®

Get a

Spotsare
arelimited
limited
Spots
andﬁlling
ﬁllingfast.
fast.
and
Call
Call
800.255.6864,
800.255.6864,
ext.
ext.
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gogo
online
online
toto
TheCVC.com
TheCVC.com
toto

REGISTER
REGISTERTODAY!
TODAY!

jump on it!
CVC San Diego
Clinical Techniques Courses
Put Your CE into Action! Learn Valuable Procedures
to Enhance Patient Care and Your Practice.
CVC San Diego offers thirteen hands-on courses
designed for veterinarians or veterinary technicians. All
provide step-by-step experience in surgical, diagnostic
and practical procedures needed to better care for
patients and practices. Each course is developed and
presented by a board-certiﬁed specialist or other
credentialed professional. Each training experience
offers real-world techniques and skills you can take
back to your clinic and use immediately.

❯❯
❯❯
❯❯
❯❯

CALL 800.255.6864, ext. 6
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CLICK TheCVC.com

Focus on Dentistry
Specialty Focus™
Surgical Solutions
Under the Scope

EMAIL cvc@advanstar.com

FOLLOW
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INCLUDES THE

Heartworm

p17
PET WARD SLIM-DOWN
and other tips for ﬂoor plans

MUST-READ DENTAL

Get

tips from a successful
chain of practices

9

LIGHTEN UP PETS
with a handout on a
heavy medical problem

16

DISCOUNT DEBATE:
Do you encourage clients to
second-guess your fees? 22

on NEW
EQUIPMENT
PURCHASES

TOO MANY
VETERINARIANS?
These doctors argue
we just don’t know.

40

WE SHINE A LIGHT ON FINANCING TIPS
FOR HOT NEW SERVICES LIKE DIGITAL
RADIOGRAPHY AND THERAPEUTIC LASERS.
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Too cute for adjuvants.

Protect your patients with the ONLY line
of nonadjuvanted feline vaccines: PUREVAX®.

®PUREVAX is a registered trademark
of Merial. ©2013 Merial Limited,
Duluth, GA. All rights reserved.
PUR13FELVRABAD (07/13).
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What’s INSIDE

4 | Get in touch
6 | Checking in
New AVMA video game

Get

8 | Practice management Q&A
> Calculating your worth
> Knowing your pet foods

9 | Practice tips
Pulling profts from dentistry
10 | Practice with heart
Exam room tricks

on NEW
EQUIPMENT
PURCHASES

12 | Get social
Avoiding a practice cat-astrophe!
14 | What if ... You’ve never measured
your marketing eforts?

Tink you can’t aford a therapeutic laser, digital radiography or that new
imaging equipment? Tink again! Get an inside look on how to fnance a
brand-new service.
page 18 By Ashley Barforoush

PRACTICE MARKETING: Roll back your discounts
When you discount—in the exam room or in your latest promotion—
you’re not just slashing prices. You’re shortchanging your team, your
profession and yourself.
page 22 By Mark Opperman, CVPM
16 | Click & copy Promote weight
loss by pointing out the perils of pet
obesity

PRACTICE GROWTH: NRG for your tired

17 | Hospital design Avoid foor
plan follies

Forget cafeine. Chug these fve tips to energize meetings for maximum
education and inspiration and a minimum of bored looks.
page 24 By Denise Tumblin, CPA, and Christina Materni

dvm360 Toolkit: Heartworm

team meetings

PROFESSIONAL GROWTH: Coaching your way

30 | Product spotlight

to the top

40 | Hot button
Too many veterinarians? Jury’s still out

Learning how to be a coach can greatly improve your practice. Here are
some tips to get you started.
page 28 By W. Bradford Swift, DVM
dvm360.com | Veterinary Economics | September 2013 |
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WHAT’S online

Join our circle at dvm360.com/community

Follow us at twitter.com/dvm360

Like us on facebook.com/dvm360

Your name is

what?

Doctor Whiskers, Lady Flufﬁngton, Sir
Knuckles da Dragon and Fuzzbutt are just
a few of the wackiest pet names of the
year. Veterinary Pet Insurance dove into its
database of more than 500,000 pets and
came out with the top 10 wackiest dog
and cat names. Scan the QR code or visit
dvm360.com/wackynames2013 and
put a face to these crazy pet names.

Ernie Ward’s

3 things every introvert
in veterinary practice
should know

Feeling like you need to make some dietary changes?
See if you can complete the challenge at
dvm360.com/7daychallenge.

In an exclusive interview with
dvm360.com,
author Susan Cain
of Quiet fame commends introverted
veterinarians and
offers her tips to
make client interaction easier. Check out the interview at dvm360.com/quiet.

7-day real food
challenge

New blog:
Subscriber Services: Call (800) 815-3400 in the United States, or (888)
527-7008 or (218) 740-6477 in Canada; fax (218) 740-6417; or write
to: Veterinary Economics, 131 W. 1st St., Duluth, MN 55802-2065. If you
are unable to connect with the 800 numbers, e-mail fulﬁll@superﬁll.com.
Reprint Services: Call 1-877-652-5295 ext. 121 or email bkolb@wrightsmedia.com. Outside US, UK, direct dial: 281-419-5725. ext. 121 Back
Issues: Individual copies are available for one year; to order, call (800)
598-6008. Permissions/International Licensing. Call Maureen Cannon at
(440) 891-2742. List Sales: Please contact List Account Executive Renée
Schuster at (440) 891-2613. Editorial Ofﬁces: Write to 8033 Flint, Lenexa,
KS 66214; or call (913) 871-3800. Visit our websites: dvm360.com;
thecvc.com; industrymatter.com.
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Management matters
This new Management Matters blog series features the
writing of veterinary practice management consultants Mark
Opperman, Sheila Grosdidier and Monica Dixon Perry. Go to
dvm360.com/managementmatters once a month for
their take on current and future trends in veterinary practice
as well as tried-and-true tips for improving patient care,
team member morale and practice revenue.

LOWER LEFT: GETTY IMAGES/MEDIOIMAGES/PHOTODISC
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Wells Fargo Practice Finance

We’re here to help you take
the next step

Whether you’re preparing for ownership or planning for growth, Wells Fargo Practice Finance
can help you achieve your practice goals.
· Customized ﬁnancing to help acquire, start or expand your practice
· Competitive ﬁxed rates at historic lows with preferred pricing for AAHA members
· Experienced practice ﬁnancing specialists to help you complete your project on time
and on budget
· Complimentary business planning tools, project guidance, educational resources, and
practice management consulting to help you successfully manage growth

To get started, contact us at 1-866-4MY-PAWS (1-866-469-7297).
Or visit wellsfargo.com/veterinaryeconomics to request your
free Practice Success planner.

Wells Fargo Practice Finance is the only
practice lender recommended by the
American Animal Hospital Association.

All practice ﬁnancing is subject to credit approval.
© 2013 Wells Fargo Bank, N.A. All rights reserved.Wells Fargo Practice Finance is a division of Wells Fargo Bank, N.A.
All trademarks are the property of their respective owners.
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Mission
To give practicing veterinarians the business tools, insights, ideas and inspiration they
need to fuel their passion for practice; run a well-managed, proﬁtable business; enhance
client loyalty and satisfaction; and maximize their patients’ well-being.

Content Group
Advanstar Veterinary

Editor/Business Channel Director | Brendan Howard
(913) 871-3823, bhoward@advanstar.com

Vice President/General Manager | Becky Turner Chapman

Financial Editor | Cynthia Wutchiett, CPA

Group Content Director | Marnette Falley
Medical Director | Theresa Entriken, DVM

Practice Management Editor | Ross Clark, DVM
Practice Leadership Editor | Marty Becker, DVM
Special Assignments Editor | John Lofﬂin

Director, Electronic Communications | Mark Eisler
Director, The CVC Group | Peggy Shandy Lane

Content Manager | Adrienne Wagner
Sales Group

Senior Content Specialists | Alison Fulton | Heather Biele, DVM

Sales Director | David Doherty

Associate Content Specialist | Ashley Barforoush
Assistant Content Specialist | Andrea Hewitt

Senior Account Managers, Advertising
Chris Larsen | Terry Reilly

Medical Editor | Heather Lewellen, DVM

Account Manager, Advertising | Angela Paulovcin

Technical Editor | Jennifer Vossman, RVT

Senior Account Manager, Projects | Jed Bean

Editor, E-media | Jessica Zemler

Sales and Projects Coordinator | Anne Belcher

Senior Designer/Web Developer | Ryan Kramer

Books/resource guides | Maureen Cannon (440) 891-2742

Art Director | Steph Bentz

List Rental Sales | Renée Schuster
(440) 891-2613 | rschuster@advanstar.com

Multimedia Contributor | Troy Van Horn
Editorial Advisory Board
Our board members provide critical insights into business,
management, and leadership issues. As recognized experts, they
help Veterinary Economics provide content of immediate relevance
and use to all veterinarians in private practice.

Chief Executive Ofﬁcer Fashion Group, Executive
Vice-President | Tom Florio

Practitioners

Executive Vice-President, Chief Administrative Ofﬁcer &
Chief Financial Ofﬁcer | Tom Ehardt

Marty Becker, DVM | Ross Clark, DVM

Executive Vice-President | Georgiann DeCenzo

Chief Executive Ofﬁcer | Joe Loggia

Dennis Cloud, DVM | Shawn Finch, DVM

Executive Vice-President | Chris DeMoulin

James Guenther, DVM, CVPM, MBA | Jim Kramer, DVM, CVPM

Executive Vice-President, Business Systems | Rebecca Evangelou

Fred Metzger, DVM, DABVP | W. Andrew Rollo, DVM

Sr Vice-President | Tracy Harris

Jeff Rothstein, DVM, MBA | Ernest Ward Jr., DVM

Vice President, Media Operations | Francis Heid
Vice President, Legal | Michael Bernstein

Jeff Werber, DVM | Craig Woloshyn, DVM

Vice President, Electronic Information Technology | J. Vaughn
National Management Consultants
Bob Levoy | Shawn McVey, MA, MSW

Executive Vice-President | Ron Wall

Karl Salzsieder, DVM, JD
Financial Management Consultants
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Cynthia Wutchiett, CPA
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E. John Knapp, AIA | Wayne Usiak, AIA
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2011
Neal Award
Finalist

2012
Neal Award
Finalist
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We’ve made digital x-ray a lot friendlier to veterinarians.
The small, fast, light and inexpensive PRIMA-T makes the decision to pop for digital so much
easier. Finally there’s a digital x-ray system that delivers brilliant image quality, dose efﬁciency and
ease-of-use — all for a very compelling price. PRIMA-T is one of the lightest, smallest tabletop systems
in the world, easily ﬁtting on a desk or counter. Its images feature 100 micron resolution and
Fujiﬁlm’s world renowned image processing technology. Whatever your imaging requirements and
workﬂow needs, we have a CR or DR solution that will ﬁt you like a glove. Call 1-866-879-0006 or
visit www.fujiprivatepractice.com.

PRIMA-T is the newest addition to our line of CR and DR systems.
www.facebook.com/FUJIMEDUSAPPG
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©2012 FUJIFILM Medical Systems USA, Inc.

@FUJIMEDUSA
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CheCking in

Team toggle
The AVMA video game shows promise, but
where’s the switch to get me the staff I need?
any of you have been
clamoring for more public
education about veterinary medicine. Well, the American
Veterinary Medical Association
(AVMA) has recently released a new
video game for kids of all ages that
could encourage interest in veterinary medicine as a career as well as
educate clients about some common
conditions and treatments.
Te gameplay of AVMA Animal
Hospital will be familiar to anyone
who’s toyed with the genre of restaurant or business games in which
you greet, seat and satisfy clients as
quickly as possible or face their wrath.
In this case, if you don’t carry the pet
to the back, fnd an empty treatment
table and diagnose and treat a number of pets before the clock runs out,
your “game” is over.
It’s fun and educational, but some
of you business-minded individuals out there might wonder: As the
clients and pets pile up with higher
and higher levels, where are the new
team members? You get better at diagnosing pets with common ailments
faster, so you can churn and burn ...

M

20

3 smart things I’ve
learned this issue
> You probably don’t need
that many runs.
Page 17
> Easily calculating future revenue
on a new piece of equipment:
There’s a formula for that.
Page 20
> “Here’s what I think is
happening. ... What do you think?”
is a good way to start conversations with team members about
how they’re falling short
Page 29

>>> Can’t wait to play? Head to
dvm360.com/videogame to join
the fun and share your thoughts on
the game with your peers.
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but you don’t get any new hands on
deck. Your fantastic animal hospital
remains a two-woman (or one-manand-one-woman) show—just you and
your trusty receptionist.
Te next version of this game needs
some serious power-ups. At level 10,
you could bring in an LVT, who can
handle the majority of the treatment
options on the veterinarian’s list
while the doctor moves on to another
diagnosis. At level 20, you could bring
on a certifed veterinary practice
manager (CVPM) to turn around the
clients who has a bad experience, and
who, without the CVPM’s intervention, is likely march home to post a
nasty one-star review on Yelp.
I hope this game inspires young
people to consider the thrill of diagnosing and treating a new generation
of pets. I hope the next version of this
game gives a more nuanced look at
the real world of veterinary medicine—there are more avenues in the
treatment room of your local veterinary practice than veterinary school.
It takes a village to heal a pet, right?

Brendan Howard, Editor
ve@advanstar.com

Veterinary economics | dvm360.com
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practicE managEmEnt q&a

Calculating your worth
Q. I’ve heard that a practice owner shouldn’t pay an
associate more than 25 percent on production. But I work
in a practice where three veterinarians share one technician.
What would be a salary for circumstances like these?
he issue here seems less about pay
and more about stafng, says Gary
Glassman, CPA, a Veterinary Economics Editorial Advisory Board member
and a partner with Burzenski & Co. PC in
East Haven, Conn.
“Te quoted 25 percent of production for
total veterinarian pay is an industry bench- Gary Glassman, CPA

T

mark that includes pay and benefts,”
says Glassman. But if your stafng is
keeping you from meeting your pay potential, you need more team members.
With additional team members
hired, doctors could be freed up to see
more appointments and generate more
revenue, says Glassman.

Knowing your pet foods
Q. How do I get my team to help encourage client
compliance with nutrition recommendations?
he frst thing you need to do is create focus
for your team by selecting no more than
one or two brands to recommend, says Brian Conrad, CVPM, practice manager for Meadow
Hills Veterinary Center in Kennewick, Wash.
Ten you need to train your staf on the
products you’ve selected, says Conrad. Once
the staf is educated on the superiority and
details of the diets, they will exude confdence
when making the recommendation.
“Use the reps from these companies and
have them meet with your staf in small
groups,” Conrad says. “Te staf will feel more
important and stay attentive in small groups.
Ten role-play what they will say to clients.”
Conrad says it’s more important to practice
practical conversations in training. Clients
don’t care about protein levels or moisture

T
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content. What clients do want is bullet points
or short summaries on why and how this recommended food is going to help their pet live a
healthy life for years to come.
Ten make sure you carry the products,
Conrad says. Don’t send them to a megastore to
search out a specifc product. Also, make sure
you have samples in the exam rooms. Clients
want to be able to see, feel and touch products.
Tere’s nothing worse than making a recommendation and then expecting the client to leave your
clinic and fnd it.
Lastly, give clients a 100-percent guarantee on
the products, Conrad says. Let them bring it back,
no questions asked, for a full refund. Make sure
you work with companies that take back products
easily and efciently, without a lot of restrictions
or questions asked.

Veterinary Economics | dvm360.com
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SAVE $25 ON THE NEWLY RELEASED STUDY

every practice needs

B2013
ENCHMARKS

A STUDY OF WELL-MANAGED PRACTICES

FEES: HELPING CLIENTS AFFORD PET CARE
REVENUE: PROMOTING WHAT YOUR PRACTICE DOES BEST
EXPENSES: RUNNING LEAN AND EFFICIENTLY
COMMUNICATION: A TEAM APPROACH TO CLIENT COMPLIANCE

What constitutes a well-managed
practice? All-new for 2013,
Veterinary Economics and
Wutchiett-Tumblin Associates have
evaluated how the best practices
continue to provide top patient
care while continually improving
business.
FEES: How many well-managed
practices have increased fees since
2011—and by how much? The
answers will surprise you.
REVENUE: Practices are in the
business of creating an experience
and selling hope. Is your patient
care realizing those goals?
EXPENSES: As with a diet,
you need to watch what you spend.
Instead of starvation, improve your
finances with “5 Easy Slim Downs.”
COMMUNICATION: Follow our
three techniques to recharge your
team and put members’ enthusiasm
to work for you—and your patients.

ORDER NOW AND SAVE $25 • OFFER EXPIRES OCTOBER 31, 2013

B2013
ENCHMARKS

A STUDY OF WELL-MANAGED PRACTICES

FEES: HELPING CLIENTS AFFORD PET CARE
REVENUE: PROMOTING WHAT YOUR PRACTICE DOES BEST
EXPENSES: RUNNING LEAN AND EFFICIENTLY
COMMUNICATION: A TEAM APPROACH TO CLIENT COMPLIANCE

Missed last year’s study?
Wellness Plans • Breed-Specific Healthcare •
Your Home Delivery Pharmacy • Social Media

GET BOTH
AND SAVE

25

%

BENCHMARKS 2013/2012 ORDER FORM
Item

Price

Quantity

Total

Benchmarks 2013

$

249 × ________________ = _______________________________________________________

Benchmarks 2012

$

249.95 × ________________ = _______________________________________________________

(use code BENCH25 and subtract $25
—offer expires 10/31/13)

.95

– _____________________________________________________________________________
Benchmarks 2013/2012 Combo $374.90 × _____________ = _______________________________________________________
*SALES TAX: Sales tax will be added to orders shipped
to the following states: CA, CT, FL, GA, IL, KS, MA,
MD, MI, MN, NC, NJ, NV, NY, OH, PA, TX

Sales Tax* _______________________________________________________
Shipping** & Handling _______________________________________________________
Total Due: $ _______________________________________________________

**Free Standard Domestic Shipping. Call for pricing on expedited shipping.

4 EASY WAYS TO ORDER:
Online: www.industrymatter.com/benchmarks2013
and enter code BENCH25
Or: www.industrymatter.com/benchmarks1213
(no code needed for discount)

Phone: 800-598-6008 (in the US) • Fax: 218-740-6437
+1-218-740-6480 (direct dial)
Mail: Advanstar Communications, Inc.
Marketing Services/Book Sales
131 W. 1st Street • Duluth, MN 55802

Name __________________________________________________________________________________________________________
Job Title ________________________________________________________________________________________________________
Company________________________________________________________________________________________________________
Company Address ___________________________________________ Mail Stop: _____________________________________________
City ____________________________________________________________________________________________________________
State/Province ____________________________________________________________________________________________________
ZIP/Postal Code ___________________________________________________________________________________________________
Country _________________________________________________________________________________________________________
Telephone (______) _______________________________________________________________________________________________
Fax (______) ____________________________________________________________________________________________________
E-mail __________________________________________________________________________________________________________
2 EASY PAYMENT METHODS:
CHARGE my: VISA Mastercard

American Express

CHECK enclosed (U.S. Dollars) Payable to: Advanstar Communications
Name on Card ____________________________________________________________________________________________________
Billing Address____________________________________________________________________________________________________
City ____________________________________________________________________________________________________________
State/Province ____________________________________________________________________________________________________
ZIP/Postal Code ___________________________________________________________________________________________________
Country _________________________________________________________________________________________________________
Card # __________________________________________________________________________________________________________
Expiration Date ___________________________________________________________________________________________________
Charges will appear on your credit card statement as Advanstar Communications Inc.

Practice tips

Pulling proﬁts
from dentistry
Veterinarians regularly undercharge clients for dental
procedures. Learn how to communicate with clients
better to make your dentistry proﬁtable. By Jef Rothstein, DVM, MBA
n the past year, I’ve attended
three dentistry seminars
(big pat on the back). I’ve
forced myself to do this because
I’m trying to fgure out how
to make dentistry a true proft
center for our hospital locations. In short, what I’ve seen
is a transition from performing neuters and spays every
morning to doing “dentals” and
dental procedures. We are now
often booked out a month or
two on our dentistry, which is
incredible—in theory.
But here’s what I struggle
with: I remember the day, not
too many years ago, when our
technicians cleaned the teeth
and we popped back between
appointments or surgeries to
examine the oral cavity and
quickly pulled the loose teeth.
Now it seems we have a doctor dedicated to dentistry and
surgery from 9am to 1pm.
Tis may be fne if we fnd
dental pathology and a procedure to be done, but that’s not
always the case. Te fip side
can easily happen as well—we
end up with an involved case

I

or two and have a hard time
fnishing in a time frame that
allows us to see other clients.
We all want to do more
and better dentistry, but we
don’t want veterinarians to do
just cleanings and “bandage”
dentistry. Here are a couple
strategies we’re trying:
> Pre-educating the
clients. We are doing a better

job letting clients know that
when we do a cleaning, we do
an oral exploratory. We often
fnd disease, and they need
to be prepared for that. We
can’t ofer a solid treatment
plan before we explore the oral
cavity, and this often involves
radiographs. Tere could be no
additional charges, or it could
be $800 or more. We talk to
clients early to prepare them
for the potential of more time
and money involved in their
pet’s dental health. We don’t
want surprises, and we don’t
want clients to feel pressured to
say “yes” just because the pet is
under anesthesia. Based on my
experiences with clients, we can

often safely schedule a followup second procedure from one
to six months out to allow them
time to decide/budget the additional procedure.
> Producing treatment
plans faster. Once the oral

cavity has been assessed, we
quickly call the clients with
an update on the condition
and the potential cost. Most
of us think we’ve done a good
job of discussing this with the
client when we last saw them,
but a face-to-face chat only
lasts so long in the memory.
My practices offer handouts
when dental cleanings are
scheduled that explain the
process so they know that
surgery may be recommended as well as what’s involved
and the potential cost.
Veterinary Economics Editorial Advisory Board Member
Dr. Jeff Rothstein,
MBA, is president of
the Progressive Pet
Animal Hospitals
and Management Dr. Jef Rothstein
Group in Michigan.

dvm360.com | Veterinary economics | September 2013 |
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Practice with heart

Exam room
Share your favorite trivia
about pets with clients.

I

love “fling away” little bits of interesting
information about animals and pets, and sharing them comes naturally. Sharing is what I’ve
always done in the exam room, and that the gift
of “animal trivia” works so well with social media
comes as no surprise to me.
You too can show the pet owner something
on the outside or inside of their pet they’ve
never noticed and explain why it’s important.
Here are some examples:
> Point out how dogs lick one side of their nose,
then the other, always starting with the same side,

tricks

or how cats do the same when grooming.
> Show clients the carpal pad of a cat and explain that it’s for protection during rapid deceleration—think “skid pads.”
> Tell them that the number of bones in a cat’s
body depends on gender and tail length, and why.
People love trivia, especially when you can link
it to their own beloved pet.
Dr. Marty Becker is a popular speaker and author of more
than 22 top-selling books. He is the resident
veterinarian on Good Morning America, a
regular guest on Te Dr. Oz Show and the
lead veterinary contributor to VetStreet.com.
Dr. Becker practices at North Idaho Animal
Hospital in Sandpoint, Ida., and Lakewood
Animal Hospital in Coeur d’Alene, Ida.
Dr. Marty Becker

DIGITAL SUPERIORITY
MinXray’s digital line
offers the latest in
DR and CR

MinXray offers complete, digital radiographic systems for either ﬁxed or transportable applications.
s 3UPERIOR DIAGNOSTIC QUALITY IMAGES
s #OMPACT DESIGN

s %ASILY TRANSPORTED SYSTEMS
s %LECTRONIC STORAGE OF ALL IMAGES

s 7IRELESS IMAGE TRANSMISSION
s %ASY TO ASSEMBLE  OPERATE SOFTWARE PACKAGE

For more information about MinXray’s digital product line, visit minxray.com or call 1-800-221-2245.
Digital solutions from the most trusted name in portable x-ray imaging
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WHERE WE STAND
TEACHING STUDENTS OUTSIDE THE US HAS
LED TO AVMA ACCREDITATION INSIDE THE US
STARTING YOUR CAREER WITH THE WINNING
COMBINATION OF US SKILLS AND GLOBAL TRAINING
WILL MAKE YOU STAND OUT

©2013 St. George’s University
www.avma.org
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US/Canada: 1 (800) 899-6337 ext. 9 1280
sgu.edu/future-students • sguenrolment sgu.edu

Grenada, West Indies
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GEt social

Tweet this
Scan the QR
code to send
your ﬁrst “feline
practice” tweet to
clients.

Avoiding a practice

cat-astrophe!

Use these ready-made posts and tweets to emphasize
fear-free methods for bringing cats into the clinic.
re you seeing
fewer and fewer
cats at your practice—or have you never
seen enough? Encouraging
clients to bring their pets
into the clinic and giving
them tips, like the ones at
dvm360.com/catcarrier,
to make their cats more
comfortable could help
drive up visits. Check out
dvm360.com/postnow
to use these encouraging
posts for your practice’s
social media streams. You’ll
also ﬁnd more Facebook
posts and tweets to share
with clients about annual
exams, dermatology, senior
pets, heartworms and more.

A

Did you know we’re a #catfriendly practice? Bring your
favorite felines in to visit for a
checkup! #petcare
When you bring your cats into
our clinic, cover the bottom of
your #cat carrier with a towel
to make it a comfortable trip.
Have you brought your #cat
into the clinic recently? If not,
come see us. Regular checkups keep your #pets healthy!
When you bring your #cats
to the clinic, keep them in
the carrier and cover it with
a towel to make them more
comfortable. #pets
Want your new #pet to live a
long, healthy life? Start now!
Let’s talk vaccines, exams, etc.
#pethealth #petcare
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Bring your cat in for a free
“happy visit”. Drop by for a
treat-ﬁlled stress-free time to
reassure your beloved pet that
the clinic isn’t a bad place.
Is it almost your cat’s birthday? Cats are great at hiding
illnesses so treat your friend
to a wellness exam. And treat
yourself to the security of
knowing your feline is happy
and healthy.
Is there something we could
do to make your cat’s visits more comfortable? Let
us know! We love getting
feedback from you and your
favorite feline.
Is your cat a bit overweight?
Come see us so we can work
out a nutritious weight management plan together!
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isn’t as scary as it sounds.

VPI® helps put your clients at ease when discussing their pets’ health.
VPI gives your clients the conﬁdence that comes with knowing their pets are getting the best possible care you can provide.
Maybe that’s why 4 out of 5 vets who recommend insurance recommend VPI.*

Recommend VPI for Healthy Pets and Happy Owners.
Call 866-Vet-4VPI (866-838-4874) or visit vpihealthypractice.com

Insurance plans are offered and administered by Veterinary Pet Insurance Company in California and DVM Insurance Agency in all other states. Underwritten by Veterinary Pet Insurance Company (CA), Brea, CA, an A.M.
Best A rated company (2012); National Casualty Company (all other states), Madison, WI, an A.M. Best A+ rated company (2012). ©2013 Veterinary Pet Insurance Company. Veterinary Pet Insurance and the VPI logo are
service marks of Veterinary Pet Insurance Company. Nationwide Insurance is a service mark of Nationwide Mutual Insurance Company.

VPI–15604 Dog-Veterinary Economics-7.75x10.5.indd 1
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WHAT IF ...

Watch this
Scan the QR code to
hear Dr. Karen Felsted’s tricks for tracking
client metrics.

You’ve never measured your

?

marketing efforts
Take the guesswork out of publicizing your practice
and learn exactly where to put your marketing dollars.

ntroducing our new theoretical practice owners, Drs.
Bob and Francine Bird.
Tese two love birds met in veterinary school, got married and
opened Cat Tails Animal Hospital in 2001. Te feline practice
has been extremely successful,
thanks to a busy urban area,
with young professionals living in condos and apartments
where dogs
are rarely
PRACTICE PROFILE
allowed.
Cat Tails Animal Hospital

I

Practice owners: Drs. Bob and
Francine Bird
Practice type: Feline only
Location: Busy urban area

The
problem

In order to
allow for
some quality family time, the
Birds hired Dr. Knead, a fulltime associate, six months ago
and she has turned out to be a
great addition to the team. Te
only issue is that there aren’t
enough new clients coming in
the door for her to establish a
signifcant client base of her
own. Basically, she has yet to be
as productive as she needs to be
to support her base salary.
You see, the Birds have an
excellent website, but otherwise
have never invested in marketing. Te success of their prac-
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tice has been almost entirely a
result of client referrals and the
visibility of their location.
In reviewing 2011 Benchmarks: A Study of WellManaged Practices (see it at
dvm360.com/benchmarks),
the Birds discover that a typical
practice attracts roughly 17 to
21 new clients per full-timeequivalent veterinarian every
month. Tey consistently met
this goal when it was just the
two of them, but that number
hasn’t increased by more than
a few clients per month with
the addition of Dr. Knead. As a
result, they realize it’s time for
them to invest some
money in new client
marketing initiatives.
Tey have several
ideas, but aren’t sure
which to pursue or
how to determine whether they
are successful.

The solution
Rather than put all their eggs in
one basket, the Birds decide to
try several initiatives to attract
new clients and then track
whether they’re successful. (See
dvm360.com/marketingQs

for questions to consider when

Veterinary Economics | dvm360.com

evaluating a potential new marketing initiative.)
First, the practice owners
must come up with an acceptable cost for a new client.
Because the lifetime value of
this client far exceeds this initial
investment, they decide to
budget $50 to $75 per new client. For a tool on how to track
and calculate the cost per client
for a marketing initiative, visit
dvm360.com/clientcalc.
Ultimately, their goal is to
attract at least 25 more new
clients to their practice every
month, which will enable them
to keep Dr. Knead on a full-

time basis—and
then they can enjoy
some time away from work.
Next month, we’ll help a
new practice owner implement
third-party payment plans.
Dr. Karen Felsted, CPA, MS,
CVPM, is the president of
Felsted Veterinary Consulting.
Jessica Goodman Lee, CVPM,
joined Brakke Consulting in 2011.
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Psst …

THE BEST VALUE FOR YOUR CE DOLLAR IS
CVC SAN DIEGO, OCTOBER 31-NOVEMBER 3.
It’s no secret. Get your fair share of more than 500+
hours of expert insight, real-world training, and
practical instruction at CVC San Diego. And there’s
enough to go around with great programs and CE
for the whole team:
❯❯

Over 48+ technician-speciﬁc
sessions such as “Doppler
Echocardiography” and
“Rehabilitation of the
Orthopedic Patient”

❯❯

From “Achieve Five-Star Customer
Service” to “Recapture Your Passion
for Practice,” discover 45+ courses
speciﬁcally for practice managers

❯❯

Veterinarians choose from more
than 400+ clinical hours of worldclass clinical programs including
“Immunological Update” and
“Ocular Diseases of the Cat”

Register by SEPTEMBER 18 for early-bird pricing!*
O C T. 31–
NOV. 3, 2013

CALL 800.255.6864, ext. 6

CLICK TheCVC.com

EMAIL cvc@advanstar.com

FOLLOW

*CVC San Diego early-bird pricing ends midnight, CST September 18, 2013.
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CLICK & copy

Promote weight loss
by pointing out the
perils of pet obesity
Seeing too many overweight pets in practice, but having
a hard time getting clients on board with your weight
reduction recommendations? Put some mass behind
your message with this informational client handout.
ccording to a survey
conducted last year by
the Association for Pet
Obesity Prevention (APOP),
53 percent of dogs and 58
percent of cats were found to
be overweight or obese. While
these numbers should come as
no surprise to most veterinar-

A

Pet obesity:
Get a
handle
on

health risks
pounds on
cise can pack a few
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ians, clients might be shocked
to hear about this alarming
trend—and the health problems that excess weight can
lead to. Tat’s why Dr. Ernie
Ward, a Veterinary Economics Editorial Advisory Board
member, author of Chow
Hounds: Why Our Dogs Are
Getting Fatter and founder
of APOP, makes a point to
remind pet owners that keeping their furry friends lean and
healthy can play a big role in
the prevention of disease.
From dogs with osteoarthritis to cats with Type II diabetes, Dr. Ward sees a number
of pets with conditions he
believes could’ve been avoided
or delayed had they stayed in a
healthier weight range (Head
over to dvm360.com/obesity
to download a client handout
on common weight-related
conditions in dogs and cats).
But when Dr. Ward is working
with clients to get their pets
on a weight reduction regime,

he tells them it’s not just about
chasing a number on the scale.
“I always minimize the
importance of the pet’s actual
weight and emphasize the importance of a healthy lifestyle,”
says Dr. Ward. “It all boils
down to quality of life.”
Dr. Ward typically focuses
on developing a plan for pet
owners—one that includes calculating the number of calories
the pet should consume and
translating it into a volume of
food (don’t forget to factor in
treats). He also prescribes a
feasible exercise plan for them
to follow—one that fts the
owner’s lifestyle and the pet’s
current physical ability.
“Whether it’s a 15- or
30-minute walk twice a day,
make sure you’re recommending some sort of physical
exercise for the pet,” he says.
“In order to truly understand
the importance of exercise,
clients need to hear it from
their veterinarian.”

T CO LTD
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HOSPITAL design

AVOID
Floor Plan

FOLLIES
Make sure your hospital “road map” isn’t going to put
your clinic on the fast track to disaster.
ou know what they say:
A bad foor plan leads to
an even worse hospital.
(OK, maybe that’s just what we
say.) So how do you keep these
plans from ruining your future
or remodeled practice? Start
by dodging these three design
trends that haven’t worked out
so well for Mark Hafen, AIA, of
Animal Arts in Boulder, Colo.

Y

1. Huge treatment areas.

Just because you have a giant
treatment area doesn’t mean

>>> Here’s a nice and compact dog run
area at Melrose Animal Clinic.

TIM MURPHY, FOTO IMAGERY LTD.
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you have a workable treatment
area, Hafen says.
“You plop a workstation in
the middle of the room all by its
lonesome and when you’re out
there working on an animal,
you have no place to set your
sponges and scalpels—you have
to leave the animal,” Hafen says.
Take a look at the foor plan
(above) to see a well-developed
treatment area complete with
L-shaped workstations.
2. A surplus of runs. Before
you dedicate a whole wing
of your hospital to dog runs,
Hafen says you should really
think about how many pets are
typically hospitalized overnight
at your practice. “Back in the
day, we’d build a whole slew of
wards and runs in veterinary
clinics—that trend has fallen of
dramatically,” he says.
Nowadays, he sees that most
veterinarians refer emergency
patients and are able to complete treatment procedures
during working hours. In fact,

Hafen says when his team renovates a practice, the frst thing
they do is rip out unused wards.

>>> Note the stellar
L-shaped workstations
in the treatment area of
Dr. David Hall’s hospital:
Horseshoe Lake Animal
Hospital in Collinsville, Ill.

3. An ofﬁce out in the
open. What if every time you

wanted to escape to your ofce
you had to walk through your
waiting room full of chatty
veterinary clients? Sounds like
your worst nightmare, right?
Well, Hafen accidentally made
that nightmare a reality for
one of his clients with the way
he crafted his very frst foor
plan. (Of course, the hospital
still won a Veterinary Economics Hospital Design
award, but Hafen
Floor plans
says the doctor still
galore
hasn’t forgiven him.)
In a bit of a ﬂoor
Hafen recomplan frenzy? Borrow
mends that you put
ideas from awardyour ofce in the
winning hospitals at
back of the veteridvm360.com
nary hospital, out of
/ﬂoorplans.
the way of client
trafc. Go ahead
and trust him on
this one.

dvm360.com | Veterinary Economics | September 2013 |

ES301469_vete0913_017.pgs 08.19.2013 20:52

17
ADV

practice ﬁnances

Get

on NEW EQUIPMENT
PURCHASES
Think you can’t afford
a therapeutic laser,
digital radiography
or that new imaging
equipment? Think
again! Get an inside
look on how to
ﬁnance a brand-new
service. By Ashley Barforoush
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Introducing part one of a
three-part series all about
maximizing your use of the
top three pieces equipment
you said you were adding
to your practice (according to the 2013 Veterinary
economics Business Issues
Survey). This month, we’ll
focus on ﬁnancing.

f team members and
clients often refer to your
veterinary equipment as
“old school,” it may be time

I

for an upgrade. We know
what you’re thinking—you’d
add digital radiography,
laser therapy and new imaging tools in a heartbeat, but
not without frst asking,
“How much is the equipment going to cost me?”
Turns out, that’s the
wrong question to ask, according to Gary Glassman,
CPA, a Veterinary Economics Editorial Advisory Board
member and partner with
Burzenski & Co. in East

THINKSTOCK

ES303210_vete0913_018.pgs 08.21.2013 20:50

ADV

practice ﬁnances

Haven, Conn. He says practice
owners should be asking, “How
many times will I be able to use
the equipment?” and “How will
it provide a return on investment to the practice?”
It’s easy to look at the $25,000
price tag on a therapeutic laser
and think you could never afford it. However, it’s important
to remember you don’t have
to pay for the machine in one
year, Glassman says. A reasonable payback period—the
time it takes to recover the
equipment’s cost resulting
from annual net cash fow—is
anywhere from three to fve
years, he says. You should also
consider the machine’s life span
and determine its potential use.
(For an easy way to make these
calculations for your practice,
see dvm360.com/equipcalc.)

Embracing new
equipment
Veterinary Economics Editorial
Advisory Board member Dr.
Andrew Rollo has always been
an advocate for digital radiography—he says the diagnostic
capabilities make the purchase
a no-brainer. However, he become an associate at Madison
Veterinary Hospital in Madison
Heights, Mich., in 2008—right
when the economy tanked—so
he understood the practice’s
reasoning for holding of.
“Te increase of problems
with our old unit seemed to
coincide with business improv-

“Since adding digital radiography last
December, we’re taking 30 percent
more X-rays so far this year.”
—Dr. Andrew Rollo
ing and that created discussions
of what would be best for the
practice going forward,” Rollo
says. “I thought we were within
a year or two of purchasing
digital radiography equipment,
but the practice owner surprised everyone by giving it to
the staf at the end of last year’s
Christmas party.”
Dr. Rollo says when deciding
on whether to purchase a new
piece of equipment, you need
to weigh the machine’s advanced capabilities against the
cost involved. He recommends
considering the more tangible
issues and asking the following
questions in regards to your
current equipment:
> How much money am I
spending on the upkeep of a
20-year-old flm developer?
> How much am I paying
staf to develop radiographs?
> How much am I paying
staf to retake radiographs?
“Tese costs of the old
system don’t come with a huge
daily price tag, but can certainly
add up over time,” Dr. Rollo
says. “As old processors and
developers get older and break
down more often, the huge
price tag for a digital system
may not end up seeming so big.”
Veterinary Economics Edito-

rial Advisory Board Member
Dr. Jef Rothstein, MBA, agrees.
He says you’ll also save $100 to
$200 a month because you’ll
no longer need to pay for
chemicals or a flm developing
system. Plus, you can snap as
many pictures as you want at
no extra charge. He says this
saves your team the headache
of calling the client back for
retakes, which is a waste of
everyone’s time and money.
“It’s also easier to send
digital radiographs to a radiologist—the process is essentially
instantaneous and results can
often be had within hours,” says
Dr. Rothstein, president of the
Progressive Pet Animal Hospitals and Management Group in
Michigan. “We do better medicine when we are able to send
images digitally.”
Dr. Rothstein
does recommend
increasing your
fee per radiograph
once you go digiCalculation time
tal. However, don’t
Not sure if you can
forget to talk up
swing a new equipment
this new addition
purchase right now? Visit
to your practice.
dvm360.com/equipcal
“By spending a
for a tool that will help
little more time
you plug in your practice
showing the pet
numbers today.
owner the vastly
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How to pay for new toys
When it comes to buying such items as digital
radiography, laser therapy and imaging equipment,
veterinarians have three payment options, says
Gary Glassman, CPA.
1. Pay cash.
2. Sign a lease.
3. Craft a ﬁnancing arrangement with a bank.
It may be tempting to go for a lease, but Glassman says you should always know what you’re getting into. Many leases are drawn up so that there’s
no way to get out except to pay in full. Plus, many
leases are required under state law to include sales
tax so you end up paying interest on that tax. How
about those other two options? If you aren’t able to
pay cash, Glassman says there are veterinary lenders who will provide 100 percent ﬁnancing.
“Veterinary lenders are especially accommodating—they know the industry,” Glassman says. “You
submit one-page applications and in less than 24
hours you get a response back.”
Remember to not only consider the price of the
equipment, but its related ongoing expenses, such
as maintenance, supplies, insurance and possible
added payroll costs, Glassman says. These are
good topics to talk over with the equipment company before making the big purchase ﬁnal.

improved images, they won’t
notice the $10 to $15 increase,”
Dr. Rollo says. “In most cases
a patient will only be radiographed once or twice in its life,
so most pet owners are likely
not aware of the previous price
to compare. Exam fees—well,
that’s another story.”
After making the switch to
digital radiography, Dr. Rollo
says many practices end up
taking more radiographs and
the added diagnostics can help
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pay back the purchase. However,
he admits he was skeptical this
increase would happen at his
veterinary practice.
“I felt I always recommended
and took X-rays when I thought
they were necessary—regardless of how frustrating the old
equipment could be on a given
day,” Dr. Rollo says. “However,
since adding digital radiography
last December, we’re taking 30
percent more X-rays so far this
year with the digital unit.”

Develop laser-sharp
focus in practice
Dr. Jim Kramer, CVPM, a
Veterinary Economics Editorial
Advisory Board member and a
partner at Columbus Small Animal Hospital in Columbus, Neb.,
has also found success—and
multiple uses—for his new piece
of equipment: a therapeutic
laser. His veterinary team added
the laser to the practice three
years ago and now they use it on
every spay, neuter, declaw and
surgery patient.
What exactly does he charge
for this added service? Dr.
Kramer breaks the prices down
into three diferent levels of laser
therapy treatments (for example,
the frst level is an incision that
only takes a few minutes to treat
on up to level three for longer
treatment times with one up
front payment):
Level one: $15.75
Level two: $52.50
Level three: $79

His veterinary practice actually includes therapeutic laser
treatment in the bundled price
of spays, neuters, declaws and so
on. Why? Because pain management is not an optional service
at Columbus Small Animal Hospital. He says patients receive
laser therapy treatments—and
other types of pain management—before and after surgery
and it’s all included in the price.
“Laser therapy minimizes
pain, speeds healing and reduces
infammation,” Dr. Kramer says.
If you’re still worried about
the equipment’s price tag, Dr.
Kramer says to consider all of
the money you spend on advertising on the Internet, Yellow
Pages, newspaper, radio, TV and
so on. He says this cost can be
huge, so it helps to remember
that the new equipment comes
with a bonus—it’s a great advertising tool. His veterinary team
tells clients that the local human
hospital has two therapeutic
laser machines.
“While it’s important to
make sure that new capabilities
generate a direct return for the
practice, don’t underestimate the
value of enhancing your reputation,” Dr. Kramer says.
Now that you know more
about the big purchase, next
month we’ll focus on the best way
to make sure you and your veterinary team are knowledgeable
enough about the new equipment in your practice to use it
well—and often.
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With an education grant
provided by:

September 2013 | dvm360.com/toolkit

heartworm

A special monthly package
designed to help boost client
compliance and make it
easy for your team to educate
pet owners about regular
pet wellness care.

Your heartworm tools:

Social Media
Facebook posts and
tweets with crucial
heartworm statistics

p08

iPad Tools
Free client module on
preventive measures

p09

Sample script
>> Getting to the heart of
the client conversation

p10

Waiting-room
education

An argument for

PLUS

year-round heartworm
prevention in dogs p2
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>> Use this simple sign to
promote prevention

p11

Handouts
>> 11 feline heartworm
myths, busted
>> Help clients learn how to
protect their pets with a handout
from the AHS

p12
Take Action
>> Final tip
>> 4 get-started steps

Tough talk:

p4

Have heartfelt
heartworm discussions

p15

Getting clients on board with
FELINE HEARTWORM
PREVENTIVE
p6
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An argument for

year-round
heartworm
prevention

in dogs

Past commentary supports new
developments in parasitology urging
the importance of year-round
heartworm preventives.

dogs each year.1 But there is no
good reason for dogs to receive
preventives all year; it is just
not needed.

By Dwight D. Bowman, MS, PhD

The risk

ind the non sequitur in
the following series of
statements: Heartworms
cause severe lung disease in
dogs and cats and can kill
them. Heartworms cause
zoonotic disease in people.

F
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Heartworm disease can be
prevented in dogs and cats by
giving them medication once a
month that also controls various internal and external parasites. Heartworm infections
are diagnosed in about 250,000

Now let’s do some math. Te
risk of a dog being infected with
heartworm disease each year is
250,000 out of 50,000,000; this
translates to one in 200 dogs
becoming infected each year.
Te chance that you will be

getty images/DeB cRoNheim
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diagnosed with cancer this year
is about one in 200—the same
odds as a dog’s acquiring heartworm disease.2 Yet heartworm
disease in dogs is virtually 100
percent preventable. Would you
take medication once a month
to prevent being diagnosed
with cancer this year? But there
is no good reason for dogs to
receive preventives all year; it is
just not needed.

The treatment
Now let’s look at the heartworm treatment options.
Melarsomine dihydrochloride,
an arsenical, is the treatment
for heartworm infections in
dogs; nothing is approved
to treat cats. Melarsomine is
given at a dose of 2.5 mg/kg.
Te LD50 for organic arsenic
in mongrel dogs is 14 mg/
kg.3 A three-fold overdose of
melarsomine can be lethal.4 To
put this in perspective, the EPA
has set the limit for arsenic in
drinking water at 10 parts per
billion5 —that is 10 µg/L—
based on a no-efect risk of 1
to 10,000 to 1 to 1,000,000. So
if you drink 10 liters of water
each day containing arsenic at
the maximum allowable level,
you would consume 100 µg
of arsenic a day, or 36.5 mg of
arsenic a year. A 50-kg dog receives a total dose of 250 mg of
melarsomine, which contains
about 37.5 mg of arsenic, in
two injections. It would take
one year of drinking high levels

of arsenic in your water to get
the same dose of arsenic given
to a dog to treat heartworm
disease. Tus, the dose for
killing heartworms in dogs is
far from a negligible amount.
But there is no good reason for
dogs to receive preventives all
year; it is just not needed.

fxed macrophages of the lungs,
making the lungs of dogs with
chronic heartworm infections
appear brown. Villous proliferations on the vessels also lead to
the formation of small thrombi
that are carried deeper into the
lungs and ultimately induce
chronic lung disease.

It would take one year of drinking high
levels of arsenic in your water to get the
same dose of arsenic given to a dog to
treat heartworm disease.
The pathology
Of course, treatment with
arsenicals is far better than
the long-term efects of large
worms living in the pulmonary
arteries of their hosts. Te lungs
do get better after treatment.6
Te adult heartworms are long:
males are 12 to 20 cm long,
females are 25 to 31 cm long,
and both are about 1 mm in diameter.7 If a dog has a relatively
light burden of 12 worms—six
males and six females—that is
still a large mass of worms in
the pulmonary arteries.
Te disease is one of chronicity caused by the worms interacting with the surface of the pulmonary vessels.8 Te presence
of the worms in the bloodstream
also leads to the physical rupture
of red blood cells and the deposition of hemoglobin within

Keep in mind that even with
therapy, the worms are in the
pulmonary arteries, not the intestinal tract. All that can happen after arsenical therapy is
that the worms are driven deep
into the lungs where they die
in tightly coiled bundles, decay,
and are ultimately cleared by
the host’s cellular
response. However, this takes a
long time and is
not without effects; remember,
Clinical foresight
each dead worm
Dr. Bowman originally
is about 20 cm
wrote this article in 2007,
long. But there is
and though we updated
no good reason
some facts, its message
for dogs to reholds true. For references,
ceive preventives
head over to dvm360.
all year; it is just
com/yearround.
not needed.
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2013 Update: CAPC changes heartworm
guidelines due to evidence of resistance
The Companion Animal Parasite Council (CAPC)
has altered its guidelines after evidence of
preventive-resistant Diroﬁlaria immitis strains
was presented at the American Association of
Veterinary Parasitologists Conference at the end
of July in Chicago. Researchers have now identiﬁed heartworm isolates from the Mississippi
Delta region that develop in adult dogs receiving routine monthly heartworm preventives.
This means treatment of heartworm-positive
dogs should be immediate and aggressive, as
noted in the newly revised CAPC guidelines.
The “slow kill” therapy sometimes prescribed
by veterinarians is never appropriate, as it has
been demonstrated that using this modality—
repeated macrocyclic lactone administration
over a period of time—increases the propor-

The weather
Don’t forget to factor in the
unpredictability of nature.
We know that Culex tarsalis mosquitoes can live up to
two months when temperatures hold at 77 F,9 but there
is a good chance they can live
longer at cooler temperatures.
Near George Lake in Alberta,
Canada, over half of the overwintering Culex territans female
mosquitoes studied survived
more than 138 days at 23 F.10
Tese mosquitoes will continue to seek blood meals every
time they are about to lay eggs,
and if they are infected with
heartworms in October, they
could still easily transmit the infection during an unseasonably
warm December, like the one
we experienced this winter
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tion of circulating microﬁlariae that possess
resistance markers.
Parasitology specialists emphasize that evidence for resistance does not mean abandoning current protocols but following them even
more rigorously.
While new strains may be preventive-resistant,
CAPC says current products are still effective.
“Preventives are still the best protection we
have, and consistently administering them is
key,” says CAPC board member Susan Little,
DVM, PhD. Though the preventives cannot
guarantee that infections will never occur, Little
encourages veterinarians to “test dogs regularly
to be sure they have not become infected, and
when infections are identiﬁed in dogs, we have
to treat whenever possible.”

in Ithaca, N.Y. Such microclimate situations put dogs at
risk all year long and are part
of the rationale that led to the
recommendation in the CAPC
guidelines that dogs receive
preventives year-round.
With locally acquired heartworm transmission likely occurring in every state, it seems
there is no good reason for a dog
to be at risk in a nice November
or in a warm March. And again,
there is no good reason for dogs
to receive preventives all year; it
is just not needed.

The precedent
Perhaps we could take a lesson
from our counterparts in human
medicine. Human lymphatic
flariasis, a disease caused by
cousins of the heartworm, is

transmitted by mosquitoes that
bite infected people. Te disease
induced—elephantiasis—is horrible. Small thread-like worms
live in the lymphatics and cause
severe disfguring and immobilizing disease in human hosts.
Te World Health Organization is leading the charge to
eradicate these parasites through
“mass drug administration strategies for disease elimination.”10
Tese mass treatments of populations have had a signifcant
impact on the rate of infection in
people and vectors.11
We can only hope that
someday we will place similar
pressure on the transmission of
heartworms, thereby reducing
the occurrence of such a devastating disease that heartworms
cause in dogs.
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Tough talk:

Have heartfelt
heartworm
discussions

give clients the hard
facts and stop heartworm
infection before it starts.

W
1

ith the abundance of efective heartworm preventives and tests, it’s
heartbreaking when you diagnose a pet with heartworm infection.
Use these four steps to educate clients and safeguard their pets’ health.

Teach clients about the
importance of testing.

When a client asks why you test for heartworms when the pet already takes preventives, use this sample script: “Even though
today’s preventive medications are efective,
pets are only protected if we treat them
without interruption. A late or missed dose
can open the window for infection. Heartworm testing is the only way to ensure we
catch infection early.”

3

explain that the
heartworm tests available
today are more sophisticated
than past tests.
In fact, today’s advanced heartworm tests
might be able to detect the presence of just
a single heartworm. Tis important type of
early detection allows you to provide treatment before serious damage occurs to the
heart and lungs.
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2

remind clients that
testing helps you
safeguard their pet’s health.
If a pet does test positive for heartworm, a
doctor will evaluate to determine the severity of the infection and the treatment plan.
Let clients know that killing immature and
adult heartworms with medication can be
risky, so their pet will need careful monitoring by the veterinary team. And remind
them that even well-intentioned pet owners
may forget doses, administer them incorrectly, or fail to notice when a pet doesn’t
swallow a pill.

4

educate clients to
recognize the signs of
heartworms, especially in cats.
For example, symptoms of feline heartworm infection include asthma-like symptoms, such as coughing or wheezing.
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STRATegy:

Getting clients

on board

with Feline
heArTworm
PrevenTive

Make sure your clients’ kitties have worm-free tickers
using these six simple communication strategies.

D

on’t tell your veterinary clients their
cats should be on heartworm prevention, tell them their cats need to be on
heartworm prevention, says Kristen Coe, head
technician of Los Robles Animal Hospital in Tallahassee, Fla. Since she and her team members
have become more confdent in their recommendations, the clinic has seen a 40 percent jump
in feline heartworm, fea, and intestinal parasite
prevention sales.
Here are six ways to revamp your client communication strategy so you too can get cat owners on board.

1. Find proof in numbers
Contact an industry representative to conduct a
compliance audit—or go ahead and do your own
audit. “We thought we were doing a good job, but
after the audit we realized we weren’t promoting
heartworm protection like we should,” Coe says.
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2. Team up
Hold a biweekly or monthly team meeting so
your technicians, doctors, and receptionists can
all brainstorm new ways to educate clients about
heartworm and parasite prevention. Once you
decide on a game plan, make sure every staf
member knows about it. “Everyone needs to be
on the same page so you send a consistent message to your clients,” Coe says.

3. Check the charts
Before each feline appointment, do your research
and fnd out whether the patient is already on
heartworm prevention. Be sure to explain to your
clients why it’s so important to keep their cats on
the medicine—or, if they aren’t using preventives,
encourage them to get their cats on heartworm
prevention immediately. In both situations, it’s
crucial that you communicate your message
clearly to your clients.

getty images/istockphoto
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4. educate your clients

6. make no exceptions

Coe was surprised at how little her clients knew
about the disease and how much more they
wanted to know about heartworm prevention.
Explain that feline heartworm disease is lifethreatening with no curative treatment. Follow
up with a statement like: If you want your cat to
live a long, healthy life, then it’s best to get him
on heartworm prevention today. “We thought it
might be a turn-of, but after we
presented clients with the facts,
they were very open to hearing
what we had to say,” Coe says.

Clear up the misconception that only outdoor
cats should be on heartworm prevention. Remind your clients that even indoor cats could run
out the front door or a mosquito could fy into
the house. Te more knowledge you share, the
more likely they’ll trust your recommendation.

5. Use real-life
examples
Coe tells her more hesitant clients
about the two feline patients at her
clinic that tested positive for heartworm disease last spring—both
cats died shortly after the diagnosis. Tese types of examples
may be heart-breaking, but they
help drive the message home.

dvm360.com/toolkit | September 2013 |
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HEARTWORM

Have your clients heard
about heartworms?
Use the power of social media to share crucial reminders
and statistics about these deadly endoparasites.
eeling frustrated with
Facebook? Not sure how
Twitter can be of service
to you? Not to worry—we’re
here to help your practice get
the right message out to clients
on key pet healthcare topics
like heartworm disease and the
importance of preventives.
By serving up a mix of fun
facts, statistics and reminders,
you’re encouraging your clients
to join in the conversation—and
learn something, too!
Visit dvm360.com/
heartwormposts to get your
hands on the Facebook posts
and tweets (at right) for your
practice’s Facebook and Twitter
pages. And for more ways to
customize your social media
message, head over to dvm360
.com/socialmediatoolkit.

F

Use your mobile
device to scan
the QR code at
left and send
your ﬁrst tweet
right now.
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Myth: Only outdoor pets are at risk
of contracting heartworm disease.
(You know those pesky mosquitoes
can ﬂy into the house.)
Heartworm prevention can save
you money in the long run—not to
mention it can save your pet’s life.
A heartworm infection is difﬁcult to
treat in dogs—there’s no approved
treatment for cats. Good thing it’s
easy to prevent!
Our heartworm test is accurate to as
few as one female heartworm—let’s
test your pet today and make sure
everything is A-OK.
Heartworms can be hard to detect
but we can help! Ask us how before
they cause severve disease.
Fact: Heartworm disease is
preventable—there’s no reason a
pet should have it today. Keep your
best bud from becoming a statistic.

The American Heartworm
Society encourages testing
on an annual basis. When
was the last time we tested
your #pets for heartworms?
#pethealth
DYK? Heartworms are
transmitted through
the bite of an infected
mosquito. Don’t let those
bloodsuckers win! Get your
#pets tested today.
Fact: #Pets may not show
signs until late in the course
of heartworm disease.
That’s why we need to run
regular tests! #pethealth
#petcare
Signs of heartworm
disease: Coughing, panting,
decreased activity level,
sudden death. Let’s run
tests before it’s too late!
#pethealth
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TEACH CLIENTS
TO

have
ve
a heart

Get clients acquainted with heartworm
dangers using an interactive iPad module.

ave a client who’s heard it
all? Maybe one who ignores
your impassioned insistence
on the importance of regular heartworm prevention? Maybe clients like
these just need a visual aide to help
bring your points home. Show them
the newest client module inside the
dvm360 iPad app. Te heartworm
edition focuses especially on cats,
who are often ignored in the crusade
against parasites—all the more reason
clients should be made aware of the
dangers heartworm poses to their
beloved pets. Best of all? Te client
modules are free of charge, meaning
your clients reap all the educational
benefts at no cost to you.

H

INTERESTED? Update your app via iTunes to
check out our client education tools right now.
Don’t have it yet? Visit dvm360.com/ipadapp on

your iPad to download, or search “dvm360” in the
Apple App Store. As always, the dvm360 app and
client modules are free to download.
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HEARTWORM

SAMPLE SCRIPT:

Getting to the heart
of the conversation

Try this simple approach to the heartworm conversation.
Receptionist: Good morning, Mrs. Smith.
I see you’ve brought Buster in for his annual wellness exam with Dr. Cares. Before our technician
Elizabeth takes you to an exam room, I have a few questions to update Buster’s medical record. First,
how often does Buster receive heartworm prevention?

Option 1:

Option 2:

Client: I give it monthly.
You: That’s great, Mrs. Smith. Buster’s so lucky to

Client: I think I might have missed a few
doses.
You: I understand. Today is a great

have a pet parent who takes such good care of him.
Do you need any product reﬁlls today?

Note: If the client bought a package of preventives six
months ago and says she doesn’t need reﬁlls at her visit,
this may indicate the pet isn’t receiving regular prevention. If a dose has been missed, remind clients that prevention could make the pet sick and a test is necessary.

Use your mobile
device to scan
the QR code
above or visit

dvm360.com/
parasitescript
to download a
free form with this
sample script.

Now, create your own script.
To start, take ﬁve minutes in
your next team meeting to
discuss the scripts you need
most in practice. Ask: What are
the questions we hear most in
practice? What client questions stump us? Are there any
products or services we want
to promote, such as year-round
parasite preventives?
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opportunity to get Buster back on a
prevention program. And we’ll start with
blood work today to test for heartworm
infection. Then the doctor will evaluate
Buster and help you choose the best
products to keep Buster healthy and
parasite-free.

Once you’ve chosen the
scripts you want to create,
break into pairs again and use
these steps to create your personalized script:
1. Brainstorm phrases

that explain the beneﬁts of the
recommendation you’re making—for example, the products
you recommend keep Buster
parasite-free, or prevention will

save pet owners money in the
long run.
2. Talk about effectiveness. For example, correct

application of the product we’re
recommending prevents 99
percent of the parasite infestations we see.
3. Limit your script to two
to three sentences, so it’s easy
for the team to remember.
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Change the conversation
Use this tool to remind clients about the cost of
prevention over treatment.

Protect your pet from
heartworm for a month
for the price of your
weekly latte.
THINK STOCK

Te cost to treat
heartworm disease?
150 times that amount.
ention for you
ﬁnd the right heartworm prev
Our staﬀ is happy to help you

r pet—just ask us!

Do you feel like your team is explaining the importance of
parasite control already—but clients still aren’t getting the
message? Try hanging this sign in your practice. By comparing
the cost-effectiveness of preventives versus expensive treatment,
this display gives clients something to think about. Download your
own copy at dvm360.com/heartwormtoolkit.
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Visit dvm360.com/heartwormtoolkit
for free handouts to promote
client education.

HEARTWORM

heartworm
myths for clients
Make sure your clients know the truth when it comes to
this deadly but preventable disease in cats.
t the CVC in Washington, D.C., in
May 2013, Kristin
MacDonald, DVM, PhD,
DACVIM (cardiology),
co-author of Feline Cardiology (Wiley-Blackwell),
addressed 11 fallacies (and
their ensuing realities)
practitioners may encounter in an efort to ensure
more cats are protected
with heartworm preventives year-round.
Download this form for
your team and clients
to make sure everyone
has the facts on feline
heartworm disease.

A
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Heartworm disease is prevalent in

ALLSTATES

Online tool

5
6

It takes approximately 6 months a er being
bien by an infected mosquito for a dog
to test positive for heartworms.

7
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HEARTWORMEVERYMONTHS
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YEA in
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Don’t gamble
with heartworm
disease—encourage year-round
prevention for
pets. Need to
ﬁne-tune your
preventive pitch?
Get this handout
from the American Heartworm
Society by scanning the QR code
above with your
mobile device,
and ﬁnd more
client tools at
heartworm
society.org.

a
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Heartworm PREVENTION is
much less expensive than
treatment. Treatment can
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heartworm
preventive.

e ZERO
e ar
a
er
treatments
for
heartworm in
cats.

ed
rov
pp

There is only ONE
approved treatment for
heartworm in dogs.
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Pets should be PROTECTED from heartworm 12 MONTHS A YEAR.
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3

1 bite

It only takes
from an infected
MOSQUITO to spread heartworm disease to a pet.
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It is estimated
that a MILLION
dogs in the U.S.
have heartworm
disease today.
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1
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PROTECT
YOUR PET

Visit heartwormsociety.org/think12 for more information.
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Practicing Veterinarians Share Best Practices
for Heartworm Preventive Compliance
It is no surprise that cases of heartworm disease in
dogs have been reported in all 50 states or that the
disease is spreading to new parts of the country each
year. In its 2010 guidelines, the American Heartworm
Society (AHS) states that “Environmental changes
created by humans and changes in natural climatic
conditions, as well as animal movement, have
increased heartworm infection potential.”1 However,
less than 40 percent of medicalized dogs are
receiving heartworm preventive prescriptions from
their veterinarian.2 Data from the 2009 American
Animal Hospital Association (AAHA) Compliance
Study indicates that only about half of dog owners
are compliant obtaining heartworm preventives as
prescribed by their veterinarian.3
The Companion Animal Parasite Council (CAPC)
estimated that in 2012, nearly 4.3 million dogs were
tested for the parasite, with approximately 48,000
(or one in 89 dogs) testing positive for heartworm.4
How can veterinarians help pet owners protect their
dogs from this potentially fatal disease?

Many Practicing Veterinarians
Recommend—and Use—Injections
“I’m the worst at compliance with heartworm
preventive myself,” said Carri Hampton, DVM, of
Blue Flint Animal Hospital in Asheboro, N.C. “So
I know ﬁrsthand the beneﬁts of ProHeart® 6
(moxidectin) to provide six months of continuous
heartworm protection with one injection. That’s
why I am conﬁdent to recommend it to appropriate
patients in our clinic.”
“Many of my clients are busy people, so they
appreciate that with a six-month injection, giving
monthly heartworm medication becomes one
less thing they have to worry about,” noted Chris
Thomson, DVM, of Montgomery Animal Hospital
in Pineville, La. “When you look at two ProHeart 6
injections each year compared to monthly
medications, it’s also cost-effective.”

Practicing Best Medicine
Client convenience and compliance aren’t the only
reasons these veterinarians recommend a six-month
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injectable heartworm preventive to their clients.
“ProHeart 6 contributes to overall wellness,” said
Jennifer Patton, DVM, of Advanced Care Veterinary
Hospital in Sapulpa, Okla. “When a client brings their
dog in for their six-month injection, it gives us the
opportunity to check for internal parasites, perform
dental exams and cleanings; in general, it allows us
to practice best medicine.”
Dr. Hampton suggested that timing can also help
facilitate a positive client experience. “Whenever
possible, we time our clients’ visits for ProHeart 6
injections to spring and fall, so we can also treat for
allergies, examine ears, perform dental checkups
and general wellness exams. That way, not only is it
convenient for the pet owner to have the peace of
mind of six months continuous heartworm protection
for their dog, it saves them time because they
can come in for one visit and take care of other
conditions their dog may be experiencing as well.”

Staff Involvement is Key
“Our staff is critical in helping promote general
wellness, including the beneﬁts of a six-month
injectable heartworm preventive,” Dr. Patton
explained. “We talk about the seriousness of
heartworm disease, and I ask my team how
compliant they are in giving their own dogs
heartworm preventive. Most are surprised to
realize that they aren’t as compliant as they think
they are. That really reinforces the value of a sixmonth injectable option and helps our staff speak
conﬁdently about it with clients.”
“Giving ProHeart 6 injections is a good way for
our new associate veterinarians to get to know the
patients and
clients who
come to our
clinic,” Dr.
Hampton
suggested.
“The six-month
visit also
allows the new
associates to
check the dogs
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for other issues that may need attention and earn
conﬁdence with our clients.”
Dr. Thomson agreed and encourages colleagues
to consider recommending injectable heartworm
preventive in their practices. “I tell my colleagues
that there are two components to helping their clients
be more compliant about heartworm prevention:
client communication and staff education. I spend
time with my clients reviewing all the information
about ProHeart 6 so they understand the beneﬁts
and risks. The staff can also be inﬂuential in client
decisions, so I make sure all our staff members know
about the product. In fact, after I talk with them, staff
members ask to have their own dogs on ProHeart 6.”

New Data Reinforces ProHeart 6 Safety
ProHeart 6 is a veterinarian-administered injectable
parasiticide for dogs that provides six months of
heartworm protection, as well as treatment for
common hookworm infections. In an extensive
analysis of adverse events reported over a 4 ½-year
period from June 2008 through December 31,
2012, representing an estimated 2,700,000 doses
of ProHeart 6 sold in the United States, total adverse
events were reported at a rate of 4.4 per 10,000
doses.5 This represents 0.04 percent of doses
sold. The majority of the cases reported involved
gastrointestinal upset including vomiting, diarrhea
or anorexia, and/or allergic reactions, and these
reported events responded to symptomatic therapy.
“I recommend the injection to our clients,” Dr. Patton
added. “These new data reinforce my conﬁdence
in ProHeart 6 as my primary choice for heartworm
prevention for all healthy dogs in my practice.”

FDA Lifts Signiﬁcant Use
Requirements for ProHeart 6
The U.S. Food and Drug Administration (FDA) Center
for Veterinary Medicine recently updated the Risk
Minimization Action Plan (RiskMAP) for ProHeart 6,
the sustained-release injectable heartworm preventive
for dogs. The revisions are based on a review of safety
history over a 4 ½-year period.
This means that the protection of ProHeart 6 is now
available to a wider population of dogs, and easier to
implement in veterinary practices.
Under the newly updated RiskMAP:
• ProHeart 6 may now be initiated in healthy dogs
6 months of age and up.
• Veterinarians are no longer required to obtain a
consent signature from pet owners before the
product is administered.
• Veterinary technicians and assistants who successfully
complete a web-based training and certiﬁcation
program may administer ProHeart 6, at the discretion
and direction of a ProHeart 6–certiﬁed veterinarian.
“We are pleased that the FDA has recognized the predictable, safe and efﬁcacious performance of ProHeart 6,”
said J. Michael McFarland, DVM, DABVP and group
director of Companion Animal Veterinary Operations for
Zoetis™ Inc. “Veterinarians can now offer six months of
uninterrupted heartworm protection to all healthy dogs
ages 6 months and older, and provide greater peace of
mind to their owners, who no longer have to worry about
giving monthly doses to keep their dog protected.”
Zoetis will continue to uphold the remaining RiskMAP
provisions, including a commitment to ongoing
veterinarian and pet owner education about the beneﬁts
and risks of ProHeart 6, as well as reporting and evaluation
of any potential adverse events. For more information
about ProHeart 6 and the RiskMAP revisions, go to http://
online.zoetis.com/us/en/products/pages/ProHeart6.aspx,
or call 1-888-ZOETIS1 (888-963-8471).

IMPORTANT SAFETY INFORMATION: ProHeart 6 should not be used in sick, debilitated or underweight dogs,
or those with a history of weight loss. Use with caution in dogs with pre-existing allergic disease. Some dogs show
mild, transient swelling or itching at the injection site. Owners should be given the Client Information Sheet for
ProHeart 6 before the drug is administered, and observe their dog for potential drug toxicity and allergic reactions
described in the sheet. Animals showing signs of drug toxicity or allergic reactions should receive immediate
veterinary assistance. In people, ProHeart 6 may be slightly irritating to the eyes. ProHeart 6 is available only
through a restricted distribution program. Veterinarians enrolled in this program can receive and administer
ProHeart 6. To obtain additional information including a copy of the product labeling, visit www.ProHeart6dvm.com
or call 1-888-ZOETIS1 (963-8471). For more information, please see full Prescribing Information on page
immediately following the toolkit.
1

Executive Board of the American Heartworm Society. Current canine guidelines for the diagnosis, prevention, and management of heartworm 3(Diroﬁlaria immitis)
infection in dogs. Revised January 2012. Available at: http://www.heartwormsociety.org/veterinary-resources/canine-3guidelines.html. Accessed August 8, 2013.
2
Data on ﬁle. Zoetis Inc. VetInsite™ Analytics; 2013.
3
American Animal Hospital Association. Taking quality care to the next level: A report of the 2009 AAHA Compliance Follow-up Study. AAHA Press; 2009.
4
Carpenter C. Heartworm prevention key to reduce disease threat in 2013. Companion Animal Parasite Council Web site. Available at:
3
http://www.capcvet.org/expert-articles/heartworm-prevention-key-to-reduce-disease-threat-in-2013. Accessed July 24, 2013.
5
Data on ﬁle. Zoetis Inc. 2013.
(SS[YHKLTHYRZHYL[OLWYVWLY[`VMAVL[PZ0UJP[ZHMÄSPH[LZHUKVYP[ZSPJLUZVYZ
©2013 Zoetis Inc. All rights reserved. August 2013. PRO0813019
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The next step
eaching clients about
the risk of heartworm
disease in dogs and cats
and stressing the importance
of preventives should be at the
core of your parasite discussions with clients. Make sure
your team is on board and
ready to talk ticker health with
pet owners by following these
critical next steps:

T

1. Tackle tough talks.

Some clients are still going to
resist when you recommend
yearly heartworm testing so
make sure you’re ready to face
reluctance head-on—and get
every client on board with
your recommendations. Re-

view the facts about testing
on page 5 to give your pitch
a boost.
2. Don’t forget felines.

Heartworm disease in cats is
life-threatening and there’s no
curative treatment, so prevention is a must. Problem is, it
can be a harder sell than pitching heartworm prevention for
dogs. Prep your team with the
communication strategies
on page 6 to make sure you’re

ready to have the preventives
talk with all of your cat clients.
3. Drive home the
message. Everyone’s on social

media these days, so why not
take advantage of the oppor-

tunity to plug the importance
of heartworm prevention after
clients leave your clinic? Use
the tweets and posts on
page 8 to get started.
4. Make it relatable. Some
pet owners overestimate the
cost of monthly prevention
and think they can’t aford
it. By giving them a better
understanding of the cost of
prevention versus the cost of
treatment—and relating it to a
common, everyday purchase—
you’ll put it in perspective. Te
poster on page 11 breaks
down the cost in a way every
client can relate to. Print it out
and post it in your practice.

One more tip

Spread heartworm awareness
with client games
For heartworm awareness in April,
our veterinary clinic made a spin
wheel and asked our vendors for free
products that we can give away—
such as hats and pens, says Elizabeth
Fellows, CVT, a veterinarian technician in Show Low, Ariz.
When a client purchases a box of
heartworm prevention and ﬂea and
tick repellent, or gets a heartworm
test for a pet along with a box of
prevention, the client gets to spin for
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the free prize.
To promote these activities, we make big, bright
posters to hang in the
reception area and in the
exam rooms, and we put
notices on our monthly
reminder cards. The activities really increase client
awareness and the clients
love spinning the wheel. Plus,
they’re thrilled if they win!

dvm360.com/toolkit
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NADA 141-189, Approved by FDA

ProHeart 6
®

(moxidectin)

Sustained Release Injectable for Dogs
CAUTION:
Federal (U.S.A.) law restricts this drug to use by or on the order of a licensed veterinarian.

DESCRIPTION:
ProHeart 6 (moxidectin) Sustained Release Injectable consists of two separate vials: One vial contains 10% moxidectin
sterile microspheres and the second vial contains a speciﬁcally formulated sterile vehicle for constitution with the
microspheres. No other diluent should be used. A clear or translucent appearance of the vehicle is normal. Each mL of
constituted drug product contains 3.4 mg moxidectin, 3.1% glyceryl tristearate, 2.4% hydroxypropyl methylcellulose, 0.87%
sodium chloride, 0.17% methylparaben, 0.02% propylparaben and 0.001% butylated hydroxytoluene. Hydrochloric acid is
used to adjust pH.

PHARMACOLOGY:
Moxidectin is a semi-synthetic methoxime derivative of nemadectin which is a fermentation product of
Streptomyces cyaneogriseus subspecies noncyanogenus. Moxidectin is a pentacyclic 16-membered lactone macrolide.
Moxidectin has activity resulting in paralysis and death of affected parasites. The stage of the canine heartworm affected at
the recommended dose rate of 0.17 mg moxidectin/kg body weight is the tissue larval stage. The larval and adult stages of
the canine hookworms, Ancylostoma caninum and Uncinaria stenocephala, are susceptible. Following injection with
ProHeart 6, peak moxidectin blood levels will be observed approximately 7-14 days after treatment. At the end of the six
month dosing interval, residual drug concentrations are negligible. Accordingly, little or no drug accumulation is expected to
occur with repeated administrations.

INDICATIONS:
ProHeart 6 is indicated for use in dogs six months of age and older for the prevention of heartworm disease caused by
Diroﬁlaria immitis.
ProHeart 6 is indicated for the treatment of existing larval and adult hookworm (Ancylostoma caninum and
Uncinaria stenocephala) infections.

DOSAGE AND ADMINISTRATION:
Owners should be given the Client Information Sheet for ProHeart 6 to read before the drug is administered and
should be advised to observe their dogs for potential drug toxicity described in the sheet.
Frequency of Treatment: ProHeart 6 prevents infection by D. immitis for six months. It should be administered within one
month of the dog’s ﬁrst exposure to mosquitoes. Follow-up treatments may be given every six months if the dog has
continued exposure to mosquitoes and if the dog continues to be healthy without weight loss. When replacing another
heartworm preventive product, ProHeart 6 should be given within one month of the last dose of the former medication.
ProHeart 6 eliminates the larval and adult stages of A. caninum and U. stenocephala present at the time of treatment.
However, persistent effectiveness has not been established for this indication. Re-infection with A. caninum and
U. stenocephala may occur sooner than 6 months.
Dose: The recommended subcutaneous dose is 0.05 mL of the constituted suspension/kg body weight (0.0227 mL/lb.).
This amount of suspension will provide 0.17 mg moxidectin/kg bodyweight (0.0773 mg/lb.). To ensure accurate dosing,
calculate each dose based on the dog’s weight at the time of treatment. Do not overdose growing puppies in anticipation of
their expected adult weight. The following dosage chart may be used as a guide.

Dog Wt.
lb
11
22
33
44
55
66

kg
5
10
15
20
25
30

DOSAGE CHART
Dose Volume
Dog Wt.
mL/Dog
lb
0.25
77
0.50
88
0.75
99
1.00
110
1.25
121
1.50
132

kg
35
40
45
50
55
60

Dose Volume
mL/Dog
1.75
2.00
2.25
2.50
2.75
3.00

ANIMAL SAFETY:

General Safety: ProHeart 6 has been administered to a wide variety of healthy dogs six months of age and older, including a
wide variety of breeds, pregnant and lactating females, breeding males, and ivermectin-sensitive collies. In clinical studies,
two geriatric dogs with a history of weight loss after the initial ProHeart 6 injection died within a month of the second 6
month injection. A third dog who was underweight for its age and breed and who had a history of congenital problems
experienced lethargy following the initial injection of ProHeart 6. The dog never recovered and died 3 months later (see
WARNINGS).
ProHeart 6 administered at 3 times the recommended dose in dogs with patent heartworm infections and up to 5 times the
recommended dose in ivermectin-sensitive collies did not cause any adverse reactions. ProHeart 6 administered at 3 times
the recommended dose did not adversely affect the reproductive performance of male or female dogs. ProHeart 6
administered up to 5 times the recommended dose in 7-8 month old puppies did not cause any systemic adverse effects.
In well controlled clinical ﬁeld studies, ProHeart 6 was used in conjunction with a variety of veterinary products including
anthelmintics, antiparasitics, antibiotics, analgesics, steroids, non-steroidal anti-inﬂammatory drugs (NSAIDs), anesthetics
and ﬂea control products.
Injection Site Reactions: Injection site observations were recorded during effectiveness and safety studies. In clinical studies,
ProHeart 6 was administered at six-month intervals to client-owned dogs under ﬁeld conditions. There were no reports of
injection site reactions in these ﬁeld studies and evaluations of the injection sites revealed no abnormalities.
In a laboratory safety study, ProHeart 6 was administered at 1, 3 and 5 times the recommended dose to 7-8 month old
puppies. Injection sites were clipped to facilitate observation. Slight swelling/edema at the injection site was observed in
some dogs from all treated groups. These injection site reactions appeared as quickly as 8 hours post injection and lasted
up to 3 weeks.
A three-year repeated injection study was conducted to evaluate the safety of up to 6 injections of ProHeart 6 administered
at the recommended dose (0.17 mg/kg) every 6 months. Mild erythema and localized deep subcuticular thickening were
seen in dogs that received four injections in the same area on the neck and in one dog that received two injections in the
same area on the neck. Microscopic evaluation on the injection sites from all dogs 6 months after the last injection
consistently showed mild granulomatous panniculitis with microvacuolation.
The only adverse reaction seen that was not related to the injection site was weight loss in one dog.
Some dogs treated with ProHeart 6 in laboratory effectiveness studies developed transient, localized inﬂammatory injection
site reactions. These injection site reactions were visible grossly for up to 3 weeks after injection. Histologically, well-deﬁned
granulomas were observed in some dogs at approximately 5 months after injection.

CONSTITUTION PROCEDURES:

Injection Technique: The two-part sustained release product must be mixed at least 30 minutes prior to the intended time
of use (See CONSTITUTION PROCEDURES for initial mixing instructions). Once constituted, swirl the bottle gently before
every use to uniformly re-suspend the microspheres. Withdraw 0.05 mL of suspension/kg body weight into an
appropriately sized syringe ﬁtted with an 18G or 20G hypodermic needle. Dose promptly after drawing into dosing syringe. If
administration is delayed, gently roll the dosing syringe prior to injection to maintain a uniform suspension and accurate
dosing.
Using aseptic technique, inject the product subcutaneously in the left or right side of the dorsum of the neck cranial to the
scapula. No more than 3 mL should be administered in a single site. The location(s) of each injection (left or right side)
should be noted so that prior injection sites can be identiﬁed and the next injection can be administered on the opposite
side.

INFORMATION FOR DOG OWNERS:
Always provide Client Information Sheet and review with owners before administering ProHeart 6. Owners should be
advised of the potential for adverse reactions, including anaphylaxis, and be informed of the clinical signs associated with
drug toxicity (see WARNINGS, PRECAUTIONS and ADVERSE REACTIONS sections). Owners should be advised to
contact their veterinarian immediately if signs of toxicity are observed. The vast majority of patients with drug related
adverse reactions have recovered when the signs are recognized and veterinary care, if appropriate, is initiated.

CONTRAINDICATIONS:
ProHeart 6 is contraindicated in animals previously found to be hypersensitive to this drug.

HUMAN WARNINGS:
Not for human use. Keep this and all drugs out of the reach of children. May be slightly irritating to the eyes. May
cause slight irritation to the upper respiratory tract if inhaled. May be harmful if swallowed. If contact with the eyes occurs,
rinse thoroughly with water for 15 minutes and seek medical attention immediately. If accidental ingestion occurs, contact a
Poison Control Center or a physician immediately. The material safety data sheet (MSDS) contains more detailed
occupational safety information.

WARNINGS:
ProHeart 6 should be administered with caution in dogs with pre-existing allergic disease, including food allergy, atopy, and
ﬂea allergy dermatitis. In some cases, anaphylactic reactions have resulted in liver disease and death. Anaphylactic and
anaphylactoid reactions should be treated immediately with the same measures used to treat hypersensitivity reactions to
vaccines and other injectable products.
Owners should be given the Client Information Sheet for ProHeart 6 to read before the drug is administered and
should be advised to observe their dogs for potential drug toxicity described in the sheet.
Do not administer ProHeart 6 to dogs who are sick, debilitated, underweight or who have a history of
weight loss.

PRECAUTIONS:
Caution should be used when administering ProHeart 6 concurrently with vaccinations. Adverse reactions, including
anaphylaxis, have been reported following the concomitant use of ProHeart 6 and vaccinations (see WARNINGS).
Prior to administration of ProHeart 6, the health of the patient should be assessed by a thorough medical history, physical
examination and diagnostic testing as indicated (see WARNINGS).
ProHeart 6 should not be used more frequently than every 6 months.
The safety and effectiveness of ProHeart 6 has not been evaluated in dogs less than 6 months of age.
Caution should be used when administering ProHeart 6 to heartworm positive dogs (See ADVERSE REACTIONS).
Prior to administration of ProHeart 6, dogs should be tested for existing heartworm infections. Infected dogs should be
treated to remove adult heartworms. ProHeart 6 is not effective against adult D. immitis and, while the number of circulating
microﬁlariae may decrease following treatment, ProHeart 6 is not effective for microﬁlariae clearance.

ADVERSE REACTIONS:
In ﬁeld studies, the following adverse reactions were observed in dogs treated with ProHeart 6: anaphylaxis, vomiting,
diarrhea (with and without blood), listlessness, weight loss, seizures, injection site pruritus, and elevated body temperature.
Dogs with clinically signiﬁcant weight loss (>10%) were more likely to experience a severe adverse reaction.

black

In a laboratory effectiveness study, dogs with 4- and 6-month-old heartworm infections experienced vomiting, lethargy and
bloody diarrhea. These signs were more severe in the dogs with 4-month-old heartworm infections, including one dog that
was recumbent and required supportive care, than in the dogs with older (6-month-old) infections.
Post-Approval Experience (Rev. 2010)
The following adverse events are based on post-approval adverse drug experience reporting. Not all adverse reactions are
reported to FDA/CVM. It is not always possible to reliably estimate the adverse event frequency or establish a causal
relationship to product exposure using these data. The following adverse events are listed in decreasing order of frequency
by body system.
Immune: anaphylaxis and/or anaphylactoid reactions, urticaria, head/facial edema, pruritus, pale mucous membranes,
collapse, cardiovascular shock, erythema, immune-mediated hemolytic anemia, immune-mediated thrombocytopenia (signs
reﬂected in other system categories could be related to allergic reactions, i.e., gastrointestinal, dermatologic, and
hematologic)
Gastrointestinal: vomiting (with or without blood), diarrhea with or without blood, hypersalivation
General: depression, lethargy, anorexia, fever, weight loss, weakness
Dermatological: injection site pruritus/swelling, erythema multiforme
Neurological: seizures, ataxia, trembling, hind limb paresis
Hematological: leukocytosis, anemia, thrombocytopenia
Respiratory: dyspnea, tachypnea, coughing
Hepatic: elevated liver enzymes, hypoproteinemia, hyperbilirubinemia, hepatopathy
Urinary: elevated BUN, elevated creatinine, hematuria, polydipsia, polyuria
Cardiopulmonary signs such as coughing and dyspnea may occur in heartworm positive dogs treated with ProHeart 6.
In some cases, death has been reported as an outcome of the adverse events listed above.
To report suspected adverse reactions, to obtain a Material Safety Data Sheet, or for technical assistance, call
1-800-366-5288.
For a complete listing of adverse reactions for moxidectin reported to the CVM see: http://www.fda.gov/AnimalVeterinary/
SafetyHealth/ProductsSafetyInformation/ucm055394.htm

The two-part ProHeart 6 product must be mixed at least 30 minutes prior to the intended time of use.
Items needed to constitute ProHeart 6: • Microspheres
• Enclosed vent needle (25G)
• Vehicle
• Sterile 20 mL syringe for transfer
• Transfer needle (18G or 20G)
Constitution of the 20 mL vial product.
1.
Shake the microsphere vial to break up any aggregates prior to constitution.
2.
Using an 18G or 20G needle and sterile syringe withdraw 17.0 mL of the unique vehicle
from the vial. There is more vehicle supplied than the 17.0 mL required.
3.
Insert the enclosed 25G vent needle into the microsphere vial.
4.
Slowly transfer the vehicle into the microsphere vial through the stopper using the transfer
needle and syringe.
5.
Once the vehicle has been added, remove the vent and transfer needles from the
microsphere vial. Discard unused vehicle and needles.
6.
Shake the microsphere vial vigorously until a thoroughly mixed suspension is produced.
7.
Record the time and date of mixing on the microsphere vial.
8.
Allow suspension to stand for at least 30 minutes to allow large air bubbles to dissipate.
9.
Before every use, gently swirl the mixture to achieve uniform suspension. The
microspheres and vehicle will gradually separate on standing.
10. Use a 1 mL or 3 mL syringe and an 18G or 20G needle for dosing. Dose promptly after
drawing into dosing syringe. If administration is delayed, gently roll the dosing syringe prior
to injection to maintain a uniform suspension and accurate dosing.
11. Refrigerate the unused product. The constituted product remains stable for 4 weeks in a
refrigerator. Avoid direct sunlight.

STORAGE INFORMATION:
Store the unconstituted product at or below 25°C (77°F). Do not expose to light for extended periods of time. After
constitution, the product is stable for 4 weeks stored under refrigeration at 2° to 8°C (36° to 46°F).

HOW SUPPLIED:
ProHeart 6 is available in the following three package sizes.

1. 1-Pack

2. 5-Pack

20 mL vial product:
1 - 10% moxidectin sterile microspheres - 598 mg/vial
1 - Sterile vehicle - 17 mL/vial

20 mL vial product:
5 - 10% moxidectin sterile microspheres - 598 mg/vial
5 - Sterile vehicle - 17 mL/vial

3. 10-Pack
20 mL vial product:
10 - 10% moxidectin sterile microspheres - 598 mg/vial
10 - Sterile vehicle - 17 mL/vial
For a copy of the Material Safety Data sheet (MSDS) or to report a suspected adverse reaction, call Pﬁzer Animal Health
at 1-800-366-5288.
Fort Dodge Animal Health
a div. of Wyeth
a wholly owned subsidiary of Pﬁzer Inc
New York, NY 10017

Revised August 2011
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your discounts

When you discount—in the exam room or in your
latest promotion—you’re not just slashing prices. You’re
shortchanging your team, your profession and yourself.
By Mark Opperman, CVPM

want you to be honest with
me for a moment: Why do
clients visit your veterinary
hospital? Is it because your
team has a reputation for providing quality medical services
and great customer care—or
is it because you ofer the best
discount on the block?
If it’s the latter, then I’m afraid
pet owners are coming to your
practice for the wrong reasons.
I really believe that discounts
send the wrong message to
clients. It’s like you’re telling
them, “Normally we charge too
much—sorry about that—so
now we’ll charge less.” Not to

I

nail trims, recheck exams and
other procedures. I mean, what
other business could you visit
and expect to receive additional
services free of charge?

mention, you’re undercutting
yourself and your hard-working
staf. In my opinion, ofering
discounts is unprofessional and
demeaning to our profession—
frankly, I don’t understand it.
For years, I’ve thought there
must be a course veterinarians take in school that teaches
them how to not charge for
their services. How else did
veterinarians become so good
at it? According to a recent
dvm360.com survey, 60 percent of veterinarians said they
ofer discounts as part of their
marketing eforts. I’ve found
veterinarians tend to give away

Do you currently ofer discounts
as part of your marketing eforts?

The truth about
wellness plans
It hasn’t even been proven
that discounting benefts your
veterinary practice. Let me give
you an example. Another recent
trend in veterinary practices
seems to be ofering wellness
packages—which normally are
bundled veterinary services offered at a discount to the client.
Well, I know a few practices

How willing would you be to change your
approach if it would increase client visits?
Not at all willing
I’d be happy to

18%
40%
No

6%

Convince me

26%

60%
Yes

35%
I’d consider it

15%
Somewhat
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that ofer wellness packages at
the normal price (gasp!), but
allow clients to pay for those
wellness services each month
over the course of the year. Te
practice may also ofer incentives other than a discount,
such as one or two free grooming services, or a few days of
complimentary boarding or
playtimes during the year.
Could these rebel veterinary
practice owners be just as efective in marketing their wellness
packages as those that ofer
clients a discount?

Your prices aren’t
the problem
If veterinary clients complain
about your prices, it’s not your
costs they’re complaining
about—it’s the lack of perceived
value. I think that veterinary
medicine is one of the best bargains out there. Look at what
you charge for hospitalization,
look at what it costs to provide
this service and tell me it’s

Management
made easy
Mark Opperman and
other veterinary practice
pros provide tips in
a new management
blog at dvm360.com/

managementmatters.

So you still want to discount …
If you still want to offer an incentive to get new clients in the door,
try implementing a “soft discount.” Offer a product or service
instead of a cash discount to provide an incentive to pet owners—complimentary grooming with your professional groomer or
a day of luxury boarding in your boarding facility. If you don’t offer
those services, my bet is that the groomer or boarding facility
you normally refer to would be happy to work out some mutually beneﬁcial arrangement with you. Other rewards you could
offer might be a complimentary pet ID tag or a free month of ﬂea
control or heartworm medication.
The idea is to offer a product or service that your practice provides that has a high perceived value, but which might not cost
you very much in the end. Plus, it may entice the pet owner to
start using those products or services within your practice.

not a good deal to begin with.
Unfortunately, discounting has
far-reaching consequences on
our profession and on those
who we employ.
It’s no secret that we pay
our team members less-thanadequate wages. My son got a
summer job at a fast food restaurant. He was paid more an
hour than licensed technicians
in my area. Tat’s unacceptable. We ask our employees to
support our eforts to provide
excellence in medicine, yet we
pay them a wage most people
can’t live on. Veterinary school
students are graduating from
graduate school making at least
$40,000 less than any other
medical professional. Why? We
give our services away.

Develop a strategy
with no discounts
It’s time to revisit your fee
schedule and develop fair fees

based on your cost of doing
business. Charge those fees
with pride, knowing that you
provide an excellent service
at a fair fee. When you do get
complaints (and you will), look
at where you failed to educate the client. If you wish to
help clients who can’t aford
your services, set up a charity
account for your doctors and
fund that with $1,000 or $2,000
a year. Charity is a good thing,
but a charity account will help
to control how charitable you
are and keep it within reason.
I don’t want our profession
to be known as the “discounted
profession.” Instead, add value
to the services you provide and
exceed your clients’ expectations. Be proud of the fees you
charge because your practice is
worth it. And you’re worth it.
Mark Opperman, CVPM, is owner of
VMC Inc., a veterinary consulting frm
based in Evergreen, Colo.
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for your tired

team meetings

Forget caffeine. Chug these ﬁve tips to energize
meetings for maximum education and inspiration
and a minimum of bored looks. By Denise Tumblin, CPA, and Christina Materni
oring, robotic and
unproductive. Is this a
game of word association or a description of your
team meetings? If you chose
the latter, read on for some easy
ways to help put the spark back
into your team meetings—and
into your practice.

B
1

Spotlight your staff

You can’t run your practice
without your team, so how
about putting them front and
center at your meetings?
> Make it “open mic.”

Amanda
Morris, MBA,
CVPM, practice
manager at Care
Animal Hospital in Muncie,
Ind., requires
staf members
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Amanda Morris,
MBA, CVPM

to present what they’ve learned
after attending a continuing
education session.
> Celebrate successes.

Recognize your team’s accomplishments. Did one of
your veterinary technicians
go above and beyond, helping
a fellow team member with a
tough task? Did one of your
receptionists provide excellent customer service to a
disgruntled client? Shine the
spotlight on someone who’s
doing a great job. Not only will
they be encouraged to keep it
up, but other team members
will follow suit.
> Incorporate CE. Tis will
make your team—and ultimately your practice—stronger and
more successful. Cheryl Arnold,
CVPM, practice administrator
at Veterinary Medical Center

Veterinary economics | dvm360.com

in Easton, Md.,
invites diferent
speakers to the
practice each
month. She
had an OSHA
Cheryl Arnold,
representative
CVPM
come in recently
to educate her staf about a
particular safety topic and
how it comes into play at their
practice. (For complete meeting
guides on a variety of topics,
such as team confict, visit
dvm360.com/teamtraining.)

2

Provide structure

Your team may never look
forward to your meetings, but
organization and a clear format
make them more tolerable.
> Stay on schedule.

Weekly meetings are part of the
regular workweek and should

photos courtesy of care animal hospital
and veterinary medical center
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Stay well is the new get well.

Get your free copy of

Wellness Programs:
How to Deal with Many of the Common Concerns
s
SM
To
receive
your
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s Prof
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How to dea

rman, CVPM

Mark Oppe

incentive program.

insurance or extended payment plans. If you are

offering these wellness plans and discounting your
services, please pay particular attention to your
practice’s bottom line. You may be busier, but

less profitable, thereby practicing harder and not

system tracks, sends reminders and automatically bills clients for you. And our expert advisors train your team to manage
smarter. You don’t have to discount your wellness
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Name:practice’s customized plan, which means you have more time to do what you do best: take care of pets.
your
SM
V.P.I.
P&WS – Healthy Pets. Healthy Practice.
Practice Name:

Mark Opperman, CVPM, a leading
practice management consultant,
takes a look at wellness programs
and gives his expert opinion on how
to get your team and associates on
board and on track for more business
and higher proﬁtability.
• Financial Boot Camp for the Veterinary Practice

Street Address:

Receive
50% OFF your one-time setup fee when you
City, State, ZIP:
call
Email:888-681-3345 or visit VPIpaws.com today.

I truly think that wellness programs can provide

• VMC School of Veterinary Practice Management

Phone:
By providing this information, you agree to be contacted by VPI® P&WS
Copyright ©2013 V.P.I. Services, Inc. All rights reserved. VPI and the V.P.I. Services, Inc. logo are trademarks or registered trademarks of Veterinary Pet Insurance Company. All other trademarks are the property of their respective owners.

Copyright ©2013 VPI® Services, Inc. All rights reserved. VPI® and the VPI® P&WS logo are trademarks or registered
trademarks of Veterinary Pet Insurance Company. All other trademarks are the property of their respective owners.

practice growth

for your tired

team meetings

Forget caffeine. Chug these five tips to energize
meetings for maximum education and inspiration
and a minimum of bored looks. By Denise Tumblin, CPA, and Christina Materni

B

oring, robotic and
unproductive. Is this a
game of word association or a description of your
team meetings? If you chose
the latter, read on for some easy
ways to help put the spark back
into your team meetings—and
into your practice.

to present what they’ve learned
after attending a continuing
education session.
> Celebrate successes.

Recognize your team’s accomplishments. Did one of
your veterinary technicians
go above and beyond, helping
a fellow team member with a
tough task? Did one of your
Spotlight your staff receptionists provide excelYou can’t run your practice lent customer service to a
without your team, so how
disgruntled client? Shine the
about putting them front and
spotlight on someone who’s
center at your meetings?
doing a great job. Not only will
> Make it “open mic.”
they be encouraged to keep it
Amanda
up, but other team members
Morris, MBA,
will follow suit.
CVPM, practice
> Incorporate CE. This will
HOSPITAL
REQUEST
manager at Care
make your team—and ultimateATTN: VPI ly
P&WS
SALES
Animal Hospiyour practice—stronger
and
PO
BOX
2488
tal in Muncie,
more successful. Cheryl Arnold,
Amanda
Morris, CA 92822-2488
BREA
Ind., requires
CVPM, practice administrator
MBA, CVPM
staff members
at Veterinary Medical Center

1
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in Easton, Md.,
invites different
speakers to the
practice each
month. She
had an OSHA
Cheryl Arnold,
representative
CVPM
come in recently
to educate her staff about a
particular safety topic and
how it comes into play at their
practice. (For complete meeting
guides on a variety of topics,
such as team conflict, visit
dvm360.com/teamtraining.)

2

Provide structure

Your team may never look
forward to your meetings, but
organization and a clear format
make them more tolerable.
> Stay on schedule.

Weekly meetings are part of the
regular workweek and should

TAAFDDDATFDADATFATTAADFDTDAFDATAAADFFDTTTFFTTFDTDTTTDATTFDATFADDF
Veterinary economics | dvm360.com

photos courtesy of care animal hospital
and veterinary medical center

Stay well is the new get well.

V.P.I.SM P&WS helps you offer preventive care plans to your clients as part of a healthy practice. Our comprehensive
system tracks, sends reminders and automatically bills clients for you. And our expert advisors train your team to manage
your practice’s customized plan, which means you have more time to do what you do best: take care of pets.

V.P.I.SM P&WS – Healthy Pets. Healthy Practice.

Receive 50% OFF your one-time setup fee when you
call 888-681-3345 or visit VPIpaws.com today.

Copyright ©2013 V.P.I. Services, Inc. All rights reserved. VPI and the V.P.I. Services, Inc. logo are trademarks or registered trademarks of Veterinary Pet Insurance Company. All other trademarks are the property of their respective owners.
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start—and end—on time.
Schedule them in the morning
or over lunch, and keep them to
an hour in length.
> Location is key. An environment free from interruption
works best, so close the practice
for the meeting.
> Follow an agenda. If
scheduled over lunch, eat frst,
then have the meeting. Tis

sons in charge of each action
item from the last meeting.
Give staf the opportunity to
submit new topics for discussion as well, and distribute the
agenda ahead of time. Develop
an agenda for next time at the
conclusion of the meeting.
> Set goals. We know you
need to make decisions or
resolve issues from time to

If you show enthusiasm for your
work, your clients and your staf,
they will respond in kind.

topic and ensuring you stay on
track and end on time. Assign a
note-taker to write down all key
points, project assignments and
deadlines from each topic, and
distribute copies of the notes to
everyone after each meeting.
Rotate note-taking responsibility among your staf every two
to three months.

3

Make ‘em
memorable

Your staf will remember even
the most mundane details of
a meeting if the meeting itself
stirred emotion.
> Open on a positive note.

allows staf to interact and contribute more to the discussion.
Make sure your agenda
includes a review of decisions
made the week before and any
problems that arose implementing them. It’s also good to
get a status report from the per-

time, but keep in mind that
bringing your staf together as
one cohesive team is also an
important goal of any meeting. Morris once invited her
retirement plan administrator
to a staf meeting to educate
her team about paycheck
withholdings and teach them
how to keep more money in
their pockets. Tis sends the
message that they’re just as
important as the practice.

More strategies
for success

Attendance is required and
your staf is paid to be there. If
someone can’t attend, ask the
managers and team leaders to
provide a recap of the decisions
reached during the meeting to
the person who was absent.
Designate a meeting facilitator to lead the meeting by starting on time, introducing each

> Keep track of players.

Market your newly
energized practice using
Benchmarks 2012: a
Study of Well-Managed
practices at dvm360

.com/benchmarks.
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Mention something newsworthy or share a heartwarming story related to a patient,
employee, community member
or even yourself.
> Be an open book. Dr.
Mike Brown, DVM, owner
of Care Animal Hospital in
Muncie, Ind., gives an annual
“Financial State of the Practice
Address” for his staf. Sharing
what it costs to open the doors
each day—including utilities,
inventory and
staf paychecks—is a real
eye-opener.
Dr. Mike Brown
> Inspire
your team. Give them some-

thing to inspire them to do
their best. Ask them to read
a motivational book, such as
Fish by Stephen C. Lundin or
Gung Ho by Ken Blanchard,

Veterinary economics | dvm360.com
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and discuss how to incorporate
what they read into what they
do in practice.
Arnold also recommends
creating goal-setting exercises
for your team. For example,
she divides her technicians
into teams and gives a prize to
the team that meets a specifc
goal, such as recommending
the most dental procedures or
showing the most clients how
to use dental products.
> Surprise your staff.

Bring in treats or buy lunch to
celebrate a practice milestone,
the accomplishment of a goal

or the purchase of a new piece
of equipment.

clients and your staf, they will
respond in kind.

4

5

Have fun

Finally—repeat

A team that enjoys life at
work—and outside of work—is
bound to perform better.
> Create balance. Between
your work and personal life, that
is. Have everyone bring family
to an annual picnic hosted by
the clinic—a fun way to show
you value work-life balance.
> Be the good example.

Look in the mirror and be
a strong leader. If you show
enthusiasm for your work, your

Try incorporating these
steps into your next team meeting and keep at it. You’ll soon
describe your meetings with a
new set of words—energizing,
interesting and productive.
Denise Tumblin, CPA, is president
and owner of the veterinary
practice consulting frm Wutchiett
Tumblin and Associates. Christina Materni is a fnancial analyst
at the frm.

®

Companion Laser Therapy
Easy Treatment, Incredible Recovery
Brady presented with acute otitis. Laser therapy and
appropriate topical medications were applied to both ears.
The swelling was quickly reduced and his owners were able
to continue topical medications at home. After a few short
treatments Brady was back to feeling like himself!
4 laser-safe Doggle photos were shared with 800+ Facebook
users by Brady’s owners. 2,000+ people saw Brady’s photo,
3 new clients were generated.
Call 302.709.0403 to fnd out how laser therapy can make an
impact on your patients and your practice.

302.709.0403
info@companiontherapy.com
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See “Integrating Laser Therapy”
practice building presentation by
Jennifer F. Johnson, VMD, CVPP

THERAPY LASER

®
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CoaChing

your way to the top
Learning how to coach can greatly improve your practice.
Here are some tips to get you started. By W. Bradford Swift, DVM
ou don’t need a coach
in your practice—unless
you want to play your
best game possible. For example, if I want to have some
fun playing a pick-up game
of tennis with my neighbor,
I don’t need a coach—just a
new can of balls. But if I want
to play, compete and possibly
win at a major tournament, it
makes sense to have a coach
because at that level of play,
everyone is out to play the
very best game possible.
Te same is true in business. If you just want to just
get by, creating a climate of
coaching isn’t necessary. But if
you want to excel at the sport
of business, then coaching can
give you the edge you need to
rise above the competition.
If you master the role of
coach, your practice’s productivity and proftability could
soar. You don’t need to go
back to school for an MBA
either. A better practice is
possible just by shifting the
management atmosphere
from managing by control to
managing as a coach.

Y
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How to coach
If you’re at least willing to
consider the possibilities that
coaching has to ofer your
practice, you probably want to
know how to do it. It’s simple:
Observe what great coaches
do, and do that. What follows
are some of the coaching tips
and principles I’ve learned
from working with and observing coaches in action.

Detect the player’s
commitment
One of the frst things a great
coach must do is detect a
“coachable player” (have your
team read an article about
how to be a coachable player
at dvm360.com/coachable).
A coachable player is a player
who has a commitment to the
game. As Woody Allen put it:
“Eighty percent of life is showing up.” If your staf shows up
for work, you know they have
at least some level of commitment to your practice.
Another way to determine
a person’s commitment is in
what the person says. If a staf
member complains, you may

Veterinary economics | dvm360.com

not be hearing commitment.
If you hear suggestions after
the complaints, you’re hearing
commitment as well as identifying a coachable person.

Be sensitive to how
players listen
One note of caution: Te
best intentions of a coach can
be tripped up by a player’s
response to coaching. It’s human nature to hear coaching
frst as criticism, which can
result in defensive behavior.
A good coach overcomes
this problem by taking the
players’ natural reactions into
account and getting them to
listen to the coaching anyway.
Suppose one of your employees, Alice Smith, is late
to work. As a coach, the frst
step is to examine what’s happening with her. See if there’s
a pattern here that you’ve
noticed in the past. Next, ask
yourself what would make a
diference in her behavior.
Go to her and say, “Here’s
what I think is happening.
What do you think?” Ten,
listen carefully to her perspec-

thinkstock
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example of an effective coaching conversation
Your receptionist, Cindy, says in an exasperated
voice, “That’s the third no-show appointment this
afternoon. Why do they bother making appointments if they’re not going to keep them?”
On the surface, such a comment might only
agitate you as you join in: Yeah, why aren’t people keeping their appointments? But when you
think about her comment, it becomes clear that
only a person committed to the success of your
practice would be troubled by people missing
their appointments. Here’s a good opportunity to
turn a complaint into committed action.
You might say, “Cindy, I can see it bothers
you when people don’t keep their appointments,
and I appreciate that you’re so interested in
the practice doing well. I’d like to talk with you

tive. How does she interpret
the situation? Finding out
how someone is interpreting
an action is one of the most
efective techniques of coaching, because our thoughts and
feelings infuence our actions.
Understanding Alice’s perspective will help you understand her behavior.

Altering the player’s
interpretation
As a coach, your next step is
to have a conversation that alters the player’s interpretation.
Start by saying you noticed
she came into work late.
Tell Alice clearly that it’s not
intended as criticism. Ten
ask: “Did you know you were
late to work?”
Alice may say something
like, “I knew I was a little late,
but I didn’t think it was that
big a deal. My last boss didn’t

about what we might do to cut down on all these
missed appointments.”
Such a question on your part assumes that
you’re talking to a committed team player.
Remember that what you expect from people is
usually what you get. Now, the two of you can
have a conversation about actions that can be
taken to eliminate the cause of the complaint—
no-show appointments. It will
be a much more effective
conversation than if you
had decided for yourself
what should be done
and then delegated
that to your front
ofﬁce staff.

really seem to mind.”
You could respond, “So
you’re saying, you think the
time you come to work is
more fexible and doesn’t
make that much diference?”
Once you’ve heard Alice’s
take on the situation, you
need to choose your words
carefully so you make this
a real coaching moment. It
might be something like, “Alice, you’ve been an excellent
worker and your overall performance is fne. But I want
you to know, from now on, I
need you to come to work on
time. When you come in late,
you create unnecessary hardship on the rest of the staf.”
Another note of caution:
Don’t use the above example
as a formula. As a coach, you
need to observe and let your
actions ft the diferent situations you encounter.

Be responsible for the
performance
Lastly, remember that you are
the coach. To be efective, a
coach must be responsible for
the performance of the player.
Te best part of coaching is that
it demands the commitment
from you to perform beyond
the level you’ve reached in the
past. Above all, being a great
coach demands that you fnd
yourself a coach and be coachable as well. Your coach may be
a colleague, an outside consultant, anyone. If you let people
coach you, it will improve your
own coaching abilities.
As an efective coach, you
make the biggest diference in
your results and the satisfaction
you generate for yourself and
your entire winning team.
Dr. Brad Swift is founder of the Life on
Purpose Institute and helps professionals
through writing, speaking and coaching.
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products

FujiFilm medical systems

digital radiography reader

dechra Veterinary products

antimicrobial, antibiotic
and moisturizing shampoo
Dechra Veterinary Products has
introduced a miconazole, chlorhexidine, tris-EDTA and ceramides combination in a shampoo formulation.
MiconaHex+Triz Shampoo, for use on
dogs, cats and horses, is indicated for
skin conditions responsive to miconazole and chlorhexidine. Topical
solutions containing miconazole and
chlorhexidine have been shown to be
effective in treating fungal and bacterial skin infections, tris-EDTA has been
shown to provide antimicrobial and
antibiotic potentiating activity, and
ceramides aid in moisturizing, repairing
and restoring dry, damaged skin.

For fastest response, call (866) 933-2472 or
visit dechra-us.com
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FujiFilm Medical Systems U.S.A. announces a new digital radiography reader, the FDRﬂex, ideal for mobile
veterinary practice.
All components of
the FDR-ﬂex are
extremely compact,
lightweight and battery-powered. The
FDR-ﬂex features
Fujiﬁlm’s FDR D-EVO
wireless ﬂat panel
detector with exclusive irradiated side sampling (ISS) technology
and dynamic visualization image processing that enhances sharpness while decreasing radiation dose.

For more information, visit fujimed.com

Jorgensen laboratories

ophthalmic
implants
The surgical enucleation
of a pet’s eye can be very
traumatic for the owner. Using an ophthalmic implant improves the
cosmetic appearance and will often make it easier for the client to
accept the post-surgical results. Jorgensen Laboratories now offers
an extensive line of ophthalmic implants. The implants are made from
high-quality silicone and can be autoclaved. Sizes are available for
pets ranging from kittens to horses.

For fastest response, visit jorvet.com

Veterinary economics | dvm360.com
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Search for the company name you see in each of the ads in this section for FREE INFORMATION!
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MOBILE VETERINARY

Search for the company name you see in each of the ads in this section for FREE INFORMATION!

We know you can!
Give us a call and
let us show you how.
WAG’N_TAILS

Search

MOBILE CONVERSIONS

Follow us!

Get instant updates on critical developments in veterinary medicine,
business, and news by following dvm360.
facebook.com/dvm360
twitter.com/dvm360
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ANESTHESIA EQUIPMENT

BICKFORD
COMPLETE LINE

VETERINARY ANESTHESIA EQUIPMENT

ARCHITECTS/BUILDERS

General Construction
Design Build
Construction Management
T 732-389-0202 x401
F 732-389-0836
info@L2MConstruction.com
www.L2MConstruction.com
Est. 2002

One of the Bickford’s line of
Table Top Anesthesia Machines

A.M. BICKFORD, INC.
SINCE 1974

CALL FOR CATALOG:

1-800-795-3062

VISIT US AT: www.ambickford.com

ARCHITECTURE

Veterinary architects

Leading designers
of animal facilities
for over 50 years.

RWE

MANAGEMENT COMPANY

Chicagoland’s most experienced
provider for the development,
design and construction of
award winning animal care facilities.
630.734.0883
www.rwemanagement.com

architecture
animals
people

80 0 . 332 . 4413

www.animalarts.biz

314 Churchill-Hubbard Rd.
Youngstown, OH 44505-1327

330.759.0226 www.copich.com

ARCHITECTS/BUILDERS

architecture
for the
Animal Care
Community
(800) 961-1967
www.bgarchitects.com

Get more product
information online

dvm360.com

Researching a purchase?
dvm360.com offers hundreds
more product listings.
Just visit dvm360.com/products
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CAGES
TM

Professional Hospital Development
• Sole source from concept to compleƟon
• Site SelecƟon opƟmizaƟon
• Planning, budgets, ﬁnancing
• Design and engineering
• ConstrucƟon management
• Facility operaƟon opƟmizaƟon

VersaCage

Chicago’s Only CerƟﬁed Project &
Facility Management Professional

Cat Condo

OpƟmized Value Minimizes Eﬀort, Risk and Cost
Ph 708-547-5096 www.jfmccarthyconstrucƟon.com

Standard Caging
Inhalation System

Cedar River Laboratories

800-323-4858 www.cedarriverlaboratories.com
CONSTRUCTION

DIAGNOSTIC IMAGING

DR Digital Flat Panel X-Ray
Stationary or Mobile
Table Packages
$40,000 to $50,000

A National Company
Specializing in Veterinary
Hospital Construction

•New Construction •Renovations

440.357.4500

WWW.KLINECONSTRUCTION.COM

1-800-346-9729

VetXray.com

dvm360.com
Find it all here.

DIAGNOSTIC TESTING

NOSORB

™

CAGES & KENNELS

Best Buys Runs & Gates

GLASS DOORS

Northgate
Veterinary
Supply, the
makers of
Ultra Cage and
Econocage,
now offers
glass door
gates. Available
in standard and
custom sizes.
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Nonabsorbent cat litter
Comes in urine cup
Easily dispensed or used in hospital
Clients love it
Inexpensive, bulk 5lb. tub with scoop
Readily accepted by cats
Inert—will not affect test results
Recommended and used by Veterinary urologists
at many Veterinary teaching hospitals

Available through your Veterinary Distributor, or contact:
CATCO,
St.,Cape
CapeCoral,
Coral.FL
FL33990
33990for
forinformation
information
CATCO,423
140SE
SEEighth
23rd St.,
Visit our Web Site at HTTP://www.bpsom.com/catco/catco.htm for distributor information.

4140 Redwood Highway
San Rafael, CA 94903
1-888-DOGCAGE
FAX (415) 499-5738
www.northgatevetsupply.com
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Easy Urine Collection from Cats
•
•
•
•
•
•
•
•

Get more product information online
Researching a purchase? dvm360.com offers hundreds
more product listings. Just visit dvm360.com/products
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FINANCIAL SERVICES

You don’t have to wait
for your capital.
Hassle-free financing in as few as 5 days from BHG.
Unlike traditional lenders, BHG provides quick and efŵcient ŵnancing exclusively
to healthcare professionals. Our loan programs and funding process are designed
around your needs and challenges, allowing you to get the capital you need and
back to what matters most. Experience the difference of a lender focused
exclusively on the financing needs of healthcare professionals.

Call 877.723.5298 or visit www.bhg-inc.com/VE13
for a no-cost, no-obligation loan proposal in 24 hours.

Loan amounts up to $200,000 • Will not appear on personal credit • No hard collateral required • Flexible use of funds
LABORATORY EQUIPMENT

USED BLOOD ANALYZERS
ABAXIS, IDEXX, HESKA, SCIL, AND MORE

SALE!

MEDICAL EQUIPMENT

VETERINARY EQUIPMENT / “NEW CLINIC” DISCOUNTS
Dental & Anesthesia Equipment
Autoclaves • Surgery Lights
Centrifuges • Microscopes • Cages
Central Oxygen& Suction Systems
Patient Monitors • Wet Tables
Scrub Sinks • Cabinetry • X-Ray

ABAXIS VS2/HM5 COMBO
$8000
Visit Our Online Catalog

sales@senecascientific.com (303) 525-8479
MEDICAL EQUIPMENT

Portable X-Ray Service
All Makes And Models

Broken?
We Fix It!

1-800-346-9729

VetXray.com

dvm360.com
Find it all here.

www.paragonmed.com

PLACE YOUR
AD HERE
Get your message to veterinarians
and team members TODAY.
Call Angela Paulovcin at
(800)225-4569, ext. 2629
apaulovcin@advanstar.com
dvm360.com | Veterinary Economics | September 2013 |
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MEDICAL EQUIPMENT

WEB DESIGN / SERVICES

Vet Web Services builds customized
websites to suit the needs of your practice.
Online forms available for appointments,
prescriptions, grooming and more.
Fast, friendly and professional service
No website setup required

To request a price list, please
E-mail: jseets@vetwebservices.com
Tel: 480-252-1084
Click: Client Services at

www.vetwebservices.com
TAGS

Online
Interactive
Order
System

www.nationalband.com

tags@nationalband.com
Highest Quality, Faithful Service, Honest Values Since 1902

721 York St PO Box 72430
Newport KY 41072-0430 USA
(859) 261-2035
Fax (800) 261-TAGS (8247)

dvm360.com
Find it all here.

Place your ad here
Get your message to practicing
veterinarians TODAY.

Call Angela Paulovcin at
(800)225-4569, ext. 2629
apaulovcin@advanstar.com
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VETERINARY POSITIONS AVAILABLE
GeorGia
Well established, 10 year old, small animal practice
seeks an ambitious, personable, responsible, and
compassionate full-time veterinarian. Experience
in internal medicine and surgery is a plus. Our
hospital has a solid reputation for professional
quality care. We are located in Pooler, GA, which
is approximately 15 minutes outside of Savannah.
We offer a benefits package including vacation
time, CE and license allowance. For more
information about our hospital visit our website
at www.godleystationvet.com. Please send resume
to 127 Canal Street, Pooler, GA. 31322 or you may
contact Kathy at 912-748-8805

Get more product
information online
Researching a purchase?
dvm360.com offers
hundreds more product listings.
Just visit dvm360.com/products

MichiGan

Webb Animal Clinic of Rincon, GA is seeking a
full-time veterinarian to join our incredible team.
Rincon is a rapidly growing suburb located only
twenty five minutes from historic Savannah and
a few minutes further are the coastal beaches of
Georgia and South Carolina. Our practice consists
of a well trained staff that strive to provide superb
customer service and compassionate patient care.
Webb Animal Clinic is housed in a well equipped,
8,000 sq foot facility offering an in house lab station
with chemistry, CBC, and electrolyte capabilities;
7 exam rooms; consultation/euthanasia room;
digital radiology; dentalair 3 unit; cryopen;
continuous glucose monitoring system; endoscopy
unit; and the new LOGIQe ultrasound machine
with color flow and continual wave technology;
state-of-the-art surgery suite with Engler positive
pressure anesthesia delivery systems; pulse ox;
ECG; BP monitor; and IV pumps. Many case
opportunities in advanced internal medicine, soft
tissue, and orthopedic surgeries. Benefits include
paid licensing fees, organizational dues, health
insurance, CE, paid vacation, and competitive
salary with bonus system. Candidate must be
self motivated, have excellent communication
skills, and be a team player. Please email Dr. Joe
Mckenzie at jhmdvm@comcast.net, Call Shay
Williams, Practice Manager at 912-429-1192, or
email webbanimalcliniceff@yahoo.com.

dvm360.com Find it all here.

Looking for a mature and humble veterinarian
needing to practice high quality medicine. Must
have a personable bed-side manner, finely
developed communication skills and be able to
promote health care services in the best interest
of the patient and their families at all times. Will
receive flexible scheduling, generous benefits,
family-friendly atmosphere and a rewarding
career at a small animal, avian and exotic AAHA
Accredited hospital. Please send resume to Warren
Woods Veterinary Hospital, 29157 Schoenherr,
Warren, MI 48088, e-mail to sgerkey@wwvhcares
or call Sue at 586-751-3350.

tennessee
Associate Veterinarian needed at an established
spay/neuter clinic in Cookeville, TN. This
position offers a unique opportunity for a special
individual interested in promoting animal welfare
by combating pet overpopulation. Cookeville is
located in Middle Tennessee with easy access
to lakes and mountains. A compassionate, selfmotivated individual is needed to join our team
where the emphasis is on quality of patient care.
New graduates will be considered. We work a fourday week (10 hour days), no night or weekend
hours. A flexible schedule possible including
FT/PT. Contact Linda Clemons at 931-372-2728 or
email to lrclemons@charter.net.

PRACTICES FOR SALE OR LEASE
national

ToTal PracTice
SoluTionS GrouP

Kurt
Liljeberg

George
Sikora

John
Bryk

Bill
Crank

Veterinary Practice Sales & Appraisals

www.tpsgsales.com

Rebecca
Ramsey

Len
Jones

Scott
Daniels

Richard
Alker

Karl
Salzsieder

Dave
Davenport

Selling or Buying a Veterinary Practice?
Dr. Kurt Liljeberg – 800.380.6872 – kurt@tpsgsales.com

Dr. Len Jones – 334.727.2067 – len@tpsgsales.com

Dr. George Sikora – 419.945.2408 – george@tpsgsales.com

Dr. Richard Alker – 850.814.9962 – richard@tpsgsales.com

MN, WI, MI, IN OH, NY, PA

DC, IL, KY, MD, OH NC, SC, VA, WV

Dr. John Bryk – 419.945.2408 – john@tpsgsales.com
CT, MA, ME, NH, RI, VT, DE ,NJ, NY, PA

TX, NM, LA, MS, AL, GA, TN, FL
FL

Scott Daniels – 877-778-2020 – scott@tpsgsales.com
CA, OR, AZ, NV, HI

Dr. Bill Crank – 419.945.2408 – bill@tpsgsales.com

Dr. Karl Salzsieder – 360-577-8115 – karl@tpsgsales.com

Rebecca Ramsey – 912.230.3389 – rebecca@tpsgsales.com

Dr. Dave Davenport – 816.331.9449 – dave@tpsgsales.com

DC, IL, KY, MD, OH, NC, SC, VA, WV
TX, NM, LA, MS, AL, GA, TN, FL

WA, ID, OR, AK, UT, NV, AZ, HI

MT, WY, CO, ND, SD NE, KS, OK, IA, MO, AR
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PRACTICES FOR SALE OR LEASE
national

tennessee
North of Huntsville in TN -- Small animal practice
grossing $750K+. Freestanding facility located in
growing area. Well established, growing business.
Experienced staff. Motivated seller. Real estate
available. Call Mike Nelson, Nelson & Associates,
770-475-7559.

FACILITY FOR SALE
north dakota

GeorGia
Metro
Atlanta
Emergency
Hospital
-Contemplating sale. Call for details. Call Mike
Nelson, Nelson & Associates, 770-475-7559.
Multiple Practices For Sale in Georgia Ranging
from $500K in Revenue to $1.3M in Revenue.
Call Jeff Merry, the BUSINESS HOUSE, inc.
770-540-8199

This state of the art boarding kennel, in Booming
Bismarck, ND can provide a HUGE return on your
investment! There are so many opportunities with
this property, just use your imagination. Over
100 enclosures, over 80 indoor kennels, also set
up for a grooming facility with doggie washer,
drying kennels, etc. Excellent opportunities for
a Veterinary Clinic, Doggie Day Care and others.
Has a fully functional, full size crematory. The
main reception and office area, with 3 rooms
for expansion of the business model, is 60’x60’.
Attached to this is a 20’x200’ kennel area and a
20’x40’ shop area with overhead garage door that
also houses the crematory. Everything is first class
construction and equipment. This is a multiple
service facility on 5.65 acres of land. Broker
is one of property owners. Price: $1,990,000.
Offered by Schweitzer Realty, Bismarck, ND
701-220-1508. For more information contact
Danny Weigand 701-400-3707. View online
at:
http://bismarckmandanhomes.com/mls_
detail?mls_number=319544

kansas
Small animal solo practice for sale located in an
affluent Kansas City suburb in Johnson County, KS.
Fantastic schools, great place for families. Owner
retiring after 25 years at same location. 2,000sf
lease space with additional 2,000sf available for
expansion, grossing over $490,000 with owner
working 3 days a week no emergencies. Fully
equipped including Avimark software, Idexx QBC,
Snap Reader, VetTest and Electrolytes. MedRx Video
VetScope, Synostics Ultrasound, grooming and
boarding. Two specialty practices and emergency
clinics within 10 miles. Owner willing to help with
transition. Contact: dogdoc50@gmail.com

new jersey
Boarding Kennel and Small Animal Clinic – Land,
building for sale in Mahwah Bergen County. Care
Takers Apartment. 201-444-6848.
Small Animal Clinic – Land, building for sale in
Midland Park Bergen County. Centrally located,
Care Takers Apartment, X-Ray Machine, and
equipment. $850K. 973-427-2693.

new york
Motivated to sell turn-key, well equipped,
and staffed solo small animal hospital in the
Finger Lakes District. Established 35 years, has
boarding, grooming, and pet shot. Large animal
work is available if desired. Rural setting with
city amenities. Call 607-377-6576 or email
johnaaron1972@aol.com
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Follow
us!

Get instant updates on
critical developments
in veterinary medicine,
business, and news by
following dvm360.

Content
Licensing for
Every
Marketing
Strategy
Marketing solutions
ﬁt for:
Outdoor
Direct Mail
Print Advertising
Tradeshow/POP Displays
Social Media
Radio & TV
Leverage branded content from
Veterinary Economics to create a
more powerful and sophisticated
statement about your product,
service, or company in your next
marketing campaign. Contact
Wright’s Media to fnd out more
about how we can customize
your acknowledgements and
recognitions to enhance your
marketing strategies.

For information,
call
Wright’s Media at

facebook.com/
dvm360
twitter.com/
dvm360

877.652.5295 or
visit our website at
www.wrightsmedia.com
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products

continued from page 30

shor-line

kennel run systems
As of July 2013, T-Kennel and its operations have been integrated into
Shor-Line. T-Kennel originally became part of the Shor-Line team with
its acquisition by Schroer Manufacturing Company in 1994. T-Kennel
pioneered specialized kennel run systems with proprietary drainage
systems in the 1980s. The T-Kennel brand and associated products will
continue as an integral part of Shor-Line’s family of products.

Vmd technology

For fastest response, visit shor-line.com

technology website
A new resource featuring innovative ways to use technology in daily
practice is available for veterinarians,
veterinary students, technicians,
staff and industry. The new website,
vmdtechnology.com, is free and
provides discussions on various veterinary technologies, including apps,
practice management software,
phones and spreadsheets.

For fastest response, visit
vmdtechnology.com
For more information on products
and services, visit dvm360.com.
once you’re there, simply click on
the products button and receive
product information instantly.

Jorgensen laboratories

elevated pet cots
Jorgensen Laboratories introduces Colorado Landing Pet Cots. These
cots elevate patients from the cold, hard ﬂoor of the cage, which helps
them stay comfortable, warm and dry. The cots are constructed from a
heavy-duty nylon mesh
and a powder-coated
steel frame. They come
in four sizes to ﬁt standard cages and are also
available in an elevated
model for cats. The nylon mesh is removable
for cleaning ease.

For fastest response, visit jorvet.com
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Hot button

Too many veterinarians?

Jury’s still out

We’ve been bombarded with terms such as shortages
and incentives for years, but we’re no closer to solving
the supply and demand puzzle plaguing our profession.
s veterinarians, we do best when we
make evidence-based decisions. Te
same holds true for us as a profession.
But supply and demand is one issue the profession is unable to
address due to a lack
of evidence. Do we
have an oversupply of
veterinarians or underdemand? Or is it a
worst-case combination
of the two?
In 2011, the American Association of
Dr. Eden Myers is a relief veterinarian in Ky. This article
Bovine Practitioners
appears in full on her website JustVetData.com.
Dr. Ryan Gates is a partner at Cuyahoga Falls Veteri(AABP) concluded
nary Clinic in Cuyahoga Falls, Ohio.
that “ there is not currently a shortage of veterinarians for rural food
supply veterinary private practice and that the
perception by veterinary schools and the public
that there continues to be a shortage of rural
practitioners is leading to increased class sizes
at veterinary schools and the creation of new
veterinary schools.”
AABP’s conclusions are supported by fundamental economic principles. In a free-market
economy, service providers locate where there is
adequate incentive. Tus, we infer that a lack of
veterinary presence in an area is due to a shortage of incentives—fnancial, social or otherwise.
For decades a diferent inference had been made:

A
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A lack of veterinarians in an area is due to a
shortage of veterinarians.
An increasing majority of veterinary students
report not having a permanent job at graduation.
Te most recent in a string of highly anticipated
AVMA-commissioned workforce studies seems
to confrm what so many veterinary practitioners
have been saying for years: “Market indicators
suggest excess capacity at the national level to
supply veterinary services. Recent trends include
falling incomes of veterinarians, falling rates of
productivity and increased difculty for new
graduates to fnd employment.”
We submit that this has been an observable
trend and that its impact over time is undeniable—the job market is changing dramatically.
We reject the notion of overcapacity and underutilization in our profession, however, as this
implies the market should meet the supply rather
than the other way around.
Without objective, timely, comprehensive and
relevant information, pre-vet students cannot
evaluate the soundness of a career in veterinary
medicine. Without objective, timely, comprehensive and relevant information, current and
graduating students cannot construct accurate
budgets that enable them to stay afoat as they
begin their careers. Without objective, timely,
comprehensive and relevant information, those
guiding the profession cannot know which
direction to steer.
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Clinical Techniques Courses
Take your
clinical and
surgical skills
to the next
level – sign-up
for a hands-on
lab today!

13

CLINICAL
TECHNIQUES
COURSES

sev✰n+
all-star instructors

4

labs

focused on
DENTISTRY

o
n 75+
e
Specialty
Focus™
weekend on
Abdominal
Ultrasonography

6

PROCEDURES,
TECHNIQUES, TIPS,
AND PRACTICAL SKILLS

two
LABS
TAKING
YOU
UNDER
THE SCOPE

SURGICAL
SOLUTIONS
LABS

Space is limited and ﬁlling fast. Go to TheCVC.com
or call 800.255.6864, ext. 6 to register or to add it to your current registration.

O C T. 31–
NOV. 3, 2013

CALL 800.255.6864, ext. 6
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CLICK TheCVC.com

EMAIL cvc@advanstar.com

FOLLOW
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If your practice could use additional support,
you could use a loan from US.
Whether you’re expanding or starting your practice, U.S. Bank can help with equipment,
buy-outs, reﬁnancing or more. With the help of a trusted U.S. Bank Practice Finance
Specialist, our Specialists will prescribe solutions that may help your practice.
Acquisition Financing | Practice Debt Reﬁnancing | New Practice Start-Ups | Buy-Ins
Expansions | Relocations | Buy-Outs

Call Jeramie Eimers
Practice Finance Specialist
800-313-8820 Ext. 2

usbank.com/practicefinance
Subject to normal credit approval. Some restrictions may apply. Deposit products offered by U.S. Bank National Association. Member FDIC @2013 U.S. Bank
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