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In order to stay competitive in today’s veterinary 
arena, you need to integrate new technologies and 
therapies into a practice. Between vaccine clinics, 

spay/neuter clinics, online pharmacies and more, your 
business is being increasingly segmented and you are 
losing chunks of it. 

Adding a service or state-of-the art technology that 
is “veterinary only,” like laser therapy, can be the 
boost a practice needs to compensate for lost revenue 
or underperforming segments.  

Bringing laser therapy or other technologies or ther-
apies into a practice is not only necessary for 
the practice to grow and compete, but its in-
troduction sends these messages to clients:

n This practice and its doctors stay on top 
of new medical procedures.

n The quality of medicine is state of the art.
n My pet’s best interests are taken to heart. 
I think we can agree it is beneficial to 

bring new technologies to clients and pa-
tients. However, our greatest issue is how 
do you pay for and integrate these new offer-
ings in a timely and cost effective manner? 
In essence, you should ask this question: 
“What is our plan for launching this new 
service and how quickly will we become 
profitable?”  

One of the greatest assets to a practice 
when integrating and launching a new ser-
vice or advanced technology is the internet. 

One of the first things I do as a consultant 
to over 2,500 veterinary practices is look at 
a practice’s website. It gives me a picture of 
the practice’s business and marketing plan. 

Being internet savvy is not a business op-
tion any longer, it is a must. In addition to the 
normal basics, a website should display the 
location, hours, staff—make sure to keep this 
information updated—an “about” page and 
testimonials. 

Every practice’s website should answer 
fundamental business questions: Does the 
practice know its strengths in the market? 
Does the practice understand the impor-
tance of the internet in its marketing plan? 
Does the practice view itself as a medical authority 
for clients? 

Let’s go over these questions one by one.

Does the practice know  
ts strengths in the market?
The best example of a practice that does not under-
stand its strengths is one that just lists its services: di-
agnostics, wellness, nutrition, laser therapy, radiology. 
This tells me nothing as a pet owner about the service, 
practice philosophy about the service or why this is 
beneficial for my pet. 

This lack of information irritates me as a pet owner 
because I now must search for a simple definition of 
what the service or treatment entails. There is sub-
stantial business risk to a practice when I am forced to 
surf the net to find out more. I could find your competi-
tion. I could discover medical resources that contradict 
what you may tell me in an appointment or, worse, 

leave me confused about the technology or service 
that I now may view as “experimental” to the degree 
that I never accept it as a treatment.

Bottom line, if it is important enough to list, it is im-
portant enough to provide detailed medical information.

Does the practice understand the importance 
of the internet in its marketing plan? 
The time and effort, and unfortunately, sometimes 
dollars, necessary to launch an effective website can 
be substantial. After looking at thousands of websites, 
I can spot those using the same template or design 
company. Or over time—it can be a very short time—I 
see the same stock photos. 

This is fine for a placeholder as you put your web-
site together, but remember, a client’s perception is 
reality. If I see the same photo appearing on multiple 
veterinary sites, I may relate them if they are using the 
same photos. Why not? It is a logical conclusion. 

Should you have to use stock photos to get a web 
structure designed, the images should be replaced 
with personal, unique photos within six months. 
For example, if you are using laser therapy, you 
should show pets wearing Doggles and your tech-
nicians handling the equipment and wearing laser 
safety eyewear. 

You can create your own photo shoot using the 
hospital cat or an employee’s dog. But the end result is 
that a client sees your staff, facilities and an environ-
ment that lets them know exactly where treatments 
occur and identifies them as yours. 

There are no shortcuts in putting together a quality 
website that makes you stand out.

Does the practice view itself as a medical 
authority for clients? 
Clients look to you to be their medical expert for their 
pet. If you list services, you should provide detailed 
medical information, links on your website to support 
your information, and technical information on your 
services or technologies. 

Look to product manufacturers for website resourc-
es that you can link to and that support your market-
ing and business efforts. Do they have a YouTube 
channel with clinical successes and general informa-
tion? Do they offer client educational materials for pet 
owners that you can link to? 

Finding neutral, third-party resources that can pro-
vide additional credibility for your practice can be use-
ful. Think of it this way: If your clients are using “Dr. 
Google” as their resource and not your website, you are 
not providing enough or the right medical information.

Successful marketing is all about consistency. Mar-
keting is not a single push effort. You have to use your 
website as the foundation to your internet presence 

and then amplify that effort by continuously interact-
ing with social media and the community. 

In order to be successful, you must continue this effort 
year-round. You will soon discover that the greatest mar-
keting comes from the clinical results you will achieve 
with your newly added services or other new technologies 
and sharing those with your client base and community. 

Clients will share their stories, excite others and 
thus attract new clients to your practice. Dedicate your-
self to delivering the best service and state-of-the-art 
technology and your practice will continue to grow.  l
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panion Animal Health and product manager of Com-
panion’s CORE program.

Essential tips for adding 
a new service to practice
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Use unique photos rather than 
stock images on a practice website. 
If laser therapy is offered, be sure 
patients are shown wearing proper 
eye safety gear. 

DR. JEFFREY SMITH
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