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As a veterinarian, you want to be a trusted resource for your clients and patients, but the world has changed 
drastically in the past 10 years. You need to rethink how you approach veterinary practice in order to work 
more efficiently, take care of your clients, patients, and yourself—and make it home for dinner.  
 
These ideas to help you streamline your workflow, expand your client engagement strategy, and enhance your 
practice’s profitability.  
 
 
TWO-WAY CHAT 
Many client communication platforms have a two-way chat function that allows clients to contact you with 
questions or concerns. On the Vet2Pet app, a client simply selects ‘Start a new chat’ and designates the 
message’s urgency. Although the owner may misjudge a situation’s urgency, this component communicates 
the owner’s perception of urgency, so you know how quickly to respond. 
An exchange may look something like this: 
Pet owner: “I think my dog ate a sock.”  
Practice: “Oh dear, when do you think she ate it? What are her symptoms?” 
Pet owner: “I’m not sure. I can’t find my sock and she is vomiting.” 
Practice: “We’d better see her. This can be serious. I have an opening at 2 p.m. Can you drop her off?” 
Pet owner: “Yes, that works.” 
 
Benefits of two-way chat 
There are many benefits to two-way chat: 

• Each exchange saves at least one phone call 
• Incoming chats can be handled by a remote team member 
• You can handle multiple clients simultaneously 
• Chats can be answered at your convenience, whenever you have a minute (e.g., during a meeting, at 

your kid‘s soccer game, etc.) 
• It provides a better, more rapid service 
• It prevents your clients from turning to Google to solve their pet’s problem 
• It establishes you as their pet’s trusted provider  

 
How to charge for two-way chat 
There are many ways you can charge your clients for this service, such as: 

• Provide two-way chat as a free service to all clients for a short period of time — This is a great way to 
get comfortable with two-way chat, and it provides insight into the types of chats you will receive. After 
a month or two, you can decide when and how you want to charge for virtual services. 

• Offer a “Peace of Mind” package — Allow clients to pay a monthly or yearly fee for full access to two-
way chat. This can be a great way to generate passive recurring revenue, and once you have enough 
subscribers, you will be able to pay a team member to man the dashboard, which will take your client 
care to the next level. 

• Teletriage with an in-person appointment option only — Identify a team member to receive incoming 
chats, identify those that need an exam, and convert chats to appointments.  

• Teletriage that advances to paid telemedicine consults — For chats that require an exam, let the client 
know that a veterinarian is needed to continue. Offer the option to come in, or advance to a 
telemedicine chat with the veterinarian, and inform them of the fees associated with each option.  

 
 



SURPRISE AND DELIGHT YOUR CLIENTS 
Clients love being surprised with an unexpected treat from you. Brainstorm ways to creatively surprise them, 
such as: 

• Sending a picture of their pet — Send the pet owner a picture of their hospitalized pet with you or your 
team members. Photos that include situations such as X-ray positioning or extra attention show the 
owner the value of the services you are providing. 

• Mailing a “Get Well Soon” box — Set an alert in your patient management system for any illness 
invoice that totals more than $500. Then send these patients a get well present, such as a box of 
white-chocolate dipped dog biscuits with a personalized card. 

 
MINIMIZE CLIENT CONFUSION 
Many of the services you provide can’t be seen, and your clients may barely understand them. Normal lab 
results are the perfect example. You know they are important, so help your clients understand their value by 
changing the way you deliver results. I use Loom (loom.com) to record a video of myself explaining a patient’s 
lab results. Loom is easy to use, has a Chrome extension, and offers a free basic package. After installing the 
widget onto your browser, simply click it to share your screen, yourself, or both, and make a recording. The 
saved video can be sent with a cloud-based link, which means there is not upload or download time.  
 
INSTITUTE CONTACTLESS PAYMENT 
The check-out experience is one of the most tedious parts of any service visit. After dining at a restaurant, 
waiting for the waitress to take your credit card is annoying, and your clients will likewise become frustrated 
with a clunky, inefficient check-out experience. Contactless payment is a critical component to becoming a 
more efficient practice.  
 
CHARGE FOR VIRTUAL TIME 
Knowing how to charge for your virtual time is challenging, since you have been providing this service, in the 
form of telephone call-backs, for free. Although you know your time is important, how do you make this 
transition?  
If a client insists on speaking with a veterinarian, your staff can let them know that you have a few phone 
consultation slots available for the same day. For a fee (e.g., $25), you will call them back today, or they can be 
placed in your phone queue, which is approximately one week out. This option allows your clients to essentially 
“jump the line” for a small fee, or they can wait for you to call them when you get time. Schedule your 
consultation slots for 12:00, 12:15, 12:30 and 12:45 p.m. This trick will get you home on time for dinner, since 
you won’t have to stick around to return client phone calls at the end of a long day. 
 
 
DESIGNATE A VIRTUAL CLIENT CARE COORDINATOR 
As you incorporate more of these digital engagement strategies into your practice, you may want to consider 
appointing a team member as your digital client care coordinator. This person can handle all of your virtual 
tasks, and more, including: 

• Posting to social media 
• Engaging with clients on social media 
• Sending and replying to emails 
• Entering lab results  
• Managing post-visit surveys 
• Triaging patients via two-way chat 
• Submitting pharmacy requests from email, phone messages, and your app 
• Answering the phone 
• Making reminder calls 
• Managing team communications and inspiration 
• Reaching out to lapsed clients 
• Fielding Facebook Messenger messages 

This can easily be a remote position, unlimited by geography. Even if you hire a part time team member, having 
a virtual client care coordinator will provide an immense opportunity to further engage with your clients, which 
will translate to increased profitability. 
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Have you ever been in a team meeting that sucked? Or worse yet, hosted a team meeting that lacked 
engagement, motivation, and positive energy? With these tips, boring meetings will be a problem of the past. I’ll 
share the key factors for having a successful, engaging, positive team meeting, and address how to use 
technology to knock out the boring need-to-know stuff. 
 
PREPARATION DETERMINES OUTCOMES 
As a rule of thumb, a successful meeting requires a planning and preparation period that is at least twice as 
long as the planned meeting time. If you are planning an hour-long meeting, you can expect to put in at least 
two hours of preparation. In reality, most team meetings are thrown together at the last minute with one or two 
people in charge of a narrowly focused agenda. This tends to result in rabbit holes, complaining sessions, and 
limited take-aways.  
Also, the typical veterinary practice, like most businesses, has some rather boring, routine operational items 
that require team awareness and attention. Historically, these are turned into discussion and announcement 
items on the agenda, but there are technology tools to help make these communications more exciting, so your 
team will walk away with the information they need.  
 
IN-PERSON MEETINGS 
Make no mistake about it, team meetings—real, in-person, live meetings—are one of the single most valuable 
communication tools a practice can utilize. Or, at least they should be. They are mission control, the hub of the 
business lifeline. This is where important decisions are made to guide the business and impact patient care. It 
is where team motivation is re-ignited and everyone rides off into battle. Oh wait—I’m thinking of The Patriot 
starring Mel Gibson. But, isn’t this the real purpose of team meetings? Engage, inspire, activate. Before we talk 
about how to use technology to communicate outside of team meetings, let’s talk about how we can leverage 
the team meeting to its ultimate potential. 
The cost of a team meeting can be astronomical; therefore, it is vitally important that you devote adequate 
planning and preparation time to each meeting. To calculate the cost of your team meeting, take your team’s 
average hourly rate multiplied by the number of team members who will be in attendance. Now, double that 
number to account for payroll tax, health insurance, and paying unscheduled team members to attend. Next, 
calculate missed revenue from the appointments you will miss while the business is closed, and add this figure 
in. Divide this total amount by the total number of meeting minutes to get a ballpark figure of the cost per min to 
hold this little shindig. Shocked? Now, let’s talk about how to get the most out of your meeting. 
 
Pre-game plan 
During your planning and preparation, there are several key items you should consider: 

• Objectives — Every meeting must have a stated purpose and desired outcome. All too commonly, 
meetings lack a clear objective. Unfortunately, this leaves attendees wondering if the meeting pertains 
to them, and to what degree they should participate. And, if you fail to set ground rules, you can bet 
that your more vocal employees—who sometimes share the minority opinion—will dominate the 
meeting and drown out your shy team members. 
Bottom line: If you don’t have clear meeting objectives and desired outcomes, your meeting will likely 
be an expensive waste of time for everyone.  

• Ground rules — It is important to establish the rules of engagement for your meeting: 
Rule #1: Everyone must be on time—including, and most importantly, leadership. Remember 
the cost per minute you calculated? Starting your meeting 5 to 10 minutes late can cost you 
hundreds of dollars.  
Rule# 2: You must have a clear “no cell phone policy” for your meetings. Allowing your team 
to set their phones to “silent” may not be sufficient for many of us who are addicted to our 
devices. If there are team members who have kids, or specific situations that require them to 



be on emergency call, have someone on the leadership team monitor their device for them, or 
inform their family member to call the boss’s phone if there is an emergency during the 
meeting. 

• Agenda — A key ingredient to the pre-game plan is the agenda. Ideally the agenda should be 
published prior to the meeting so your guests know what to expect. This also allows guests who are a 
bit more contemplative time to collect their thoughts prior the meeting, which will lead to a more robust 
conversation. 

• Meeting length — Be sure to establish the meeting length ahead of time, and stick to it. This means 
you will need to allot a set amount of time to each agenda item to keep the meeting on track. If your 
team goes off on a 30-minute tangent related to the first agenda item, you’ll run out of time before 
addressing your entire list. An ideal meeting is one hour or less in length. The longer a meeting drags 
on, the less productive it becomes, because people get bored and restless, and become exponentially 
disengaged. It is more productive to hold two one-hour meetings instead of one two-hour meeting. 

• Guest list — Careful attention to the invite list will ensure that your meeting reaches maximum 
productivity. Does the entire agenda require all hands on deck to be present? If not, don’t shy away 
from a split meeting, where some guests come later, or leave after certain topics are discussed. 
Having idle bystanders listen to a conversation that has nothing to do with them will be unproductive, 
and costly to boot. 

 
Game on 
Start your meeting by sharing the purpose and desired outcomes with the attendees. Review the agenda, if 
needed. In-person meetings with real, live participants are held to discuss, debate, and possibly disagree on a 
topic, and robust discussion should be encouraged by the leader. However, it is important to establish rules of 
respectful discussion. Don’t allow one or two vocal team members to take over, while quieter employees 
hesitate to share their thoughts. Keep your meeting on time by holding to hard stops. Setting a timer to ensure 
conversation stops after the allotted amount of time is a great way to handle this. 
 
Post-game wrap-up 
Leave time at the end of your meeting to assign specific action items, ensuring you identify the responsible 
party, deliverable items, and due dates. To ensure your meetings stay up to snuff, have your employees rate 
each one on a scale of 1 to 10. Ask questions such as, “How efficient and productive was this meeting?” and 
“What would have made it a 10?” Have each person write down their rating on a piece of paper, or complete a 
short survey card, and drop it in a basket on their way out the door (while they collect their cell phones). 
 
TEAM COLLABORATION TOOLS 
Now that you have a clear understanding of how to host powerful team meetings that engage your team, let’s 
address the list of mundane operational tasks that you still need to get across to your team. Email is the 
absolute worst, old-school way to share this information. Why? There are many reasons email will fail:  

• Not everyone has an email account 
• People often fail to check their email on a regular basis 
• Emails can end up in the recipient’s spam box, never to be opened 
• Unreceived emails leave the door open on accountability 

Fortunately, recent technological advances provide affordable, accessible, and simple solutions. 
 
Chat boards 
Slack is one example of a fantastic tool that makes team communication easy. Slack can be accessed from a 
desktop, laptop, smartphone, or tablet, and messages can be one-on-one or parsed to a group. Recurrent 
group chats can be set up as “channels” for segments of your company like “Reception desk” or “Patient 
updates.” In addition to day-to-day communication, Slack can help a manager get the word out quickly about an 
operational update, like a backorder situation or the latest COVID protocol. 
 
Planning 
Trello is hands down my favorite technology tool when it comes to project management and mapping out your 
business goals. Practice tasks like organizing team meetings, inventory management, and employee 
performance evaluations can be set up with timers and checklists to help maximize output and minimize effort. 
 
Google Drive  



Looking for a place to store that new microscope protocol or video on how to clean the endoscope? Google 
Drive can save the day by providing access to your most up-to-date documents. Simply create a Drive and 
invite all of your team members, and they can access anything you store there. Google docs, sheets, and 
slides easily replace Microsoft Word, Excel, and PowerPoint. This is a great place to keep important resources, 
such as your employee handbook, so there’s no confusion about where to find them. 
 
Zoom 
Saving businesses all over the world during COVID, Zoom makes it possible for teams to come together when 
an in-person meeting is difficult. It’s a great way to hold doctor meetings or leadership meetings, and doesn’t 
require staff to leave their home on their day off. The free version caps meetings at 40 minutes, which is perfect 
to ensure meetings start and stop promptly. 
 
Team meetings and employee communication are the most important activities that will make or break your 
business. Using the right tools for the job will ensure success for you and your team. 
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Veterinary loyalty programs offer an amazing way to celebrate your clients all year long, but 
especially at the holidays. Here are 7 tips to building a loyalty program that will set your veterinary 
practice up for maximum success:  

#1: Remember your “why” 

If you don’t know why you are doing something, you are destined to fail. Make no mistake, the 
purpose of a loyalty program is simple: appreciation of the clients you have, influencing your clients 
to choose your practice for all their pet’s needs, and adding a little spice to persuade clients to 
accept the doctor’s recommendations for their pet. It’s a trifecta win:  

1. The client wins by unlocking rewards that help them save money. 
2. The practice wins by driving visits and purchases. 
3. Most importantly, the patient wins when their owner says yes to the veterinarian’s 

recommendations.  

We all know that if pet owners would only do everything we recommend, their pet would live their 
best and longest life. It’s our calling as veterinary professionals. The loyalty program helps get you a 
little bit closer to that end goal. 

 
#2: Be strategic 

It’s imperative that you give strategic thought to setting up your loyalty program, otherwise you will 
just be creating a fancy discount program. We all know the margin in veterinary medicine can’t 
support big discounts, especially if you are running under 10% EBIDTA. The key factor here is that 
all rewards drive more visits, not product purchases. When we drive more visits, we have the 
potential for higher-level service recommendations, like dental cleanings, lab work, and other 
important wellness treatments.  

One of the biggest mistakes I’ve seen over the years is using your loyalty program to drive more 
product purchases. 

Instead of “Buy 9 bags of food and get the 10th free,”  try “Buy 9 bags of food and get a 
complimentary wellness exam” to drive a larger invoice. 

#3: Keep it simple 

People get scared of new or “difficult” things, and can easily succumb to analysis paralysis and fail to 
engage. Keep your loyalty program simple to understand and attractive to participate in. In fact, my 
rule of thumb is that if you can’t explain your loyalty program in less than 30 seconds, it’s probably 
too complicated, and you should simplify. 

https://vet2pet.com/2018/03/is-a-loyalty-program-right-for-your-veterinary-practice/
https://vet2pet.com/2020/04/how-to-drive-business-and-stay-relevant-during-a-pandemic/
https://vet2pet.com/2020/02/your-loyal-followers-why-loyalty-programs-are-working-in-the-veterinary-industry/


#4: Be enthusiastic 

No matter what, make the most of your loyalty program by  bringing enthusiasm and excitement. 
This means when a client spends a lot of money at the practice and earns a large number of paws at 
once, make a big deal about it! Congratulate them and give a high-five right there when they see the 
paws light up on their app’s loyalty card. And be sure to give a big callout every time a reward is 
redeemed. I might even go so far as to suggest having a bell you ring at the front desk to celebrate. 
It is your opportunity to say, “Wow! We are so excited for you. This couldn’t happen to a nicer person 
or cuter pet. It’s one way for us to say we appreciate you.” 

#5: Change it up 

The same old loyalty program can get boring after a while, so spice things up by sending out 
notifications with new ways to earn a paw every month, or every other month. Your clients will be 
more invested in reaping rewards if there are novel methods to snatch up those precious paws. Pro 
tip: Add a bonus loyalty item focused on a wellness initiative, like microchips or the annual 
heartworm test. 

 
#6: Make sure the client has downloaded the app before checkout 

The magic will happen at checkout, so ensure your client knows that at the beginning of the visit. Not 
only will they have an opportunity to browse in the app and learn about other ways to rack up loyalty 
paws, like refer a friend or giving a review, they will be primed when the time comes to hand over the 
credit card. 

#7: Understand the neuroscience 

As veterinary professionals, we love the science, so let’s have a look at what exactly is happening 
and why this will work. Certain things trigger the reward center of the brain to release dopamine and 
oxytocin. These hormones are responsible for happiness, euphoria, and trust. There are a variety of 
triggers, such as eating, gambling, drugs, games, sex, and winning a prize. With a loyalty program, 
we are strategically pairing the activity of paying the invoice with the dopamine boost of having 
loyalty paws appear in your app, or, if you’re so lucky, getting to claim a reward previously earned 
during the checkout process. 

This is one of the most important points of a loyalty program: the timing. 
The paws or rewards need to be delivered within seconds of paying the invoice, otherwise the 
behavior won’t trigger the endorphin release, and your program will merely be a fancy way of 
discounting. I strongly advise against automating this because two things will happen: 

1. Purchases won’t be celebrated at the front desk, let alone discussed, so the client will not 
likely be influenced to make additional purchases at the time of sale. 

2. With the current technology integration with apps and practice management software, there 
is a significant delay in applying the loyalty paws in the app (usually 24 hours), which means 
there is minimal dopamine surge at the critical time of paying the invoice. In addition, many 
automated systems can’t detect if the invoice was paid or not, so, if anything, the client is 
getting rewarded for racking up the invoice instead of paying the invoice.  

Top reward paws 

https://vet2pet.com/2020/07/5-reasons-youll-love-vet2pets-new-virtual-payment/


Although you can fully customize your loyalty program, here are a few tried-and-true reward paws 
that work well for most practices: 

• 1 paw for every $100 spent per invoice — This reward helps increase ATC (average client 
transaction) by taking that $495 invoice to over $500 for an extra paw. Plus, it improves 
patient care by encouraging the purchasing of recommended dental care products, 
preventives, or supplements.  

• 5 paws for referring a friend (to referrer and referee) —Referrals are the best. By 
encouraging your clients to share the love, you will continue to build a strong client base.  

• 3 paws for reviewing the practice — Clients are rewarded for providing feedback on your 
practice. If their feedback is positive, they will automatically be encouraged to post online. 

• 3 paws for purchasing 12 months of prevention — This reward helps battle Chewy and other 
online vendors, and works well for cats and dogs. 

• 1 paw for placing your Rx refill order through the app — Overwhelmed with phone calls 
during COVID? Reduce phone calls with this reward. 

• 1 paw for completing a patient history form prior to arrival — Streamline your operations by 
offering this reward through automated appointment confirmation messaging with your online 
check-in forms. 

 
Top rewards 
When choosing rewards, opt for those that drive further service and revenue, except for the ever-
popular free nail trim. Here are some winners that practices have great success with: 

• $100 credit toward a future purchase (Cost = 20 paws) 
• $50 toward a dental cleaning (Cost = 10 paws) 
• Complimentary nail trim (Cost = 5 paws) 

Avoid loyalty program pitfalls 
There are a few pitfalls you need to watch for when building a successful loyalty program, including: 

• Reward ≠ free wellness exam — Clients don’t understand the monetary value of a wellness 
exam. Reward your clients with something that speaks to them: money.   

• Don’t make your clients beg — Your clients shouldn’t have to ask for their reward paws. 
They won’t feel like they’re winning, and will fail to experience that dopamine boost if they 
have to beg for paws. 

• Exclude no one — Don’t forget to reward all your clients, even those without your app.  

Don’t reward on the invoice amount — Instead, reward on the amount paid at time of checkout. No 
pay, no play. It is important to require full payment of the invoice at the time of checkout to 
participate in the loyalty program. Otherwise, get ready to open a can of worms from partial payment 
to the dreaded “I get paid on Friday” promise. 

Giving back to your community 
 

Since loyalty programs are all about giving and rewarding your clients for being awesome pet 
owners, get into the holiday spirit with your rewards. Here are a few of my favorites you can add to 
your reward list to perk up the giving mood all year long: 

• Allow clients to round up to your favorite charity to get to the next $100 mark — When your 
client is faced with that $495 invoice, but can round up to their next reward paw by donating 



$5 to your local animal shelter, they can’t say no. You can also start your own practice-run 
charity through the American Veterinary Medical Foundation (AVMF).  

• Give paws for client donations — Everyone gets a paw for contributing to Toys for Tots or 
Coats for Kids, or for donating non-perishable items to the shelter in town.  

• Give paws for showing your library card — This is a great way to encourage kids to read and 
use their local library. 

• Give paws for A’s — Support your community’s education by handing out a paw for every “A” 
on a report card. 

• Allow clients to donate their reward to a less fortunate client — You’d be surprised how much 
use this reward gets, especially around the holiday season when people are in a more giving 
mood.  

A solid loyalty program helps you take care of your existing clients, plus it helps you provide the best 
in patient care by teaming up with the pet owner and rewarding them for doing well. You can’t go 
wrong with your loyalty program, unless you make it all about anal glands.  

 

https://www.avmf.org/
https://vet2pet.com/2020/10/5-must-haves-to-provide-the-service-your-clients-want-and-the-care-your-patients-need/


PET OWNERS HAVE SPOKEN: YOU’RE DOING IT WRONG! CLIENT COMMUNICATION 
PREFERENCES FOR MEDICAL UPDATES 
 
 
PROVIDE MORE FREQUENT PATIENT UPDATES 
My 17-year old cat, Polly, recently needed I-131 treatment for hyperthyroidism, as she did not respond to 
methimazole therapy. I made the appointment at a referral hospital six hours away, and dropped her off for a 
six-day stay. During the drop-off, they let me know they would provide phone updates once a day for the first 
three days, and after that by request only. Did I want additional updates? Of course I did!  
 
When the first call came, I didn’t recognize the number and the call went to voice mail. The second day, I was 
in a meeting and missed the call. On the third day, I was ready, and finally got to speak with the person calling, 
who informed me Polly was doing well.  
 
As a pet owner, I wanted more, and I know I am not unique in that regard. I wanted to know if Polly was eating, 
and if she liked her neighbor. A photo of Polly resting comfortably would have been greatly appreciated.  So, I 
teamed up with two colleagues to survey more than 1,000 pet owners about veterinary patient updates. The 
study1 included four key questions. 
 
Question #1: How important are updates to you for your hospitalized pet? 
  
 
Question #2: What is your preferred method to receive updates about your pet? 
 
Key point: Ninety percent of patient updates are provided by phone, when this is actually the least efficient way 
to update clients about their pets. Only 51% of clients actually prefer to receive a phone call update, which 
means there is a great area of missed opportunity here.  
 
Question #3: How frequently would you want to be updated if your pet was hospitalized overnight? 
 
Frequency at which veterinarians actually update owners: 
Hourly: <1% 
Every 2 to 3 hours: <1% 
Every 4 to 6 hours: <1% 
Every 8 hours: 8% 
Every 12 hours: 48% 
Every 24 hours: 42% 
 
Key point: Pet owners want to be updated about their pets more frequently than they are, and with today’s 
technology, they know it’s possible. 
 
Question #4: How much would you be willing to pay for more frequent updates? 
 
Key point: More than half of pet owners are willing to pay a premium for more frequent updates. This is an 
opportunity to make clients happier, show them value, and strengthen your bond, while also increasing 
revenue. 
 
How will you provide more frequent patient updates? 
Obviously, more frequent updates provide a better experience for your clients, but how will you incorporate this 
into your practice? Here is my suggestion: 

• Make a sign for your front desk that says, “Would you like more updates during your pet’s stay?” and 
include instructions to download your hospital app. 

• Identify pets who are to receive more frequent updates. I use luggage tags (4imprint.com) that can be 
attached to the pet’s collar, kennel door, or treatment sheet that say “Somebody loves me. Like, a lot. 
Please send them updates about me in the app.” 

• Create a box for updates on the patient’s treatment sheet. 
• Send a personalized update with a few details (e.g., Bailey just ate her breakfast, I just changed Yogi’s 

bandage) every 4 to 6 hours. 



By keeping your clients in the loop, they are able to see the value in what you are doing for their pet during their 
hospitalization. 
 
 
 
1. Kogan, L, Shoenfeld, R, and Santi, S, Medical Updates and Appointment Confirmations: Pet Owners 
Perception of Current Practices and Preferences, Front Vet Sci 20 March 2019.  
 
 
 



 
THE 5 STEP PHARMACY PROGRAM: SUCCESS TIPS TO MAXIMIZING YOUR PHARMACY 
REVENUE IN A CHEWY WORLD 
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Refills, it's a problem. Why is it a problem? Let's think about the client experience for refills currently. 
What happens when a client wants to get a refill of medication or food from you?  
 
Clients have two choices. Most times they can either call the practice and get put on hold for a long 
time or they can walk into the clinic, which is super inconvenient to the staff. Now, if I'm a client and I 
happen to be at my lunch break and I walk in because I want to pick up a refill of my pet's medication 
it is most likely that the receptionist will say something like this to me, “Did you call ahead and make 
your request?”. This shaming behavior is something we do at the practice to scold our clients. Once 
the client gets past that and has placed their order, they have to wait for it to get approved. Then the 
client has to wait for it to get filled. And then pay.  
 
Clients are looking for a quick experience and currently they have to wait a lot when they choose 
their veterinarian to be the provider of their pet’s medication. Clients are used to Amazon 
experiences where they want to have a fast, efficient service. Everything at the clinic is a really slow 
and tedious process. And it's no surprise that online providers like Pet Med Express and Chewy 
have been able to slide in and improve on this experience.  
 
Step 1: Make ordering easy 
 
Most clients do not want to use their phone to make a phone call. They do not want to be limited to 
doing business with you only by calling or walking in. It is important to open up other avenues for 
clients to order medication. One of the most efficient ways to order product or food is from a 
practice’s mobile app. Clients can quickly place their refill request through the app. And when the 
incoming order is received, it can be processed. A push notification can be sent back to the client to 
let them know the order is ready for pickup.  
 
Step 2:  Make pickup easy 

I have a lot of friends that have kids and babies and they look like a lot of work, especially when 
you're in the car with them. If this was me, there is no way I would want to come into the clinic to pick 
up the medication after picking the kids up from school. It would be way easier for me to say no to 
that scene and go online. For this reason, be sure to have a pickup curb sign and allocate one of the 
spots in front of your clinic for mobile pickup. 

 

Step 3: Promote your own online store 

Many veterinarians have their own online store. That’s fantastic. I can’t think of a single reason not to 
have your own store. However, many veterinarians refrain from promoting their own online store 
because of the lower margin than purchasing on-site in the practice. The problem with this strategy 
is that clients will wind up on Pet Med Express or Chewy and instead of having a lower margin on a 
chronic medication, the practice will get nothing. It is important to promote your own online store 
before clients have a chance to find one on their own. 



 
Step 4: Forward refills 
 
The same approach the industry took to forward appointment booking in the early 2000’s can be 
applied in a similar fashion to medication refills. When prescribing a long-term product, before the 
client leaves, discuss the refill then (before day 59 of the 60-day prescription). Find out how your 
client would like to have their medication refilled, pick up at practice or shipped directly to home. The 
client will love this concierge approach and again, no reason for the client to start googling providers 
since it is already taken care of.  
 
Step 5: Automated refills 

Another perk of having your own branded online pharmacy is being able to set clients up for auto-
ship for chronic medications. This is such a helpful thing to set up for clients. It’s really a “set it and 
forget it” situation. And, because people take the path of least resistance, having this set up for them 
will give them one less reason to seek alternative solutions.  
 
 
In the end, it will be impossible to beat Chewy and Pet Med Express on price but don’t forget the 
power of convenient and personalized service.  
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