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THEY WILL COME

The key to attracting a crowd: Knowing what your clients want
and raising your level of service to meet their needs.
Then you can tap marketing tactics to spread the word.

BY JESSICA HARPER, MANAGING EDITOR

EFFECTIVE MARKETING FOCLUSES
Gy clitnls, not on your pracies,
S0t develop marketing stralegies that
work, you el o kisow how exdstng
and potential ellonls peresive your
|;|n|l;l.h'.r., wihat Llu-j' wal from a veleri-
narian. and what Gctors they consider
when choosing a practitioner. Then
and onky then can you Wwirn your think-
ing o the weties Ut you'll use—such
as wlephono-direeory wdverising and
event sponsorships—to el the com-
erieniny st you oflor,

“Your wouldnt treal a patient bafore
doing a0 exam and performing neces-
sary iismmosties.” savs Linda Wasche,
founder and presidont of LW Markot-
works [ne. in Bloomfield Hils, bich.
*Hunning an ad before yon*ve done tha

background rosearch is like saying,
Lo’ try this snithiotic’ befor you'wa
el oot FAM” Plus, whin you ko
what message o sand o cllenls and
how Dt b0 Foach them, e doecilons
abhoasi where to spend marketing dol-
lars berome mich easion

I yo put off marketing cffors, the
cosls may be one excuso you o, Yl
vou dan’l need 1o spend an sxorbiinnt
anouinl, says Wascha, Your Budget will
depond o what yoo want to nchievn,

I you"ve sei your sighls on agsres-
sive growth, then vou'll b kaoking at
higher price tag 1o accomplish your
poaks. Hutt if you st want to steeagthen
your practice, you can get away with a
stnallor lwestment, she says

Mot having enough tima o think

through your approach is another
comman sxcikss for giving your mar-
keting strategy short shrift, savs Re-
becca Hard, an socradited puldic rela-
tions professional and co-founder of
TheVetZone com. “Hast like any area in
life, vou make tima for what's impor-
tant to you,” she says.

Wasche agrees that making time for
marketing i warth the effort. “Profies-
sinnals, whether thay're physicians, at-
lorneys, ofF vilerinirions, think that
because they run an outstanding prac-
tice and they're great at what tey do,
poople will come,” she says. “Bul your
clicnl can’t svaluale the quality of that
sumgery you performaed. Chents decide
whether they'll work with you based
on other factors,” &
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rescus orpanteation, o somiowhen okse
bo ind you? Wha do they talk o¥

4. Buikd a murknting sirningy, ap-
plying the data you've gathared o
reach more potantinl cllents, For axmn-
plo, did most of your ehomta And you
Wirnugh rofereals? I o, think alsut
b you could ponerate more pofirrals,

Yes, thoso steps will take work, sy
Wische, Bt just as you would with o
pistient, you must focis o gt
before you move (o & Eeatment plin.
Then you can move on b U tetiesl
azpects of marketing Usal mosd jeoople
are: FamndBar with.

The pood pees: N you're practicing
high-guality medicine, you've alroady
started markeling your servichs, siys
Dr. Bellavance. “When you 1alk 1o
clients aboul what's bost for thelr
horse, your recommendation wsually
involyves proventive medicinn and ding-
nostic work,” sho snys. "Infarming
clients about thoso troatmaents nnd
iests B onne way of marketing the sarv-
foes you offer”

Underutilized tools to try

When you broaden your marketing ap-
proach, you need to chooss the specilic
tactics that best it your nesds. Tha fol-
lewing strategies could be uwsofial, and
they tend w0 be undenulized by cquine
practitioners. (See “Oplions for Your
Markctiog Plan™ at www. vecon.com

Just as you would with a
patient, you must focus on
diagnostics before you move
to a treatment plan. Then
you can move on to tactical
marketing techniques.

for a mone complete list of stratepie. )

> Weib sile. “Even practiifoners wihae
currently maintzin Web sites aren”
using lhem W their il potontial ™ Dr
Bellavance says. Tho you provide client
educalion materials online? Do yau
olfer clients online pharmacy options?
“These tonls save clients dme,” she
snyi. “And you can start a Web siie
casily, and affordably. | know soime
practices poy only $25% 8 month Tor
Testingg, With all the Web =ite progeains
andl servicos available, vou just neesd (&
know how ko bype o pet staried.”

= (icnil vducation seminars, “Col-
Lilspraking: with your collegprues semwls
i strong massage te cdients about your
professionalism,™ Dr Bellovanes snys.
She suppests working with a group of
local or regional equine practidoners
o offer educational seminars to the
conmity. You could even tap supphi-
iors o set if they™d be willing to spon-

Nudge clients to spread the word

Feferrals are the best way 1o gain reew dlients, But the idea of asking for & re-
farral outright laaves most practitioners squirming, Remember, though, sas
Rebacca Hart, an accredited public relations professicnal, “Hyeu're provid-
ing good service, paople will ba happy 1o refar othars to youw.™ Try these four
sirategies o improve your referal business, and watdh your efforts grove

1. 5tart a spraadsheet that irecks cients who refar you and whye

2, Leave a faw exira busingss cards with clients or the bam manager.

3. Pring this statement on an invalce; "W you're hapoy, please tell others.

H you aran', ploase tell wa”

4, Taka the time 1o prepare handwritten thank-you notes for every chent

who sends you a referral
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saf i seminar, sho says.

= RAoferrals. Asking for referrals
mighi feel & linle stramge ai Grst, says
Hart, bat word-of-mouth recomenen-
iations am your most powerful adver-
tisang toal, And you doa’t need to shell
ot & lot of money to ged staried. (Ses
“Nuslygn Clienis o Spread ihe Word ")

Wasche agress. “II you're really
msirkoding right, you'll see growih from
rifarrals, I you can distinguish your
prasice oo way that plenses clienis,
Uiyl posfior tedr frisauds b yon”

A suceessiul campaign
*Ihar bost marketing campaigns con-
sistently bring in the new clients you
nieEd o sustnin the practles,” says
Hurt. “S5o Opurs oot how many new
clinnis you noed—then find the most
evsi-cifortive methods to reach them ™
e caution: You shooldn't expect
in hit on the best method uplront.
“Gencrally, practices eed to rack e
spianes to o variety of siratepiss lor
aboul o year io identify the most epo-
nomical ways o bring client to the
door,” she says. In fact, thinking oo
sliorl=tarm—ihan petting frusirataed
windd doing nothilng—is praciitioners’
hilgpost markoting mistake, sl says.
Evpntunlly, you'll kit your numbars.
Bt lon't sop twero. *Morkoting is a
nevor-ending process,” says Wasche.
“You need 10 stay focused on what
hasrsn dwwniers ane oking for because
ellents’ needs and market dynamics
change over lime.” B



