a powerful message 
that is delivered involuntarily. This 
is especially true for groomers in the 
middle of a difficult day. It’s easy 
to convey accidentally the impres-
sion that you are rushed, impatient, 
overwhelmed, or frustrated. Recog-
nize that your message may be per-
ceived differently than you intend. 

rememBer: How a customer is 
treated at your counter is a reflec-
tion of how their pet is treated in the 
grooming room. Try not to let your 
stress or fatigue affect how you come 
across to the customer. Keep smiling!

HeLpfuL communication tooLS
eye contact – Making and 

maintaining eye contact is one of 
the most important basic communi-
cations skills. It implies that you are 
interested and take the other person 
seriously. 

SummariZe anD repeat 
BacK what you have hearD 
– This lets them know they have 
been understood and gives the other 
person a chance to clarify if neces-
sary. This is especially helpful when 
discussing the grooming style or 
pick-up times or when dealing with 
complaints. 

aSK QueStionS to obtain 
clarification, especially about the 
grooming style you are agreeing to. 

proJect a poSitive at-
tituDe – Using phrases such as 
“We can do that!”, “Got it!”, or “That 
works for me!” and words such as 
absolutely and definitely sends a 
message that you are enthusiastic 

and interested.
match your tone to 

your meSSage – How you say 
something is just as important as 
what you say. Listen to yourself. 
Use a serious tone when speak-
ing to a customer who is upset. An 
energetic and helpful tone matches 
your questions about how an 
owner wants the dog groomed. Keep 
sarcasm and derision out of your 
professional speaking. 

put your minD on a leaSh 
– When you are listening to a 
customer, try to control the urge 
to finish their thoughts for them or 
conclude that you know what they 
are talking about before they finish. 
It’s also important not to judge your 
customer as you listen. If you are 
thinking “This is the stupidest thing 
I’ve ever heard,” you are likely to 
show your feelings with your body, 

Continued on page 24



ReadeR SeRvice caRd #9081



24 Groomer to Groomer • Vol 31 Ed 07 • July 2012

G
ro

om
er

to
G

ro
om

er
.co

m

E
SP

R
E

E
 in

se
rt

ReadeR SeRvice caRd #9082

PetLift  Equipment Corporat ion
6008 31st Street East, Bradenton FL, 34203

Manufacturers  of  the Finest
Animal Health Care Equipment

ISO CERTIFIED

Constructed of 3/4" moisture resistant marine 
plywood with fully laminated high-pressure 
laminate inside and out, tops and backs. Double 
walls between all cages . 
HeavyHeavy duty welded door hinges and 1/4" chrome 
plated doors are removable for cleaning. Stainless 
steel hardware throughout. An advanced latching 
system allows for single handed opening and 
closing with a heavy duty 1/2" thick latch with a 
lock hole for maximum security.

Cage -  no.4 Arrangement

Lifts breeds of up to 400 lbs. smooth lifting and lowering 
function. Fabricated 7 gauge steel. entire frame double 
powder coated. 24 x 42 top with skid proof heavy-duty mat 
supported by steel cross bars. Duplex outlet. Adjustable floor 
levelers. 5-year warranty.

8080 - MASTERLIFT electric FIXED-TOP Grooming Table
LOWERS TO 12", RAISES TO 37" LowRiders

New & convenient 
roll-out portable ramp

4 animal restraint eye hooks
Drain basket strainer
Bolt down adjustable feet

Introducing The all new 
“AQUA QUEST WALK IN BATH“

and you might miss an important 
part of their message. Because the 
listening mind works faster than the 
speaking mind, it is natural to jump 
ahead. Controlling your thoughts 
while listening takes practice. 
Changing negative self-talk and 
judgments into positive thoughts 
about others can work to transform 
your communication ability. Instead 
of thinking “Gosh, this woman is a 
real pain. I’ll never be able to please 
her,” change your inner thought into 
“Here’s a chance to utilize all my 
communication skills. I’m going to 
do my best to please her.”

“what worKS for you?” 
We want to convey to our clients 
that we have the intention of provid-
ing a service that works for them 
and their lives. The concept of “what 
works” applies to the styling, too. 
When we ask the pet owner, “How 
is this grooming style working for 
you?” we empower them to give us 

feedback that will help us accommo-
date their needs. It tells them that 
their needs are important in the 
relationship. 

valiDation. This is a tricky 
one for many groomers, as it is often 
confused with allowing the customer 
to be right even when we know they 
are wrong about something. There 
is an important distinction between 
being right and being alright. Let’s 
say a client wants us to brush out 
their Goldendoodle, and we know 
it is matted beyond humanely 
combing. They seem to be plac-
ing a value on appearance over the 

importance of the pet’s experience of 
the grooming. Without validation of 
their preference for a fuller coat, the 
customer is likely to feel insulted 
or scolded. We can communicate 
that we appreciate and understand 
where they are coming from before 
we gently explain that the fuller coat 
is unrealistic at this time. 

Be a proBlem Solver. Re-
cently, I had a new customer miss 
a Saturday appointment for 9:00 
a.m. I rebooked her for the follow-
ing Saturday at 9:00, and she was 
a half-hour late. I was a bit put out. 
Instead of following my gut instinct 

Continued on next page

making people feel good about themselves  
by praising their pet care, their reliability as a  

customer, their promptness, or any quality that  
you value will strengthen your relationship.
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Find Joanne,  
 Save a Dog!
Find Joanne,  
 Save a Dog!

to make her feel bad for messing up 
my schedule, I said, “This 9:00 a.m. 
time does not seem to be working 
for you. Would a later appointment 
work better?” We agreed on an hour 
later, and she has been reliable ever 
since. 

acKnowleDgment – One of 
the most powerful tools you have 
available to use in any relationship 
is the power of acknowledgment. 
Making people feel good about 
themselves by praising their pet 
care, their reliability as a customer, 
their promptness, or any quality 
that you value will strengthen your 
relationship. Don’t be stingy with 
your praise; it’s the fertilizer for 
great customer relationships. If a 
client is always on time, let them 
know: “Thanks for being on time as 
always. I can set my clock by you!” 
Chances are they take pains to be 
on time, and your acknowledgment 
makes them feel worthy. And don’t 
limit your practice of acknowledg-

ment to your customers; spread it 
around to your co-workers, friends, 
children, and spouses. 

aSK for feeDBacK – As a 
person who grew up being sensitive 
to criticism, this was a very difficult 
tool for me to cultivate. You can-
not assume that “no news is good 
news.” You need to give people very 
explicit permission to be critical. 
Often your customers don’t want to 
hurt your feelings, especially if you 
seem to be the type to take things 
personally. Grievances that are not 
expressed may be stockpiled, and 
a stockpile of past petty grievances 
can lead to an explosion over just 
about anything. Let your customers 
know that you want to know if your 
grooming or service falls short of 
their expectations. 

In real life, some miscommuni-
cations are bound to occur. What is 
said is often not what is heard. It is 
human nature to blame the other 

party. Growth cannot occur in our 
ability to communicate, however, 
until we become introspective and 
look at how we might improve our 
side of the two-way street. Mas-
tering communications skills and 
using these tools takes practice. 
With a little work, you can develop 
a toolbox of communications skills 
that you can draw from in your ef-
fort to provide extraordinary cus-
tomer service. 

Barbara Bird, CMG, is the author 
of It’s Not JUST the Grooming: Com-
munication Skills for Pet Profession-
als, available through www.shop.
bbird.biz. She has operated Trans-
formation Pet Center, in Tucson, AZ 
since 1977. In a previous life, she 
obtained a Masters of Social Work 
degree from Arizona State University 
and worked in the field of mental 
health for twelve years before finding 
her passion in pet grooming.

Find Joanne,  
Save a Dog!Save a Dog!Save a Dog!Save a Dog!Save a Dog!
At tHe All AmericAn  

grooming SHow
Find Joanne at the show (August 10-12)
and enter a drawing to win one Do-It-All Basic  
admission to Groom Expo! ($399 value)

For each entry form completed,  
Barkleigh will donate $1 to chi-town rescue.
(Entry must include a valid email address.)
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Behavior
by Gary Wilkes

CLIPS

KING       KONG
there is a scene in the 2005 re-

make of King Kong in which the 
sacrificial babe, Naomi Watts, is 

tied between two posts, waiting for 
the arrival of – well, at that point, 
she hasn’t really been told what to 
expect. But when you are tied and 
immobile, even a wild pig is pretty 
frightening. As Naomi wriggles to 
escape her bonds, the camera slips 
behind her and pans upward. 

An 80-foot-tall ape crashes out 
of the jungle, roaring and beating 
his chest. It is King Kong: giant ape 
and beneficiary of this human sacri-

fice. As King Kong moves toward his 
“appetizer,” he stops for a second. 
This new morsel is a blonde, and 
she’s wearing a pretty slinky night-
gown. He decides to take a closer 
look. Naomi vainly struggles to pull 
backwards, away from this huge, 
hairy, intimidating creature. Kong’s 
great, staring eyeball moves closer 
to get a better look, and then he 
reaches down from above to touch 
the wriggling blonde with his hand. 
Naomi struggles as Kong picks her 
up – and then she faints. Kong then 
takes off at break-neck speed into 

the jungle. Cut. 
Other than the last part, this 

scene could have been written by 
a dog. The differences between the 
original and the canine versions 
would be minimal. First, the part of 
Naomi Watts would have been played 
by a frightened, leashed or confined 
canine. Second, the big ape would 
have been a little smaller, a little less 
hairy, but just as frightening. Some-
times this person is wearing a smock 
and smells of shampoo – meaning 
you. Third, the dog-damsel would 

KING       KONG
You aRe

Continued on page 28
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     Help     your              clients with 
problem      urination, 
house training,       
destruction, aggression 
and more!

www.clickandtreat.com

A collection of more than 60 articles 
about dog and cat behavior from Gary’s 
award winning articles told in an engag-

ing, simple and easy-to-read fashion.
237 pages - $16.95

L1245

ReadeR SeRvice caRd #9085

BreatheHealthy.com

Protection For Allergies, 
Pet Dander, Hair, Dust, 

Parasites & much more.

Permanent Microbe Shield® 
KILLS GERMS.

BREATHE
HEALTHY®

BREATHE HEALTHY® 
HI-TECH 

GROOMER’S MASKS

ReadeR SeRvice caRd #9084

have offered the big ape a very nasty 
bite wound. 

For about 15,000 years, domes-
ticated dogs have been biting “less 
hairy apes.” While many of these 
bites are the result of territorial pro-
tection and competitive aggression, 
a large number of bites are of the 
Naomi Watts variety. In these types 
of bites, the dog is either physically 
“tied to the stake” (i.e. “standing 
in a loop”) or in an area that pre-
vents easy escape. The “big gorilla” 
– that’s us – is bending down to pat 
the nice doggie on the head. That’s 
when the dog reaches the breaking 
point and snaps, both figuratively 
and literally. It is common for the 
victim of this type of bite to com-
ment, “Gee, I think he was scared 
or something. He sure didn’t seem 
aggressive. I was just trying to calm 
him down a little.” 

One reason this behavior 
startles us is that we inevitably 
view the scene from King Kong’s 
point of view. In the movie, Kong is 
merely curious about this blonde 
bombshell. If he could have spoken 
English, he might have said, “Hey, 
little lady. I’m just curious. Don’t 
be afraid. I just want to get a close 

look-see and touch that shiny kind 
of skin you are wearing.” Somehow I 
don’t think Naomi would have been 
calmed by such a statement, even 
if she could speak his language. 
Given a free hand and a bazooka, I 
guess Naomi might decide to defend 
herself from this overgrown voy-
eur. King King has no idea that his 
peaceful intentions aren’t obvious to 
Naomi. 

The amazing part of this sce-
nario is the human assumption that 
aggression is always connected to 
dominance. A common metaphor for 
an extremely dangerous animal is 
to liken it to a “cornered rat.” Rats 
are almost always ready to run from 
animals several hundred times their 
size. If you back a rat into a corner, 
it has no way to escape. Cornered 
rats will fight tenaciously to escape. 
The fearful dog bites for the same 
reason. Social dominance is the far-
thest thing from the animal’s mind. 
All the dog wants is to be left alone 
or allowed to escape. 

Learning to respect an animal’s 
prerogatives is a difficult thing. 
It takes true sensitivity to realize 
that we do not always have a right 
to stick our nose where it doesn’t 

belong. Of all the dog bites in this 
country, the majority are probably 
the result of a human taking liber-
ties with a fearful dog. If you are 
determined to play King Kong, here 
are a few ways to soften your effect 
on a canine Naomi Watts. 

CAUTION: All of these “rules” 
are descriptions of tendencies that 
may or may not work with most 
fearful dogs – but certainly not 
all. There can be no airtight way 
to handle every dog, since not all 
dogs are alike. For instance, using 
this knowledge, I have remained 
unpunctured for over 30 years, 
including eight years working in 
shelters and handling as many dogs 
a day as you do. Now I handle a 
high percentage of nasty ones be-
cause my job is to fix them. Despite 
my knowledge and skill, there was 
a particular Wheaton Terrier who 
apparently hadn’t read my rule 

Continued on page 30
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Find us on Twitter!
@barkleighinc

book – he nailed me pretty hard. His 
owner let him out of a crate before I 
was ready. The point is that life has 
a way of throwing you curves, so be 
prepared. 

If the dog is confined in a crate, 
do not assume it is friendly unless 
you put it there. If you need to move 
someone else’s dog, don’t just barge 
forward and grab it. Look at the 
dog’s posture. Don’t face the dog di-
rectly. Take your time for a second. 
If the dog retreats to the back of the 
cage, take even more time. 

Do not make direct eye contact. 
To a frightened dog, eye contact is a 
sign that you are in “confrontation 
mode.” The last thing you want to 
do is increase this animal’s fear of 
you. Use your peripheral vision to 
see what the dog is doing while ap-
pearing to be looking at the clouds 
rolling by. 

Do not try to pat the nice dog-
gie on the head as your first greet-

ing ever. Do not bend over the dog 
quickly when it first comes into 
the salon as you slip a lead over its 
head. Squat down and turn side-
ways to the dog. Again, avoid eye 
contact and do not immediately 
touch on the top of the head or 
withers. 

Holding your hand in a fist is 
not a safe way to offer your hand. 
While this is often suggested as an 
alternative to extending vulnerable 
fingers, it ignores some basics of 
canine interaction and dentition. 
First, a dog’s teeth are perfectly 
capable of puncturing and slic-
ing through your fist. Second, it 
is the relative height of the hand 
that makes the real difference. An 
extended hand below the dog’s head 
will be less likely to be bitten than a 
fist extended from above. 

If you are going to risk trying to 
touch the dog, forget about letting 
the dog sniff your hand first. A safer 

method is to slip your hand softly 
into the inguinal region – the inside 
of the thigh – where dogs shove 
their noses to investigate each other. 
Put a tiny bit of tension on the lead 
so that if the dog whips around to 
bite, you won’t get nailed. Leave 
your fingers there for a few seconds. 
This is a polite greeting. Then try 
to touch a couple of other areas, 
avoiding the withers. If you get no 
reaction to these touches, you are 
probably good to go. Probably. Your 
mileage may vary, so be cautious. 

For those of you who haven’t 
seen the movie, I won’t spoil the 
ending. Suffice it to say that Naomi 
Watts survived the encounter and 
King Kong tried to coin the phrase 
“I’ll take Manhattan.” Considering 
the ending, I think it really was writ-
ten by a dog. 

ReadeR SeRvice caRd #9087

WET DOG 
MILLIONAIRE
HOW TO PROSPER IN THE PET GROOMING BUSINESS 

Sue Kopitz

Don’t hesitate. Get started today!

wetdogmillionaire.com
wetdogmillionaire@ymail.com

Sue Kopitz has started TWO successful 
grooming salons and now she is sharing 

her entrepreneurial knowledge in her 
book, Wet Dog Millionaire! Find out how 

to start your own business so you can make 
a better life for yourself and your family.

L2004
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 Many of the past Solid Gold articles talked about our new dog food, Solid Gold SunDancer dry dog food with curcumin 
and chia to control gas, also tapioca and quinoa, SunDancer has no grains and no gluten. 
 Today’s focus is on our Solid Gold SeaMeal powder supplement, which has 19 types of sea vegetation, and only one 
type of kelp. Dogs are 11% trace minerals and only 4% vitamins. Without the trace minerals the vitamins don’t work. SeaMeal 
activates the hormone, enzymes and immune systems of the body. 
 These systems grow coats, help with tear staining, for ear infections, help to prevent allergies, and aid in preventing 
bladder stones. SeaMeal is especially for Oriental and Arctic dogs and dogs developed in England, Scotland and Ireland for hun-
dreds of years, (Terriers, Spaniels, retrievers, water dogs, poodles, white, near white and light colored dogs). If you don’t feed 
a fi sh-based dog food and sea vegetation to these types of dogs, you are not supporting the DNA of the body and you will have 
problems. 
 We used to import our kelp from Norway. But in1985, the Russian nuclear disaster at Chernobyl spread. Now, we get 
our kelp from New Zealand. When a dog is eating allergic dog food, his front legs may become infl amed and this acid condition 
causes his feet to swell and burn. He licks his feet because saliva is an alkali. 
 An acid-based ingredient is white rice (listed as rice). Solid Gold uses brown rice, an alkali. Other acid ingredients are 
corn, wheat, soybeans, sugar beet pulp (companies forget to list it as sugar), and peanuts or peanut butter. Solid Gold doesn’t use 
these acids. These acids may cause a normal dog’s cells to become abnormal and produce malignant cellulose cells that do not 
correspond with the immune system and may cause leukemia or cancer. 
 Excess acidity in the blood causes white cells to increase and red cells to decrease - causing liver disease, kidney dis-
ease, epilepsy and diabetes. Arthritis may also occur. See book by Herman Aihara, Acid / Alkali Balance of the Well-being Ranch 
in Harper, TX. 
 All of our Solid Gold dog foods are fi sh-based. Fish is the best food for people and dogs. Big fi sh eat smaller fi sh, which 
eat little fi sh, which feed upon sea algae. Algae color is very important. The red algae supports the blood circulation and immune 
system. During the Japanese tsunami/ radiation disaster, the U.S. sent tons of red sea algae to Japan. Brown algae is for bones 
and the support system. Green algae with chlorophyll makes healthy new cells and lungs. Blue/Green algae can be a mixed bless-
ing. Some are good, but others grow so fast that it clogs up waterways, so that the ships can’t get through. 

Now for GENESIS REVISITED
 Prior to Noah’s Ark, people lived to be 900 years or more. Adam lived to be 903 years, Enoch 905 years (see foot note 
about Enoch), Cain 910, Methuselah 969 and Noah 950. After God brought the fl ood to destroy 
mankind, except for Noah and his family, mankind died at a younger age. After the fl ood, the wa-
ters receded with an almost total erosion of the earth’s crust. This in turn, washed the mineral 
rich top surfaces to the bottom of the ocean, which became fi sh food algae. 
 By taking away the minerals, man’s life was dramatically shortened. 
 You can replace your dog’s shortage of minerals with Solid Gold SeaMeal. People ask 
us why we don’t put the SeaMeal in with our SunDancer and other dog foods. We mix pro biotic 
digestive enzymes with our SeaMeal. Probiotics are killed at 120˚. Dog food is cooked at around 
300˚. All the digesters would be destroyed. 
 Other dog food companies list lines of probiotics in their ingredients lists. Guess they 
didn’t do their homework. Why are you paying for something you are not getting. These compa-
nies may say that they lower the temperatures and spray the enzymes on. Don’t believe it! When 
you lower the temperature, the oils cool and don’t hold the trace minerals and enzymes. How do 
we know? Because we tried it. If it didn’t work for us, it doesn’t work for them. 

Now for the Story
 In  325 AD, the Council of Churches met on the island of Nicea and threw out 67 books 
of the Bible - including Adam Part I and Part II. They left in Genesis, but threw out Enoch I and II, 
Jubilee, etc. In the New Testament, they threw out the books of Philip, Thomas, Judah 
and the fi ve books of Mary. When the Dead Sea Scrolls were found, the missing 
books were found. 

Ask your local pet store for a free catalogue. If they don’t have 
a SunDancer catalogue, call us at (619)258-7356, M-F, 10am 
to 5pm Pacifi c time. Or e-mail us at sarah@solidgoldholistic.
com. You can also visit our website at 
www.solidgoldholistic.com.

Solid Gold Holistic Animal Nutrition Center
1331 N. Cuyamaca, El Cajon, CA 92020

Genesis Revisited

ADVERTISEMENT

of the Bible - including Adam Part I and Part II. They left in Genesis, but threw out Enoch I and II, 
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S alon creative is break-
ing out everywhere, and 
I am always happy to be 
a part of it. In a recent 

color class in my salon, we really 
got foxy with color. April Perry of 
Animal Artistry (Glenview, Illinois) 
and her daughter Allie drove down 
with a car full of canine critters to 
my salon in Columbus, Georgia, for 
a creative makeover. 

SweetPea, April’s mom’s dog, 
is a small mixed breed who is white 
with a few tan spots on her head 
and one on her jacket. April said 
she could just see SweetPea as a 
fox. I, too, could see that she was 
perfect for the role, so we pulled  
up pictures on the computer and 
got busy. 

We began by choosing a light 
brown shade of Kiss Express (Nut-
meg), as I knew this to be the right 
product for this particular coat type. 
I then mixed some red and yellow 
into the brown to give us the red/or-
ange undertone that we would need 
to create the right effect of the un-
dercoat of the fox. The product was 
applied with an applicator brush 

over her jacket and her tail and to 
SweetPea’s face to create the fox 
expression. We left the belly, chest, 
legs, and tip of the tail white. 

The next thing we did was cre-
ate the dark stockings on our fox 
with an application of black dye to 
her legs. We also used the black to 
accent the ears and base of the tail. 
The ears were dyed about halfway 
on the outside and around the in-
side edges to give it a natural look. 
This dye was left on to process for 
25 minutes. We rinsed with cool 
water while the foxy little dog stood 
on a rack in the tub so she was not 
standing in water. 

Upon rinsing and drying, Sweet-
Pea was too orange to be finished, 
so after a “Sally Break,” back to the 
table she went. Next I chose Mahog-
any Kiss Express to create the top 

coat on our fox. April and Allie light-
ly painted the top of the coat, taking 
care not to go into the coat for better 
effect. This toned it perfectly, as you 
can see by the pictures. SweetPea 
is now a fox! And any stylish fox is 
not complete without her natural 
feather extension handmade by me! 
I only wish I could have seen the 
look on people’s faces as they made 
their 13-hour drive back home.

Queen of Color Dawn Omboy, 
NCMG, is the Barkleigh Honors 
Winner for Contribution to Creative 
Grooming. For more information,  
vist www.klippers.com, www.
pawsitiveeducationaltraining.com, 
and www.groomwise.typepad.com/
queen_of_color.

over her jacket and her tail and to 

		 Getting 

Foxy 
  with Color	

by	Dawn
	Omboy



QUICK TIPS, DEMOS, INTERVIEWS, AND MUCH MORE!

JOIN JAY SCRUGGS FOR LIVE COVERAGE 
OF INDUSTRY SHOWS & COMPETITIONS

PETQUEST
JUNE 21—24

NEPGP SUMMERFEST
JULY 13—15

ALL AMERICAN 
GROOMING SHOW
AUGUST 9—12

GROOM EXPO
SEPTEMBER 6—9

SUPERZOO
SEPTEMBER 11—13
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Thirty to forty trips per year. 
That is how much I am traveling 
these days. I travel to trade shows 
and a variety of client locations and 
sometimes even squeeze in a little 
personal travel for vacation or the 
annual guys’ golf trip. I log thou-
sands of miles a year, stay in dozens 
of hotels, and eat at hundreds of 
restaurants. I am typically a very 
social guy; others describe me by 
saying, “He has never met a strang-
er.” I like to think of my personal-
ity as extremely outgoing; those I 
encounter are “friends I just haven’t 
met yet.” So this got me thinking  
of YOU.

During the countless number of 

hours of travel, something amaz-
ing happens each and every time I 
engage in even the briefest of con-
versations with a “friend I haven’t 
met yet.” Usually we exchange 
pleasantries such as “Hi” or “How 
are you?” These standard greetings 
can reduce the anxiety of the ac-
cidental locking of the eyes on each 
other or the awkward squeezing into 
an airplane seat before take off and 
having to battle for the territory of 
the shared armrest. Since I am also 
very inquisitive and look for material 
and business lessons everywhere I 
go, I will usually go one small step 
further and ask my new friend what 
type of business they are in or what 

it is they are traveling for. 
I have met all kinds of people 

during my travels, but one thing is 
for absolute certain. Once they ask 
me about my profession and I tell 
them I am in the pet industry, the 
floodgates open and all guards are 
let down. I now seem to have some 
common ground with them where 
most wouldn’t. Yep, the moment I 
say my business revolves around 
pets, they are quick to tell me all 
about theirs! Not only do I get the 
“I have a dog” reply, but it is often 
followed by a detailed description of 
the pet, the breed, the personality, 
the age, and so on. Sometimes my 

By Joe Zuccarello

Continued on next page

I’m in the  
Pet Business!

 Hello,

Sometimes a simple  
conversation starter can lead 
to big business opportunities! 
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new friends will tell me about pets 
they had as far back as when they 
were kids!

So you may be asking where 
I am going with this story. Well, 
as I usually do, I am identifying 
an opportunity for you to seize 
and make your very own. This 
opportunity is one of the easiest 
business lessons I have learned. 
Unless they are oddly in the slim 
minority of people in our society 
who do not love or own pets, the 
customer base of the pet industry 
is larger than most. This being 
said, all of us must remember 
that anywhere we travel, if it is 
to the grocery store or across the 
country, we only have to strike up 
a conversation with someone to 
gain a potential new customer! 

Think about this for a min-
ute. What other businesses can 
you come up with that has the 
potential our business does? You 

and your new friend could go 
on for hours talking about their 
(and your) pets and how a certain 
haircut may make them look, 
how a certain product could help 
their itchy skin, how a lesson or 
two with a trainer may help their 
manners, or even what facility 
may offer the best care for when 
the pet parent may have to travel 
or work long hours at the office. 
Whatever the case, the conversa-
tion will usually happen naturally 
and productively. 

Since most of you may not 
travel as often as I do, I can bet 
you are visiting businesses in 
your local area where you can 
meet these new “friends.” Here are 
some tips for spotting these new 
friends and turning them into 
clients without spending a dime 
on advertising!

Remember the last 
time you received an 
invitation to a party or 
reception in the mail? 
Remember how excited 
you were to know  
someone wants you 
to help them celebrate 
something fun or be 
somewhere important? 

Business cards are  
like your little, personal  
invitations to try 
your services.

Continued on page 36
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Find A Groomer Inc.  PO Box 2489  Yelm, WA 98597   360-446-5348    findagroomer@earthlink.net 

PetGroomer.comPetGroomer.comPetGroomer.com   
Grooming’s #1 Buy & Sell Spot  ●  Mobile Vehicle Ads  ●  Job Search Help Wanted Ads  ●  Business for Sale Ads 
GroomerTALK℠ Community & Radio  ●  Buyer’s Guide  ●  Galleries & Trivia Fun  ●  Schools, Home Study DVDs 

SM 

Over 15,000 Members  PetGroomer.com Community Since 1997 

New!
MyGroomingSchool.com 

Continuing Education Sources 

Schools & Home Study & More 

SEPT. 6 - 9   
HERSHEY PA

www.groomexpo.com

1. carry BuSineSS carDS. 
One huge mistake I see is 

people in our business not having 
business cards with them every-
where they go. Keep some in your 
wallet, in your purse, in your car, 
or in your cell phone case, but 
keep them everywhere. If you have 
them, use them. If you don’t have 
them, get some! Remember the 
last time you received an invita-
tion to a party or reception in the 
mail? Remember how excited you 
were to know someone wants you 
to help them celebrate something 
fun or be somewhere important? 
Business cards are like your little, 
personal invitations to try your 
services. You may even up the ante 
a bit and handwrite an impromptu 
discount on the card to encourage 
your new friend to give you a try. 
Make them feel important. Make 
them feel special.

2. walK the Dog fooD aiSle 
at the grocery Store. 

Whether you are at the market 
to purchase milk, bread, or fruit, do 
not skip the dog food aisle. I can bet 
you will see someone in this aisle 
contemplating which food, treat, or 
toy to buy his or her pet. It is per-
fectly fine to approach someone you 
do not know. Try it. Don’t be shy. 
Again, recall my comment about 
guards being let down when you 
start talking about someone’s pet. 
The perfect ice breaker? “What kind 

of pet do YOU have?” Show genuine 
interest in their response and watch 
the magic happen.

3. fill ‘er up! 
People take their pets every-

where these days. While you are 
making a small investment at the 
gas pump, look for pets in neigh-
boring cars. Along with paying 
your enormous fuel amount, pay a 
compliment to a person’s pet and 
the conversation will flow as easily 
as the gasoline through the pump. 

Let’s hope their pet jumps in some huge mud  
puddle that day so they need your services even  

that much faster! active pets are dirty pets. 
fortunately, you are there to save the day! 

another great invitation moment. 

For a Quick Response from Advertisers,  
please use the Reader Service Card Number! 

Find us on 
 Twitter!

@barkleighinc

Continued on next page

GET READY FOR THE 

BIGGEST
GROOMING EVENT

OF THE YEAR!OF THE YEAR!
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A&J SAleS & Service

 cAll (800) 447-1957
ReadeR SeRvice caRd #9093

The Liberty of grooming: the new cordless

a division of

n For all type of detachable blades
n Lithium-Ionic battery technology
n Battery runtime: min. 60 minutes
n Battery charging time: approx. 50 minutes
n Low weight: only 1 lb incl. blade  

and battery 

For more information please contact: www.GermanRedClipper.com

A-
VE

12
01

4

NEW!

Authorized dealer: www.cherrybrook.com

New low priceS for the fAv5 & fAv5 cl

Don’t forget to give them your per-
sonal invitation (business card) at 
the end of the conversation. 

4. taKe a hiKe. 
Seriously. Get outside and do 

something for your health and the 
health of your business at the same 
time. Visit parks on nice days and 
look how many people are there 
with their pets. All of them are new 
friends just waiting for someone to 
talk to them. After all, let’s hope 

their pet jumps in some huge mud 
puddle that day so they need your 
services even that much faster! Ac-
tive pets are dirty pets. Fortunately, 
you are there to save the day! An-
other great invitation moment. 

Lifestyle. Pets are part of ev-
eryone’s lifestyle. Key in on where 
lifestyles take people, and you will 
find more business. There are many 
more places you will find these new 
friends, and I look forward to your 

success in building your business 
and forging new relationships!

Joe Zuccarello has excelled in 
the pet industry since 1986 and is a 
pet industry consultant and National 
Accounts Sales Manager for Tropi-
clean Shampoo and Fresh Breath 
Made Easy! Dental products for  
dogs and cats. To find out more 
about Tropiclean Shampoos and 
Tropiclean Fresh Breath Made Easy! 
dental products, please visit www.
tropiclean.net or call 800-542-7387
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Natalie is a very busy lady – she 
breeds and shows her poodles, owns 
and operates her grooming salon, 
and runs her exclusive boarding 
kennel. She looks forward to every 
day and lives each one to its fullest.

Natalie’s grooming career began 
the way a lot of groomers get their 
start: she saw a help wanted sign 
in the window of a grooming shop. 
They were looking for a bather, and 
16-year-old Natalie applied for and 
got the job. She did all the bath-
ing and “grunt” work. About a year 
later, the owner started to teach 
Natalie how to clip, and soon she 

became a full-fledged groomer. That 
was the beginning of Natalie’s dog 
addiction.

After a few years, she moved 
near Dallas, Texas. She and her 
husband, Scott, bought a place in 
the country and had draft horses. 
They often used a team of their 
horses to give carriage rides, escort 
weddings, and pull hay rides. 

“In 2003, a church hired us 
to have our team of horses pull a 
wagon full of people on a hay ride,” 
recalls Natalie. “During the hay 
ride, one of my horses spooked – 
something that it had never done 

before. The horse panicked, took 
off, and made a sharp turn, and I 
was thrown off the wagon. I rolled 
underneath it, and the wheels of the 
wagon ran over me, breaking several 
of my ribs and my back – and dam-
aged my spinal cord.”

As a result of her injuries, Nata-
lie is now in a wheelchair. But any-
one who knows her will tell you that 
it hasn’t slowed her down much. 
After her accident, this determined 
gal saw a “help wanted” ad in the 
newspaper for a shop that was look-
ing for a groomer. 

natalie holland
aBSOLutELy awESOmE! by Kathy Hosler

Natalie Holland, the owner of the Rhinestone collar Pet 
Resort and grooming Spa in greenville, texas, has a  

real zest for life and a passion for dogs — especially Poodles.  
She has 23 of her own.

Continued on page 40
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Exciting
 Seminars

Groom Expo

September 6-9, 2012
The hershey Lodge 

& ConvenTion CenTer
hershey, PA

 Over

170
 bOOths!

Barkleigh Productions, Inc.
(717) 691-3388 • info@barkleigh.com www.GroomExpo.com

W1753

2012

•	grOOming

•	bOarding

•	pet daycare

•	animal behaviOr

•	retailing

•	health

•	training

•	mObile grOOming

ReadeR SeRvice caRd #9089
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She went to the shop, and to 
her delight, their layout made it 
possible for her to groom again. The 
shop had two tubs: one at waist 
height and a lower one – mostly 
used for the bigger dogs. Well, the 
lower one worked perfectly for Nata-
lie in her wheelchair. Natalie loved 
being able to groom again, but it 
was about an hour commute for her 
each day.

Natalie and her husband began 
to formulate a plan. The area they 
live in is surrounded by peaceful 
farmland and provides a very calm, 
relaxing environment. Natalie knew 
that it would be a wonderful loca-
tion to start a pet care business.

They decided to convert the 
barn on their property into a groom-
ing salon and kennel. They did the 
renovation and started advertising. 
Soon Natalie built a wonderful client 
base.

In the beginning, some of Nata-
lie’s clients were taken aback when 
they saw a woman in a wheelchair 
grooming. Natalie just flashed a 
smile at them and said, “The dogs 
don’t care if I’m in here.” 

The customers soon found 

that being in a wheelchair doesn’t 
hamper Natalie’s grooming at all. 
“It’s been about 10 years since my 
accident. A lot of what I do is second 
nature to me now.

“I have an adaptive grooming 
table that goes all the way to the 
floor, and my husband built the 
bathing area so that it is completely 
accessible to me. He was able to 
customize anything that I needed to 
make my job easier.

“As for the kennels, we designed 
and built them so that I would be 
able to do everything on my own if 

there was no one around to help 
me,” Natalie continued. “The ken-
nels are wide enough that I can go 
in, spin around, and go back out 
with no problem. I have a wonderful 
staff, and we all work together as a 
team, but I still want to know that 
I can handle anything that comes 
up.”

Whether they come for board-
ing or grooming, Natalie’s clients get 
very personalized and extra spe-
cial treatment. “With everything in 
one building, there is a lot of dog/
human interaction,” said Natalie. 

“It’s been 10 
years since my  
accident. a lot  
of what I do is  
second nature  
to me now.”

Save BIG on  
E-mail Specials!

Discounts and specials 
on Barkleigh products 

every month!

Receive e-mail promotions monthly

Call or send  
your e-mail address NOW!

Info@Barkleigh.com • (717) 691-3388

Continued on next page



41Groomer to Groomer • Vol 31 Ed 07 • July 2012

G
ro

om
er

to
G

ro
om

er
.co

m

“Our open floor plan allows me to 
see everything that is going on, and 
the dogs in the kennels don’t feel 
isolated.”

Natalie’s website,  
www.rhinestonepet.webs.com, tells 
clients all about her pet resort and 
grooming spa. It shows some of 
the designer clips and decorative 
toenails that they do as well as the 
creative coloring and styling that 
they have recently begun to offer. 
(Don’t tell anyone, but Natalie is 
seriously thinking about entering 
creative styling competitions.) 

“We do a lot of facials and spe-
cial baths as part of our spa servic-
es,” said Natalie. “I’m a big believer 
in knowing what is in the shampoos 
and other products that I use.”

Being in a wheelchair does not 
keep Natalie from showing her dogs 
in the conformation ring. She zips 
into the ring in her power chair and 
shows her dogs for all she’s worth. 

As busy as she is, Natalie still 

finds time to help find homes for 
rescued dogs. And she helps others 
in any way that she can – like when 
she donated her hair to Locks of 
Love. 

Natalie is always planning and 
executing new projects. “Right now, 
my husband and I are in the middle 
of building our house,” says Natalie. 
“And I’m planning to expand my sa-

lon and make it look like the Ritz.” 
Every day has to present enor-

mous challenges to Natalie Holland, 
but her upbeat, positive attitude 
and her perpetual smile is proof 
that she can handle anything life 
throws at her.

“I shoot to improve myself every 
day,” said Natalie as she flashed her 
amazing smile.

ReadeR SeRvice caRd #9095

ReadeR SeRvice caRd #9100www.facebook.com/
groomertogroomermagazine

Wall

Find us on

Like

Groomer to Groomer Magazine
The Official Sponsor of  
Top-Quality Grooming!

Professional Groomers like this.

groomertogroomer.com
Find us online at
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Many years back, I sliced my 
finger on a pair of scissors. Be-
ing ever prepared, I took out my 
unopened, still-in-the-cellophane 
100-piece pet first aid kit, hoping 
that it had some Band-Aids in it. 
The good news is that it did indeed 
have them. The bad news is that 
they were about 75 out of the 100 
items in the kit. There was also 
a roll of gauze, tape, gauze pads, 
alcohol wipes, and tweezers. Hardly 
what I was expecting for a pet first 
aid kit. The following day, I sat down 
and made a list of what I really 
needed. This list is currently what is 
in my pet first aid kit.

1. the name and phone number 
of a veterinarian, including an 
off-hours contact – there are times 
when you will need their direction  
or to inform them that you are on 
the way. 

2. gauze rolls

3. vet wrap 

4. cotton roll for large areas and 
head wounds

5. non-stick gauze pads

6. antibiotic cream

7. Sanitary napkins for soaking up 
excess blood

8. Bandanas for use as triangular 
bandages or slings, to cover burns, 
and to aid in walking by taking 
pressure off the injured limb

9. Sealed sterile solution – to rinse 
out wounds and burns (once opened 
it is no longer sterile)

10. Surgical scrubs, such as 
Novalsan™ or Betadine™, to clean 
out wounds – CVS makes a generic 
brand called Hibiclens. I do not 
use alcohol to rinse wounds, which 
stings, or hydrogen peroxide, which 

degrades surrounding tissue. Cats 
cannot metabolize either alcohol or 
hydrogen peroxide. 

11. Sterile eyewash for eye 
injuries or rinsing out wounds (once 
the bottle is opened, it is no longer 
sterile)

12. Surgical glue – there is a right 
and a wrong way to use this. Have 
your veterinarian show you the 
proper way to apply it. Improper 
usage can trap bacteria into the 
wound and degrade surrounding 
tissue.

13. Black tea bags contain tannic 
acid, which helps to clot blood.

14. plastic cards such as old 
library or used gift cards – they are 
the perfect size to cushion pad inju-
ries. You can also use them to flick 
out bee stingers. Place the card un-
der the stinger and lift up and out.

Continued on next page

Building a Pet First Aid Kit
By Mary Oquendo
Building a Pet First Aid Kit
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15. Small flashlight to check for 
debris in the throat – store it with-
out installing  the batteries, which 
may explode over time. Also keep a 
set of spare batteries handy.

16. chemical cold packs or  
instant cold gel packs – they can 
be placed against pressure points to 
aid in cooling a pet. Always contact 
a veterinarian for instructions when 
a pet is suffering from hypothermia 
or heatstroke.

17. plastic baggies for debris, 
vomit, or stool samples

18. latex gloves to protect you 
from zoonotics such as rabies or 
leptospirosis

19. honey packets for hypoglyce-
mic or diabetic pets

20. Smart water – helps replace 
electrolytes when a pet is stressed 
due to injury

21. Butterfly bandages to help 
close larger wounds

The rest of my kit requires 
veterinary contact first! For different 
poisons, call for different protocols 
and proper dosage. What will help 
in one situation can cause harm in 
another. 

22. liquid gel cap antihistamine 
with a safety pin – the safety pin is 
used to puncture the liquid cen-
ter. It is then squirted directly onto 
the tongue. It is the fastest way to 
administer an antihistamine dur-
ing anaphylactic shock. Dosage is 
important.

23. hydrogen peroxide to induce 
vomiting. Do not use on cats. They 
cannot metabolize hydrogen perox-
ide. Dosage is important.

24. activated charcoal to absorb 
poisons

25. Baking soda to absorb topical 
caustic materials

26. Squirt bottle or turkey baster 
to administer hydrogen peroxide

Some of these items have 
expiration dates. Go through your 
kit after each use or periodically to 
replenish and replace out-of-date 
items.

Another valuable part of my pet 
first aid kit is my certificate from 
my pet first aid class along with the 
manual. Because of my training, 
I know how to use the contents of 
my first aid kit and when I need to 
call for help first. The sooner a pet 

receives first aid, the faster they will 
recuperate. 

If you need to use your pet first 
aid kit, this pet is probably in pain. 
Protect yourself from injury by muz-
zling this pet. Cones placed on the 
pet will minimize further damage 
caused by the pet scratching, lick-
ing, or biting at the injury.

Pre-packaged pet first aid kits 
are fine as long as you open them 
up and check the contents. Make 
sure they contain more than just 
Band-Aids.

MINUTES MATTER  
IN A POISONING. 

If you cannot reach your vet 
or after-hours vet, these  

hotlines will be the  
difference between  

life and death. 

animal poison control
1-888-426-4436  

or 1-800-213-6680 

There is a fee for this call.  

people poison control
1-800-222-1222

There is no fee for this as it  
is funded by our tax dollars.

ReadeR SeRvice caRd #9096

your new best friend

123PetSoftware.com    (800) 376 - 0123    facebook.com/123Pet

Integrated Credit 
Card Processing

Being able to track and store 

Detailed Pet Information
allows you to provide a

Unique Experience 
to every pet that walks 

through your door.
123Pet 123Pet 

SoftwareSoftware

your your 
businessbusiness

your your 
business

your your 
knowsknows

SoftwareSoftware
knows

SoftwareSoftware

®

Incorporate
for as little as $99
Visit www.incorporate.com
or call 800-453-9596

Save $25 by scanning this code
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When looking for a way to ramp 
up your profits and give your busi-
ness a boost, it’s easy to default to 
the old mainstay: a sale. However, 
you don’t always have to offer deep 
discounts to get your customers to 
dig deeper. Here are four ways to 
rethink your sales strategy. 

motivate Your Staff
We all need a little motivation 

in life, and the same thing goes for 
your staff. Setting small goals along 
the way and dangling the proverbial 
carrot is the best way to change be-
havior – it’s simply human nature. 

First consider setting monthly 
revenue goals, and if you exceed 
those goals, reward your staff with 
cash bonuses or even something as 
simple as a pizza party. The same 
process applies even if you work by 
yourself. Be sure to set goals and 
reward your own achievements. 

Next be sure to discuss with 
your team how you can achieve your 

monthly target. Should everyone 
try to upsell a service when the pet 
checks in? Or should you upsell on 
retail by offering grooming products 
like brushes and combs? 

To help the process, make sure 
to track your daily progress. If you 
don’t have software, it’s a good 
reason to consider purchasing one 
so you can see a) how much you 
booked, and b) how much the sys-
tem is forecasting you will do – all 
with a click of a button.

Take a few minutes to set this 
up and be clear with your targets. 
After initiating these ideas, I’ve 
seen grooming businesses instantly 
increase their revenue by 30% the 
next month with no discounts!

throw a party
Everyone loves a party, so why 

not throw one and make it fun for 
your customers to engage with you 
outside of your business? They’ll get 
to know you better, come in more 

often, and refer their friends, too.
What kind of party is appropri-

ate? The weather is getting nicer, so 
a great party idea is to partner with 
a dog agility handler or dog trainer 
and throw an event at a dog park. 
Give yourself a month to market 
the event with posters, emails, and 
Facebook. You can also post your 
event on meetup.com, a site where 
people interested in topics (such 
as pets) can look up public meet-
ups. Be sure to bring some goodies 
(e.g. cookies, dog treats, and water) 
and to tell your customers to bring 
friends – or your potential new cli-
ents, as we prefer to think of them!

If your business is surrounded 
by other stores, consider throwing 
a block party with them – after all, 
the more the merrier. Pick one early 
evening when all of you will host a 
party. You can split the expenses 
with each business promoting the 
event to their customers. It’s a great 

Increasing Revenue 
without Decreasing 

Prices

Continued on next page

By Caroline Shin
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opportunity for you to have each of 
your customers get to see the sur-
rounding businesses.

To make it even more effec-
tive, consider having each business 
donating a raffle gift. With a raffle, 
you can ask each customer to give 
their email address to be eligible for 
a prize, and on the form, ask them if 
they’re willing to receive promotional 
emails from you. You and your busi-
ness neighbors get to build up an 
email list for future marketing.  

Rethink How You Sell Your  
Services

Speaking of neighboring busi-
nesses, does it make sense for you 
guys to bundle your services for 
a unique package? For instance, 
my grooming store partners with 
a neighboring photographer to offer 
a pet groom and portrait package. 
On Mother’s Day, we even invited a 
neighboring salon to sell a bundled 
package where Mom gets her hair 
done at the salon, the pets get theirs 
done at our grooming store, and all 
of them pose together at the photo 
studio.

Also take a look at how you 
offer services. Do you have tons of 
add-ons that are not getting no-
ticed? How about simplifying it and 
making pre-packaged services that 
bundle the add-ons? You’ll be sur-
prised how many customers will 
give you extra revenue because you 
made it simple for them to upgrade.

Also consider this idea in re-
verse. If people keep buying your 
cheap package, offer a few popular 
add-ons, like tooth brushing and 
a premium shampoo, and promote 
them every month. See what per-
centage of your revenue falls in each 
service, and get ideas on how you 
can upgrade your customers.

focus on customer Retention  
and Referrals

It’s cheaper, easier, and more 
effective to retain current custom-
ers than it is to acquire new ones. 
If you doubt that, it’s not just us 
saying it - that quote was from INC 
Magazine. Also take a look at what 
Bain Consulting said after research-
ing the impact of customer retention 
across industries for hundreds of 
businesses: “A 5% increase in cus-
tomer retention results in 25-100% 
increase in profits.” Wow.

We also looked at our custom-
ers and saw that a business will 
generate an appointment for every 
two emails they send and revive half 
of their lost customers by reminding 
them to re-book. Email is particu-
larly great as you can automate 
your appointment system to send 
an email after so many days from 
their last visit.

Another look at our users 
showed that 47% of customers that 
used online booking scheduled their 
appointments when the business 
was closed. How many customers 

do you think don’t bother leaving a 
voicemail and decide their pet can 
wait for a few more weeks before 
their bath or – even worse – go to 
someone else that does offer online 
booking?

If you don’t already, ask cus-
tomers for feedback after each 
appointment. Among our users, we 
see that businesses receive positive 
feedback 98% of the time. Further-
more, 9% of their customers gladly 
refer the business to their Facebook 
friends, and on average, a customer 
has 198 friends on Facebook. You 
do the math – how many referrals 
can you generate in a month?

Start increasing your revenue 
with these straightforward, proven 
steps – all achieved without dis-
counting.  You will see an immediate 
impact to your bottom line and set 
your business to be successful for 
years to come. 

Caroline Shin is the co-founder of 
Store Vantage, a web-based appoint-
ment system that boosts business 
profits by bringing customers back 
and driving referrals. Caroline is 
passionate about customer service 
and has spent the bulk of her career 
working for companies, small and 
large, that embrace technology to 
deliver excellent customer experi-
ences. She is also the owner of Spot 
Pet Care, a pet grooming store in 
Northern California.

Do you have tons of add-ons that are not getting noticed?  
How about simplifying it and making  

pre-packaged services that bundle the add-ons? 

You’ll be surprised how many customers  
will give you extra revenue because you made it  

simple for them to upgrade.
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Bread & Butter GroominG:  

Fast & Easy
PEt trims For thE salon

By  Kathy Rose

amErican stylE 
BEdlington in a snaP!

Bread & Butter Groomin

Fast & Easy
PEt 

tylE

BEForE

aFtEr

The Bedlington Terrier, with his 
oh so soft and virtually shed-proof 
coat, is becoming increasingly popu-
lar and joining the ever-growing list 
of our “Bread and Butter” clients. 
As professionals, it is our responsi-
bility to ensure our familiarity with 
this breed and be able to create a 
reasonable facsimile of the breed 
standard when presented with one. 

The time to hand-scissor this 
unique trim may break our pro-
verbial time bank as well as the 
client’s wallet. In this session, we 
will discuss methods that permit us 
to offer a fast and easy pet trim and 
still turn out a sharp representation 
of the breed. 

The blade choices will vary 
depending upon the skin sensitiv-
ity of the dog and, of course, the 

skill level of the stylist. A Bedlington 
presented for the show ring would 
most likely sport #40 blade work on 
the face, ears, and tail. This is not 
always practical in a salon situa-
tion and can actually be detrimental 
because of the reasons mentioned 
above. 

In my salon, we generally use a 
15 or a 30 blade for the short work, 
with the exception of very sensitive 
dogs where a 10 is required. I sug-
gest clipping with the coat growth 
until you are secure in your abilities 
and the dog’s tolerance.

As always, skilled and thorough 
prep work is essential. With a soft 
coat, fluff drying is essential. Prod-
uct application and products, such 
as texture-enhancing shampoo, will 
ease your scissoring efforts and help 

to ensure a positive final outcome.

 Fig. 1: While supporting the ear flat 
in your hand, clip the ear leather 
from just above the fold at the skull 
to approximately one inch above 
the bottom of the ear, creating an 
inverted “V.” Do not clip into the 
skull coat.

Fig. 1

Continued on next page
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Use extreme caution to avoid 
cutting the flap of skin on the inside 
of the ear.

Fig. 2: Trim the throat necklace, 
forming a “U” to approximately one 
inch above the breastbone.

Trim the front of the lips just 
under the nose. 

Fig. 3: Trim the tail, creating a “V” 
approximately two and one-half to 
three inches from the tail root. 

With a 5F, trim from under the 
ear down the chest and sides of 
the shoulder. Switch to a 4F and, 
starting where you left off with the 
5 on the shoulder, clip down the 
ribs, starting at the spring of rib 
(widest part of rib cage) and falling 
off before the rib cage curves into 
the undercarriage. Use a skimming 
technique over the groin to avoid an 
hourglass shape. The ribs should 
appear flat. Do not clip the crest of 
the neck.

Fig. 4: Continue clipping from the 
croup down the longer tail coat and 
down the back part of the upper 
thigh to about two inches above  
the hock.

Fig. 5: Switching to an “A” snap-on 
comb, clip the back, starting just 
behind the withers. Blend into the 
side coat.

Fig. 6: Using a #1 snap-on comb 
against the hair growth pattern, clip 
the undercarriage. The chest should 
appear deep and the brisket should 
reach the elbow. If the dog is lacking 
there, use a longer attachment.

Using an “A” or an “0”  
snap-on comb, clip the legs from  
top to bottom following the contour 
of the legs.

At this point, the entire dog has 
been “roughed” in with blades and 
snap-on combs, and the length pat-
terns have been set. We only need 
now to blend all the areas and con-

nect them for a finish that is smooth 
and well blended. Begin by locating 
the dip just behind the withers and 
make a small indentation at this 
area. Now move to the rear and trim 
the edges of the “V” on the tail.

Fig. 7: Using long curved scis-
sors, trim over the croup and onto 
the back. The highest point of the 
“roach” should be in line with the 
tuck-up. 

Fig. 8: Once over the highest point, 
invert your scissors to descend 
down to the withers in a smooth 
flowing line. Do not cut into the 
crest of the neck.

Using long curved scissors, 
blend the ribs to the back, keeping 
in mind the ribs should appear rela-
tively flat. Now blend down to the 
undercarriage. There should be no 
evidence of a skirt. Finish the body 
by completing the undercarriage. 
Using shorter curved scissors, fine-
tune the tuck-up very close to the 
skin and line it up with the highest 
point of the “roach.” The underline 
and top-line should follow the same 
contour, and the brisket should 
reach the elbow.

Fig. 9: Tighten up the lines of the 
legs, creating smooth parallel lines 
from the shoulder down the sides 
of the front leg and from the hip to 
the foot. The knee is well angulated 
(bent) and the pasterns sloping 
(angled toward the foot).

Fig. 10: Round the feet following the 
natural outline of a hare foot (oval). 

Fig. 11: Trim the outside edges of 
the ear with finishing scissors, trim-
ming with the hair growth pattern. 
Trim straight across the bottom of 
the ear tassel for a tidy finish.

Fig. 12: Because the Bedlington 
head is so unique, there really 
is not an efficient snap-on comb 
shortcut. The head should appear 

Continued on page 48
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long, narrow, and rounded without 
any indication of stop or hourglass 
shape. Begin with your long straight 
scissors parallel to the cheek, and 
trim the line from the eye to the ear 
and from the nose to the corner of 
the eye. 

It is possible to remove the coat 
from the outside of the eye with-
out creating an indentation when 
viewed from the front by placing 
your scissors flush against the 
cheek and trimming the outside 
of the eye. The eye is visible when 
viewed from the side but not when 
viewed from the front.

Fig. 13: Switch to long curved 
shears and trim the foreface to the 
point above the occipital bone.

Fig. 14: Using long straight shears, 
trim straight down from the high 
point of the occiput to the mark you 
made just behind the withers. 

The Bedlington can be a chal-
lenge for even the most skilled 
stylists because of the soft coat and 
the unique style profile. However, a 
clean, tidy trim that is loyal to the 
essence of the breed profile is not 

only possible but profitable. Your 
ability to produce a nice pet trim, 
without breaking your time budget 
will keep your Bread and Butter cli-
ents shouting your praises to all of 
their friends and help you to stand 
out from your competition.

CANINE MASSAGE THERAPY (CMT)

EQUISSAGE©

the nation’s leading trainer of professional animal massage therapists …
NOW OFFERS A HOME STUDY CERTIFICATE PROGRAM IN

THE EQUISSAGE PROGRAM 
IN CANINE MASSAGE THERAPY
professionally schools the student in the theory and 
benefits of massage, massage strokes, technique and
sequence, canine anatomy, dog handling, and marketing
your own canine massage practice.

For a free brochure call: 

(800) 843-0224
or write : EQUISSAGE© P.O. Box 447, Round Hill, VA 20142

Visit our web site: www.equissage.com   ·   E-Mail: info@equissage.com

ReadeR SeRvice caRd #9098
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Marci Ferguson

BARKLEIGHSTORE.COM
INFO@BARKLEIGH.COM

(717) 691-3388

BARKLEIGH PRODUCTIONS
970 W. Trindle Road 
Mechanicsburg, PA 17055

$14.95

AS PET STYLISTS,
IT IS OUR JOB TO EARN 
THE TRUST OF THE DOG.

- Marci Ferguson, author

Learn how to take the 
stress and frustration 
out of grooming with 
proper handling.

- Canine Communication
- Dog Temperaments
- Specifi cs by Job and Breed
- Leashwork
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#PS-6
#PS-7

#PS-4 #PS-5#PS-2 #PS-3

#PS-7

#PS-6
#PS-6

good time to clean your pet’s ears. After 

cleaning, put cotton balls in his ears to keep 

the water out.  
 Place a drop of  eye protector in each 

eye to prevent irritation if  some suds should 

come in contact with them.

 Wet your pet using comfortably warm,  

never hot, water. Apply a high quality pet 

shampoo and massage it through his coat.  

Never use any product on a cat, kitten or 

puppy unless it is approved for use on them. 

 Rinse and repeat the shampoo and 

massage. Then rinse very thoroughly. One 

of  the most important parts of  bathing 

your pet is to make sure to get the shampoo 

completely out. Rinse, rinse, rinse.

 Apply conditioner according to 

directions. Again, there are many types.  

Some you spray on and leave in, while others 

are massaged into the coat and the excess 

rinsed out.  Towel dry your pet, then use a hair 

dryer to get him completely dry. Once your 

pet is clean and dry, give him a final brushing 

and a spritz of  pet cologne to complete his 

grooming. Now, your best friend looks, smells, and 

feels great again! 

Keep Your PetSalon Fresh

© 2008 Barkleigh Productions

(717) 691-3388 • info@barkleigh.com • www.barkleigh.com

Your Pet Care Professional

If  you have a friend who could  

benefit from this publication,
please pass it on.

Pet Care Series #6

J1004
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#PS-5

Keep Your PetSalon Fresh

Pet Care Series #6

#PS-4 #PS-5
#PS-3Br
oC

hu
re

S
Br

oC
hu

re
S

#PS-2 #PS-3#PS-3 #PS-5#PS-5
#PS-6
#PS-6Give your clients the answers

they want to everyday questions!

Order Online at www.barkleighstore.com  or call (717) 691-3388

#PS-2  Learning To Brush Your Pet – Teaches proper brushing techniques to clients 
#PS-3  When Your Pet Needs a Smoothie – What clients can expect once severe matting is removed
#PS-4  Puppy’s First Visit – Helps clients prepare a pet for their first groom
#PS-5  The Ferocious Flea – Teaches clients flea prevention 
#PS-6  Keep Your Pet Salon Fresh – Instructions on grooming upkeep at home
#PS-7  Ick A Tick! – Instructions on preventing and removing ticks

20 Pet Care pamphlets   $9.95
50 Pet Care pamphlets   $18.50
100 Pet Care pamphlets   $29.95
500 Pet Care pamphlets   $99
1000 Pet Care pamphlets  $180

W1962
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ReadeR SeRvice caRd #9101

Knowing your goals
Many business owners feel ei-

ther successful or not depending on 
the current situation they perceive 
at their company. Truly successful 
business owners, however, measure 
their success against their progress 
toward their goals. 

When you’re setting your goals, 
there are several criteria to keep in 
mind. Goals need to be achievable 
and measurable in order to be good 

goals. Making a goal achievable 
seems obvious, but many new busi-
ness owners set goals that are not 
realistic for their business and then 
constantly feel like they’re failing. To 
avoid this pitfall, consider breaking 
up your goals into one-, five-, and 
ten-year goals. You can even add 
in smaller benchmark goals along 
the way to see that you’re making 
progress. Making a goal measurable 
is also essential. A good goal has a 

way to measure, or track, your prog-
ress toward that goal. For instance, 
if one of your goals is to have 50 
dogs signed up for regular daycare 
classes by the end of the year, you 
can easily break down how many 
dogs you need to add each month 
and track your progress. You can 
also see if you are falling short of 
that goal in any given month and in-
crease your marketing accordingly. 

The following questions can 
help you determine your goals:

• How much money in profit do 
you want to make?

• How much take-home pay do  
you want to make? 

• How many dogs do you want  
to have?

• How many employees do you 
want to have?

• How much money do you want  
to be able to invest back into  
your company?

Before opening your business, 
you should have a clear idea of your 
goals. They should be broken down 
into personal goals for yourself as 
the business owner and company 
goals that you will share with your 
manager and staff. Your systems 
should be laid out according to how 

Continued on page 52

GettinG 
Started
an ExcErPt From growing your 
own doggiE daycarE: a start-uP 
and oPErational guidE For succEss

By whEElEr dEl torro
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As low as 5.5¢ each!

As low as 
11¢  

each!

4”x 6” Medium Client Index Card offers space for pet 
description, medical problems, referral, birthday, vet phone 
and clip. Popular pet profile checklist denotes conditions 
about the pet. Back has date, services, charges and  
reminder sent date. Extenders can be attached when back 
is full. Mix and match in packs of 100 when buying 1000.

#177 White #172 Blue
#176 Pink #178 Yellow
#175 Lavender #174 Green

#173 ExtEndErs (WhitE Only)

 Indicate color numbers when ordering
 Pack of 100  $14
 Pack of 500  $58
 Pack of 1000  $84
#171 Medium Klip Kard special $39

Our most popular card! 5” x 8” Klip Kards  
feature a dog diagram for notation of injuries,  
warts and sensitive areas. Sketch the clip right on the card. 
Emergency permission included, plus a size chart for easy 
sales reference. Includes pet profile checklist with lots of 
space on the back for date, charges, services, groomer and 
reminders sent date. Extenders can be attached when back is 
full. Mix and match in packs of 100 when buying 1000.

#145  White
#140  Blue
#142  Green
#143  Lavender
#144  Pink
#146  Yellow
#141  Extenders

 Indicate color numbers when ordering
 Pack of 100 $18
 Pack of 500 $75
 Pack of 1000 $108
#147 Giant Klip Kard special 5 x 8 $59

Are your client files a disaster?  
Do you forget to get pertinent information  
over the phone? These 3” x 5” Client Index Cards  
will stand up against the daily abuse of any active 
grooming salon and will provide you with basic  
information on your grooming client. Space on back for 
date, charges and reminder sent date. White only.

#162 White
#160 ExtEndErs (WhitE Only)

 Pack of 100  $9
 Pack of 500  $38
 Pack of 1000  $55
#289 Klip Kard 3 x 5 special $36

Our most popular card! 5” x 8” Klip Kards 
feature a dog diagram for notation of injuries, 
warts and sensitive areas. Sketch the clip right on the card. 
Emergency permission included, plus a size chart for easy 
sales reference. Includes pet profile checklist with lots of 
space on the back for date, charges, services, groomer and 
reminders sent date. Extenders can be attached when back is 
full. Mix and match in packs of 100 when buying 1000.

4”x 6” Medium Client Index Card offers space for pet 
description, medical problems, referral, birthday, vet phone 
and clip. Popular pet profile checklist denotes conditions 
about the pet. Back has date, services, charges and 
reminder sent date. Extenders can be attached when back 
is full. Mix and match in packs of 100 when buying 1000.

#177
#176
#175

#173

#171

Available Colors

Klip Kards       Client Index & Extender Cards
Extenders stapled to your filled Klip Kard  

add more record space!

Giant Klip Kard

Medium Klip Kard

Regular Klip Kard

u
As low as 8.5¢ each!

Available Colors

Includes 250 Klip Kards, 
File Box, and set of  

Alphabetical Index Guides

Klip Kard Special

uu

u
Kage  
Kard  

Holder

Barkleigh Productions, Inc. • (717) 691-3388 • www.barkleighstore.com • info@barkleigh.com reaDer Service carD #8540



you will measure progress toward 
each goal and how you will commu-
nicate that progress to your staff. 
(Don’t underestimate the motivat-
ing effect that proof of progress can 
have on a good staff.) Company 
goals should be included in the 
training for new staff as well as dis-
played prominently in the office. 

Remember to celebrate your 
success toward each goal and when 
you achieve that goal at the end of 
the year. Once you’re finished cel-
ebrating, it will be time to start the 
goal-setting process again. As the 
business develops, goals should be 
updated and changed so that every-
one stays motivated and succeeding. 

 
clariFying your sKills

 Basically, you’re taking your 
resources – knowledge about dogs, 
good business sense, and self-mo-
tivation – and using them to make 
profits by doing something you love. 

Assuming you’ve got the capital 
together (even if you start small), 
there’s nothing to stop you from 
running a successful doggie daycare 
center. You know what you want, 
why, and with the help of this book, 
how to do it.

Is this the right career for me? 
Some people go into animal-related 
careers, because they find it easier 
to work with animals than with 
people. However, a large portion of 
your time will be spent managing 
the expectations of a demanding cli-
entele – dog owners. No matter how 
well you train your staff, a lot of 
clients will run straight to you with 
any questions. In fact, it’s a deli-
cate balance between making your 
clients feel important and being able 
to get on with your day. Believe me, 
on some days, you’ll wish you could 
just roll in the grass with the dogs.

It can be a physically demand-
ing business, too. Many people who 

work with dogs, particularly if there 
is washing or grooming involved, 
have physical complaints like back 
strain. Consider attending sessions 
at a local yoga studio to increase 
your flexibility and strength. While 
it’s tempting to think that you can 
hire someone to do it for you, it’s 
usually the owner who ends up 
wrestling a muddy dog into a bath 
at the end of the day.

It is essential for you to have 
leadership skills with animals, as 
well. You should be well-versed in 
dog learning theory, pack behavior, 
and dog body language. If you have 
already worked as a dog walker or 
trainer, you’ll have a good idea of 
your skill level. If you’ve had dogs 
for many years, you’ll have a sense 
of your one-on-one style. Just make 
sure that you are good with group 
dynamics and “difficult” dogs.

Finally, you need to have a solid 
work ethic and a willingness to 
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WWW.SAVURFUR.COM 
savurfur@aol.com

(417) 469-9020 • Toll Free (866) 375-9214 
1194 Bus. 60/63 Suite A • Willow Springs MO 65793

Top quality system includes two 10-foot hoses, 
60 feet of tubing, a sprayer, and 96 meter tips

Works with any type sprayer

3-year limited warranty

Financing available 
(Application online)

Assembled in the USA

AND A NEW LOOK!NEW PRODUCTS

C2
00

1

BATHING SYSTEM

$850

ReadeR SeRvice caRd #9103

Jay Scruggs
Signature Series

Cobra’s  
Available exclusively through

Groomer’s Choice
www.groomerschoice.com
1•888•364•6242

ReadeR SeRvice caRd #9104

Read Groomer to Groomer Online!
www.GroomertoGroomer.com

Continued on page 54



Pet Boarding & daycare36 Pet Boarding & daycare

Make More Money Without Raising Your Prices!
Professional Sales Slips for groomers and kennel operators! Both 

have space for all the little extras you haven’t been charging for. These 
5-1/2” x 8-1/2” two-part NCR forms are clean, with no carbon needed.

Groomer Sales Slip includes space for groomer’s name, skin  
treatment, next appointment, bows, medicated shampoo, tangling,  
bad behavior and more!

Kennel Sales Slip includes space for salesperson and/or groomer 
(for easy tally of commissions), number of days, weeks or months of 
boarding and charges, next grooming appointment and much more!

#156 GrOOMEr salEs slip 
#168 KEnnEl salEs slip

Indicate style number when ordering. 
Mix and match packs of 100 when ordering 1000.

Pack of 100 $18   
Pack of 500 $74 
Pack of 1000 $107

Groomer & Kennel Sales Slips

3” x 5” Run-Kard is completed at each  
visit and attached to the run. Contains all 
the up-to-date information you need about 
the pet. The back contains a boarding 
release for your protection, which is signed 
and dated by the owner. You’ll wonder how 
you ever lived without them!

#128 run Kard (WhitE Only)

100 cards $9
500 cards  $36
1000 cards      $55

#123 KEnn-l-Kard (WhitE Only)
#124 KEnn-l-Kard ExtEndErs 
 (WhitE Only)

100 cards  $14
500 cards  $58
1000 cards $84

This popular Client Record Index Card has all the information any kennel 
or day care operator needs. Kenn-L-Kards offer boarding, medical and 
grooming profiles. Easy checklist eliminates tedious handwriting.  
Speeds your recordkeeping. Extender cards double your records space. 
Just attach to the back of a full Kenn-L-Kard.

Happy Camper CardHappy Camper Card
Great for Boarding and Day Care Operators!

Now you can grade each pet in your 
care from an A+ to an F. Time-saving 
checklist will let your client know that his 
pet ate well, had fleas or should see a vet... 
and much more. Lots of room for your own 
personal comments, too. It’s a personal 
way to thank your boarding clients. Plus it’s 
a great promotional tool! Pet owners will 
tell their friends.

#159 Green

 

 100 cards $16
500 cards $66
1000 cards $95

#125 KEnn-l-Kard spEcial $59

Kenn-L-Kard Special
Get started with everything!

250 Kenn-L-Kard’s
5 x 8 File Box

Alphabetical Index Guides

u
As low as 10.7¢ 

each!

Kenn-L-Kards and Run Kards 
Popular Client Index Cards for Pet Day Care and Boarding Facilities!

u
As low as 

9.5¢  
each!

uu
Popular Client Index Cards for Pet Day Care and Boarding Facilities!u

As low as 
8.4¢  

each!

u
Kage  
Kard  

Holder

Barkleigh Productions, Inc. • (717) 691-3388 • www.barkleighstore.com • info@barkleigh.com reaDer Service carD #8540



work long hours, with an irregular 
schedule, without supervision or the 
“motivation” of a boss. This is espe-
cially true during the first few years 
as you start up and develop your 
reputation, as well as during any 
lean times that your business might 
face. You can’t pay someone else to 
run your business. Nobody will care 
about it as much as you.

Some of your friends or family 
might be encouraging you to stick 
with the security of the nine-to-five 
grind. They may be worried that 
you’re taking too big of a financial 
risk, particularly if you’re one of the 
first entrepreneurs in your family 
or social circle. If you know what 

you want to do and you understand 
the risks, don’t bother arguing with 
them. Just smile, shrug, and start 
building your business.

 
idEntiFying your marKEt

The market for doggie daycare 
is hot. Despite the fact that people 
have gotten busier and busier, 
and even though times have got-
ten tougher for many Americans, 
pet ownership, as well as spending 
on pet care, is on the rise. In 2001, 
Americans spent $28.5 billion on 
pet care; that number jumped to 
$43 billion in 2008 and continues  
to grow at a rate of 5% annually. 
The number of pet-owning house-

holds in the U.S. has climbed to 
63%, (including 75 million dogs!)  
according to the American Veteri-
nary Medical Association.

 Also, the mentality of pet 
ownership has changed, with own-
ers having much more committed, 
almost parent-like, relationships 
with their pets. The American Ani-
mal Hospital Association reports 
that 75% of American pet owners 
would willingly go into debt for their 
animals, and a recent Home Care 
Council survey reported that more 
than 60% of pet owners think of 
their pets as “surrogate children.” 
The same survey also found that 
22% of respondents felt closer  
to their pets than to their own  
partners.

The typical dog daycare client 
is a household with two adults who 
both work and have no children. 
These two-income families have, 
in effect, made the dog the child 
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$19.95

There’s nothing to stop you  
from running a successful  
doggie daycare center.

- Wheeler del Torro, author

A VALUABLE RESOURCE FOR 
ANY PET DAYCARE OWNER!

190-PAGE PLAN FOR SUCCESS
Including 50 pages of sample forms,  

business plans, and checklists!

C1999

Continued on page 56

iF you Know what you want to do 
and you undErstand thE risKs,  

don’t BothEr arguing with thEm.
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* Red Listing See Advertising Index on Page 74

u

Klip Kard Special

Make More Money Without Raising Your Prices!
Professional Sales Slips for groomers and kennel operators! Both 

have space for all the little extras you haven’t been charging for. These 
5-1/2” x 8-1/2” two-part NCR forms are clean, with no carbon needed.

Groomer Sales Slip includes space for groomer’s name, skin  
treatment, next appointment, bows, medicated shampoo, tangling,  
bad behavior and more!

Kennel Sales Slip includes space for salesperson and/or groomer 
(for easy tally of commissions), number of days, weeks or months of 
boarding and charges, next grooming appointment and much more!

#156 GrOOMEr salEs slip 
#168 KEnnEl salEs slip

Indicate style number when ordering. 
Mix and match packs of 100 when ordering 1000.

Pack of 100 $18   
Pack of 500 $74 
Pack of 1000 $107

Groomer & Kennel Sales Slips

3” x 5” Run-Kard is completed at each  
visit and attached to the run. Contains all 
the up-to-date information you need about 
the pet. The back contains a boarding 
release for your protection, which is signed 
and dated by the owner. You’ll wonder how 
you ever lived without them!

#128 run Kard (WhitE Only)

100 cards $9
500 cards  $36
1000 cards      $55

#123 KEnn-l-Kard (WhitE Only)
#124 KEnn-l-Kard ExtEndErs 
 (WhitE Only)

100 cards  $14
500 cards  $58
1000 cards $84

This popular Client Record Index Card has all the information any kennel 
or day care operator needs. Kenn-L-Kards offer boarding, medical and 
grooming profiles. Easy checklist eliminates tedious handwriting.  
Speeds your recordkeeping. Extender cards double your records space. 
Just attach to the back of a full Kenn-L-Kard.

Happy Camper Card
Great for Boarding and Day Care Operators!

Now you can grade each pet in your 
care from an A+ to an F. Time-saving 
checklist will let your client know that his 
pet ate well, had fleas or should see a vet... 
and much more. Lots of room for your own 
personal comments, too. It’s a personal 
way to thank your boarding clients. Plus it’s 
a great promotional tool! Pet owners will 
tell their friends.

#159 Green

100 cards $16
500 cards $66
1000 cards $95

#125 KEnn-l-Kard spEcial $59

Kenn-L-Kard Special
Get started with everything!

250 Kenn-L-Kard’s
5 x 8 File Box

Alphabetical Index Guides

u
As low as 10.7¢ 

each!

Kenn-L-Kards and Run Kards 
Popular Client Index Cards for Pet Day Care and Boarding Facilities!

u
As low as 

9.5¢  
each!

(717) 691-3388 • BarkleighStore.com

u
As low as 

8.4¢  
each!

u
Kage  
Kard  

Holder

Red and white sticky-backed  
Paw Labels have space to jot  
the next appointment date  
and time and will be a 
real hit with your clients. 
They can affix it to their  
home calendar as an  
appointment reminder,  
or just as a general  
reminder to call. Makes  
an excellent eye-catching price 
tag, too! Two great sizes.

       #186  5/8” Small Calendar Paws
100 calEndar paWs – sMall      $7.95
1000 calEndar paWs – sMall    $55.00

Paw Labels have space to jot  
the next appointment date  

real hit with your clients. 
They can affix it to their  

appointment reminder,  

reminder to call. Makes  
an excellent eye-catching price 

the next appointment date  

       #185 1” Large Calendar Paws
100 calEndar paWs – larGE     $8.95
1000 calEndar paWs – larGE   $59.95

5/8”

1”

These adorable dogs are printed 
on quality 2”x 3-1/2” card stock.  

Great for  grooming salons,  
kennels and veterinarians.  

Buy only the quantity you need!

#182  BathtuB
#183  tan appt. card
#184  squarEs

Bathtub Appt. Kard

Pet Appointment Kards

Great Posters  
and Counter Signs  

for Your Salon!
Do you get tired of hearing the same  

old comments from your clients? 
This cute framed 24” x 36” poster will stop all those 

nasty remarks and replace it with a chuckle from  
your clients. Why not couple this poster with the  

Tip Sign and turn “lemons into lemonade!”

#281 pOstEr With FraME 24 x 36  $59
#280  pOstEr unFraMEd 24 x 36  $39
#282  Wall siGn 11 x 17  $29
#279  cOuntEr siGn 8.5 x 11  $19

cause any irritation to himself. Remember that 

his freshly clipped nails may be sharp and can 

easily irritate his puppy skin. If you have any 

questions or concerns, contact your groomer 

immediately.

Taking care of your Puppy at home…

 Between professional groomings, you  

may need to brush and bathe your puppy at 

home. Your groomer can recommend and 

supply the equipment and coat care products 

that you will need. 

 She will also be happy to demonstrate the 

correct brushing and combing techniques that 

you need to learn to properly care for your 

puppy.

Mission Accomplished  

– a Happy Puppy!

 Because you and your professional 

groomer took the time to introduce your puppy 

to grooming in a step-by-step, gentle, loving 

way, you made your puppy’s all-important 

first visit to the grooming salon a wonderful 

experience that will help him enjoy being 

groomed throughout his life. 

Puppy’s

First Visit 

to the 

Grooming 
Salon

#PS-4   Barkleigh Productions • Mechanicsburg PA 

(717) 691-3388 • info@barkleigh.com • www.barkleigh.com

Your 

Pet Care 

Professional

If  you have a friend who could  

benefit from this publication,

please pass it on.

Pet Care Series #4

J590

Ask Your Groomer  

for a Copy  

of

Learning to Brush  

Your Pet  
Pamphlet

Like a teacher, now you can 
grade each pet from an A+ 
to an F. Did you ever forget to 
convey important information 
to your client? A time-saving 
checklist of common rec-
ommendations is included, 
with space for your personal 
comments. Plus, it doubles 
as a reminder or appointment 
card. Great promotional tool, 
too — your clients will tell their 
friends about your “caring” pet 
report card.

#190  Blue 
#191  Pink
#192  Tan

Indicate color number when ordering.
Colors may be mixed by packs of 100.

Pack of 100 $16
Pack of 1000 $95

Available Colors

u
As low as 

9.5¢  
each!

(717) 691-3388 • BarkleighStore.com

Calendar Paws

Tan Appt. KardSquares Appt. Kard

#190  Blue 

Indicate style number when ordering.
Styles may be mixed by packs of 100 when ordering 1000.

100 cards $5
1000 cards $25

Actual Size

This sturdy aluminum card holder will keep pet 
information right where you need it. Two popular 
sizes hold 3 x 5 Run Card or Klip Kard, and 5 x 8 
Giant Klip Kard or Kenn-L-Kard. Attaches easily 
to cage or crate. Has holes for wall mounting near 
grooming table or tub. Collar and leash holder 
built in. Practically indestructible, won’t rattle, and 
holds client index cards securely and cleanly.

#164  KaGE Kard hOldEr 5 x 8
1 holder $6
10 holders $55

#163  KaGE Kard hOldEr 3 x 5
1 holder $4
10 holders $35

Kage Kard Holder
For Boarding or Grooming Cards  

3” X 5” or 5” X 8”

Pet Report Cards

ReadeR SeRvice caRd #8610
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Perfect balance, unparalleled sharpness; a  
masterpiece of elegance. Kamisori animal  

grooming shears are used and recommended by  
champion groomers all over the world,  

experience innovative shears truly recognized as  
one of the world’s best.  Summer Sale on now: 

www.KamisoriPet.com | 1-866-387-4306 

of the family and are quite willing 
to pay for daycare to ensure their 
pet’s happiness and well-being. 
These types of owners know that a 
happy dog is a tired dog, and they 
understand the pitfalls of leaving 
their dogs home alone all day while 
they’re away at work.

 Not only are individuals giving 
more care to their pets, but the 
public is demanding more account-
ability of pet owners. There are more 
leash laws and pooper-scooper laws. 
Noise complaints are being taken 
more seriously. Dog owners today 
know that they need to get their 
dogs obedience training, a compo-
nent of most doggie daycare centers. 
Dog parties, dog walking services, 
professional grooming, and person-
alized dog care are becoming more 
and more popular.

 In short, we’re on the cusp of 
a change in the market for doggie 
daycare. Starting with the wealthy 

and now the middle classes, people 
have been slowly readjusting their 
expectations to see that doggie 
daycare is worth the expense. It’s 
becoming more and more socially 
unacceptable for people to leave the 
dogs at home all day in the (dog)
house. There’s a growing demand 
for quality doggie daycare, and in 
many regions, there are not enough 
centers to meet the demand.

 That’s where you step in.
 

what it is liKE to own  
a doggiE daycarE 

Owning a dog daycare busi-
ness is fun and rewarding. With 
the growing number of caring dog 
owners realizing the benefits of leav-
ing their beloved dogs at daycare 
with other dogs instead of at home 
alone while they are at work, it is a 
smart way to turn your love for dogs 
into a profitable business. Seeing 
the excitement and anticipation of 

the dogs when they come in to play 
with their friends is gratifying. The 
parents are very grateful to have 
a place where they feel comfort-
able knowing that their four-legged 
child is getting the proper care in 
an environment designed especially 
for them. Dogs are social creatures, 
and parents are thankful they are 
spending the workday playing, 
socializing, learning, and creating 
fewer problems at home.

 Owning a dog daycare busi-
ness allows you to connect with 
nature and to enhance the human-
dog bond. When you work in the 
dog business, there’s never a dull 
moment. Caring for others is a hard 
job; it requires long hours, stamina, 
patience, and attention to detail. 
Dogs can be unpredictable, so you 
must stay on your toes to ensure 
safety. Dog daycare owners must 
be self-motivated, have good people 
skills, and be assertive pack leaders.
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96 PAGES   

IN FULL COLOR!

BARKLEIGHSTORE.COM
INFO@BARKLEIGH.COM

(717) 691-3388

C1989

BARKLEIGH PRODUCTIONS
970 W. Trindle Road 
Mechanicsburg, PA 17055

80 81
Angela Kumpe, winner of the 2010 Groom & Kennel Expo People’s Choice Award, with “Cherokee Heritage”

Rescue Remedy and a chicken sand-
wich, we were back. Josh was regain-
ing his strength, but we had sat out 
of the competition and lost valuable 
time. I wasn’t sure if I could complete 
him with the time I had left. Kathy 
Rose announced “scissors down” just as 
I added a couple feathers for a head-
piece. After all that coat growth, I just 
didn’t have time to finish what I had 
planned. We still managed to get third 
place and the coveted People’s Choice 
Award. Lori again got first place, and 
the “Lion King” managed to remain 
undefeated.

I decided to go ahead and take the 
design to one more show: Atlanta Pet 
Fair. I just had to complete this design 
that I had worked so hard to perfect. 
Just a couple weeks before Atlanta, my 
mother passed away; I was devastated. 
I had no intentions of going anywhere, 
especially so soon after her death. My 
mother was my soul, my greatest fan, 
my seamstress, and my inspiration. 

In the days before Atlanta, my 
entire family pushed me to go on and 
do what my mom would have wanted 
me to do. “She would want you to go, 
Angela!” is what my dad was telling 
me. I agreed to go but wasn’t sure if I 
would compete. I just wasn’t up to it. 
The night before we left, I told my dad, 
“I will work on my dog, and if I can do 
it, I will. For my mom!” 

It was time to get the dogs ready, 
and I am sure everyone thought I had 
lost my mind. I just kept talking to my 
mom while I was working on Josh, 
just like she was standing there. When 
I was done, I was so excited. It was 
beautiful, and win or lose, I was happy. 
I pulled it together and completed the 
design; my mom would have been so 
proud. We won first place and People’s 
Choice.

Top: Preparing for Atlanta Pet Fair just after Pasadena 
- Angela thought about a more tribal eagle at first.

Middle and bottom: At Atlanta Pet Fair,  
where “Cherokee Heritage” took First Place

ENJOY STORIES  
AND PHOTOS FROM  
BEHIND THE SCENES!

NEW FROM  

BARKLEIGH  

PRODUCTIONS!

$24.95 
FOR A LIMITED TIME ONLY
$29.95 RETAIL PRICE
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New Product News

ReadeR SeRvice caRd #9102

Dr. Emmo’s Unique Pet-Clenz
Dr. Emmo’s 

Unique Pet-Clenz 
“First Aid” Products 
include: Wound 
Care Wash, Wound 
Care Spray Gel and 
Ear Care Rinse. The 
products are all 
natural, anti-biotic 
free and are safe for 

use on all pets. Each contains a special anti-
microbial solution that kills common bacteria, 
germs and fungi. For more information, request 
Reader Service Card #9061. 

Andis 90th Anniversary  
Limited Editions

Andis Company introduces limited 
editions of two products to commemorate 
company’s ninety year anniversary: the 90th 
Anniversary UltraEdge Clipper and UltraEdge 
#10 Blade which feature an engraved 90th 
Anniversary logo. The #10 blade is also avail-
able as part of a 5-piece set of popular blades, 
called the Blade Packup. The UltraEdge Clipper 
has two speeds and runs at up to 4,400 

strokes per minute. Its sealed motor is power-
ful, yet quiet. The motor runs so cool that fans 
and air vents, which can become clogged with 
hair, are not needed. The clipper has detach-
able blades and is maintenance free, requiring 
no oil or greasing of internal parts. It has a 
14’ heavy duty cord and a locking switch. The 
clipper is made in the U.S.A., comes with a one 
year warranty and is compatible with all Andis 
UltraEdge and CeramicEdge blades, as well as 
most other detachable blades. For more infor-
mation, request Reader Service Card #9058. 

Tick-SR
A new weapon in the war against ticks 

has arrived. Tick-SR safely, easily and quickly 

removes ticks. Tick-SR chemically compels ticks 
to withdraw from dogs by simultaneously im-
peding their food supply and dissolving the bond 
that adheres them to the host. It also contains 
a disinfectant that destroys most bacteria and 
helps to prevent infection. Tick-SR is available 
in either pre-moistened wipes or in bottles. Tick-
SR is most effective if used within twenty-four 
hours of the tick attaching. For more informa-
tion, request Reader Service Card #8987.

JUICE Clipper
The JUICE Clipper is part of Oster 

Professional Products’ newest series of high-
performance clippers and trimmers powered by 
Lithium Ion Technology. Designed with power 
and versatility in mind, the Juice features a 
permanent Li-ION battery that runs for 2 hours 
on a single charge and boasts a high-speed, 
powerful motor that runs up to 4200 SPM. 
The cordless option maximizes your cutting 

capability, and 
its new shape 
and rubberized 
body provides 
a comfortable 
controlled grip. 
The revolution-
ary adjustable 
blade system 
allows cutting 
for 5 different 
hair lengths.  
For more infor-
mation, request 
Reader Service 
Card #9139.
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   oardinB g&  Daycare

P
E
T

NOVEMBER 6–8, 2012
Sheraton Baltimore North

Baltimore, MD
FEATURING
Two-Day Trade Show
and Top Industry Speakers
- Susan Briggs  - Chris Murphy
- Robin Bennett  - Scott Learned
- Eileen Proctor  - Rick Bacon
- Laura Laaman  - Greg Taylor

BARKLEIGH PRODUCTIONS
970 W. Trindle Road 
Mechanicsburg, PA 17055

(717) 691-3388
info@barkleigh.com
www.barkleigh.com

EXPO
An Exciting NEW  National Conference for Professionals 

in the Pet Boarding and Daycare Industry

BOARDING • DAYCARE • FACILITY DESIGN • BUSINESS
ANIMAL BEHAVIOR • ANIMAL HEALTH • PET FIRST AID

ReadeR SeRvice caRd #9105
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EACH blade examined personally, sharpened to 
perfection, demagnetized and tested. Sockets 
and springs adjusted, blades individually sealed, 
READY TO USE. Sole proprietor w/ 20+ years 
experience. FACTORY-TRAINED to sharpen 
shears/blades. Customized tip sheet included 
w/ order - PROMPT RETURN. Clipper Blades 
$5,Shears $7, S/H $7. PA residents add 7%. 
John’s Sharpening, 1213 Middle St., Pittsburgh, 
PA 15212-4838. (412) 321-1522  
JKosakowsky@hotmail.com.

“YOU NOW HAVE A BETTER CHOICE” We 
are also groomers. Website has free videos 
and articles on blade and clipper care. Steel 
Blades $4.50, Ceramic $5.50, Regular shears 
$4.50, Convex $10. Sharkfin certified. Trimmer  
blades (5-N-1, Speedfeed) $6.50, 5-N-1 blades 
refurbished (new parts, not sharpened) $10. 
Clipper repair (Andis, Laube, Wahl). Mail-in 
service has 48 hour turnaround, on-site serves 
the gulf coast. Website has all information. Est. 
1995. Northern Tails Sharpening Inc, Mobile AL 
& New Orleans LA Call 251-232-5353  
www.northerntails.com.

Wholesale designer bandanas. Rolled-edged. 
Per Dozen prices: $6.00  – Sm.; $8.00 – Med.; 
$15.00 – Lg.; Gigantic selection. Call Now! (301) 
746-4327.

Four different sizes, lots of beautiful prints and 
solids. July 4th, Halloween and Thanksgiving 
holidays are available. New bows available 
on our website. Order early for best selection. 
Elchar Dog Bows (800) 972-5857.  
www.elcharbows.com.

GroomingBows.com/ 200 Models to choose 
from. Quality in mind. 100% handmade. Satis-
faction Guaranteed. Call: Edgar 305-945-8903.

MOBILE PET GROOMING BUSINESS FOR 
SALE MONTGOMERY COUNTY, PA
Owner retiring. Fully equipped Pet-Pro Van.  
200 + client base, not a franchise, your own 
business. Training and some financing avail-
able. (717) 368-0307.

Upscale pet boarding and grooming facility for 
sale in sunny New Mexico. Recession proof, 
loyal clientele, vet recommended, beautiful 
facility with 20 boarding spaces and 3 groom-
ers. Lots of grass and trees, 5 additional acres 
for needed expansion or house. Appraised at 
$360,000. Call Annie Daniels (575)-442-3444.  

Adorable and busy grooming shop for sale in 
Temple City, CA. 15 years in business. Large, 
sweet clientele base. Must be kind, loving and 
experienced. Retiring, $45,000 Lynda (626) 
794-0707.

BlADES & SHARPENING

BOWS & ACCESSORIES

BuSINESS OPPORTuNITYCall (717) 691-3388 ext 210  
to place a Classified.

Classified  
Advertisements 
Get Results!

Rates: 25 words or less – $50.00. 
Each additional word – $2.00 each. 

Classified ads must be prepaid.  
Call for issue deadlines.  

Agency Discounts Do Not Apply.

Classifieds CAll (717) 691-3388, EXT. 210  
TO PlACE A ClASSIFIED.

Sharpening 
       Sales & Repair

120 Fourth Street • Mt. Wolf, PA 17347
(717) 266-7348 • (888) 742-7745

info@precisionsharp.com
www.precisionsharp.com

Sharpening Sharpening 
       Sales & Repair       Sales & Repair       Sales & Repair       Sales & Repair       Sales & Repair       Sales & Repair

ReadeR SeRvice caRd #9106

Save BIG on  
E-mail Specials!

Discounts and specials 
on Barkleigh products 

every month!

Receive e-mail promotions monthly

Call or send  
your e-mail address NOW!

Info@Barkleigh.com • (717) 691-3388

Find us on 
 Twitter!

@barkleighinc

Use Reader 
Service Cards 

and get 
quick response

 from advertisers. 
See number below every ad. 

GROOM  
EXPO

September 6 - 9   
Hershey PA

www.groomexpo.com
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Professional Equipment & Tools for Every Groomer

www.FrankRoweandSon.com
     • (717) 533-4426

Fast & Friendly  
Customer Service

Become part  
of our family -  
Send us your orders  
and sharpening  
Today!

We treat you like you are one of the family!

     • (717) 533-4426

ReadeR SeRvice caRd #9140

CAlIFORNIA
Groom & Kennel  
expo 2013
2/21/2013 - 2/24/2013
Pasadena, CA
(717) 691-3388
info@barkleigh.com
www.groomandkennel-
expo.com

FlORIDA
nDGAA Fun in the Sun 
10/26/2012 - 10/28/2012
Orlando, FL
(724) 962-2711
ndga@nationaldog- 
groomers.com
www.ndgaa.com

IllINOIS
All AmeriCAn Groom-
inG Show
8/09/2012 - 8/12/2012
Wheeling, IL
(847) 364-4547
www.aagrmgshow.com

BACKer ChriStmAS 
trADe Show
10/12/2012 - 10/14/2012
Chicago, IL
(312) 578-1818
hhbacker@hhbacker.com

NEVADA
SuperZoo
9/11/2012 - 9/13/2012
Las Vegas, NV 
(626) 447-2222
www.superzoo.org

PENNSYlVANIA
Groom expo 2012
9/6/2012 - 9/9/2012
Hershey, PA
(717) 691-3388
info@barkleigh.com
www.groomexpo.com

RHODE ISlAND
nepGp SummerFeSt
7/13/2012 - 7/15/2012
Warwick, RI 
(413) 219-0291
lindacc@nepgp.com
www.nepgp.com

TEXAS
u. S. pet pro ClASSiC
11/2/2012 - 11/5/2012
Plano, TX
(972) 414-9715
classic@petstylist.com
www.petstylist.com

WASHINGTON
northweSt  
GroominG Show
3/15/2013 - 3/17/2013
Tacoma, WA
(717) 691-3388
info@barkleigh.com
www.nwgroom.com

Calendar of events
CANADA

CAnADiAn nAtionAl 
pet inDuStry  
trADe Show
9/16/2012 - 9/17/2012
Mississauga, Ontario CN
www.pijaccanada.com

GroominG  
extrAvAGAnZA
9/29/2012 - 10/1/2012
Edmonton, CN
(780) 986-9802
sales@pupular.com
www.pupular.com

GROOM EXPO
9/6/2012 - 9/9/2012
9/19/2013 - 9/22/2013
Hershey, PA 

PET BOARDING  
& DAYCARE EXPO
11/6/2012 – 11/8/2012
Baltimore, MD

GROOM & KENNEl EXPO
2/21/2013 - 2/24/2013
Pasadena, CA

NORTHWEST  
GROOMING SHOW
3/15/2013 - 3/17/2013
Tacoma, WA

PETQuEST
June 2013
Wilmington, OH

TO lIST YOuR EVENT, SEND IT TO 
ADAM@BARKlEIGH.COM

Barkleigh Productions, Inc.
(717) 691-3388 • Fax (717) 691-3381
www.barkleigh.com
www.groomertogroomer.com

EVENTS

Read Groomer to 
Groomer Online!

Groomerto 
Groomer.com

ProvErBIAl WIsDom
The intelligent 
man is always 
open to new 
ideas. In fact, 
he looks for 
them.

Proverbs 18:15
Living Bible

www.facebook.com/ 
groomertogroomermagazine

Find us on
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sCissors down  |  By tOdd SHELLy

Barkleigh Productions Purchases  
the all american grooming show

Jerry Schinberg, founder and owner of The All American 
Grooming Show in the Chicago, IL, area has announced that he has 
reached a sales agreement with Barkleigh Productions, Inc. to sell 
The All American Grooming Show following the 2012 40th Annual 
event. 

Originally called the Midwest Professional Dog Grooming 
Contest and Seminar, The All American Grooming Show, estab-
lished in 1973, is the longest running grooming trade show and 
competition. Schinberg states that he started the show because 
he “saw a need for groomers to get out of their shops and come 
together to learn and to hone their skills.”  The show has grown to 
be the largest pet care event in the Midwest. Last year’s show drew 
68 vendors in 97 booths and nearly 1500 attendees. It annually 
features many of the top speakers in the pet industry. Schinberg 
was also instrumental in the creation of Groom Team USA and was 
the pioneer of competitive creative grooming. 

 Barkleigh Productions Inc. is the producer of Groom Expo, 
Groom & Kennel Expo, Pet Boarding & Daycare Expo, and other 
grooming trade shows.  They also publish Groomer to Groomer and 
Pet Boarding & Daycare magazines. Barkleigh president Todd Shelly 
states, “We are excited to continue with the tradition that Jerry has 
created. The show has a great identity. We hope to make the transi-
tion as seamless as possible.” Shelly also indicated that Schinberg 
will be used at future shows to emcee events.

todd@barkleigh.com

Several years ago, Sally told me that if we ever had a chance to buy 
the All American Grooming Show, I should jump on the opportunity. 
The tradition, identity, and region of the country are all great. Last year 
at the show, I was talking to Jerry, and as he was about to walk away, 
he said something to the effect of “You should make an offer to buy 
the show.” I was so taken off guard that I was speechless. I mentally 
regrouped and approached him to verify that he was, in fact, serious. 
He assured me that he was. After a few months of some surprisingly 
seamless negotiations, we had a deal. And here is the press release 
announcing that deal:



New Innovative Lithium-Ion
Technology with Exceptional Power!

Professional Cord/Cordless Clipper

®

Thoroughbred performance meets lithium ion technology

with the Wahl Li+Pro Professional Cord/Cordless Clipper

75min75min

Run Time

2x2x

More Power New & Improved
‘5in1’ Pro Blade

www.wahlanimal.com1.800.PROWAHL ReadeR SeRvice caRd #9107



“Rely on Ryan’s”™

“Rely on Ryan’s”TM
 for Groomwear That is Functional and StylishExclusively Available at Ryan’s

©2012 G&G Distribution Inc. All rights reserved. Pricing and manufacturer specs subject to change. Prices good through August 31, 2012

 

 
 
 

60 Day Unconditional  

Money Back Guarantee

We’re so sure you’re going to love  

Black Diamond  shears, that we offer a 60 day 

unconditional money back guarantee.

Perfect Groom® Black Diamond™ Shears

The New Diamond Standard for Quality and Excellence

Perfect Groom® Black Diamond™ Shears are engineered 
  .stluser gnimoorg roirepus edivorp ot

• Ultra Sharp Convex Edge Blades Ensure Precision Cutting

• Quality  Japanese Cobalt 440C Stainless steel 

• Attractive Clear “Diamond” Dial Adjuster

• Comfortable and Ergonomic Handle Design

• Clear, Replaceable Silencer
  :sniatnoC hcihW esaC kcalB evitcarttA na ni emoC sraehS llA •

 

Extra Silencers, Polishing Cloth and $3.00 Off Sharpening Coupon

Diamonds may be a girl’s best friend, but 

Black Diamond™ shears are a groomer’s best friend.

 
 

ea ea/2

P77500 6” Straight Shear  . . . . . . . . . . . . . . $84.95 $69.95

P77501 6.5” Straight Shear  . . . . . . . . . . . . $89.95 74.95

P77502 6.5” Curved Shear  . . . . . . . . . . . . . $99.95 84.95

P77503 6.5” Straight Ball Tip Shear . . . . . . . $89.95 74.95

P77504 6.5” Curved Ball Tip . . . . . . . . . . . . $99.95 84.95

a groomer’s best friend.

ea
ea/2
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P77502
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 1(800)525-PETS (7387) 

www.RyansPet.com
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MIX & MATCH
SAVE $30.00

on 2 or More*

Perfect Groom® Black 

Diamond™ Shears

*Save $15.00 per pair when you purchase 2 or more pairs of 

Perfect Groom  Black Diamond™ Shears

100% Money Back Guarantee*
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 www.RyansPet.com 

1(800)525-PETS (7387)

Perfect Groom® Premium Shampoos and Conditioners

Perfect Groom® products are made from the highest quality, naturally derived ingredients. Great on all coat 

types and safe for use on dogs, cats, puppies and kittens. 

 The perfect blend of premium ingredients professionally formulated for Perfect Groom® results!

*All Perfect Groom  

Shampoos and 

Conditioners have a 

100% unconditional money back 

guarantee.  If you are unsatisfied 

with the product for any reason, 

simply return the unused portion 

with proof of purchase for 

a full refund of the 

purchase price. 

Perfect Groom Scent Dilution Description

Item # Size

Reg
Price

Intro 

Special 

(ea)

Intro 

Special 

(ea/4)

All Purpose Shampoo Pina Colada 32:1 All Purpose Shampoo is nonirritating and 

non-drying.  The rich lather cleans, condi-

tions and build volume.  Leaves the coat soft 

and tangle free.

P41920 Gallon ($32.97) $22.97 $20.47

Hypo-Allergenic 

Tearless Shampoo

Fragrance & 

Dye Free

32:1 This truly tearless formula is safe and effec-

tive.  Perfect for puppies and sensitive dogs. 

P41950 Gallon ($32.97) $22.97 $20.47

Whitening Shampoo Fresh 

Watermelon
32:1 Whitening Shampoo enhances the color of 

all coats.  The luxurious lather rinses easily, 

leaving the coat bright and shiny.

P41930 Gallon ($32.97) $22.97 $20.47

Conditioning 

Shampoo 2-In-1

 Pink Grape-

fruit

32:1 Conditioning Shampoo 2-In-1 is formulated 

with Cactus, Aloe and Silk Extracts for a soft, 

silky coat.  These natural extracts help reduce 

static and tangles.  Leaves the coat shiny and 

manageable. 

P41960 Gallon ($32.97) $22.97 $20.47

Oatmeal Shampoo Oatmeal 

Vanilla 

Cookie

32:1 Oatmeal Shampoo is formulated with real 

oatmeal to help stop itching and scratching.  

Cactus Extract moisturizes and conditions, 

while Aloe Vera soothes, heals and protects 

irritated skin. 

P41940 Gallon ($32.97) $22.97 $20.47

Conditioner
Passion Fruit 32:1 Conditioner will leave the coat silky and 

static free without over-softening or leaving 

a residue.  Regular use strengthens the hair 

shaft and will help reduce shedding.  

P41970 Gallon ($32.97) $22.97 $20.47
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 1(800)525-PETS (7387) 

 1(800)525-PETS (7387) 

 1(800)525-PETS (7387) 

www.RyansPet.com

Get a FREE Peticure Petite 
With Every Piece of 
Tikima Purchased!

     $11.99 Value. 
     While Supplies Last.

www.RyansPet.com
CW201

ReadeR SeRvice caRd #9108




