
A REMINDER  NOTICE WITH A PHOTO of 
an energetic dog romping with its human  pack 
might be a smile-inducing call to action for clients 
who see their pets as furry family members. But a 
straightforward e-alert about extended hours or 
bundled product promotions is more likely to get 
buy-in from a time-crunched pet owner who has 
a 60-hour  work week and a household with four 
pets.

Finding  out what’s top of mind for each client and 
using that information as the basis for in-offi ce 
conversations, online outreach and direct mail is 
more than just a feel-good exercise; it could be one 
of the most signifi cant new strategies for improv-
ing companion animal health, increasing customer 
loyalty and growing your practice value.

Know Your  Clients
“The future relationship between the client and the 
veterinary practice will depend on our ability to 
identify what motivates each individual to appreci-
ate, relate to and purchase the recommended vet-
erinary services for their pets,” Ken Rotondo, DVM, 
MBA, founding partner and president of Mind  
Genomics  Advisors, told attendees at Purchasing  
Services Inc.’s 2015 Business Symposium. “These 
motivators are not the same for each individual and 
often transcend classical demographic descriptions. 
Understanding the plurality of the veterinary client 
is critical to the health and well-being of the patient 
and the veterinary practice.”

There’s a lot of upside in learning which factors will 
make more clients say “yes” to your team’s recom-
mendations. “If you can get compliance up to
50%, pets get better care, more products and 
services are being sold, and the reminder  capture 
rate can grow by 2% to 4%,” says Rotondo. “In 
other industries, our case studies have demonstrat-
ed that matching  the message to the customer’s 
viewpoint can increase retail sales 10% to 18% over 
the short-term or grow the number of sales closed 
by 20% to 32%.  And, the best part is, those gains 
were achieved without  additional  investment  in 
new staff or equipment.”

Changing your clients’ minds starts with knowing 
exactly what’s on their minds, says Rotondo. Here 
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are fi ve ways to tap into the upside of customer 
compliance: 

1. Find out what’s important to each client.
That  will help you determine  what factors will 
make that pet owner say “yes” to a specifi c mes-
sage. It’s defi nitely a team effort. “Train your staff 
to ask a few key questions when fi rst-time  clients 
fi ll out their pet’s paperwork or the next time an 
existing client comes in for a visit.  You can also 
include those questions in your online appointment 
scheduler,” suggests Rotondo.

Mind  Genomics  has created a Viewpoint Iden-
tifi er® (VPI) tool that uses statistical analysis to 
formulate four to six questions that help defi ne the 
mindset of the individual client. By asking clients 
whether their must- haves are boarding facilities, a 
personalized experience or drop-off  options for 
pet care, the veterinary practice can better align its 
services to meet client demand  and tailor its com-
munication to their specifi c preferences.

It’s all about fi nding out why clients make purchas-
ing decisions. Rotondo notes that Mind Genomics  
may soon offer a service to help veterinary practic-
es identify client viewpoints, teach staff how to use 
that information and provide ongoing strategies for 
optimizing this data.

2. Group your clients into segments that share 
specifi c Goals. 
Mind Genomics classifi es clients under three um-
brella categories: those looking for veterinary re-
lationships (typically 43% of the client base); those 
seeking solutions that are time- and budget-con-
scious (40%) and those seeking convenience (17%).

3. Record client preferences. 
Based on the answers to the preference assess-
ment questions, make a note on each client’s re-
cord indicating  which segment best refl ects his or 

her viewpoint. Integrate that with your client data-
base or create a master Excel sheet with a column 
for each segment to make it easier for staff to send 
out customer-specifi c  reminders and e-marketing 
messages that speak directly to the individual pet 
owner’s preferences. “Train staff to customize their 
message to the client’s mindset at every communi-
cation touchpoint,”  advises Rotondo. That applies 
to in-offi ce conversations, e-outreach and even 
groups on your social-media  pages.

4. Send targeted messages. 
“Mind Genomics goes beyond simply crafting the 
message. We are also able to align the receiver of 
the message to the most appropriate  message,” 
says Rotondo. For example, a technology-loving pet 
owner faced with a decision on major surgery for 
his or her pet might act if team members explain 
that the practice has an easy, automated monthly 
payment plan. Have some fun with your messages. 
In reminder notices for clients who prize conve-
nience, mention  your “on-time record” as airlines 
do and your commitment to timely scheduling. 
Knowing that they’ll be seen promptly could be a 
major factor in whether they make the appoint-
ment. Customize promotions for each client seg-
ment.

5. Make this customized approach part of your 
practice’s culture. 
Set goals for each team member keep communica-
tion evolving.
“ When setting goals for team members, keep in 
mind that they each have a unique point of view,” 
advises Rotondo. “Your dog-hugging vet tech might 
be more enthusiastic  about this kind of change if 
you explain that it could mean more companion 
animals will get the care they need. For your multi- 
tasking receptionist,  you might  focus on how this 
new approach  will increase the effi ciency and 
effectiveness of client outreach.” 
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Veterinary practices already have access to a lot of data about 
who their target markets are—average age, average number of 
pets, average income, etc.  What they don’t have is information 
on what would make those individuals purchase their products 
and services. That’s where Mind Genomics® comes in.

“Mind Genomics works to sequence a consumer’s brain layer 
by layer to create a ‘template’ that predicts how they’ll feel 
about new products, services and messages,” says Ken Roton-
do, who founded Mind Genomics Advisors with experimental 
psychologist/ market research technology expert Howard 
Moskowitz. www.mindgenomics.com

Inside Mind Genomics

Veterinary Relationship 
Oriented

• Want commitment from 
veterinary team 
• Have a strong commitment 
to pets’ care 
• Feel each pet is like a child

How to Communicate:
Show dedication, personal 
attention, commitment to 
the pet and its position in the 
family.

Try three ways to communicate with different types of clients

Time- and Budget-
Conscious

• Seek value and affordability 
for their time and money
• Want complete and 
advanced service that is easily 
accessible and fi ts within their 
budget

How to Communicate:
Make aware of all payment 
and insurance plans.

Convenience 
Is Key

• Seek reliable, effi cient 
services that are easy to attain 
at their convenience
• Want prompt service with 
value and familiarity

How to Communicate:
Mention or emphasize 
convenience, availability and 
connectivity to the veterinary 
hospital and staff.


