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Revenue Growth
Companion animal practice revenue for the 721 VHMA practices included in  
this month’s study showed growth of 8.3% from July, 2018 to July, 2019. At 
least part of this strong growth is due to the fact that July of 2019 has one more 
workday than July of 2018. Canine revenue growth was 8.3%, and feline revenue 
growth was 8.1%. Year-to-date growth for 2019 is 4.4%; which is a little higher 
than the 2018 growth of 3.4%. This growth continues to be slightly stronger  
than the overall growth seen in the US economy; the real US GDP growth was 
3.1% for the first quarter of 2019 and 2.1% in the second quarter. 

Patient Visits
Total unique patient visits for the same period, July, 2019 compared to  
July, 2018 increased by 3.1% with canine visits up by 3.4% and feline visits 
up by 1.8%.  As noted above, July of 2019 had one more workday in it  
compared to 2018, so a higher growth rate is not unexpected. Total visits  
for year to date 2019 are down by 0.3% compared to a 0.6% decline in  
2018. (Note that the term “visits” is defined as unique purchases of either 
products or services for an individual pet.)

    
New Client Growth
New client numbers in July, 2019 compared to July, 2018 declined 
by 6%; the year-to-date 2019 decline is 13.5% compared to a 12.6% 
decline for the full year of 2018. This continues to be a discouraging 
trend as these numbers have declined almost every month of the  
last four years. This month’s decline is lower than any other month in 
2019 but may be due to the extra workday in July, 2019 compared  
to July, 2018.           

Remember that the above figures represent averages across all the practices in the study; in order to understand what is going on  
in YOUR practice, you need to look not only at what your revenue growth was during these months (and going forward) but also  
at the drivers of growth in YOUR practice such as changes in invoices, visits, ATC, fee increases, new clients and client retention.  
This will give you the information to make intelligent decisions about where to focus your time and efforts to increase growth.

The Insider’s Insight Benchmark Report is published by the Veterinary Hospital Managers Association (VHMA) on a monthly basis. The report tracks  
several key economic indicators to determine how VHMA member practices are performing, as well as results from VHMA surveys on issues impacting 
the profession. There are over 700 VHMA member practices who regularly contribute key economic indicator data. Data is representative of companion 
animal practices only.
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         Adding New Services 
by Karen E. Felsted, CPA, MS, DVM, CVPM, CVA PantheraT Veterinary Management Consulting

continued on pg. 3

Increasing revenue has become harder in the last decade or 
so. Most practices are dealing with a pushback on the cost of 
veterinary care from pet owners, and therefore the large fee 
increases seen in the early 2000s are harder to implement 
than they used to be. And with the increase in the number of 
veterinarians and veterinary practices, competition for clients 
is also more difficult, particularly in areas in which the popula-
tion is not growing a great deal. Adding new services, however, 
remains an option—not only do new services allow a practice 
to generate more revenue from current clients, but it may also 
attract new clients who are looking for that particular service. 
This month’s survey questions covered this topic.

The first question in the survey asked: “In the next 12 months 
is your practice thinking about expanding your service 
offerings?”

As can be seen in the first chart, a large number of practices 
are considering this 
option to increase 
revenue.

The next question 
asked: “If yes, what 
services are you  
considering adding  
or expanding? (Check 
all that apply.)”

By far, extended hours 
was the most popular 
choice, although only 
36% of the respondents 
selected this answer. 
(We don’t know how 
many of the other 
practices may already 
offer extended hours.) 
Convenience continues 
to be an important 
issue for consumers  
in picking places to  
do business with and 
extended hours fits 
into that category.  
In spite of the contro-
versy and legal issues 
surrounding telemed-
icine, this was the 
second most popular 
choice with almost 
25% of the respon-
dents selecting this 
(25% is the combined 
figure for the two  
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telemedicine choices.)  
Two other conve-
nience items— 
online appointment 
booking and online 
pharmacy were also 
in the top group. 
And, not surprisingly 
given pet owner cost 
concerns, wellness 
plans and payment 
options were also 
two of the top areas 
practices were con-
sidering expanding 
services in.

Some of the services 
included in the 
“other” answers 
that weren’t already 
listed above were: 
physical therapy, 
stem cell therapy, 
rehab, acupuncture, 
wellness clinic 
annex, chiropractic 
care, and thermal 
imaging.

Practices are also 
considering stream-
lining operations by 
dropping services 
they currently offer. 
The next question 
asked: “In the next 12 months is your practice considering 
the total or partial discontinuation of any professional 
services? (Check all that apply.)

Most practices were not considering discontinuing services 
(only 27 out of the 153 who answered this question.)  
As can be seen above, the services most commonly 
selected were boarding, grooming, emergency services, 
and foods. The items mentioned in the “other” answers 
not included above were acupuncture and in-house 
pharmacy. A couple of respondents made a distinction 
about only dropping after-hours emergency services; 
they would continue to offer emergency care during 
normal business hours.

Offering new services often means acquiring new  
technology, and thus, the next question asked: “In the 
next 12 months is your practice considering acquisition 
of new technology?”

While almost 60% of the responding practices are  
considering adding new services, fewer are thinking 
about adding new technology.
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Digital radiography, Sedivue, and blood machines  
were the technologies least selected—perhaps because 
practices already have this equipment? The most  
frequently selected items were all about providing  
greater convenience to clients.

Technologies included in the “other” answers were:  
endoscopy, a new PIMS (practice information manage-
ment system), tablets that work with the PIMS for in-room 
and anesthesia monitoring use, MRI, and thermal imaging 
equipment.
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The next question expanded on the previous one and asked:  
“If yes, what new technology or equipment is your practice considering? (Check all that apply.)”
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The last question asked: “In the next 12 months is your 
practice considering outsourcing any medical processes 
and services you currently manage in-house? (Check  
all that apply.)

Only a few respondents answered yes to this question, 
but a variety of services were being considered for  
outsourcing with radiographic interpretation getting  
the most interest.
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Tips for Making a Success of New Services
Selecting a service that the team is convinced is good 
for pets and pet owners is just the beginning. This benefit 
may be in the form of improved pet care, increased 
client convenience, more value for the price of the 
service or a better client service experience and while 
the veterinary team must believe in the improvement 
so must the pet owner. And of course, not only must 
the pet owner believe the new service is worthwhile, 
they must be willing and able to pay for it. 

In addition to selecting the technology or designing 
the new program, focusing on the following can help 
ensure the practice will get the financial, pet care and 
operational results it wants from the change.

Check the reasonableness of your expectations
Most practices expect an increase in revenue and  
profits from the addition of a new service. A little financial  
analysis can help determine the pricing, service usage 
volume, and timeframe that will be necessary to 
achieve this. Some of the questions to ask as a part  
of this analysis are:

n	 What kinds of cases will benefit from this new  
 service? 

n	 What fees will be charged for the new service?

n	 If the new service isn’t one where fees will be  
 charged directly for, how will the practice benefit  
 financially?

n	 Are all the doctors and other team members  
 in the practice committed to the change? Are   
 they enthusiastic about educating clients?

n	 How will the doctors be trained in the usage of  
 any new equipment? 

n	 In addition to the initial purchase price, what other  
 costs will be incurred? Outside interpretation of  
 images, repairs and maintenance or service  
 contracts, wages for additional staff hours, etc.

n	 How will clients be educated as to the benefits   
 of the new service?

n	 How are we going to measure the effectiveness  
 of the new service?

Significant financial investments in new services may 
not result in increased profits in the short-run. A pay-back  
period analysis can help you understand when to 
expect profits, a break-even analysis can help you  
understand how many cases you will have to provide 
the service for before seeing any profits and including 
the expected new revenue and expenses in your budget 
can help understand the impact on cash flow and the 
timing of these changes.

Review your client communication and  
education strategies
Just talking to a client about a new (or any) service may  
not be enough. The words used are critical. Research  
shows that making a clear recommendation for a service 
(“Fluffy needs to have these dental x-rays done; I’m really 
concerned about these particular teeth.”) rather than a 
wishy-washy one (“It might be a good idea to take these 
x-rays.”) will have positive results in the number of clients 
who accept the service.

Train doctors and staff members to talk in a pet-owner 
friendly manner—not everyone naturally has good com-
munication skills, but these can be learned with just a 
little effort. In addition to talking to clients, remember that 
they need information in other formats as well. Develop 
client-friendly communication materials in multiple types 
of media--people take in information differently (hearing, 
reading, and seeing) so provide information in different 
formats--brochures, your website, podcasts, newsletters, 
reminders and through the use of posters and pictures.  
This applies to all services but is particularly important 
when debuting new ones.

Think through your pricing
Setting the price for a new service can be challenging. 

Fee references such as the AAHA Veterinary Fee Reference 
and information found in the Benchmarks 2017: A Study of 
Well-Managed Practices can give you an idea of what other 
practices charge but this shouldn’t be an absolute mandate 
for what your prices should be because they are not local  
in nature and there is no information about the intangible 
value provided in addition to providing the service. As 
much local research as possible should be done to under-
stand both the prices charged by other practices and the 
value those practices give to the pet owner in comparison 
with your practice.

Remember too that just charging what others charge may 
not be the most effective way to achieve high pet owner 
acceptance of the service and higher revenue and profits.

For example, charging a lower price may result in higher 
volume and consequently more profits. The practice needs 
to cover its costs but otherwise has a lot of flexibility in 
how it charges. Some services such as laser treatments can 
be packaged with a lower price per treatment offered for 
greater usage compared to just a single treatment.

Selecting the equipment or designing the new service is 
the fun part, but focusing on implementation as well will 
increase the likelihood of success.


