VETERINARY ECONOMICS

Ihe business of client and patieni care

Fruitful marketing

promotion or frivolous flop?

We received a promotion from a magazine that
allows us to send customized issues to our best
clients every quarter. It'll cost us $2.04 per year per
client. But if we send it to 1,000 clients, the cost
adds up. Will this promotion generate the type of
return we'd be looking for?

"Staying in frant of exsting dients snd reinforcing those rals-
tonships s impartant,” says Linda ".l'l.l':l.'m_'|'||,1-r foundar ancl presi-
deent of LW Marketwarks Inc, in Bloomfiold Hitls, Mich, “Butsais
miaamizng the rtum on any type of marketing imestmsnt,”

Wasche says to consider

= your marketing objestives and how the magazine sub-
seriplion contributes 1o achisving them,

= whether the customized magazine will heln il S A ]
and canneet with clicnts, ond

= whethar the magazing subscription will generate adsdi-
sional client visits.

"I your goal is 1o increase the number of
regasal chant visits: WL m'-;_;l'.l natk Ep_al_1h|3
retum you're SeEkng on this muestmant,”
shar sy, "In this cose, the 52000 imes
ik B Bt spant -:_:-;;l'.:l-gr,.l_il'-;_; weilh
your best clisnts in a more personal way,
Far escampde, you might segment vour bost
clients by typsz ool pet and hold special
cwents or programs teloned to paticular health ses.” Wasche
recornmendds testing your kleas with 3 small nember of diants
befere implementing them with a larger sagment, b
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