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BACKGROUND 
 

Over time, small business marketing has changed dramatically.  From the yellow pages and 
direct mail to social media and websites; from newspaper or TV advertising to word of mouth 
and email, digital media have brought marketing to the smartphone, tablet and PC.    
 
Not only have the marketing tools changed but so has the marketing messaging.   
William Bernbach said it best: “Advertising is fundamentally persuasion and persuasion 
happens to be not a science, but an art.”  Old school advertising copy focused on the benefits of 
a product or service and how it could improve some aspect of your life.  There was very little 
focus on building relationships.  Marketing was persuading, coaxing, cajoling, and encouraging 
you to take action. The NEW marketing is all about sharing information about the product or 
service.  NEW Marketing looks to provide solutions to problems; it identifies what may cause the 
‘problem’ and how you can solve it with the product or service. 
 
Persuasion is all about creating customers 
Education and teaching is all about clients and not just any clients but loyal, raving fans. 
 
What it is the difference between a customer and a client?  The second visit.  Customers are 
consumers seeking a product or service from a business with whom they do not yet have a 
relationship.  If they come back for additional services or care, they indicate the desire to build a 
relationship and become clients!!  Clients are the lifeblood of your practice.  Without clients you 
have no business.  Thus, marketing is EVERYTHING you do to capture a customer and 
transform them into a client. 
 

MARKETING OVERVIEW 
 

I like to think of marketing in two ways:  
1. Acquisition Marketing—marketing to ‘acquire’ new clients to replace those you have lost 

or to add new clients to your base. 
2. Retention Marketing—doing everything you can to keep a client for the entire life of their 

pets and for the life of subsequent pets. 
 
Included within both is Referral Marketing, in which you use your existing client base to help you 
to grow by having them refer in friends, family, acquaintances, etc.   
 
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.   
 
Think about the following: 
 



YOUR clients are YOURS until you do something to drive them away.  In a recent survey of 
service industry clients, the number one reason that people stopped doing business with a 
company is: PERCEIVED INDIFFERENCE.   
 
The businesses didn’t care enough to care!!!! 
 

PATIENT LIFETIME VALUE 
 
Over the lifetime of a pet, it is calculated that a pet can generate between $3000 and $20,000 
for your practice.  If you care for a pet from womb to tomb, their patient lifetime value (PLV) is 
significant.   
 
Patient Lifetime Value is calculated as follows: 
Average Patient Transaction ($) 
Times 
Average Number of Visits per Year (#) 
Times 
Average Life Expectancy with your practice (yrs) 
 
As a practice team, you have a direct impact on ALL of those values.  What is the PLV for your 
practice?  For your best client’s pets?  For your worst client’s pets? 
 
With $3000 to $20,000 on the line, would it surprise you to know that it costs you 10 times more 
to get a new client than it does to retain an existing client.  That cost includes marketing, time 
engaging and communicating, time building trust, etc.  There are plenty of tire kickers out there 
looking for a deal or bargain, but will they stay with you for 15 years.   
 
Customers are trying to decide if they want a relationship with you.  Clients have made that 
decision and are bonded to your practice until you do something to drive them away or worse do 
nothing and let them leave. 
 
Finally, AVMA reports that the top 25% of your clients provide 75-80% of your profits and 55% 
provide 95-100% of your profits.  These clients are the ones who are bonded to you, so-called 
raving fans—t he “ones who aren’t going to go anywhere” clients.  They don’t cause problems 
and they don’t keep you up at night.  You can give them your cell phone number and they won’t 
abuse it.  
 

RETENTION THROUGH EDUCATION 
 

You Got Them, So Keep Them, But How? 
 
One way that you can differentiate yourself in the competitive community of veterinary medicine 
is to be the practice that actually isn’t afraid to educate their clients.   
 
Dr. Google in many pet owners’ cases is the primary source for information and mis-information 
and dis-information of veterinary services and products.  WHY?  It’s easy! It’s convenient!! It’s 
dependable!!! What?  Sure, it it’s on the internet, it’s gospel.  Now, you don’t believe that do 
you?  But your clients do! 
 
If Dr. Google is the first source of your client’s information, you have started to lose them 
already.  As the primary provider of a pet’s healthcare, you MUST re-capture them and be the 



primary provider of information and knowledge on patient care.  You MUST!!   Or run the risk of 
decreasing PLV and decreasing client retention and eventually obsolescence.   
 
To be the primary source of information for the pet owner, you have to provide it to them 
BEFORE they need it.  If they need it and you haven’t provided it for them out pops the iPhone, 
and in nano-seconds there is the answer…not your answer but a breeder’s website’s answer.  
And it gets worse if could be the 16 year old at the check out counter of Maw and Paw Pet Store 
that is the local expert.  Don’t you want to be the go to source for your clients?   
 
Here is a definition of marketing that I find isn’t onerous to most veterinarians.  It comes from 
John Jantsch, Duct Tape Marketing: Marketing is getting people with a specific need to know 
like and trust you. 
 
With this in mind, and apologies to Mr. Jantsch, Education Marketing is getting people with a 
specific need to know, like and trust you by providing them with information and resources to 
make educated decisions.   
 
You may be educating your clients already, but it’s not enough.  Fleas, ticks, heartworms, 
vaccinations, and basic wellcare are a place to start.  However, each pet and client is an 
individual.  No two pets are the same.  The 9-year-old Cocker Spaniel and the 3-year-old 
Siamese Cat are not the same as the 6-year-old mixed breed dog.  There are breed-specific, 
age specific and weight specific concerns that they each have.  And if you are treating them all 
the same, I could interpret that as ‘perceived indifference’ and you will be back in new client 
capture mode rather than existing client retention mode. 
 
Each pet, mentioned above, deserves a customized educational program tailored to him or her.  
When you see the Cocker Spaniel in the exam room, are you discussing the breed specific risk 
factors associated with a 9-year-old Cocker—eyes, thyroid, skin, etc.,  or do you have tunnel 
vision on the reason for the visit.  Same question for the Siamese?  What about the 6 year old 
mix breed that is 15 pounds above their optimal weight with significant dental disease.  Each 
patient should be handled as an individual case and each patient as an individual person.  It is 
really easy to fall into a routine in the exam room.  Now, don’t get me wrong, routines are good.  
However, customization makes you stand out.  And customized education makes you stand out 
even more 
 
It is your obligation to educate clients about their pet’s needs before, during and after a visit.  
And it is not just the needs that they are being seen for, but also the needs that might develop 
over time. 
 
Bottom line: CONFUSED CLIENTS WON’T SAY YES!!! Educated ones will.   
 
 

SUMMARY 
 
Education marketing and educating your clients will be a differentiator in your community.  Your 
clients will be the ones talking at the dog park and saying, “My veterinarian just told me ...Did 
you know…?”  To be effective, the educational focus that you have for your existing clients 
should carry over to your Facebook page, Website, and other outward facing components to 
your practice as well.  In a perfect world, the message that you are sharing with your clients will 
come up first on a Google search ahead of all of the doctor wannabes and so-called experts. Be 
the pet healthcare expert and you will be both outstanding and well trusted. 



Your clients want to hear from you.  They want to learn how to take better care of their pets.  
They want to hear what they need to do from the person that they see as the animal healthcare 
expert and the team of experts.  That is you and your practice.    
 
If you want to see your PLV skyrocket, improve any of the three variables in the equation.  
Education is not a bad thing.  Education and knowledge provided by YOUR PRACTICE, a 
TRUSTED SOURCE, to your clients is invaluable.   Education will increase the number of 
annual visits.  Education will build trust and increase the amount spent per visit.  And finally, 
education bonds a client to your practice with their pets for the life of the pet-from womb to 
tomb!! 
 


