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VETERINARY PRACTICE MARKETING 
 
The position of marketing within your practice starts with and is driven by you Vision, Core 
Values, and Mission.  If image, outreach, education and communication are not part of your 
vision, then marketing won’t be either.   
 
Why do many small business owners get frustrated with their marketing?  Because they want 
INSTANT results from something that is NOT designed to deliver instant results. 
 
Effective marketing can make your practice almost a household word in your community.  But it 
does take time.   
 
Marketing and exercise have a lot in common: 
 •You rarely get results right away. 
 •You need to do it on regular and frequent basis for best results 
 •The longer you do it the better it works 
 
“Deliver your message to your market as many times as you can within your budget.” 
 
The more people see or hear your message the more they will remember it.  The more they 
remember your message, the more likely they are to believe and trust it.  Therefore, they will be 
more likely to do business with you. 
 
You need to keep your message in front of people on an ongoing basis.  What you lack in 
concentrated marketing you make up for with repetition. 
 

21ST CENTURY MARKETING IDEAS 
 

Acquisition Marketing is readily perceived as external marketing because for the most part you 
are going to a population that you don’t have a relationship with and encouraging them to give 
you a try so that you can start a relationship with them. 
 
Retention Marketing is directed at strengthening the already existing relationship that you have 
with your clients so that they have absolutely no desire to leave the warm, cozy comforts of you, 
your practice team, and your practice.  It is based upon ongoing communication and education 
with a WE CARE attitude.   
 
Referral Marketing bridges both Acquisition and Referral Marketing because it seeks to acquire 
new clients by tapping into the relationships that you have with your already existing client base.  
 

A RETENTION MARKETING SYSTEM 
 
A system is a recipe or step-by-step program that provides a consistent outcome.  It could be a 
chocolate cake or an oil change; a telephone call or open-heart surgery.  Whatever you create a 
system for, you want a consistent outcome based upon easily repeatable steps. 
 
An educational marketing system is just that: step by step processes to educate your clients; 
stay in touch with them on a consistent and regular basis; provide useful tidbits of information 



that make them better educated pet owners; and, make your practice the hospital THE source 
for information.  Never again should a client say, “I didn’t know that!”  Or, can you do that here? 
 
Step One-Identify those areas that you can most easily start to educate clients on.  For 
example: Senior Care, Weight Management, Dental Disease, Breed Specific Concerns, Chronic 
Skin and Ears, Behavior, Internal Parasites, External Parasites, etc.  There are dozens of 
untapped areas that could be addressed.  For some patients, there are a multitude of areas, for 
others only one or two.  Patients that you have can be targeted through their owner with 
information that will provide a more comfortable and longer life.   
 
Step Two- Using your practice management software, learn how to search and sort for age; for 
breed; for age and breed; for services provided; for products dispensed; for body condition 
score; etc., etc. You need to learn how to segment your database and be able to create 
customized communications based upon appropriate needs.  Pets who are not on heartworm 
preventative will get a different set of communications from those that are on it.  Kitten and 
puppies better not get a senior care work up education e-mail.  And Mrs. Jones, who just 
brought in her three dogs for dental care and spent $1800 better not get a postcard telling her 
that her dogs are over due for a dental cleaning.  If you want to violate a trust with a client, make 
someone who is special feel mundane. 
 
Step Three- Create very clearly written and targeted educational pieces for each of the areas 
noted in step one.  Educational pieces have to be focused, specific, and address a specific need 
or potential need and concurrently address what will happen if that need is NOT addressed.  For 
example, dental disease untreated leads to….Obesity unresolved can cause….Older Cocker 
Spaniels have a high risk of hypothyroidism which leads to…Senior cats are very prone to 
kidney failure which if untreated leads to.  Your pieces must range in length from a letter size to 
a post card size of content.  And don’t forget each message must have a call to action…an 
exam; a fecal; a tooth check; a weigh in.  And may include a little bribe to encourage 
action…free tooth brush, free bag of food, free exam, etc.,  
 
Step Four- Identify both current and new marketing outreach tools that you can use to 
communicate the educational pieces to your clients.  Letters, postcard, and newsletters, are all 
commonly used tools that can be used for targeted educational marketing.   You can now add 
the following resources: e-mail, e-cards, audio e-mails, video emails, telephone calls, Facebook 
posts, Tweets, Pinterest posts, etc.  NOTE:  some of the above-mentioned are not as personal 
as others.  However, there is nothing wrong with educating your clientele en masse while 
concurrently focusing on specific clients and specific patients with specific needs.   
 
Step Five---you have your areas of education identified (Step One) and you have learned to 
search and sort for specific parameters (Step Two).  In this step, you will merge the two ideas.  
Which pets, and using which parameters, will you use to populate an obesity campaign, senior 
care campaign, dental care campaign, etc.  In this step you will create a list of pets that meet 
the parameters for a specific campaign. From this list, you will send out the marketing pieces. 
 
Step Six—Mail merge the list in Step Five into the marketing pieces in Step Three and the Tools 
in Step Four to create a series of well scheduled marketing touches that will be sent out to the 
clients.  Letters, postcards, emails, phone calls, etc., should all be scheduled at different times 
to the same client so that they are being educated in a repetitive fashion on specific topics. Not 
hammered just nudged.   
 



Success in education marketing comes from sending the same message, written in similar but 
different fashions, multiple times; using different modalities with a call to action, that you can 
measure, to indicate the success of the program.   
 
All of the steps above are tied into another education campaign…A STAFF EDUCATION 
CAMPAIGN.  Your staff MUST know what is going on and why.  For your team to be ready, 
willing and able to talk to your clients about senior care, they need to know what a senior pet is; 
why getting old is a problem; and WHAT your practice can do for the aging pet.  If the entire 
team is not singing from the same page of the hymnal, the efforts will FAIL! 
 

THE COST BENEFIT RATIOS OF 21ST CENTURY MARKETING 
 
In marketing it is very easy to say something didn’t work if you don’t make tangible measures of 
where you were before the marketing began and even more detailed measures while you are 
involved with your marketing programs.   If you think you don’t do enough dentals do you know 
how many you currently do?  How many more do you want to be doing?  What is the plan to get 
there?  If you don’t know where you are and you don’t know where you want to be, it is 
IMPOSSIBLE to create a marketing plan to get you there.   
 
You’ve heard it before but it bears repeating—If you don’t measure it, you can’t manage it!!  So, 
before, during and after marketing you need: 
 A budget 
 A starting point 
 An ending point 
 
Retention Marketing is directed at relationship building and strengthening.  Through the use of 
various communication tools and education, your existing client bonds are tightened.  The 
emphasis on marketing in this case is through more personal media such as letters, e-mails, 
telephone, postcards.  It may include some less personal touches such as newsletters and 
health alerts.  The financial return for these education and communication pieces is significantly 
higher than in acquisition marketing sometimes reaching a $10 return for every dollar invested.  
And the return fully strengthens the relationship. 
 

THE LONG HAUL 
 
IF you expose people to your message frequently, regularly and through multiple media, you 
develop awareness of your brand.  Do this long enough and your brand becomes part of their 
long-term memory, part of their world!! 
 
You get the best results from your marketing when you focus on building awareness and 
credibility for your brand over the long term.  The more people know you and trust you, the more 
they will want to do business with you.   
 

FINAL POINT 
 
For marketing to be successful, plan to be in it for the long haul.  If we use the metaphor of 
marketing and relate it to vaccinations and the immune response, one shot is usually not 
enough to stimulate the immune system to afford sufficient long term protection from the 
disease being vaccinated for.  Similarly, marketing is rarely effective as a single shot that has 
long lasting impressions on either your clients or your potential clients.  In the case of 



vaccinations, early in the animal’s life there is usually a series of shots necessary to provide 
sufficient immune response to afford a long term protection and even then boosters are needed 
down the road.  For marketing, constant exposure, education, and communication (the 
vaccinations) are needed to provide enough interest and motivation for the client/customer to 
take action.  And then repeat marketing is needed to keep the front door swinging. 
 
So, think of marketing as constantly educating your clients to the point that they are asking for 
the products and services that you provide.  And after they have been fully educated, telling 
their friends and family members how great your products and services are.   
 
 
 
 


