
2012
RATE 
CARD

CONTENT
Focus is on knowledge transfer
that allows for effective 
marketing of veterinary 
services, featuring information
that can help to increase the
health and wellbeing of all 
animals from companion 
animals and sheep, to dairy 
and beef cattle, equine, pigs
and poultry... Vet Marketing
will focus on:

� marketing for vets – how 
to improve the customer 
relationship, how to market
your products and services
more effectively

� your brand image, your value
in the chain

� knowledge transfer – the 
science and technological 
information you need to offer
the best advice in the field
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Also online at www.vetmarketing.cc
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FOR 
PRACTISING

EQUINE
COMPANION &

LARGE ANIMAL

VETS

WHO ARE YOU?
WHAT DO YOU DO?
WHAT IS YOUR REPUTATION?
Got a plan?
Read our new training modules
pages 22-25, 38-39

What’s NEW?
�$ #�"����"*��&(%�+�*�(�, �-

.��'+ $����%#&�$ %$��" ,�)*%�!
&(%�+�*� $$%,�* %$)

�
�

�
�

�
�

FREQUENCY AND FORMAT x 4

Publication Dates:
Vet Marketing 2012 – 4 issues per annum

Issue Name Copy Date Publication Date
Spring 4th Feb 24th Feb
Summer 4th Apr 18th May
Autumn 29th Jul 17th Aug
Winter 21st Oct 16th Nov

Readership:
6,500 premises – small animal, equine, and principal large animal practices
in the UK, sent to named vets, and/or practice managers looking to market
their services more effectively

RATES
Rate Dimensions (width x height)

Coverwrap £ on application

FACTFILE * £3,000
Front cover – quarter 130 x 175mm £1,800

Back cover £2,300

Double page spread £3,500 (Supply as 2 single page PDFs)

Half DPS £1,800

A4 Full page £1,800 194 x 280mm type area

(Special positions 20% extra) 210 x 297mm trim

216 x 303mm bleed

1/4 strip horizontal £450 194 x 63mm 

Half page £900 194 x 132mm, or 95 x 273mm

Quarter page £450 95 x 132 mm

Inserts – single sheet A4 £1,800

Product monitor £200 per product

(image plus 25 words, up to 12 per page) 

* FACTFILE – four-page, full run, including print, holepunch and binding

Run-ons of factfiles are charged at £250 per thousand

CONTACT
For all sales enquiries, please contact
Katherine Openshaw 
on 01892 861667 or email
Katherine@ghpublishing.co.uk 
www.vetmarketing.cc

TELEPHONE  01892 861664

FOR INNOVATION
FOR HEALTH & WELLBEING
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VetMarketing

COMMITTED TO THE EFFECTIVE MARKETING & DISTRIBUTION OF ANIMAL MEDICINES IN THE UK

Also on-line at www.vetmarketing.cc

Knowledge transfer to increase health & wellbeing

AUTUMN 2011
QUARTERLY

FOR 
PRACTISING

EQUINE
COMPANION &

LARGE ANIMAL

VETS

ENGAGE WITH 
YOUR CUSTOMER
Discover how 
emotions drive value
What steps are you taking to understand 
their needs and wants?



EDITORIAL FEATURES LIST

www.farmbusiness.cc,  www.overthecounter.cc, www.vetmarketing.cc

SPRING
Worming and flea treatments – the importance 
of compliance;
Equine supplements – market potential;
Sweet itch – treatment and opportunities;
Antimicrobial use in cattle;
Pneumonia – new products;
Mastitis and productivity;
Customer loyalty and retention;
Microchipping;
Training Modules covering:
� Marketing
� PR Module

SUMMER
Specialist diets;
NSAIDs;
Dentistry;
Dealing with the farmer client;
Herd health plans;
Anthelmintic resistance in sheep;
Lameness;
Branding your practice;
Training Modules covering:
� Marketing
� PR Module

AUTUMN
Lameness;
Equine worming;
Dermatology;
Joints – pets and equine;
Dealing with the equine client;
Veterinary equipment;
Resistance – practical advice on buying stock;
Dry cow management;
Developing a website;
Training Modules covering:
� Marketing
� PR Module

WINTER
Osteoarthritis;
Dealing with the small animal client;
Wound care;
Ectoparasites;
Insurance advice;
Veterinary nurses – role and value;
Practice waiting room area – effective use of space;
Cocciodiosis in calves;
Supplements and minerals for livestock;
Cross contamination in surgery;
Training Modules covering:
� Marketing
� PR Module

For all sales enquiries, please contact Katherine Openshaw 
on 01892 861667 or email Katherine@ghpublishing.co.uk 
www.vetmarketing.cc

Technology
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INNOVATIVE 
SENSOR AIMS
TO SPEED UP FMD
DIAGNOSIS ON-SITE

The scourge of the farming industry,
foot-and-mouth disease (FMD) is an
acute infectious disease of cloven-
hooved animals that causes fever, fol-
lowed by the development of vesicles
in the foot, mouth, tongue and teats.
Caused by one of the most contagious
disease agents known, FMDV spreads
rapidly and can wreak havoc on trade
and transportation. It has caused some
devastating agricultural losses in the
UK, notably, the mass slaughter of mil-
lions of animals in 2001, most of
which were not actually infected, to
quickly eradicate the problem.

Clinical screening for FMD is time
consuming and labour-intensive,
necessitating the restraint of suspect
animals for a clinical examination fol-
lowed by a period of isolation while
waiting for laboratory tests to be con-
cluded. Indeed, one of the main prob-
lems hampering the diagnosis, control
and eradication e orts during the
2001 UK epidemic was the need for
veterinarians to inspect hundreds, or
in some cases thousands, of individ-
ual animals on suspected infected
premises. This was particularly
di cult as many animals were either
at an early stage of infection or were
not clinically a ected by the
OUK/2001 FMDV strain.

Effective control of FMD depends
on early identification, and the
prompt reporting of all suspected
cases. Delay allows the disease to get
a start that is very difficult to over-
take. An essential component to halt
the rapid spread of the disease is con-
tainment, so having the ability to
quickly assess the true scope of an

An innovative project to develop a prototype field-deployable bio-detection
system for the immediate diagnosis of foot and mouth disease is nearing
completion. Suzanne Callander reports

outbreak would offer huge benefits to
the farming industry.

An innovative sensor, developed by
Stratophase, a spinout company from
the University of Southampton, with
the help of an investment by the
Technology Strategy Board (TSB),
could offer a solution to this problem
in the future.

DETECTING FMD
Stratophase has been leading a consor-
tium with the aim of developing an
optical microchip sensor that is capa-
ble of detecting toxins, viruses and bac-
teria. One of the areas that is  being
studied is to create a detection system
for FMD, which will enable inspectors,
and in the future vets or farmers, to
quickly diagnose FMD at the farm,
reducing the possibility of false alarms
and unnecessary containment.

Dr Sam Watts of Stratophase,
explains: “The FMD project originated
from the issues associated with accu-
rately diagnosing FMD. Because many
of the physical symptoms are shared
with other conditions it has always
been important that the attending vet

“The ultimate aim is to have the 
vet in the field being capable 

of doing quick laboratory type 
measurements”

Educating the Customer
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While it’s impossible to go through a
day without hearing about new aus-
terity measures, pet owners who
believe in preventative healthcare, it
seems, are bucking the trend, with
significantly more visiting the vet at
least once a year in 2010 compared
to 2007.

Earlier this year, the National
Office of Animal Health (NOAH)
repeated its survey of 1,000 pet own-
ers, which was originally run in
20071. Conducted by Noesis, the
research covered both ‘preventer’
and ‘non-preventer’2 pet owners  and
sought to understand: awareness of
preventative medicine in cats and
dogs; how the decision is made as to
what areas of preventative medicine
are important and which to adopt;
what types of preventative medicine
are carried out and the reasons and
frequency of this behaviour as well
as the sources of information.

There were some surprising find-
ings. While it may seem impossible
to go through a day without hearing
about new austerity measures, pet
owners who believe in preventative
healthcare are bucking the trend,
with significantly more (84%) visit-
ing the vet at least once a year in
2010 compared to 2007 (78%).
What’s more, 44% have increased
their spend on their pets in the last
year with only a very small number
(5%) decreasing it. There has also
been a significant increase in the
number of dogs insured by this group
since 2007, which now stands at
55% compared to 41% in 2007. In
addition, preventers are visiting a pet
shop more often than non-preventers
with nearly two thirds (61%) of pre-
venters visiting at least once a month
compared to 36% of non-preventers,
a figure that has decreased from 43%
in 2007.

Looking at specific preventative
treatments, attitudes to vaccination
had not changed between the 2007
and 2010 surveys, with preventers

A recent survey by NOAH to understand owner awareness of preventative medicine in
cats and dogs revealed an increase in vet visits despite financial cutbacks elsewhere

HOW TO CHANGE
THE PET OWNER'S
MINDSET

Module 2 Building a Brand

22 VM Summer 2011 www.vetmarketing.cc

When you are running a small to medium-sized
enterprise offering a professional service it’s
tempting to think that branding is not for
you. Tempting, but terribly mistaken.
For one thing, branding is not an activ-
ity confined to the big providers of
goods such as cars and soap powders.
And for another, you already have a
brand. Your name is a brand. And per-
haps unbeknown to you it already con-
veys an impression of you and your
business in the minds of your clients.

So, it makes sense to turn this intangible
property into a business asset, in other words to
build your brand. In doing so, you will convey to
clients, existing and potential, what your business stands for
and why they should trust you. Though it may seem incred-
ible to the uninitiated, a brand is arguably the most valuable
property an organisation can own. Its potency lies in its abil-
ity to insinuate itself into the minds of customers. A brand is
a bundle of feelings and
perceptions about image,
quality, reliability, and
trust.

This last is the most
important because it comes
close to defining what a
brand is. A brand is a prom-
ise of value. When cus-
tomers think of your brand
it creates expectations. It
reinforces a belief that
there is no other business
quite the same as yours. Nor is it fanciful to
suggest that a strong brand can create an
emotional attachment to your business that
is invaluable in protecting your market share.

If all the above implies that a brand is
something little short of magical, it’s time to
correct that impression. A strong brand is no
more or less than a faithful reflection of what
your business truthfully is. Just as a jury can
sniff out a fraud, a customer soon knows
whether or not your brand delivers on its
promise.

It follows that the first stage in building a brand – the
foundation on which everything else is constructed – is to
define what your business stands for. You might, for
instance, decide that your operation is summed up as ‘Your
Friendly Neighbourhood Vet’. Nothing wrong with that, but
you must make it credible. Remember, a brand is a promise,
not an empty slogan. Is your practice truly welcoming and
friendly? Does everyone in the organisation from top to bot-
tom understand the importance and significance of that
promise and, more important, know how to deliver it?

Marketers talk about a brand’s ‘touchpoints’, the various
contacts that customers make with an organisation. These

can be through products, packaging, brochures,
price, after-sales service and so on. However,

with a service organisation such as a veteri-
nary practice, the touchpoints are almost
entirely confined to the interaction with
your staff.

Branding a service presents different
challenges from branding goods. Though
many vets do sell products they are ancil-
lary to the main function of treating ani-

mals, and, let’s face it, one competent
trained vet will provide treatment much like

another. So, instead of striving to be different
in the service you provide, concentrate on the

essence of marketing, which is to provide complete
customer satisfaction.

Dr Leonard Berry, an American professor of marketing,
says branding plays a special role in service companies
because strong brands increase customers’ trust of the invis-
ible purchase. “Strong brands are the surrogates when the

company offers no fabric to
touch, no trousers to try on, no
water melons or apples to scru-
tinise, no automobile to test
drive.”

One definition of a brand is a
‘name, term, sign, symbol or
design, or a combination of
them, which is intended to
identify the goods and services
of one seller or group of sellers
and to differentiate them from
their competitors’.

Good though that description may be it per-
haps places too much emphasis on the exter-
nal, visible components of a brand – the logo,
the corporate identity and all that entails in
terms of typefaces, letterheads colour schemes,
uniforms and so on. While all those things play
a part in creating and reinforcing an organisa-
tion’s image and should not be underesti-
mated, they are no more than the outward
shell. What really matters is the kernel and for
a service organisation the standard bearers of
your brand are your people. They are the

ambassadors of your brand. Their every client interaction
should deliver the promise as intended.

So, in summary the key steps in building a brand are first,
to ask yourself what exactly it is that you are selling. In the
case of a veterinary practice, the answer might seem sim-
ple. You are caring for the health of animals. But dig a little
deeper and you will find you are ‘selling’ much more than
that. You are providing a warm welcome, emotional com-
fort, reassurance, helpful advice, after-care service and so
on. You are doing all that in a clean, airy, comfortable and
pleasant environment. And you are doing it through smart,
pleasant and caring staff.

By Iain Murray

CPD training in association with Elanco Animal Health

Building a brand

in association with Elan
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“Your name is a brand. And
perhaps unbeknown to you it

already conveys an impression
of you and your business in
the minds of your clients”

What is the answer?
Therefore, the answer to the
question ‘what is it that you
are selling?’ is a complete
customer experience. An
experience, moreover, that is
consistent, reliable and
repeated again and again
with every new customer.
And if, for example, you were
to follow up each customer
experience by sending him or
her a short note thanking
them for their business,
expressing continuing inter-
est in the welfare of their pet
(which you would mention by
name) and inviting them to
contact you with any con-
cerns they might have, you
would be well on the way to
building a brand.

SUMMARY

A brand is the 
embodiment of what
you deliver – your
brand is your promise

Internal marketing
Further stages in brand devel-
opment focus on reinforcing
its strengths. This is achieved
by the Janus-like approach of
looking both outward and
inward. Since the brand is a
promise of value and quality,
it is essential to be aware at
all times of what your cus-
tomers expect from you and
to tailor your delivery accord-
ingly. This requires the organi-
sation to look out at its poten-
tial customer base and see
what it can do to make itself
more relevant to that market-
place. The inward part of the
process – sometimes called
internal marketing – is making
sure that everyone in your
business understands the
brand’s message and knows
how to deliver it.

Brand success.
Building a brand is not some-
thing that happens overnight,
it takes time and investment.
But the rewards are well
worth the effort. A brand will
establish and strengthen your
market position. It will create
and reinforce awareness of
your business and the service
it offers. It will establish a
cohesive cooperative culture
within the business. And –
never forget the bottom line –
it will grow your revenue.

SUMMARY

A brand reinforces the
awareness of your
business proposition

Building a Brand  Module 2
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Step 1 Step 2 Step 3 Comment

All that said, it’s not
really you that will
build your brand, it’s
your customers. It’s
through their loyalty
and their word-of-
mouth recommenda-
tions that your 
reputation, which is
another word for
brand, will flourish
and grow.

Look out for our
Q&A training 
session in our
Winter edition.
Complete the 

questions from all
our training module
series. Test yourself

with our Q&A on 
page 67

?

 Grove House Publishing, Hendal Oast, Hendal Farm, Groombridge, Kent TN3 9NU


