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How do | build an effective Web site for my practice?

Go beyond basics to build a clear identity for the practice, says Linda Wasche,
president of LW Marketworks Inc. in Bloomfield Hills, Mich. Many sites share
similar descriptions of facilities, staff credentials, and services. The more effective
sites create a specific platform for the practice. In order to enhance your Web site,
use the following plan:

While clients want to know about your practice's qualifications, they also want to

know what it would be like to have you as their veterinarian. Clients assume
technical competence. Use your Web site to show them how wonderful it will be
to have you take care of their pet.
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Page 1 of 2


http://veterinarybusiness.dvm360.com/vetec/author/authorInfo.jsp?id=34697

=1

What are you trying to achieve?
A'Web site can help a practice:

Build credibility Educate and inform clients Define and position your practice in the marketplace

) Who's your target audience?
é Tailor content and graphics to whe'll be eyeing your pages:

Current clients (include People who are new to the area Other veterinarians (explain how
educational iterns, and seeking a veterinarian or you handle referrals); medical-
additional services) those who are unhappy with their information seekers (short articles

current veterinarian could attract new clients)

What information, programs, and features will resonate with each group?
You can further tailor your content to appeal to specific interests based on:
|
| |
Dermographic groups Pet demographics (puppies or kittens, Special interests (travelers,
(seniors, families, singles) senior pets, specific breeds) outdoor enthusiasts)

C-:f% What perceptions do you want to create?

Q Many Web sites tell visitors what the practice wants them to know, but the best Web sites show rather

than tell. How the site locks and "talks” is often more important than what it says. Instead of saying that your
practice emphasizes preventive care, offer information on pet nutrition and wellness. Instead of saying that
you honor the human-animal bond, develop a special online quiz, "Understanding Your Pet's Personality,”

or create a memorial where clients can post pictures of deceased pets. Pay attention to your choice of:

Photos and illustrations (are Terminclogy (do you use Tone {are you friendly
you lighthearted or serious; "pet owner” or "pet guardian,” and cheerful or ne-nonsense
do you cater to a specific species?) “pet” or “companion”T) and prestigious?)

Contact Linda Wasche at lindaw@lwmarketworks.com or 248-253-0300. Read more articles by Linda

Wasche in Veterinary Economics at http://www.dvm360.com.
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