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“We see a lot of clients using CareCredit if a pet
needs advanced diagnostics or surgery. But once
they're approved, they know to use it for their
annuals, routine procedures and everything

they would need here.”

Julie Runnfeldt, DVM
All Animal Clinic, Orange Park, Florida
Accepting CareCredit since 1997

=== CareCredit can make a big difference for people who
love pets and are passionate about their care. When you accept the CareCredit
healthcare credit card, clients have flexible financing options for the care their
pets need, for everything from emergency to routine care. That's why more
than 20,000 veterinary practices now accept CareCredit. Ready to practice
more of your passion for the best pet care? Get started today.

*Practical Marketing: Minimal Speed, Maximum Results CD featuring Karyn Gavzer, MBA, CVPM.
©2015 CareCredit

ENROLL NOW by calling
877-490-1766.

ALREADY ENROLLED?
Call 800-859-9975 opt 1, then 6.

Ask for the special offer
FREE Karyn Gavzer CD.*

£ CareCredit

www.carecredit.com

Mention offer code VETEC1015VA



Find it all here.

dvm3eo

online

Join our circle at dvm360.com/community u Follow us at twitter.com/dvm360 ‘ Like us on facebook.com/dvm360

With age comes
billable services

“How old is my pet in human years?” It's
a timeless question—and you can use it
to improve patient care and boost your
bottom line. Visit

for a client handout that your team can
use to communicate what services may
be needed as pets age. Putting patients’
ages in terms that clients

understand can
put services in
perspective and
lead to

more Visits. E by

Facebook
smarter

“The only thing worse than being on
Facebook is not being on Facebook,”
says practice manager Kyle Palmer,
CVT. When used right, Facebook
can engage clients and boost your
practice’s visibility in the community.
Visit

read more advice from Palmer on bolstering
your Facebook presence.

L] ® (3
Mind the gap with clients
Are your associates and clients speaking the same language?
Most people realize that medical language can be daunting
for non-veterinarians, but a Banfield study suggests that the
concept of preventive care has different meanings for veteri-
nary professionals and clients.
Visit
to read how you can avoid
misunder-

standings E i E
and better 3
serve =

clients. E ?

Detox your hospital
from bad employees

How do you
determine if

a prospective
employee is a fit
for your practice
during his or her
job interview?
Visit

to
watch a short
video of practice consultant Shawn McVey,
MA, MSW, explaining how he navigates the
interview and uses subtle tactics with his
questions to screen a candidate’s
readiness for “prime time.”

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@wrights-
media.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;
thecve.com; industrymatter.com.
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eCONnoOMmicCs

The business of client and patient care

How are female
leaders in

veterinary
medicine
perceived Content Group

Editor/Business Channel Director | Brendan Howard
com p? red (913) 871-3823, bhoward@advanstar.com
to their male Financial Editor | Cynthia Wutchiett, cpa
cou nterpa rts? Practice Management Editor | Ross Clark, pvm

Content Manager | Adrienne Wagner

SHAWN FINCH, DVM Senior Content Specialist | Alison Fulton

Women are viewed
as intellectual,
compassionate and
family-oriented
associates who are
willing to work for less.
Men are viewed
as strong, business-
minded and career-
oriented business
owners unwilling to
work for less.
Acknowledging
that people are
individuals—rather
than putting themin a
gender-specific box—
would let our actual
traits define us and
improve veterinary
medicine for all of us.

Associate Content Specialist | Julie Scheidegger
Assistant Content Specialists | Katie James | Matthew Kenwright
Medical Editor | Heather Lewellen, bvm
Technical Editor | Jennifer Vossman, rvt
Digital Content Director | Jessica Zemler
Digital Design Director | Ryan Kramer
Art Director | Shawn Stigsell
Multimedia Contributor | Troy Van Horn

Editorial Advisory Board
Our board members provide critical insights into business,
management, and leadership issues. As recognized experts, they

and use to all veterinarians in private practice.

Practitioners
Ross Clark, pvm | Dennis Cloud, bvm

Shawn Finch, ovm | James Guenther, bvm, cvem, MBA

Jim Kramer, bvm, cvem | Fred Metzger, bvm, basvp

W. Andrew Rollo, ovm | Jeff Rothstein, bvm, mBa
Wesley Taylor, mpa | Emest Ward Jr., bvm

Check out page 4 to Jeff Werber, ovm | Craig Woloshyn, bvm
read more challenges
women face in the
profession and what
you can do
to encourage
female leadership.

National Management Consultants
Karen Felsted, cra, Ms, DvM, CvPMm, CVA
Shawn McVey, Ma, Msw
Karl Salzsieder, bvm, b

Financial Management Consultants
Gary Glassman, cpa | Denise Tumblin, cpa
Cynthia Wutchiett, cpa

Veterinary Architects
Dan Chapel, aa | E. John Knapp, AA
Heather Lewis, aia | Wayne Usiak, Aia

UBM Life Sciences, Veterinary
Vice President & Managing Director | Becky Turner Chapman
Group Content Director | Mamette Falley
Medical Director | Theresa Entriken, bvm
Vice President, Digital Product Management | Mark Eisler
Director, Marketing | Brenda Andresen
Director, The CVC Group | Peggy Shandy Lane
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help Veterinary Economics provide content of immediate relevance

You don't need inspiration to help animals and the people who love them—that's in your blood.
Instead, we'll give you the inspiration and tools you need to be happy, healthy and whole.
Because you matter to us.

Sales Group
Sales Director | David Doherty

Senior Account Managers, Advertising
Terry Reilly | Heather Townsend
Angie Homann

Account Manager, Advertising | Angela Paulovcin
Sales and Projects Coordinator | Anne Belcher
Books/resource guides | Maureen Cannon | (440) 891-2742
eMedia Metrics Analyst | Jenny Shaffstall
List Rental Sales | Tamara Phillips
(440) 891-2773 | tphillips@advanstar.com

UBM Advanstar
Chief Executive Officer | Joe Loggia

Executive Vice President &
Senior Managing Director | Tom Ehardt

Executive Vice-President | Georgiann DeCenzo
Executive Vice-President | Chris DeMoulin
Executive Vice-President, Business Systems | Rebecca Evangelou
Executive Vice-President, Human Resources | Julie Molleston

Executive Vice-President, Strategy &
Business Development | Mike Alic

Sr Vice-President | Tracy Harris

Vice-President, Managing Director
Pharm/Science Group | Dave Esola

Vice President, Legal | Michael Bernstein
Vice President, Media Operations | Francis Heid
Vice-President, Treasurer & Controller | Adele Hartwick

UBM Americas
Chief Executive Officer | Sally Shankland
Chief Operating Officer | Brian Field
Chief Financial Officer | Margaret Kohler

UBM pic
Chief Executive Officer | Tim Cobbold
Group Operations Director | Andrew Crow
Chief Financial Officer | Robert Gray
Chairman | Dame Helen Alexander
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PRACTICE tips

Chip in to promote
community efforts at

microchipping

Find it all here

We built goodwill in the neighborhood and boosted dvm36('

our morale With free miCFOChipS By Wesley Taylor, MPA

common it is for pets

to get lost, so offering
microchips is a cause close
to my heart. Our shelter and
rescue partners are constantly
flooded with lost pets, and I
felt that it was important for
our private practice to make

I 've seen firsthand how

pet identification a community
priority. I knew I'd need to
overcome two challenges:

Challenge 1: Get staff buy-in
for community outreach.
Who wants to volunteer on
weekends? Still, once we orga-
nized and saw the difference we
could make, our team’s enthusi-
asm was contagious.

Challenge 2: Make sure the
idea is affordable for you.
I pitched the idea of a micro-
chip clinic to the owner of the
microchip company we chose
as our vendor.
He was thrilled to hear

that we wanted to feature
their microchips at our
festival. He threw in the first
100 microchips for free and
provided T-shirts for our staft to
wear and banners to display at
the event.

dvm3e0.com | Veterinary Economics | October 2015 | 3

It was amazing to watch the
faces of our team members as
they educated pet owners who

would have never thought about

the importance of a microchip.
Once their pet was chipped,

you could see the sense of

pride pet owners felt

[ ]
Managers’
insights

To read more tips
from the Practice
Manager of the

Wesley Taylor is the 2015 winner of
the Veterinary Economics Practice
Manager of the Year contest, spon-
sored by Nationwide. He is currently
practice manager at Mercy Animal

Hospital and Mercy West Spay Yeér finalists,
& Neuter Clinic in Gardendale, visit dvm360
Alabama. .com/pmoy.

knowing that they did
something important
for their animal.
When all was
said and done, we'd
chipped more than 75
animals, and it cost
us only $125. And all
75 of the pet owners
returned to Mercy
Animal Hospital
within six months of
the event for pet care.
I've heard from
many of these cli-
ents that their first
interaction with us
was to have their pet
chipped at the fes-
tival. Many say they
would have never
even thought about
pet microchipping
if they hadn't been
introduced to it. ve
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PRACTICE tips

Find it all here

dvm36o
Where the
women are
Read about what
inspired WVLDI
president Karen
Bradley, DVM, to
start the female
leadership
organization at
dvm360.com/
Bradiey.

3 ways to promote
Jfemale leadership

CVC forum hosted by WVLDI explored the external and
internal forces confronting female leaders. sy Matthew Kenwright

hallenges facing female

veterinarians were

explored during a ses-
sion put on by the Women'’s
Veterinary Leadership Develop-
ment Initiative (WVLDI) during
CVC Kansas City in August.
The forum revealed these three
insights for practice owners:

Age differences cause
conflict for women
and men alike. Doug Aspros,

DVM, a member of WVLDI's
board of directors, told attend-
ees that many baby boomers
are puzzled by younger associ-
ates who want more work-life
balance—which usually means
fewer hours. “How does that
work? Like, ‘Tve got a lot of debt;
I've got to pay it off—and I want
to work less,” Dr. Aspros said.
This suggests associates
should explain that their desire
for balance is a matter of per-
sonal health, not laziness, and
owners can be less judgmental
when scheduling associates.

Self-doubt could be

holding women back.
Sarah Wooten, DVM, an as-
sociate veterinarian in Greeley,

4. | October 2015 | Veterinary Economics | dvm360.com

Let's DisC uss

>>> Dr. Sarah Wooten leads a discussion
about women in the veterinary profession.

Colorado, who also presented
during the session, cited an
internal report by Hewlett Pack-
ard that found women would
apply for a position only if they
met 100 percent of the posi-
tion’s criteria. However, men
said they would pursue it if they
were 60 percent qualified.

This research suggests women
should pursue opportunties,
despite self-doubt. Owners
should be more inclusive when
promoting their job openings
and to proactively reach out to
women they believe would fit
the position.

Negative labels
discourage women.
Being described as “bossy” or

SOCIAL
MEDIA

! Visit dvm360.com
: /WVLDItweets to read
- all the tweets from the forum.

: @dvm360

© The Heidi/Howard Study showed
people wanted to work for a man
. over a woman when they had the
- same resume

: @dvm360

: Losing family time is the top

* reason women don't pursue
#veterinary practice ownership,
. number 3 for men.

“bitchy” is an issue for women in
power, according to many of the
session’s participants.

“It’s a hard lesson to learn
when you first come out be-
cause you think it’s personal,
said one attendee. “Then you
start to realize that if you have to
be that person at that clinic and
you happen to be the hardest
worker and happen to be female,
then that’s the label you get”

This suggests owners should
support their female leaders and
not tolerate these insults. ve

PHOTO COURTESY OF EVA EVANS, DVM
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Why and How
to Create a
Fear-Free Practice

Dr. Marty Becker is on a mission to make Fear-Free
veterinary visits a reality for pets. He’s outspoken about
the need, and his message is eye-opening. In this symposium,
you'll learn how to use Fear-Free concepts to:

o put animals and owners at ease

o deliver a higher level of compassionate care

© earn repeat visits.

You will also receive a copy of the new brochure

“Top 10 Ways to Get Started with Fear-Free Veterinary Visits.”

Becker, DVM

ear-Free tools to transform patient interactions,
vost visits, and enhance your practice.

d LeCouteur, BVSC, PhD, DACVIM (Neurology), DECVN

e science of fear in animals: Its real. Its damaging.
our responsibility.

dosta, DVM, DACVB

ear-Free techniques: Clinical behavioral evidence

at they work.

an Bloom, DVM
odern love — Making pets happy at the veterinary hospital.

FEAR-FREE PRACTICE SYMPOSIUM

Saturday, December 5, 2015
- *7:15 AM - 12:20 PM

‘& San Diego Convention Center
Visit TheCVC.com for details.

Proud sponsors of the Fear-Free Initative

~\ Boehringer
*Eye Opener Breakfast will open at 6:45 AM. | "l Ingelhelm



DATA center

How does your clinic
handle Fear-Free?

Techniques to calm patients are sprouting up in everyday
practice life. Here's what your peers are trying out.

vidence shows that
Estress and fear are worse
than we ever imagined
for your patients’ health. So,
more and more practices are
taking on a lower-stress ap-

proach to try and help pets feel
better while at their practice.

In the last year, which

of these strategies did you
try for the first time in
your practice?
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449%

In a survey fielded earlier this
year, we asked more than 550
veterinarians and team mem-
bers how they’re providing

a lower-stress environment.

A whopping 71 percent said
that in the last year they had
specifically changed something

53%
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Give cats time to acclimate

about how they practice with
the goal of reducing pets’ fear
and anxiety. To see what they
tried, check out the data below.
For more Fear-Free tips, tricks,
videos and client education
tools than anywhere else, head
to dvm360.com/fearfree. VE
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™\ Boehringer
I"ll Ingelheim

MINIMALISM
CAN BE
MAGNIFICEN T,

The ULTRA line of 0.5 mL vaccines” offers:

® Pet owners effective protection with minimal
injection volume for their pet

® \eterinarians the opportunity to provide a better
vaccine experience for their patients

And that’s a heautiful thing.

Contact your Boehringer Ingelheim Vetmedica, Inc. sales
representative or visit ULTRAvaccines.com to learn more.

gL TRA

VACCINES

Vaccines reimagined.

*The ULTRA vaccine line includes ULTRA™ Duramune® and ULTRA™ Fel-0-Vax®.

ULTRA DURAMUNE and ULTRA FEL-0-VAX are registered trademarks of Boehringer Ingelheim Vetmedica, Inc.
2015 Boehringer Ingelheim Vetmedica, Inc. VAC0515002 15658



design

Are euthanasia
comfort rooms a hospital

design must-have?

Maybe not, experts say. A better experience everywhere,
rather than a separate space, should shine. sy xatie james

esignated comfort or euthanasia advice was the same: No matter the location,
rooms in veterinary hospitals have the feel of the space should be secure and
been a growing trend the past few comforting for the client and patient in their
years. But what if you don’t have the space for difficult time of transition.
a standalone room? Should you convert a room Dr. Dennis Cloud, a Veterinary Economics
in your practice for just this purpose? Our Editorial Advisory Board member and practi-
experts’ opinions vary, but their overarching tioner in the St. Louis area, recommends doing

what you can to make the space—whether it be
dedicated space or multi-purpose—feel as warm
and soothing as you can.

“Use warmer colors and put a cozier chair
in the space;” he says. Dr. Cloud’s ideal version
of this space would be a dedicated area and
include a separate exit that clients can use,
rather than having to exit back through the
main hospital areas.

Privacy is key for Dr. Ross Clark’s clients. Dr.
Clark, a multi-practice owner in Oklahoma and
a Veterinary Economics board member, says that
although only some of his practices have dedicated
rooms, they place an emphasis on privacy. In
those rooms that serve a dual purpose, they have
curtains that can be drawn to cover any windows
in the exam room.

“You don't need a dedicated room to make it
comfortable and private,” Dr. Clark says. “In a
regular exam room, you can still turn down the
lights, have soft cushions for the pet to lie on,
and have something to cover the patient with

>>> Littleton West Animal Hospital in Littleton, Colorado, has a
dedicated exit so grieving clients can go straight to their car. after they’ve passed,"

8 I October 2015 | Veterinary Economics | dvm360.com PHOTOS COURTESY OF LITTLETON WEST ANIMAL HOSPITAL, COUNTRY CLUB VETERINARY CLINIC



>>> Country Club Veterinary Clinic in Lake Charles, Louisiana, uses
plush fabrics to bring a sense of comfort into their room.

&1 sociaL MEDIA Roundup

Readers sounded off on Facebook about comfort rooms.

Vet Changes World

| think they are a great idea, have had many clients want to
avoid a specific room that their pet was put down in, think
it would be easier if there was a happier more comfort-
able space. Though, | also think Dr. Sophia Yin had a good
point in that maybe all our rooms should be more com-
fortable and comforting since that will also likely decrease
fear and stress for our pets and pet owners.

Debra Linton Bryant

All for it!

Sharon Delgadillo

It was very important when we expanded our hospital.
We designed a large exam room with a fold-up table, op-
tional dimmable lights and an additional door that leads
to a private entrance. The room is used as an exam
room too, but reserved for scheduled euthanasias to
eliminate public wait time.

Vicky Payne
Brilliant idea. But we don't have the space. Or the money.

dvm3e0.com | Veterinary Economics | October 2015 | 9

design

From the perspective of veterinary ar-
chitect Heather Lewis, AIA, NCARB, more
importance should be placed on making all
the exam rooms more comfortable to help
all clients feel more at ease. Every room is
an important room where you're having an
important conversation with your client
about their pet about their pet’s health, and
every room needs to support the client and
the health of the pet, Lewis says.

“I don’t necessarily think there needs to be
a specific room, but I think when clients have
gone into a euthanasia room for this difficult
time with their pet, they may not want to come
back into that room the next time the visit the
hospital,” Lewis says. “Having a more across-
the-board approach on making comfortable
exam rooms can be successful”” ve
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veterinarians is like
ng about politics
with your in-laws—it opens up
a can of worms you wish you'd
never opened. There con-
tinue to be strong, often highly
emotional responses about
discounting or incentivizing as
a marketing strategy in veteri-
nary practices, which is why
Veterinary Economics surveyed
more than 300 veterinary pro-
fessionals to get a better handle
on the controversial topic.

The survey looked at four
types of discounts in practices:

Table 1: New clients

5 1 0 /0 of respondents do. 50%

of those who

81 %

picked all that applied) ...

10 1 October 2015 | Veterinary Economics | dvm360.com

offer discounts
feel that they've
helped attract new clients. Here'’s
how they advertise them (they

PRACTICE finances

Dissecting
HE DISCOUNT

for new clients, referrals, spe-
cific demographics and miss-
ing clients. Here are highlights:

Do you discount
for new clients?
Many respondents say they
don’t use new-client incentives
as a marketing tool, but admit
to leaving it to “doctor discre-
tion” or “when the client has
already generated a decent bill,
neither of which are strategic,
objective approaches that pro-
vide real value for the practice.
The other half of respon-
dents—who don't offer new-

21%
15%
31%

10% I

6% [l
349 |
-

client incentives—say they be-
lieve “it devalues our services”
and sets future expectations
for more discounts. The fact
remains, however, that regard-
less of an improved economy,
more and more pet owners say
that cost is a serious issue for
them in picking and staying
with a particular veterinarian.

Many respondents said they
don’t offer new-client incen-
tives specifically because they
offer superior service. Here’s a
question to consider: How will
you know if you can’t get them
in the door?

Practice website

Paid online advertising
Coupon mailers
New-neighbor programs
When pet owners call
Outdoor signage

Social media

Shelters/rescue groups

Data source: 2015 Veterinary Economics discounting survey



Objections to new-client discounts in
your words:

“l don’t necessarily want clients looking for
price breaks all the time. Some ‘shoppers’

continually jump veterinarians to get the best
price. This results in lack of continuity of care
and a poor relationship.”

“We don’t want our current clients to feel like
they're not appreciated.”

Table 2: Referring clients

0 / of those surveyed give discounts to
54 o clients who refer a new patient.

37%

feel they're successful. Here’s how
they market them (they picked
all that applied) ...

Practice website
5% [l
279 |
5% [l

Outdoor signage
Social media
Shelters/rescue groups

65% Other

(such as referral card
or word-of-mouth)

Do you reward clients for referrals?
Similar to those who offer discounts to new clients, many
respondents said they don't promote their incentives for
clients who refer. (See Table 2 above.) With little risk and
the opportunity for significant reward (based on what we
know about the value of new clients resulting from personal
referrals), this lack of promotion seems strategically counter-
productive. Everyone likes to be rewarded for doing some-
thing good, and the benefits to the practice far outweigh the
minimal costs associated with that type of recognition.
While there were similar responses for not offering this

incentive as there were for new clients
(“I don't have to rely on gimmicks to
get referrals from my good clients”),
it’s important to measure this to be
sure. What was most interesting is
that a large number of respondents
who don't offer a referral incentive
said they recognize the value of those
incentives and expressed interest in
implementing this type of program.
Unfortunately, their reasons for not
doing so to-date were purely logistical,
with “difficult to track” and “lack of
organization” as the most commonly
reported roadblocks.

Objections to referral-based
discounts in your words:

“Referrals and retumn visits should
be based on bonding with clients

by providing effective care, a clean
and pleasant facility, polite staff and
fees that represent honest value.
Buying referrals through discounts
is extremely unprofessional.”

Do you target certain
demographics?

Practice owners who see little ap-
parent value may still think offering
discounts to seniors and other special
demographics is worth the goodwill
it provides. Or they may fear that dis-
continuing the discounts would gen-
erate animosity from the handful of
pet owners who use them. Whatever
the case may be, the data shows that
the most common type of discounts
being practiced aren’t necessarily the
most strategic approach for a practice
to increase service usage or client
loyalty. (See Table 3 on next page.)

dvm360.com | Veterinary Economics | October 2015 | 11



PRACTICE finances

Based on the lower financial value these discounts offer,
if a practice isn't currently offering these discounts, it may
not be the best strategy to pursue. The exception would be
if there are some truly unique demographic considerations
practice management plans to capitalize on. Limiting
these discounts to slower days or certain times of day

Objections to demographic-based discounts
in your words:

“A majority of our clients fits in one category
or another of those that we would offer.”

“We saw terrible abuse of our military
discount in the past, from fake IDs to fatigues
used for hunting being called ‘uniforms.””

Medi-Dose
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e Small Footprint - Lightweight yet Durable
¢ Single, Multiple and Inventory Counts
e Accommodates Virtually All Sizes of Medication
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Table 3: Specific demographics

0 / of respondents give discounts to
60 0 specific demographics, such as
seniors or military members.

4 60/0 feel these discounts have been
successful in their clinics. That
makes it a bit surprising how

many respondents below

say they’ll continue offering
these discounts ...

85% Yes
1% | No

14% Unsure

would also make them more profitable, because there
won't be any increase in overhead costs.

Do you entice missing clients—
those who’ve been away for a while?
The survey question on missing clients generated a lot
of understandably passionate responses from veteri-
narians and their team members about the fact that
it seems counter-intuitive to reward clients who are
disloyal to the practice. (See Table 4 above at right.)
Only 16 percent of respondents said they make
phone calls to directly offer this promotion, which
leaves room for opportunity. However, the person-
nel costs associates with making all those calls would

Objections to missing-client discounts in
your words:

“If 1 haven't succeeded in convincing

my clients of the medical necessity of
periodic examinations, it is certainly not
a good business practice to entice them
back in the door with a discount.”
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Table 4: Missing clients
0/ of respondents offer incentives for
0 missing clients, those who haven't
been in for 12 or more months.
0 / said they felt the incentives were
8 Z 0 successful in attracting clients
back. Here’s how they get the

word out about the incentive
(they picked all that applied) ...

16% [ Phone call

39% Email
30% Snail mail
Other (No. 1
40% answer: We don’t
advertise it)

need to be weighed and measured against any possible
increase in client visits and gross revenue.

Reward behavior

Any discount, whether to attract new clients or incen-
tivize current clients, is about rewarding desired behav-
ior. If you truly don’t have any need to offer incentives,
then don't. If you feel it’s “wrong” to discount, then you
have a right to that opinion, but make sure yours is not
just an emotional response because you feel it devalues
the work you do. (Does it devalue the work millions of
other Americans do when they offer discounts to get
clients to use their product or service?) Make sure you
aren’t offering random, unadvertised discounts that do
nothing to foster growth or loyalty. Base your decision
on data, not emotions or guesswork.

It’s time to accept the fact that there are costs as-
sociated with acquiring new clients, whether through
direct incentives or by incentivizing others to make
referrals. The key is to measure that cost and determine
whether it is acceptable. Is it worth a $10 credit to a
current client for making a referral—plus a compli-
mentary exam for the referred client—to have the
opportunity to add a loyal fan to your list of clients who

dvm3e0.com | Veterinary Economics | October 2015 | 13
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will continue the cycle by referring others? Sure, a few

pet owners hop around from one clinic to another for an
incentive, but that’s not the norm. The lifetime value of

a client far exceeds this initial investment. According to
SCORE (a volunteer nonprofit organization dedicated to
educating entrepreneurs and helping small businesses),
loyal customers are worth at least 10 times the investment
to get them.

Ultimately, the key is for every practice owner to con-
sider potential opportunities and make well-informed,
strategic decisions with regards to client incentives. These
decisions should always reflect attention paid to clients,
capabilities, industry evolution and competition. When
done right, a sound incentive strategy can benefit all par-
ties—the pet owner, the pet and the practice. ve

Jessica Goodman Lee is a practice management consultant for
Pinnacle Integrated Veterinary Solutions..

Medi-Dose’
EPS

Unit Dose
Bar COdlngy

Steri-Dropper’

Package what you need
...when you need it!

¢ Ideal for Compounding and
Dispensing Eye Medication

e Convenient Sterile Packs of
2 Bottles, Tips and Caps

® Four Sizes: 3, 7,10 and 15 mL

!

»

MediDose.com - 800.523.8966
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What associates today
want and need in a great job

Ouir fictional Dr. Alex Doe exemplifies real-life survey
results on what they’re looking for in the workplace.

44 hat’s most important to you as survey results from Benchmarks 2015: A Study
W an employee?” can be a simple of Well-Managed Practices mirror your feel-
question for associates, but the ings? Practice owners and managers, what can
answers are crucial if practice owners want you learn? Let’s click through associates’ top six
to successfully hire and keep associates and work concerns in these social media posts from
minimize low morale. Associates, do these our fictional doctor ... Ve
/ B o

1. Competitive
wages

Pay was associ-

ates’ top concern.

If you want a for-
mula to calculate

if your wages are

in the ballpark,

visit dvm360.
com/pay.

ﬂmnm

| wish | could afford to go back to the lake with the family again!

Like Commant 4 Sharn

MacBook Air

2. Flexible time/schedule
“Work-life balance” isn't just
a buzzword—it’s the second-
highest priority for associates.
Visit dvm360.com/balance
for insightful data, concise
articles and fun videos on
helping associates and others
lead healthier, happier lives.
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3. Appreciation for a job well done
Hearing “thank you” from clients is good, but associ-
ates also want affirmation from their bosses. Head
to for seven ways

a practice leader can boost morale and let
associates and others know their hard
work is appreciated.

4. Chances for
growth, career
development
Providing opportunities
for associates to grow
isn’t a one-way street for
practice leaders—it can
spark ideas, retain talent
and make everyone
better. Visit

to read
why mentorships can
elevate practices and
help associates feel more
fulfilled at work.

ghare

—

Find it all here

dvm

Know more
Find out even

more about what
associates want and
need in Benchmarks
2015. Get your copy
at
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Messages s Contac effective,

- productive

are e worst o ke co-workers

I'm doing all the work. Discontent in a

practice team can
be disruptive. Visit

Do something about it!

My boss doesn't even
notice &

to read
three ways managers
and associates can
both work together
to foster a happier,
more productive
work environment.

m Send
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6. Good benefits (i.e., health insurance,

maternity leave, retirement plans, CE, etc.)

Of all the possible benefits, CE can show the best re-
turn on investment for the least amount of money, sur-
passing the initial investment by a lot. Visit

to read why the cost can be a small
price to pay for practices.

Tweets

Tweets & replies
,_( TheCvC

CVC San Diego i . | L
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| there's not enou, i
CE budget. #MaybeNextYear e

16 1 October 2015 | Veterinary Economics | dvm3es0.com



MARKETPLACE | dvm360.com

>

products

Assisi Animal Health

Pain management device
Assisi Animal Health’s Assisi Loop 2.0
uses patented targeted pulsed electro-
magnetic field (tPEMF) technology that
has been demonstrated through labora-
tory testing to have a proven effect on
the known biochemical and cellular
mechanisms of action related to inflam-
mation, with results published in peer-
reviewed journals. The product is used

to treat orthopedic injuries, degenerative

neurological issues, postsurgical pain
and swelling, inflammatory conditions
and wounds. It comes in two diameter
sizes, 20 cm and 10 cm.

For fastest response visit
assisianimalhealth.com

IDEXX Laboratories

Canine leptospirosis test
IDEXX Laboratories has introduced

a point-of-care SNAP Lepto Test for
dogs suspected of having leptospirosis,

a potentially life-threatening and highly
contagious bacterial infection. The point-
of-care SNAP Lepto Test provides a
diagnostic tool that enables veterinarians
to detect antibodies to this infectious
disease in 10 minutes.

For fastest response visit idexx.com/snap-lepto

)

PRODUCTS

Zoetis w
Feline pain A T
management  Oimbadol a

drug (buprenorphine injection)
Zoetis has announced that Simbadol (buprenorphine
injection) is available for clinic use with feline patients.
Simbadol is approved by the U.S. Food and Drug
Administration (FDA) for cats and offers 24 hours of
postoperative pain control in one dose. Zoetis acquired
the product as part of its purchase of the assets of Ab-
bott Animal Health in February.

For fastest response visit simbadol.com

Continues on page 27
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CAGES & KENNELS

No other floor_‘ seal T =

The Silvis Seal™ barier
prevents liquids from penetrating
adiacent enclosures.

SILVISASEAL.

Orly Avalilable from Mason Company

Visit our

$ (800) 543-5567 website to
), COMPANY EXIxza www.MasonCo.com download this

Trusted Animal Housing Solutions info@MasonCo.com helpful guide!

MOBILE VETERINARY

t.‘_‘ LD |44 57 Waa? | -4

o [CEE)—— 800-513:03047
With a Mobile Clinic from Wag'n Tails
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Researching a purchase? dvm360.com
offers hundreds more product listings.
Just visit dvm360.com/products

, 4
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¥

VetNetwork

Don’t have the time
or know-how?

Our Experts can maintain
vour Social Media
for as low as $95/month

Call today
to get started!

La Boit Time well spent —in a
“Fear Free” Environment!
Specialty Vehicles Inc.

Your Pet's Personal Hespital

-s’.of.
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ad o .

Veterinary -

economics

The business of client and patient care

Content Licensing for
Every Marketing Strategy

Marketing solutions fit for:
- Qutdoor
- Direct Mail

Print Advertising

- Tradeshow/POP Displays
- Social Media

- Radio & Television

Logo Licensing | Reprints | Eprints | Plaques

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
find out more about how we can customize your acknowledgements and
recognitions to enhance your marketing strategies.

For more information, call Wright's Media at 877.652.5295 or visit our
website at www.wrightsmedia.com
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VETERINARY BUYERS GROUPS

Independent veterinarians thrive by working together!

—
B\ NS

Trie rllyy

Just ask our members!

“1 joined TVC a year ago and hoped I'd save some
money. | did not expect the rebate check that ar-
rived last week. | actually called TVC to make sure
this was for real! This year | am going to use TVC
even more as | now have proof that the savings
are significant and this really works! Thanks TVC!"
Helen Green, DVM

Owner, Mission Valley Pet Clinic, San Diego, CA

“1 didn’t think this Revenue Enhancing Program
was going to be profitable. But today, about

10% of my clients are now participating and it is
the most profitable segment of my business on

a percentage basis. The Pet Food Program also
keeps patients healthy with the best nutrition and
coming to my clinic often.”

Peter Hartman, DVM

Owner, Valley Lakes Veterinary Clinic, Round

Lake, IL

“TVC University provides me the expertise and
ability to generate income, leaving me to concen-
trate on being a veterinarian in the exam room
and surgery suite. | have come to depend on TVC
University programs put together by the TVC staff
to help me maximize profits by finding the best
strategy on the business side of my clinic.”

Daniel L Otto DVM

Owner, Superior Veterinary Care, Lincoln NE

“The Hive is a new feature at TVC. | love having
the ability to get questions about promotions and
programs answered and | can ask questions, too.
It's great to see the group come together to help
a member if they have a challenging business
situation or a medical case. It's like having a close
colleague...well, hundreds of close colleagues...
who are just a mouse-click away!”

Laura Betts, DVM

Owner, Parkdale Animal Hospital Manistee, Ml

Join The Veterinary Cooperative-
run by veterinarians for veterinarians
and experience the benefits

No monthly fee, no annual fee, no long term commitments
Discounts and rebates that allow you to compete

Increase revenue and profit with member-tested programs
Get help and advice from other members

Use only the vendors helpful to your clinic

You do not buy anything from TVC

ook o N 0E 0E B

Over 1,000 clinics strong nationwide

Join today!

NEW
MEMBER
SPECIAL

One-time (lifetime) fee.
30 day FREE trial.

Go to www.tvc.coop/vec1015
Offer expires Nov. 15, 2015

ne] VC

Veterinary
Cooperatwe
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BICKFORD

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

VETERINARY ANESTHESIA

CONSTRUCTION LLC

Bickford’s Fair Scavenging Kit

A M. BICKFORD, INC.

SINCE 1974
ﬁ 800.426.2557
ALL FOR CATALOG:
¢ ORC 06 ravhaus freedenfeld & associates www.rfarchitects.com

1-800-795-3062

‘ ; WINNER OF
VISIT US AT: www.ambickford. . _
www.ambickrord.com — L OVER 35

800.332.4413 -ty
TMIETINEIECRAPE | Specializing
in Veterinary

MCSCARTHY Architecture

Professional Hospital Development

MANAGEMENT COMPANY

www.tcarchitects.com

e Sole source from concept to completion 755 White Pond Drive diitggolanoel esieroeiEnee
) ) o Akron, Ohio 44320 provider for the development,
® Site Selection optimization (330) 867-1093

design and construction of
award winning animal care facilities.

630.734.0883
www.rwemanagement.com

® Planning, budgets, financing

® Design and engineering

® Construction management

® Facility operation optimization
Chicago’s Only Certified Project &
Facility Management Professional

Turning Visions
Into Reality

Optimized Value Minimizes Effort, Risk and Cost dvmm
Ph 708-547-5096 www.jfmccarthyconstruction.com Researching a purchase? dvm360.com offers hundreds more product listings. Just visit dvm360.com/products

22 1 October 2015 1 Veterinary Economics | dvm360.com



TERWISSCHA
CONSTRUCTION, INC.

Your Source From Start To Finish!

Veterinary Architecture
& " T
Construction Specialists

www.twcinc.com
1-800-478-4892

Q Chester..

Architectural &
Construction Services

Primarily serving
veterinary
customers in
NW Indiana,
SW Michigan
& NE lllinois

We specialize in veterinary facilities!
www.chesterinc.com

Phone: 219-465-7555 » 800-778-1131

advm3eo

scom

Get more product
information online

Researching a purchase?
dvm360.com offers hundreds
more product listings. Just visit

dvm360.com/products

dvm360.com

CAT'S INN

DON'T BOARDYOUR
CATS BEHIND BARS!

LET THEM RELAX AT
§| THE CAT'S INN

AFFORDABLE 50r6 LEVEL
TOWNHOUSES

MODULAR CONSTRUCTION
REMOVABLE SHELVES
TEMPERED GLASS
PATENTED VENTILATION

ATTRACTIVE EUROPEAN
HARDWARE

VARIETY OF MODELS
OPTIONAL 4 POSTER BED
QUALITY BUILT IN MAINE
HOLDS UP TO 3 CATS PER FAMILY

contact us at:
1.877.228.7466
www.thecatsinn.com
"The Wa)/CatCamJ’hoM{d/Ba’@

TM Cats Purr /[u themto cages’

Time to
diagnose your
career path?

Own a PET DEPOT®
Hybrid Hospital / Retail store.
It’s easier than you think.

WHAT WE CAN DO FOR YOU:

ADVERTISING SUPPORT FINANCING ASSISTANCE

’ 2 ‘
7\% ' LOCATION SEARCH
®

RETAIL SETUP.

10N 1TRAINING | LEASE NEGOTIATION

EQUIPMENT ACQUISITION GROUP BUYING POWER

Contact Bill Fling, DVM to find out how we can help you take the next step forward.

EMAIL: dr.fling@petdepotvetgroup.com PHONE: (937) 402 - 8300
WEBSITE: www.petdepot.net/vet

7% PET DEPOT. 3~
VETERINARY GROUP ¢

1941 Foothill Blvd. + La Verne, CA 91750

Over 40 independently owned
and operated locations in the

USA and Canada

A

DVM360.COM
FIND IT
ALL HERE!

e

KLINE

construction

A National Company
Specializing in Veterinary

Hospital Construction
=New Construction =Renovations

440.357.4500

Wireless DR Filat Panel

L s o Under $30,000
. with Dicom Software
Size 14x17

& Computer
 Shock Resistant

e Auto-Xray DIAGNOSTIC

Detection Imaging Systems, Inc.

1-800-346-9729 VetXray.com

Portable X-Ray Service

& All Makes And Models

Broken? >
We Fix It! *}
IAGNOSTIC 7

Imaging Systems, Inc.

1-800-346-9729 VetXray.com

+Available in Colored Aluminum,
Brass or Stainless Steel o

-Dog & Cat Heart Styles

-Order by Oct. 15 to ensure
delivery before Jan. 1

[=]#=% []
=

Click or
callto order!

[tz

m'r!ﬁm*ﬂmu mﬂmm INC.
M&Wﬁw e

tags@nationalband.com
www.hationalband.com
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MEDICAL EQUIPMENT

RECRUITMENT

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

MEDICAL

£21-800-780-5266 ==

Visit Our Online Catalog
www.paragonmed.com

WARRANTY

/(D

6 year warranty
on Son-Mate Il

Son-Mate Scaler / Polisher A.D.S. 2000 Anesthesia Machine / Ventilator
Sale Price $ 1,825 Sale Price $ 5,595
Engler Scale-Aire
High Speed Veterinary Dental Air Unit)

- 360,000 RPM high speed drill
- 20,000 RPM low speed H.P.

- Built in 25K ultrasonic scaler
- Auto-tune circuitry

- Air water syringe

sﬁhﬂmﬁ:}“&mum - Includes oil-less compressor
Sale Price § 2,755 - H-Frame mobil stand
- Built in water reservoir
- Switching power supply
- Automatic handpiece activators
& Proudly made in the USA
m WiEm avle

N\ I
N AV

1099 East 47th Street - Hialeah, Florida 33013 USA
800-445-8581 /| FAX 305-685-7671

www.englerusa.com / www.engler411.com

DVM360.COM FIND IT ALL HERE!
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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

NEevapa

Exceptional opportunity to practice quality
medicine in Henderson, Nevada. Looking for a
Veterinarian with high-energy and enthusiasm.
The ideal candidate will have a desire to
collaborate with colleagues. Privately owned
company with state-of-the-art modern diagnostic
equipment. Send resume to animalcareclinicinc@
gmail.com.

dv3se

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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PRACTICES FOR SALE OR LEASE

NATIONAL

Eg TOTAL PRACTICE

SOLUTIONS GROUP

Kurt George John Bill
Liljeberg

Sikora Bryk Crank

\‘ Rebecca
Robinson Y

Selling or Buying a Veterinary Practice?

Dr. Kurt Liljeberg — 800.380.6872 — kurt@tpsgsales.com
MN, WI, M, IN, OH, NY, PA

Dr. Len Jones — 334.727.2067 — len@tpsgsales.com
TX, NM, LA, MS, AL, GA, TN, FL

Veterinary Practice Sales & Appraisals

www.tpsgsales.com

S
Scott Karl Dave
Daniels Salzsieder

%

avenport

Dr. George Sikora — 419.945.2408 — george@tpsgsales.com
DC, IL, KY, MD, OH, NC, SC, VA, WV

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

FIY

Dr. John Bryk — 419.945.2408 — john@tpsgsales.com
DC, IL, KY, MD, OH, NC, SC, VA, WV

Scott Daniels — 877-778-2020 — scott@tpsgsales.com

CA

Dr. Bill Crank - 419.945.2408 - bill@tpsgsales.com
CT, MA, ME, NH, RI, VT, DE ,NJ, NY, PA

Dr. Karl Salzsieder — 360-577-8115 - karl@tpsgsales.com
WA, ID, OR, AK, UT, NV, AZ, HI

Rebecca Robinson — 912.230.3389 — rebecca@tpsgsales.com
TX, NM, LA, MS, AL, GA, TN, FL

Dr. Dave Davenport — 816.331.9449 — dave@tpsgsales.com
MT, WY, CO, ND, SD, NE, KS, OK, IA, MO, AR

NATIONAL

GEORGIA

NEED HELP SELLING OR BUYING?
CONTACT ME!

DR. JOSEPH ERTEL
D.VM.ICB.I.

1468 SHOREW0OD DRIVE, LAKELAND, FLORIDA 33803
www.brokerdoc.com Cell: 863-698-1043 Office: B63-046-9044

National Practice For Sale Listings

Fl. Martin Co. 18 yrs. gr. $372,000
Duval Co. 20 yrs. gr. $217,000
Mich.(SW) lonia Co. 32 yrs. OB. $90,000

dvm3en

~cor

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

PS BROKER, INC.

California: Riverside County - 2,000sf SA.
San Diego County - 1,750sf SA w/RE.

Washington DC: New Ultra-Modern facility.

Florida: Broward County - 1,500sf. Priced to Sell;

Hillsborough County - Start-Up. Add Vet

services to Kennel.

Lee County - Gross >$1M. Multi-doctor;

Saint Lucie County - Multi-doctor - AAHA

w/RE;

Volusia County: Emergency w/RE.
Maine, York County: 2,000sf w/RE.
Maryland, Baltimore County: 1,600sf SA.
Price to Sell;

Michigan, Bay County: 2,500sf w/RE.
Missouri, St. Louis: Feline, 2,200sf.

New York, Elmira: 3,500sf w/RE.

North Carolina, Charlotte: New
Ultra-Modern facility.

Oregon, Linn County: 1,800sf 2-story w/RE.
Vermont, Orleans County: 4,400sf w/RE.
1-800-636-4740

psbroker.com

info@psbroker.com

Mableton GA Area -- Small animal practice
grossing $800K+. Quality lifestyle. Beautiful
physical plant and very well established practice
with tenured staff. Real estate available. Motivated
seller. Call Mike Nelson, Nelson & Associates,
770-475-7559

Unique opportunity to own a specialty feline
practice in picturesque, historic Georgia
community near major university. Quality
lifestyle in growing community and family
environment. Freestanding facility. Tenured staff
and well established business make this a truly
special opportunity. Real estate available. Highly
motivated seller. Call Mike Nelson, Nelson &
Associates, 770-475-7559

West GA -- Small animal practice grossing
$1.2 million. Exceptional lifestyle in charming
community with a wonderful family environment.
Beautiful physical plant and state-of-the-art facility
available for sale. Very tenured staff. Motivated
seller. Call Mike Nelson, Nelson & Associates,
770- 475-7559

SoutH CAROLINA

Greenville, SC -- Small animal practice grossing
$1 million. Outstanding opportunity with amazing
cash flow in high trafficked location. Exceptionally
well-equipped, very well-established practice
with tenured staff. Real estate available. Highly
motivated seller. Call Mike Nelson, Nelson &
Associates, 770-475-7559
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ENCHMARKS

A STUDY OF WELL-MANAGED PRACTICES

PRICE YOUR SERVICES RIGHT
REJUVENATE YOUR GROWTH CENTERS
BE MORE EFFICIENT
YOUR BLUEPRINT FOR SUCCESS

Numbers don't lie. And they’re all here.

Veterinary Economics and Wutchiett Tumblin and Associates are back with another edition in our
Benchmarks series for veterinary practice owners and managers. This year we reveal the fees,
revenue and cost control key to running a well-managed practice!

Fees. Survey’s in, with more than 200 median fees for services and procedures animal hospitals
perform every day — plus data and analysis putting it all into context.

Revenues. Bringing in revenue can be like completing a puzzle. We lay all the pieces out for you.
See what opportunities well-managed practices are tapping to make more money.

Expenses. From wages & compensation and facility costs, to fixed and variable items and
capital improvement, up-to-date figures from practices are in one place.

Benchmarks 2015 is the one practice owners and managers can’t wait to see. Order yours now!

Go to industrymatter.com/benchmarks
or call 1-800-598-6008
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Continued from page 17

Elanco

Otitis
medication
Elanco Animal Health
has launched Osurnia
(florfenicol-terbinafine-

betamethasone acetate), a treatment for canine otitis
externa. The product could help improve client compli-
ance in treating canine otitis externa because it is formu-
lated in a gel and has an administration schedule that
calls for two doses, one week apart. It is administered

in a premeasured, easy-to-use, single-dose tube with

a flexible, soft tip that is meant to be gentle on a dog’s
ears. The gel formulation squeezes out of the tube and
spreads with gentle massage.

For fastest response call (877) 352-6261

Kinetic
Vet
Sterile
solution
Kinetic Vet
announces

KINETICVET

X 2 14\ by ] A
the immedi- C’: & WL PZ'\\.&L\_,
ate avail- —= '
ability of
Compass, enabling veterinary surgeons to normalize joint
fluid following arthrotomy. Compass is a 10-ml sterile so-
lution that contains both 50 mg sodium hyaluronate and
500 mg polysulfated glycosaminoglycan (PSGAG).

For fastest response visit kineticvet.com

PRODUCTS

Veterinary Products
Laboratories
Nutraceuticals
for inflammation
Veterinary Products Labo-
ratories has launched two

additions to the Duralactin

brand portfolio. Duralactin Feline + Fatty Acids Soft
Chews helps manage inflammation in cats and support
healthy skin. The newly reformulated Duralactin Canine
Joint Plus Soft Chews helps manage inflammation while
maintaining healthy joints and cartilage. The products
contain an ingredient called MicroLactin that has been
shown to help manage inflammation by stopping neu-
trophil migration during the inflammatory process.

For fastest response visit duralactin.com

Zoetis F’uvac
Equine influenza #

vaccine

Fluvac Innovator vac-

cines help protect against contemporary equine influenza
viruses (EIV) and equine herpesvirus (EHV) types 1 and
4. A recent study shows that the vaccines are cross-
reactive with three emerging influenza viruses, including
Ayrshire 2013 (AY/13), a European Clade 2 isolate as well
as Kentucky 2014 (KY/14) and Texas 2012 (TX/12) which
are recent North American Clade 1 isolates. The prod-
ucts also contain both EHV-1 and EHV-4 to help protect
against rhinopneumonitis. The vaccines demonstrated

at least 97.4 percent cross-reactivity to these three recent
EIV isolates.

For fastest response visit Fluvaclnnovator.com
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Don’t post
that!

Having content
to post online is
important—but
knowing what
not to share with
followers is just
as crucial. Visit

for
tips from CVC
speaker Bash

Halow, LVT, CVPM.

Then catch some
of Halow's high-
energy advice
live at CVC San
Diego in his

Dec. 6 session
“10 take-home
marketing tactics
to try today.” Visit

to
register now.

Associates:

Take control of your brand

You're not involved in your veterinary practice’s

marketing? Big mistake. sy xasiryn primm, pvas

young associate
recently told me he is
expected to “produce”
for his employer, but he feels
that he has no control over
how often folks come in
the practice’s door.
Is this really true? Are young
associates powerless?
They don't have to be.

Like to take pictures? Like to
tell stories? Like to write 50
words? Utilize your talents.
Ask to be the administrator of
your practice’s Facebook page.

Post something every day
or at least several times a
week. Peruse the Facebook
insights tool to see when
your audience is present and
schedule your posts to appear
during those times.

As a practice owner, I
welcome any employee who
wants to assist with this
marketing. You'll get your
name out there to clients and
prospective clients too.
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.
Kathryn Primm, DVM, owns and prac-
tices at Applebrook Animal Clinic in
Ooltewah, Tennessee, and is the author
of Tennessee Tails: Pets and Their People.

Find out whether your hospi-
tal’s website has content your
current and potential clients
would find relevant.

You know what’s affecting
your patients better than
anyone. Write a blog post
that highlights a case each
week, bring the stories to life
with photos (with clients’
permission, of course) and
make sure you're listed as

the author. Call the owners

to let them know their pet is
“famous” They’ll share it online
and help with word-of-mouth.

Participation in community
outreach is another great idea.

Think of the positive ripples
that you could make if you
took an hour or two once a
week to volunteer at an animal
shelter or go to an animal
rescue fundraiser.

Meet rescuers and tell
them where you work. Plan
a coffee talk for dog walkers
and groomers to teach them
how to recognize signs in pets
that might require a visit to
the veterinarian. Take your
business cards and show how
much you care about animals.
These steps showing that you
care about animal welfare in
your community will be easy—
you're a veterinarian.

Clients know veterinarians
are smart. Brand yourself as
one that cares.
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Register today at TheCVC.com,
or call 800.255.6864, ext. 6.
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You're going to learn and

laugh along the way.
It's a lot like dealing with real clients-”’

CVC San Diego Speaker, Andrew Roark, DVM, MS
about his dvm360 Full Circle sessions “The angry client experience.”
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Don't need a new X-ray

[ET-RAY

¢« Technology system but want to go digital?

We have the solution.

by | SEDECAL J

Don’t replace your table,
just upgrade to digital!

Worlds largest manufacturer of Veterinary
specific x-ray systems

Going Digital has never been easier and more affordable
by upgrading your current film x-ray system.

800.920.9525
info@VetRay.com





