






































Professional conferences enhance knowledge, build 
relationships and offer opportunities for sharing expertise. 

By Katie Navarra C
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Making the Most
of Industry Events
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Registration, check. 
Flights, booked. Hotel, 
reservations con� rmed. 
You know there is a 
plethora of information 

that will be presented at the conference 
you are about to attend, but are you re-
ally getting everything out of that time 
away from work?

Conferences and workshops reveal 
findings from cutting-edge research, 
provide updates regarding traditional 
veterinary medicine and offer busi-
ness advice. Ultimately, educational 

events deliver tips and strategies to 
apply in your practice. In addition to 
training, industry events are the per-
fect place to network, build relation-
ships and establish your credibility 
within the field.

Industry events can be expensive, 
so it’s important to maximize your 
experience. Once you’ve committed to 
attending an event, it’s time to strate-
gize how to make the most of a one-day 
or multi-day event. Our experts o� er 
advice for � rst-time and experienced 
participants alike.

Maximize Education Sessions
Knowledge is the prime goal for most 
event attendees. Learning about the 
latest advances in veterinary practices 
is important to treating your patients 
back home. Larger educational events 
o� er multiple workshops at the same 
time throughout the day. Deciding 
which sessions are the best � t for your 
practice and personal development ob-
jectives is crucial to leaving satis� ed.

“Create a daily schedule prior to your 
� rst day of arrival,” said Diane Lallman, 
senior account executive at Fern Expo 
in North Carolina. 

Accomplish this by obtaining the 
daily session schedule, as well as the 
expo/trade show schedule and exhib-
itor list, as early as they’re available. 
Visit the event website for a preview of 
session topics and presenters. Larger 
events o� er dozens, if not hundreds, of 
di� erent sessions over several days. It 
can be daunting to decide which ses-
sions to attend. Read and consider the 
options before arriving on site to make 
the event less overwhelming.

“If your main focus is to attend 
sessions and the expo is secondary, add 
to your daily schedule the sessions you 
want to attend and their times. � is will 
allow you to see how much time you 
have available to visit the exhibit � oor,” 
recommended Lallman.

Find out ahead of time whether 
the event organizers o� er an app for 
phones or tablets. When an event hosts 
an app, these include the most updated 
schedule information. � ese platforms 
typically include functions for plan-
ning a daily schedule, downloading 
presentation materials and space for 
taking notes. 

Heidi Longton is a Meeting Profes-
sionals International (MPI)-accredited 
trainer and board facilitator who o� ers 
advice for maximizing learning objec-
tives once on site.

“Listen to the questions, challeng-
es and issues that arise from other 

Plan your schedule 
ahead of the con-
vention in order to 
give yourself time for 
education and net-
working.
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attendees. Listen to the solutions, 
especially those presented by other at-
tendees,” Longton said. “You will likely 
walk away with ‘best practices’ from 
those who have encountered the very 
same hurdles.”

At the end of each workshop, note 
the speaker’s name and contact infor-
mation. � ere might be a time in the 
future when you will need that person’s 
expertise, Longton advised. 

Network Like a Pro
Networking is typically tied with learn-
ing as the prime objective for attending 
industry events. For some people, the 
thought of interacting with a room full 
of strangers is distressing. Even for indi-
viduals who appear at ease, striking up 
conversations can feel uncomfortable. 
But it’s a necessity for discovering alter-
native approaches to patient treatment 
and career advancement. 

If you feel anxious about networking, 
you’re not alone. Research shows that 
networking elicits negative feelings, a 
sense of exploitation and sel� shness. 

“People feel like they are extracting 
something from someone else,” said 
Tiziana Casciaro, an associate profes-
sor of organizational behavior at the 
University of Toronto Rotman School of 
Business and Management and the Jim 
Fisher professor of leadership develop-
ment at the University of Toronto. 

� at feeling is in direct con� ict with 
moral standards that teach people that 
they should be giving rather than receiv-
ing, she said. Morality is a self-concept 
that is related to authenticity. During the 
networking process, people tend to per-
ceive themselves di� erently—as not truly 
themselves. It’s an internal psychological 
process. In reality, the other person is 
not judging you that way.

“Study a� er study reveals that people 
feel sel� sh and develop a sense of dirti-
ness or moral impurity,” she said.

Interestingly, that feeling is limited 
to professional networking. Social net-

working that is done to make friends 
doesn’t have the same connotation, 
because there is a perceived mutual 
bene� t.

In a Harvard Business Review article 
co-written by Casciaro, Francesca Gino 
(a professor at Harvard Business School) 
and Maryam Kouchaki (assistant 
professor of management and organiza-
tions at Kellogg School of Management, 
Northwestern University) shared the 
results of an experiment.

� e team asked 306 adults to write 
about times when they engaged either 
in networking for professional ad-
vancement or in social networking to 
make friends.

Casciaro explained that participants 
were asked to complete word fragments, 
such as W _ _ H, S H _ _ E R, and S _ _ P.

“Participants who had recalled pro-
fessional networking wrote “WASH,” 
“SHOWER,” and “SOAP”—words 
associated with cleanliness—twice as 
frequently as those who had recalled so-
cial networking, who more o� en wrote 
neutral words such as “WISH,” “SHAK-
ER,” and “STEP,” she said.

Most participants viewed networking 

to socialize and make friends as posi-
tive. � ey saw networking to enhance 
their careers as distinctly negative. � eir 
negativity was not simply dislike or dis-
comfort. It was a deeper feeling of moral 
contamination and inauthenticity.

� e good news is that this a mindset 
and is totally under your control. Cas-
ciaro o� ers suggestions for shi� ing your 
outlook to make the most of the any 
networking situation.

Be spontaneous. Rather than tar-
geting the individuals with whom you 
want to talk and seeking them out or 
uncomfortably waiting for a turn to 
speak with them, look for unstructured 
opportunities to interact. Casciaro 
recalls a particularly dreadful event as 
a doctorate student. � e goal for her 
and all the students attending was to be 
visible to the “big shark” in the room. 
She recalled waiting in a line and feeling 
awkward the entire time.

“It was terrible and I told myself I’d 
never do that again,” she said.

Now, when at industry events, she 
sits in the hotel lobby or other common 
gathering areas and is more accessible. 
People can easily approach her and say 
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If possible, get contact information from speakers and others in atten-
dance in case you want to get in touch with them in the future.

IS
TO

C
K

P
H

O
TO

S
.C

O
M

FINAL EQM-1711-INDUSTRY EVENTS Networking v6.indd   22 10/6/17   8:51 AM





















EquiManagement.com32  EquiManagement  November/December  2017

Imagine how much less conflict 
would arise if you could antici-
pate reactions before they occur 
and manage them with ease. 
Personality influences every 

aspect of life. It guides an individual’s 
job choices, personal relationships, shop-
ping decisions and more. Personality 
influences how a person communicates, 
reacts to change and interacts with oth-
ers. Different preferences for receiving 
and processing information can create 

misunderstanding and conflict. 
There are multiple traits and natural 

tendencies that contribute to a per-
son’s personality. One characteristic 
isn’t better than another. Having an 
understanding of these inborn prefer-
ences, including your own, enhances 
relationships and reduces conflict. 
Since people spend more time at work 
than at home with family or friends, 
it’s important to nurture an amicable 
workplace environment. 

A harmonious workplace makes the 
long hours enjoyable for the practice 
owner and employees. It also enhances 
employee retention. Skilled, conscien-
tious employees are in high demand 
and can find work elsewhere. Employee 
turnover interrupts the workflow and 
it’s expensive to onboard new staff. 

“Creating a culture that recognizes 
the value of differing personalities and 
strives to minimize conflict helps a busi-
ness hold onto valuable employees,” said 

Understanding how different personalities process information  
and make decisions can improve the harmony in your workplace.

By Katie Navarra
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Personality Plus

Your team will consist of different per-
sonality types, which can be positive 
for business if you understand how to 
communicate with each type.
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Christine Allard, associate director of the 
Archer Center for leadership develop-
ment at Rensselaer Polytechnic Institute.

A hostile work environment impacts 
more than the employees. “An unhap-
py workplace transfers to clients and 
horses,” Allard said. “People get good 
customer service from happy people.” 

Social media makes it easy for dissat-
is� ed customers to share their experi-
ences. Poor customer service elicits the 
most reaction. 

� ere are several tools for discovering 
and understanding how people process 
information and interactions. A Google 
search for “personality in the work-
place” yields thousands of articles and 
books on the topic. � is article will fo-
cus on a self-report questionnaire called 
the Myers-Briggs Type Indicator (MBTI; 
more information can be found at 
Myers-Briggs.org). 

Understanding 
Personality Type
� e Myers-Briggs Type Indicator 
provides insights into people’s natural 
tendencies for using their minds. In the 
sixth edition of Introduction to Type, 
Isabel Briggs Myers explained that 
MBTI is based on Swiss psychiatrist 
Carl G. Jung’s observations: “Jung 
concluded that di� erences in behavior 
result from people’s inborn tendencies 
to use their minds in di� erent ways. 
As people act on these tendencies, they 
develop patterns of behaviors.”

Jung’s theory de� nes patterns of be-
havior or “types.” His research de� ned 
the way people take in information, or-
ganize information to form conclusions 
and how they focus their energy. Isabel 
Myers Briggs and her mother, Katharine 
Briggs, developed the MBTI inventory 
from Jung’s theory. � e result is a set of 
preferences that can help people better 
understand their own and others’ be-
haviors, decisions and reactions.  

“� e Myers-Briggs is one tool to help 
understand yourself, coworkers and 

employees,” Allard said. “� e voluntary 
self-assessment helps create a common 
language.”

� e MBTI questionnaire reveals a 
person’s inborn tendencies for four 
main categories:
•  where people prefer to focus their 

attention and get energy 
•  the way they prefer to take in infor-

mation 
•  the way they prefer to make decisions 
•  how they orient themselves to the ex-

ternal world—with a judging process 
or a perceiving process.
Each category has a corresponding 

pair of classi� cations: 
• Extraversion vs. Introversion (E or I)
• Sensing vs. Intuition (S or I)
• � inking vs. Feeling (T or F)
• Judging vs. Perceiving (J or P)

� e results provide a four-letter 
combination that describes fundamental 

mental patterns. � e MBTI inventory is 
available online. Trained facilitators can 
also administer and assist in understand-
ing the results. Leadership development 
programs at colleges and universities or 
perhaps your local chamber of commerce 
o�  ce are good places to start. 

� e important thing to remember is 
that one trait is not right or wrong; it’s 
simply a di� erent approach to life.

Personality Type in Action
“� ese kinds of things cause the biggest 
issues in the workplace, more so than 
a lack of technical or scienti� c knowl-
edge,” Allard said, referring to personal-
ity con� icts. 

� e � rst pair of letters in the MBTI 
analysis describes how a person feels 
energized, which is known as Extraver-
sion or Introversion and is represented 
by E or I. � is descriptor does not mean 

EquiManagement.com34  EquiManagement  November/December  2017

A harmonous workplace makes the long hours enjoyable for the practice 
owner, employees and clients.
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a person is outgoing or shy. Instead, it 
explains if a person is invigorated by 
interacting with others or having time 
alone. Allard is an I, while her boss 
is an E. Allard finds it exhausting to 
be “on” all the time, whereas her boss 
thrives in that setting.

“I need my space to recharge. Some-
times it’s exhausting to be out there 
all the time,” Allard said. “It’s a give 
and take where we both recognize and 
understand our differences.”

The second pair of letters in the 
MBTI analysis is Sensing vs. Intu-
ition—S or N. This dichotomy illus-
trates the different ways people take 
in information. The S preference 
approaches things from a big picture 
perspective. The N preference focuses 
on step-by-step details. 

When Allard leads MBTI work-
shops, she groups S and N participants 
together. She places an apple in front of 
each group and asks them to describe it. 
Then each group shares its analysis. The 
S group provides factual observations. 
They will say it is red, two inches in di-
ameter, that it has green specks, a stem 
and bruises, she said. The N group will 
have discussions about how the apple 
reminds them of picking apples with 
a grandparent, baking pies and other 
tangential topics.

“If you listen in, you will think the Ns 
are off task,” she said. “They aren’t. They 
simply process the information in front 
of them differently.”

The third pair of letters in the MBTI 
is Thinking vs. Feeling, T or F. This 
describes how people make decisions. 
Those who have a preference for T tend 
to be analytical and use cause-and-
effect reasoning. Individuals with an 
inclination for F assess the impacts of 
decisions on the people involved and 
strive for harmony. 

In training events, Allard uses the 
story of a medal-winning gymnast to 
highlight this contrast. A 16-year-old 
gymnast wins gold at the Olympics but 

fails the drug test. The gymnast tests 
positive for a banned substance. Allard 
groups Ts and Fs. She asks the groups 
to decide if they should take away the 
medal or award it to the girl. 

The T group decides to take away the 
medal based on the rationale that the 
rules are the rules. The young gym-
nast knew and violated the rules and 
therefore should not be rewarded. The F 
group treats each person as an individ-
ual in the situation. The rationale might 
be that the gymnast is young and trust-
ed her coach and that the coach should 
have known better. The same group 
will also consider how the fourth-place 
finisher would feel knowing that the 
gold medalist won because of an unfair 
advantage. In the end, this group will 
still come to the same decision as the T 
group and take away the medal.

“They come to the same conclusion, 
but the rationale is different,” she said.

In an office environment, Allard uses 
tardiness as an example. A boss with a 
T preference might decide to dock an 
employee’s pay who arrives late to work 
three times in a week. That decision is 
based on process. An F-oriented boss 
likely considers extenuating circum-
stances and might not see the situation 
as cut and dried, she said.

The final pair in the MBTI letters is 
Judging vs. Perceiving, J or P. This set 
defines how an individual deals with 
the outer world. Js seek order and are 
systematic, methodical and organized. 
These folks like to have things decid-
ed ahead of time and strive to avoid 
last-minute stressors. Ps are sponta-
neous, flexible, casual and open-ended. 
These people are energized by the pres-
sure of the last-minute decisions.

“I like to have things set up, orga-
nized and structured so that I know 
what I am walking into,” Allard said. 
“My boss sees that approach as con-
stricting, and she feels hemmed in.”

This does not mean that Ps are irre-
sponsible. Allard said that her boss is 

always on time and prepared; she sim-
ply goes about it in a different fashion.

“It’s not about skill or ability,” Allard 
stressed. “It’s about different approaches.”

Why is it important to consider MBTI 
findings and results from other tools?

Having an awareness of how other 
people react and process information 
can help avoid conflict and allow you to 
seek out a co-worker’s point of view for 
important decisions.

“When you recognize that people are 
coming from different perspectives, you 
can see the real value in those differenc-
es,” she said.

She offers a personal example. Allard 
approaches decision-making from Intu-
ition. She tends to process projects from 
the big picture, with broad stokes rather 
than specific details. She has a colleague 
who is a Sensing preference and is 
detail-oriented and takes a step-by-step 
approach to projects. 

“I seek him out because I know he can 
tell me the step-by-step details needed to 
make my idea happen,” she said. “On the 
flip side, he asks me to walk through the 
big picture of the project.”  

By recognizing each other’s strengths, 
they are able to have a well-rounded ap-
proach and potentially a better outcome 
than if focused on personal preference. 
In the veterinary world, this collabora-
tion could be helpful in diagnosis and 
treatment plans.

Take-Home Message
It takes time for people to recognize 
their own personality traits and 
those of others. It’s a lifelong process 
to develop the skills needed to fully 
embrace personality traits. These are 
skills that are learned and need to be 
practiced. They will push you outside 
of your comfort zone. Your business 
and your practice will be healthier 
when you and your employees are 
respectful and mindful of the differ-
ence between personality traits, she 
concluded. 

EquiManagement.com36  EquiManagement  November/December  2017

FINAL EQM-1711-PERSONALITY v4.indd   36 10/6/17   8:54 AM



BUILT VET-TOUGH
The EVOlution of portable ultrasound

With 35+ years of building rugged, portable ultrasound de-
signed by and for veterinarians, E.I. Medical Imaging contin-
ues to innovate.

Built for the toughest veterinary environments, EVO® is the 
latest evolution in ultrasound, including great image quality, 
processing power, � eld-swappable batteries, and doppler...
all in a weather-sealed, 6 lb. unit. 

EVO® incorporates user-friendly patient management soft-
ware integrated with the latest technology, cased in barn-
tough, liquid-resistant materials. 

Using EVOStream®, you can view live scans on any iOS or 
Android device. 

Transducer cables are tested to 1.2 million � ex cycles, ensur-
ing seasons of uninterrupted use. All components, including 
transducers and cables, can be repaired in our Colorado 
facility. With unparalleled service turnaround times and a free 
loaner program, you will never be left holding a broken probe.

It’s not just our built vet-tough quality—with great imaging, 
patient archiving and species-speci� c protocols, EVO® is THE 
gold standard for veterinary ultrasound. 

Used in top equine hospitals, clinics and universities, EVO® is 
built speci� cally for your demanding environment. 

For more information or for a demonstration, contact us at 
1.866.365.6596 or go to eimedical.com.

AAEP BOOTH #4018/4020

Untitled-10   1 10/3/17   4:37 PM



EquiManagement.com38  EquiManagement  November/December  2017

Recreational horse owners, 
trainers and competitors 
rely on veterinarians to 
keep their horses healthy 
and sound. To the horse 

owner, veterinarians are the miracle 
workers who heal a sick horse and rehab 
an injured mount. Veterinarians are 
the doctors who administer vaccines, 

o� er nutritional consultations, prevent 
sickness and so much more.

Clients likely have countless adjec-
tives to describe the veterinarian(s) 
they trust. However, with the focus on 
customer service and a commitment to 
animal welfare, “who” equine veteri-
narians are is not o� en highlighted. By 
“who,” we mean their demographics. 

Statistics from the United States 
Department of Labor (DOL), the 
American Veterinary Medical Associ-
ation (AVMA) and the Association of 
American Equine Practitioners (AAEP) 
shed light on who today’s veterinarians 
are based on age, gender, specialty and 
other demographics.

Recently, the AAEP and the AVMA 

By Katie Navarra
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Who Are Today’s 
Equine Vets?

AAEP membership is nearly equal 
when comparing the numbers of 
male and female vets.
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majority of horse owners (79.8%) 
rely on veterinarians as a source of 
information when making health care 
decisions. Nearly the same percentage 
of survey respondents indicated hav-
ing veterinarians visit their facilities 
at least once in the previous 12-month 
period. 

“Veterinarians were relied on not 
only for health care information, but 
also for the services they provide,” not-
ed the NAHMS Equine 2015 Study. 

When compared with veterinari-
ans who serve other types of animals, 
equine veterinarians are a modest 
group statistically. However, demand 
for their services is strong, and there 
are numerous opportunities for ex-
panding one’s practice. 

“Study results revealed the potential 
for growth in the services provided by 
veterinarians, such as herd consulta-

tions in nutrition, biosecurity assess-
ments for large operations and nearly 
all services for small operations,” noted 
the NAHMS Equine 2015 Study.

Baker added that for AAEP mem-
bers, “Dentistry and senior horse care 
have been growing service areas within 
equine practices.” 

While the economic downturn 
signi� cantly dampened the horse 
industry, the American Horse Council 
estimates that there are 9.2 million 
horses in the United States. � at popu-
lation contributes $39 billion in direct 
economic impact to the U.S. econo-
my, and when indirect and induced 
spending are included, the industry’s 
economic impact reaches $102 billion. 

Veterinarians are an important part 
of that equation, providing care and 
contributing to the strong economic 
impact. 

Dentistry and senior horse care are 
growing service areas for equine 
practices, according to research 
from the AAEP.

A
R

N
D

 B
R

O
N

K
H

O
R

S
T 

P
H

O
TO

G
R

A
P

H
Y

FINAL EQM-1711-WHO ARE VETS v4.indd   44 10/6/17   8:57 AMPARTIALS_EQM_1117.indd   44 10/10/17   4:54 PM





Learn who you are, what you do well and what you don’t do well.
By Amy L. Grice, VMD, MBA
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Strategic Analysis and Planning Series:

Internal Analysis
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In this series of articles, we have 
examined the concept of strate-
gic planning, the analysis of the 
external environment, and the 
conditions of the competitive 

and competitor environments. In Part 
Five, we will analyze what is happen-
ing inside your individual practice by 
conducting an internal audit. 

This internal analysis considers 
your practice’s leadership, culture, 
business structure, value chain and 
financial performance in order to ex-

plore your core competencies and the 
presence of a competitive advantage. 
The purpose of this investigation is 
to identify the strengths and weak-
ness of your business, and to assess 
how salient they are in light of the 
external, competitive and competitor 
environments. 

By identifying your veterinary � rm’s 
core competencies, you can begin to 
determine the best strategic positioning 
and sustainable competitive advantage 
for your practice.

Leadership
Leaders set the tone of the � rm, as well 
as in� uencing its culture. Leadership of 
the practice can be a source of compet-
itive advantage (think Steve Jobs) or 
disadvantage. 

Leadership can also be a weakness 
when owners make poor decisions 
about how to employ resources or � nd 
it hard to remain disciplined in their 
business management practices. 

An important issue related to lead-
ership is governance. Is the partner 
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group managing the practice team 
e� ectively? Do they communicate well 
with each other and practice collabo-
rative decision making? It is important 
to determine whether leadership and 
governance are a source of strength or 
weakness for your practice. 

For example, at ABC Equine, leader-
ship and governance are not highly de-
veloped. � ree partners own the practice 
equally, and while one partner performs 
some management duties, there is no 
CEO or president heading the practice. 
A fairly laissez-faire form 
of leadership exists, with 
sporadic reactionary 
actions to events or crises. 
Despite e� orts to write 
policies and create proce-
dures to set expectations 
for team members, little accountability 
exists. Signi� cant frustration and low 
morale occur in sta�  members due to in-
consistencies in practice owners’ words 
and actions. 

When partners individually attempt 
to exhibit leadership, it is not uncommon 
for other partners to initially support 
e� orts but later withdraw support. It is 
not uncommon for a partner to make a 
hasty unilateral decision that must later 
be modi� ed. � e three partners struggle 
to make timely decisions, accomplish 
management tasks, discuss strategy or 
provide a vision for the practice. 

Revenue production is highly valued 
and takes precedence over all other 
activities. Communication with team 
members is sporadic and inconsistent 
in message and vision.

Culture
Business culture refers to the beliefs 
and behaviors that determine how a 
company’s employees and management 
interact and handle business trans-
actions. Culture develops organically 
over time from the cumulative traits of 
the people the company hires and the 
leadership within. 

Culture is another potential source 

of advantage, as it inf luences the 
practice’s ability to maintain a highly 
motivated, effective team and respond 
to shifts in the competitive environ-
ment. Being open to change could 
be the difference between earning 
above-average returns and struggling 
to stay af loat. 

Companies such as Southwest Air-
lines can claim their culture as a core 
competence and a source of advantage. 
� eir strong culture attracts employ-
ees who are dedicated, o� en willing 

to work for less compensation than a 
competitor pays, and who take pride in 
exemplifying the � rm’s values. 

Case in point: A passenger on a 
Southwest � ight was traveling to a 
medical specialist. Delays made her 
miss her connecting � ight to a town 
four hours away. A Southwest employee, 
knowing that there would be no other 
way to get the passenger to her ap-
pointment, drove her. � is abbreviated 
vignette demonstrates the power of a 
strong culture and a � rm that creates its 
competitive advantage around superior 
customer service.

At our example practice, ABC 
Equine, the culture is one of caring: for 
its patients, its clients and also for one 
another. Practice members love horses 
and direct their actions in a caring way 
without overt leadership. All questions 
about how to respond to situations can 
generally be answered by referring to 
whether or not the action demonstrates 
a high level of care and caring. 

� is appears to occur without con-
scious thought, as a form of practice 
DNA. Employees frequently remain 
with the practice long term, some for 
decades, and demonstrate true caring 
about the practice’s success.

Organizational Structure
Most small, private practices have never 
thought about their organizational 
structure. � e de� nition of organi-
zational structure is the hierarchical 
arrangement of lines of authority, 
communications, rights and duties of 
an organization. 

Small � rms usually have a simple 
structure where decision-making is 
centralized in the owners’ group. How-
ever, as the number of employees grows, 
considering to whom they report and 

who has authority to an-
swer questions and make 
decisions becomes much 
more important. When 
practice owners make all 
the decisions, they have 
less time to earn revenue. 

Leadership and competitive advantage 
su� er as a result.

At ABC Equine, there are currently 
three equal partners who loosely govern 
the practice, aided by an o�  ce manager. 
� e o�  ce manager also serves as the 
human resources, � nancial and ad-
ministrative manager, supervising the 
approximately 18 employees. Associate 
veterinarians utilize the o�  ce manager 
for administrative functions but answer 
to the partners in professional matters. 
Partners sometimes do not support 
decisions made by the o�  ce manager, 
leading to the loss of her authority with 
employees.

Value Chain Analysis
A value chain is de� ned as all the 
activities within an organization that 
add value to the service or products that 
the company produces. When all of 
these activities occur at their optimum 
level, a business can gain a competitive 
advantage. � e value obtained exceeds 
the costs of providing it, and as a result, 
clients feel they receive excellent value 
for the price they pay and should return 
enthusiastically to the practice for more 
services. 

Depending on where in the � rm’s 

Culture is another potential source of 
advantage, as it in� uences the practice’s 

ability to maintain a motivated team.
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value chain a core competency origi-
nates, it might be possible to leverage 
it across other activities and provide a 
platform for a truly sustainable compet-
itive advantage. 

In Figure 1 on page 50, ABC Equine’s 
value chain demonstrates more areas of 
strength than weakness. Strengths lie 
in operational excellence, with a very 
high level of attention to detail and 
personal care for the needs of both the 
client and the patient. 

Within the hospital, the entire 
experience of the client and patient is 
planned to minimize discomfort, fear 
and inconvenience while maximizing 
patient outcomes. In the ambulatory 
setting, personal relationships develop 
between veterinarians, clients and pa-
tients after decades of care. A high level 
of attention to compliance ensures that 
safety, liability protection and adherence 
to regulations are maximized.

Weaknesses revolve around commu-

nication failures and lapses between 
clients, receptionists and doctors. Lack 
of leadership, vision and accountability 
allow this failure in service to continue 
without correction. 

Significant frustration and disso-
nance is experienced by staff members 
when the caring response they expect 
from doctors does not occur, whether 
through reluctance to attend an emer-
gency or failure to respond to a client 
inquiry promptly. Client frustration 
occurs regularly when seamless and 
accurate appointment scheduling is not 
delivered. 

Scheduling mistakes, omissions and 
tardy arrival of doctors are common. 
Lack of effective communication in 
inquiring about, making and attending 
appointments is significant.

Financial Analysis
The financial analysis should examine 
the firm’s health and competitiveness 

over a three- to-five year period. An as-
sessment of revenue and profit trends is 
appropriate. Key performance indicators 
can be used to assess good manage-
ment of accounts receivable (AR) and 
inventory. Average Days to Collection, 
average percent of revenue in AR, Inven-
tory Turnover ratio, Days of Inventory 
on Hand and the Cost of Goods Sold 
(COGS) percentages are frequently used 
as benchmarks. Seeking assistance from 
your accountant might be prudent if 
you have only a rudimentary grasp of 
financial statements. 

Our example practice, ABC Equine, 
has steadily increased profit as a percent 
of gross revenue for the last five years 
(see Figure 2 on page 52). This is a strong 
improvement of financial performance.

Resources, Capabilities  
and Core Competence
All businesses are composed of a 
series of tangible (e.g., equipment) and 
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Culture refers to the beliefs and behaviors that determine how a company handles relationships and business.
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intangible (e.g., intellectual capital) 
resources. When a company combines 
these resources with technical skills 
and processes, various capabilities are 
created. Capabilities can then be reflect-
ed in the sets of activities that combine 
to form the services that are provided 
by the business.

 Capabilities and activities both have 
the potential to foster core competen-
cies. They can even fuel a competitive 
advantage if they have perceived value 
to the client, are relatively rare, are hard 
to duplicate and if substitutes are hard 
to find. 

Activities have value when clients se-
lect a particular practice’s service above 
a competitor’s because they perceive 
that the benefit they receive outweighs 
the cost of purchasing it. Value must 
also exist for the firm in that it can 
command a price for its service that 
is greater than the cost of its creation. 
Both value perspectives need to exist if 
competitive advantage is to be achieved. 

When there are few competitors who 
provide similar services in an area, then 
these activities gain value because of 
their rarity. Further, if the activities are 
difficult to copy or cannot be readily re-
placed with other services, then they can 
become a practice’s core competency. 

For example, if a board-certified 
ophthalmologist begins to practice in 
a region that has no other animal eye 
specialist, the services offered by that 
doctor would be highly valued, rare for 
the region, hard to duplicate in most in-
stances, and substitutes would be hard 
to find. As a result, that veterinarian 
would have a strong competitive advan-
tage in this core competency activity.

ABC Equine’s Resources
The most important resource at ABC 
Equine is its intangible intellectual 
capital. The combined education and 
experience of two boarded specialists 
and two experienced generalists pro-
vide a deep pool of knowledge. 

The hospital facility is a tremendous 
resource, providing attractive, spacious 
and biosecure surroundings for the care 
of patients. A robust complement of 
diagnostic, medical and surgical equip-
ment, as well as instrumentation, allows 
the veterinarians to perform at a high 
level and achieve excellent outcomes. 

Highly integrated veterinary man-
agement software allows paperless 
recordkeeping, easily accessed treat-
ment orders and automatic invoice 
production. An open-office structure 
promotes consultation, debate and 
the sharing of case details and imag-
ing. While these resources contribute 
strongly to ABC Equine’s success, they 
are imitable despite significant financial 
barriers for competitors, and as such, 
are not a source of sustainable competi-
tive advantage.

ABC Equine’s Capabilities
ABC Equine has broad professional 
capabilities in the areas of medicine, 
surgery, sports medicine, reproduction, 
dentistry and wellness. These skills are 
readily found in the marketplace of 
highly-trained veterinarians that are 
currently under-employed. 

While the practice has recruited, 
selected and retained an excellent team, 

it would be foolish to assume that a 
group of similar individuals could not 
be assembled by a competitor.

ABC Equine’s  
Core Competence
The core competence that could drive 
ABC Equine’s success and sustainable 
competitive advantage is the level of 
care that the team brings to each part of 
the value chain, in particular the care-
ful management of the client/patient 
experience. 

This pervasive thread of caring acts 
as the practice DNA and is expressed 
throughout the value chain, despite 
weak leadership and the lack of an 
articulated vision. 

Take-Home Message
After performing the internal analysis, 
it is wise to formulate a written state-
ment or brief notes about your findings. 
The internal environment is a com-
posite of activities and capabilities that 
provide the foundation for strategic 
positioning and competitive advantage. 
You should note the strengths and 
weaknesses of your practice and indi-
cate the core competencies. 

Understanding what the practice 
can do and the direction in which the 
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Here are some ideas and products 
to keep your toes toasty and dry this winter. 

By Lisa Munniksma
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When your feet have a burn-
ing, numb, “pins-and-needles” 
sensation and the skin appears 
white, you have frostnip.

Toasty Toes
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With all of the at-
tention dedicated 
to keeping your 
patients healthy 
and comfortable 

year-around, a little care should be 
given to yourself. And what better place 
to start than with your own two feet? 
Hands and feet are usually the � rst 
body parts to get cold, so we are bring-
ing you ideas to help keep your toes 
toasty in the coming winter weather. 

“Because the feet are the farthest 

point from the heart and have small 
blood vessels, you can feel cold in your 
toes very quickly,” explained Cary 
Zinkin, DPM, a spokesperson for the 
American Podiatric Medical Associa-
tion and a podiatry practice owner. � is 
is why your feet require more care than 
you probably give them. 

Your profession doesn’t allow you 
to stay indoors during cold weather, 
so you have some options, including 
� nding the right footwear. Just as im-
portant as caring properly for your feet 

is recognizing when your feet have been 
exposed to the cold and wet for too 
long, and knowing what to do about it.

Ready-to-Go Gear
“Wet winter weather requires not only 
protection from the cold temperature, 
but also protection from the snow, slush 
and rain,” pointed out Zinkin. 

As you sort out your bad weather 
footwear, there is no shortage of boots 
and socks to keep you warm, dry and 
comfortable. 
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waterproof footwear. Find them in wom-
en’s sizes on nobleoutfitters.com.

SOCKS
“Wearing layers of clothing is not only a 
good idea for your upper body, but your 
feet, as well. Wearing a moisture-wick-
ing sock against your foot and a cotton 
sock on top of that will give you the 
extra protection to stay warm and keep 
moisture away,” Zinkin said.

You might already have a favorite pair 
of socks, but as fabric technologies de-
velop, your feet have even more options 
for staying warm and dry, including:

Wigwam Tall Boot Pro Socks: These 
are mid-weight boot socks made with 
Ultimax, which wicks away moisture. 
The sock is cushioned throughout the 
foot bottom, with breathable mesh along 
the leg. Designed for men and available 
at wigwam.com.

Wigwam Outlast Rubber Boot Socks: 
This sock gets its name from Outlast, 
the temperature-regulating fiber that 
keeps feet at an optimal temperate 
before, during and after activity. Cush-
ioning throughout the sock provides 
protection from your boots and helps to 
insulate during cold weather. Designed 
for men and available at wigwam.com.

Heat Holders Worxx Socks: The 
Thermal Overall Grade rating—mea-
suring the heat-retaining capacity of 
the fabric—of Heat Holders socks is 
2.34, which is seven times warmer than 
cotton socks. The new Worxx socks are 
durable, with a reinforced heel and toe. 
Available in men’s and women’s sizes 
from heatholders.com.

Heat Holders Wellington Boot Socks: 
These socks are made from a specially 
developed, heavy-bulk yarn that has 
extreme thermal qualities and wears well 
under tall boots. Available in women’s 
sizes from heatholders.com.

Heat Holders Long Socks: The Long 
Socks provide elasticized foot and ankle 
support with Heat Holders’ thermal 
qualities. The insides of these socks have 
been intensively brushed for softness 
and to trap warm air close to the skin, 
keeping your feet warmer longer. Avail-
able in men’s and women’s sizes from 
heatholders.com.

In From the Cold
What you put on your feet before heading 
outdoors is one area of winter foot care. 
The treatment your feet and your foot-
wear receive when you come back inside 
is an often-overlooked area. As someone 
who works with bacteria and fungus for 
a living, you know that these organisms 
thrive in the type of environment set up 
by your feet inside of your boots.

“A good foot care regimen for outdoor 
veterinarians starts with leaving their 
boots inside in a separate area so as not 
to track farm-related bacteria and fungus 
in the house,” said Zinkin. “In my house, 
where both of my girls are horse riders 
and trainers, we have a shoe rack in the 
garage where we store the boots before 
entering the home. 

“Also, all socks need to go directly in 
the washer, since farm organisms can 
and will enter the sock,” Zinkin said.

During the summer, your feet prob-
ably see the light of day now and then, 
but during the winter, you’re more likely 
to keep them bundled up and not allow 
them much time to air out. “There is 
nothing more effective than a good foot 
washing with regular soap and water to 
remove sweat, dirt, bacteria and any-
thing else that can accumulate,” Zinkin 
continued. 

He added, “I would recommend keep-
ing a change of socks in the truck for 
especially wet and dirty days. Also, keep 
a pack of skin wipes for cleansing.”

Winter Foot Danger
You probably know all about frostbite, 
the most serious cold weather injury 

that occurs when body tissue actually 
freezes. In all but the most extreme 
cases, equine veterinarians working 
outdoors probably don’t have to worry 
about frostbite. However, there are sev-
eral other foot maladies that can occur 
when spending too much time outside 
without properly caring for your feet.

The stage before frostbite is a more 
common occurrence and is called 
“frostnip.” When your feet have a 
burning, numb or “pins-and-needles” 
sensation and the skin appears white, 
you have frostnip. 

“These symptoms indicate that the 
temperature of the skin is very low 
and is in danger of freezing,” said Ric 
Allen, MD, FACEP, of Cayuga Medical 
Center. “Treat frostnip by going inside, 
removing restrictive clothing that cuts 
off circulation, and allowing your skin 
to regain heat naturally. As you rewarm, 
you will experience a tingling sensation, 
and your skin may look redder than 
usual for a while.” 

Perhaps more of an issue—particular-
ly when your feet get wet and you don’t 
take the time to change your boots and 
socks—is “immersion foot.” 

“People with immersion foot find that 
even after they have dried their feet, 
they remain clammy and pale and are 
very sensitive to the touch,” Allen said. 

Your feet are not frozen, but tissue 
damage can result. “The feet should be 
gradually and carefully rewarmed; do 
not vigorously rub them, as this can 
increase tissue damage,” Allen warned.

An additional bit of advice from Allen 
in dealing with winter-foot injuries: 
“Avoid consuming alcohol until all of 
your symptoms are gone.”

Take-Home Message
As wet conditions and winter weather 
approach, be mindful of the treatment 
you offer to your feet. The latest boots 
and most technologically advanced 
socks are nice, but even more than that, 
a little TLC goes a long way. 
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Reduce stress by creating effective relationships with your clients . 
By Colleen Best, DVM, PhD
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Relationship-Centered
Client Interaction
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We spend the vast 
majority of our 
days interacting 
with our clients. 
For this reason 

alone, it behooves us to devote energy 
to ensuring these relationships are 
rewarding. 

If given a choice, I’d say we all prefer 
working with individuals who leave 
us feeling respected and appreciated. 

Building strong relationships with 
clients is protective against burnout, 
compassion fatigue and many of the 
smaller daily stresses and strains of 
practice. 

In veterinary medicine, three 
di� erent types of approaches to client 
relationships are discussed: veteri-
narian-centered, client-centered (or 
consumerist) and relationship-centered. 
� ese mirror human physician-patient 

relationships and other provider-recipi-
ent relationships. 

Veterinarian-centered care is akin to 
paternalistic relationships, where the 
provider has the power in the relation-
ship and the receiver (or client, in our 
case) has very little power. � is type of 
relationship was common 50 years ago 
in medicine. � e doctor was seen as 
all-knowing, and the patient had blind 
trust in him or her to provide care.
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As our society has changed, in part 
due to ease of information access, both 
client-centered and relationship-cen-
tered care have become more common. 

Client-centered relationships are 
those in which the client has the major-
ity of the power. Those situations can 
occur when clients are price shopping, 
or when they request/demand a certain 
procedure be done without full con-
sultation with or support from the 
veterinarian. 

Lastly is the relationship-centered 
model. This is the one 
being taught to veterinary 
and medical students alike, 
because it promotes shared 
power and shared respon-
sibility. The veterinarian’s 
role is to be the expert and to work with 
the client to determine the best course of 
treatment for the animal. The veteri-
narian makes recommendations, but 
ultimately, the client makes the decisions 
that he or she believes are best for the 
situation and his or her animal’s health.

A 2015 focus group study explored 
equine clients’ expectations of veterinari-
ans and equine veterinarians’ perceptions 
of clients’ expectations.1 The results of this 
study support the paradigm shift seen in 
human and companion animal medicine 
from paternalistic care to a partnership 
model. The study included caretak-
ers from all different types of equine 
industries—including racing, backyard 
and performance—and it was found that 
the commonalities between them far 
outnumbered the differences. 

Clients placed a heavy emphasis on 
the quality of their relationships with 
their veterinarians.1 I think this is 
intuitive for many equine veterinarians, 
and several veterinarians in this study 
who described their clients as friends 
back it up. 

What makes the relationship good? 
Clients discussing this described the 
knowledge that their veterinarians have 
of them, their horses and their unique 

situations as a key piece.1 Further, 
clients described this knowledge as im-
pacting the care their horses received, 
because it contributed to the veterinari-
ans’ recommendations. 

Clients also said that communication 
can be used to build and strengthen the 
relationship.

Another key piece was respect, mean-
ing a willingness to take into account 
the other person in the interaction. 
Caretakers also noted how their rela-
tionships with their horses contributed 

to the care they wanted their horses to 
receive, and that it was important the 
veterinarian recognize that.1 

Earlier focus group research in 
companion animal medicine re-
garding clients’ expectations and 
veterinarians’ perceptions of clients’ 
expectations supports the work done 
in equine practice.2,3 Clients’ ex-
pectations included being provided 
choices, two-way communication and 
education. Each of these expectations 
is comprised of a number of smaller 
components.3 

In two-way communication, the 
client feels that the veterinarian listens 
to and respects him or her, employs 
easy-to-understand language and 
provides proper care. The provision 
of choices pertains to diagnostic or 
treatment plans; clients wanted to be 
informed about the risks and benefits, 
the costs and the prognoses for the 
options presented. 

Education relates to how veterinar-
ians provide information to the client. 
One clear desire of clients was that the 
information relate to their pets specifical-
ly. By contrast, veterinarians stated they 
more often provided information about 
what was involved with services or what 

justified the cost of the services.2,3 
Awareness of clients’ expectations 

can arm us with the information we 
need to meet them. In turn, when 
clients’ expectations are met, it sets a 
foundation for a strong working rela-
tionship and decreased conflict. 

Client Adherence
Building on the client expectation 
research, a study investigated how client 
adherence to recommendations was in-
fluenced by veterinarian-client commu-

nication.4 It was found that 
when veterinarians made 
clear recommendations 
(e.g., “I recommend that 
…”) compared to ambig-
uous recommendations 

(e.g., “You could do one of the following 
three things”), clients were seven times 
more likely to follow the recommenda-
tions.4 

Also, clients who adhered to the 
recommendation were more likely to 
be satisfied with their appointments. 
Further, the degree to which the ap-
pointments were relationship-centered 
was associated with client satisfaction.4 
This is backed up by a separate study 
that found that clients were more 
satisfied with visits that were classified 
as relationship-centered compared to 
veterinarian-centered.3 

Communication Is Key
Recognizing the value of using a rela-
tionship-centered approach is the first 
step toward using it in everyday prac-
tice. It’s important to recognize the dif-
ference between how we view ourselves 
and the way in which we communicate, 
and the way our clients experience it. 

A 2006 companion animal study 
found that only 7% of appointments 
contained an empathy statement.5 This 
is a very low value, particularly giv-
en the importance of demonstrating 
empathy in building relationships and 
supporting the client. 

In two-way communication, the client feels 
that the vet listens to and respects him or 

her and uses easy-to-understand language.
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In my experience, veterinarians are 
very empathetic individuals; I believe 
there is a disconnect between intention 
and execution. Veterinarians are � xers 
by nature, and they o� en feel that the 
best way to help clients through di�  cult 
or anxious times is by telling them how 
it can be solved. � is is a key component 
of the interaction. We share that there 
are options and how they can support 
the health of their pets. 

First, we must realize that there is 
value in saying or doing something that 
demonstrates to the clients that we have 
heard their concerns, and we have heard 
what they are telling us. � is is empa-
thy—when we learn about the clients’ 
experiences and we say or do something 
that indicates that we have an under-
standing of what those are. 

To be e� ectively empathetic, we must 
� rst hear from the clients. For instance, 
if we arrive at a client’s farm to deal 
with a colic, and the � rst thing we say 
is “I know it’s stressful and scary,” that 
is not likely to be an e� ective empathy 
statement. Instead, if we ask the client 
“How are you doing?”, wait to hear the 
response and then say “I hear you; it’s 
scary knowing they are in pain and not 
knowing how to help,” we are more like-
ly to have contributed positively to the 
client’s well-being and the relationship 
between us. 

Asking the Right Questions
Both the equine and companion animal 
research speak about the veterinarian 
knowing the client or asking the right 
questions. In some ways, this can sound 
a bit like a trick. How does one know 
what the “right” question is? 

One way to determine which ques-
tions to ask is to use open-ended 
questions. When we use open-ended 
questions, we are casting a wide net, 
allowing clients to provide us with the 
information that they see as relevant 
and important. � is is in contrast to 
closed-ended questions, which is more 

like � shing with a rod and lure—if you 
don’t choose the correct bait, you might 
not catch the kind of � sh you wanted (or 
any � sh at all). 

Open-ended questions or inquiries 
require a thoughtful response and 
cannot be answered with a “yes” or “no.” 
� is much is familiar to many people. It 
can be di�  cult to transition from asking 
closed-ended to open-ended questions, 
and it can require practice. In general, 
think of using the words “what,” “how,” 
“tell me,” “describe” and “explain.” � ey 
are all good stems for open-ended ques-
tions or inquiry. 

Body Language Counts
Lastly, the ways in which our body 
language and non-verbal cues impact 
all of our interactions are of critical 
importance. You’ve likely heard that 
non-verbal communication is import-
ant, and heard a statistic that it accounts 
for about 80% of the communication we 
are relaying or perceiving. What might 
come as a surprise is the di� erence in 
the types of messages that are conveyed 
verbally and non-verbally. 

We send our conscious messages 
through verbal communication, while 
we send our unconscious messages 

through non-verbal communication. 
Further, if our verbal and non-verbal 
messages are inconsistent, it is our 
non-verbal messages that are perceived 
by the other. � is is of great importance. 

Many of us think that we cover our 
irritation well, and we might be able to 
control some of our non-verbal cues. 
However, it is unlikely that we can 
mask them all of the time, or that we 
are able to mask all of the non-verbal 
signs of irritation. It is for this reason 
that using the “correct” words when 
engaging with clients is not enough. 
We must also believe and strive to form 
strong relationships, validate our clients 
and understand their perspectives. If 
we don’t, then our e� orts are wasted, 
because our faces, bodies and voices will 
give us away. 
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Do your clients have a genuine 
relationship with you, or are you 
a faceless service provider who 
hides his/her emotions?
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Absorbine/W.F. Young, Inc. 
www.absorbine.com • 800-628-9653

Products: Fly control; grooming and skin 

care; hoof care; leg, joint and muscle care; 

supplements; and leather care

 Absorbine has provided high-quality 

animal health care products for 125 years 

and is a worldwide leader in innovative and 

specialized brands—including Absorbine 

Veterinary Liniment, UltraShield, Show-

Less—that improve wellness and enhance 

the quality and enjoyment of life for people 

and their animals.

Animal Arts
www.animalarts.com • 800-332-4413

Products: Architectural and design services

 Animal Arts specializes in veterinary 

hospital and animal shelter design. Our 

portfolio includes a variety of equine facility 

types, including general practice, specialty, 

racehorse, shelter/adoption and university 

teaching facilities in 12 states and Australia. 

We designed the Veterinary Economics 

Tryon Equine Hospital.

AVMA PLIT
www.avmaplit.com • 800-228-7548

Products: -

sional liability insurance

complete and supportive professional insur-

ance program available to veterinarians. The 

all the protection you need throughout your 

career. This includes professional liability, 

license defense and business insurance pol-

icies that have unique terms and provisions 

tailored to veterinarians, giving you greater 

protection and control.

Bimeda, Inc. 
 • 888-524-6332

Products: Tildren® ®,  
® ® ™,  

Flunazine®, Polyglycan®

® is a leading global 

manufacturer of animal health products 

and pharmaceuticals. Selling in over 75 

countries, we are committed to providing 

market-driven, high-quality products to vet-

 

by our booth #4073 to learn more at the 

AAEP 2017.

Boehringer Ingelheim
www.bi-vetmedica.com • 800-325-9167

Products: GastroGard® (omeprazole) and 

UlcerGard® (omeprazole); vaccines including 

Vetera® ® ® and 

Potomavac™ equine lines; a joint health 

portfolio that includes Legend® (hyaluronate 
® (hy-

aluronate sodium), Hyalovet® (hyaluronate 

sodium), Vetalog® Parenteral (triamcinolone 

acetonide injectable suspension), Surpass® 
® 

® (pergolide tablets); 
® (15% w/w ponazuril); Zimecterin® 

-

their owners and the entire equine industry 

product portfolio and continuous investment 

in research.

CareCredit
www.carecredit.com • 844-812-8110

Product:

 When your practice accepts the 

way to pay for the care their horses need 

-

apply and pay anytime, from anywhere. And 

you get paid within two business days. Visit 

Dandy Products, Inc.
www.dandyproducts.net • 513-625-3000

Products:

 Dandy Products has been spe-

cializing in custom veterinary padding and 

padding custom for your recovery room 

or barn. A full line of table and surgery 

pads. Vet-Trac Recovery System. Trac-Roll 

and stocks.

Dechra Veterinary Products
www.dechra-us.com • 866-933-2472

Products: OSPHOS®, Equidone® Gel, 
® ® vet irap, 

Osteokine® Easy PRP kit

Dechra markets key equine 

products, including OSPHOS®, the only 

FDA-approved intramuscular bisphospho-

nate injection indicated for the clinical signs 

associated with navicular syndrome in hors-
®

our patented ingredient phycocyanin; and 

our regenerative medicine line, Orthokine® 

 

and Osteokine® (PRP). Visit us at  
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Doc’s Products

www.docsproductsinc.com • 866-392-2363

Products: OCD Pellets for horses, COS 

Pellets for dogs

 Doc’s Products, Inc., which cel-

ebrated its 10-year anniversary this year, 

offers a revolutionary equine supplement, 

OCD Pellets, which features a breakthrough 

formula that maintains, protects and restores 

bone and joints by supplying pharmaceuti-

cal quality ingredients that encourage new 

cartilage growth and joint lubrication, while 

OCD Pellets and COS Pellets are the only 

2-in-1 (bone and joints) supplement on the 

market. Please visit AAEP booth #7106 for 

more product information.

E.I. Medical Imaging
www.eimedical.com • 970-669-1793

Products: EVO, Ibex Pro, EVOStream

 Founded over 30 years ago, E.I. 

Medical Imaging stands today as the only 

US-based manufacturer of ultrasound 

systems designed exclusively for veterinary 

use. Our EVO ultrasound provides image 

quality and features that allow equine prac-

titioners to take high-resolution diagnostics 

Equine Diagnostic Solutions, LLC
www.equinediagnosticsolutions.com  

859-288-5255

Products: Laboratory services

Equine Diagnostic Solutions is a lab-

oratory servicing equine veterinarians world-

wide. EDS’ expertise is molecular and sero-

logic testing for infectious disease agents, 

including S. neurona & N. hughesi (EPM); S. 

equi (strangles); equine herpes types 1 and 

4; R. equi; L. intracelluloris (EPE); equine 

A and B. We are committed to excellence in 

testing and customer service.

Foxden Equine, Inc.
www.foxdenequine.com • 540-337-5450  

Products:

KeraFlex HA, Foxden Flex HA, Stability EQ, 

Muscle Mix, Equinamity, Stability EQ Plus, 

Foxden Flex IR, Aceytl-L-Carnitine, Balance 

EQ, Electrolytes, Immubal

 Foxden Equine researches, develops 

and markets a broad range of high-quality 

and well-being of horses. Manufacturer of 

Quiessence for cresty necks and founder, 

and Linpro for hoof growth and general 

health. Stop by our booth at AAEP for more 

 

AAEP Booth # 3009

Freedom Health, LLC
www.succeed-vet.com • 330-562-0888

Products: SUCCEED® Veterinary Formula, 

SUCCEED® ™

 Freedom Health LLC produces supe-
® 

Veterinary Formula is a veterinarian-exclusive 

Commitment $15,000 veterinary colic ex-
® 

stall-side test to support the veterinarian’s 

Henry Schein Veterinary Solutions
www.hsveterinarysolutions.com

855-478-7920

Products: ImproMed Equine, ImproMed,  

AVImark practice management software

 Henry Schein Veterinary Solu-

tions provides some of the longest-stand-

ing veterinary software systems in the 

world, including AVImark®, ImproMe® 

and ImproMed® Equine. We also offer 

solutions that integrate with our software 

platforms, including Vetstreet® and Rapport® 

marketing and communication services, 

reminder postcards, data backup services, 

hardware sales and support, and credit card 

processing.

Jorgensen Laboratories, Inc. & HDE 
Horse Dental Equipment
www.jorvet.com  

www.horse-dental-equipment.com

800-525-5614

Products: Veterinary equipment, instrumen-

tation, treatments and sundries/HDE Horse 

Dental Equipment

 Jorgensen Laboratories, Inc. has 

served the veterinary profession for 52 years 

by providing innovative veterinary equipment 

and products while also providing excellence 

in value and service to the profession.

Equipment brings this to the next level with 

the availability of world-class equine dental 

equipment.

Kentucky Performance Products
www.KPPusa.com • 800-772-1988

Products: ®, Elevate®, 

Equi-Jewel®, EndurExtra® ® 

Electrolyte, Joint Armor™, Contribute™,  

Micro-Phase™ and Ker-A-Form™. Vet-only 
™, ElectrolyteWise™,  

FootWise™, JointWise™, NutrientWise™, 
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ProbioticWise™, WeightGainWise™, Elevate® 

W.S. and Elevate® Concentrate.

Kentucky Performance Products’ 

popular Wiser Concepts line offers targeted 

solutions to the challenges facing today’s 

horse. These products are sold only through 

veterinarians and are readily available at vet 

suppliers. Visit our AAEP booths to learn how 

KPP can help improve patient outcomes and 

increase client satisfaction. AAEP Booths 

#6081/6083

Luitpold Pharmaceuticals, Inc.
www.luitpoldanimalhealth.com 

631-924-4000

 Adequan®i.m. and BetaVet®

  Luitpold Animal Health, manufac-

turer of Adequan®i.m. (polysulfated glycos-

aminoglycan) and BetaVet® (betamethasone 

sodium phosphate & betamethasone acetate 

injectable suspension), the only dual-ingre-

dient I.A. corticosteroid, is proud to exhibit 

at the Annual AAEP Convention and Trade 

Show. Stop by our AAEP Booth #6035 or visit 

us at www.luitpoldanimalhealth.com to learn 

more about our products.

Merck Animal Health
www.merck-animal-health-equine.com 

800-521-5767

 Backed by more than 70 years of 

innovation, the Merck Animal Health equine 

vaccine portfolio is known for its quality and 

safety, featuring products like the one-and-

only Flu Avert® I.N. and the tried-and-true 

Prestige® line of vaccines. Its pharmaceuti-

cal line is trusted by veterinarians and hors-

es owners to help manage pain and support 

performance, headlined by Regu-Mate® 

(altrenogest), Panacur® (fenbendazole) and 

Banamine®

 Proud to be a 16-year AAEP Educa-

tional Partner, Merck Animal Health contin-

ues to elevate equine care through one-of-a-

kind programs, including the Biosurveillance 

Program and Unwanted Horse Veterinary 

Relief Campaign.

Neogen Corporation
http://animalsafety.neogen.com/en/

800-525-2022

 Neogen’s Animal Health team is 

devoted to providing veterinarians and horse 

owners with the tools they need to keep 

horses healthy and safe. From our veterinary 

products like UNIPRIM®, EqStim® and  

BotVax® B to our extensive biosecurity line, 

you can trust Neogen to deliver effective 

disease prevention and treatment for your 

horse.

Nutramax Laboratories Veterinary 
Sciences, Inc.
cosequinequine.com • 888-886-6442

 Cosequin, Cosequin Optimized 

with MSM, Cosequin ASU, Cosequin ASU 

Plus, Welactin Equine, Proviable-EQ

 Nutramax Laboratories Veterinary 

Sciences, Inc., is the maker of COSEQUIN®, 

the #1 veterinarian-recommended brand of 

joint health supplements. The equine line 

also includes Proviable®-EQ for digestive 

health and Welactin®

oil) for overall health and wellness.

Platinum Performance, Inc. 
www.platinumperformance.com

 Platinum Performance Equine, 

Platinum Performance CJ, and many more

Platinum Performance, Inc. was 

founded in 1996 by Dr. Doug Herthel to 

provide therapeutic nutrition to horses 

under his care at the Alamo Pintado Equine 

Medical Center. Today, Platinum Perfor-

mance, Inc., is the veterinarian’s source for 

preventative nutrition. Platinum Perfor-

mance provides veterinary practitioners 

with a wide variety of nutritional products 

to address equine wellness, performance 

and conditions. Visit us during the AAEP 

Convention at Booth 3035.

Shank’s Veterinary Equipment, Inc. 
www.shanksvet.com • 815-225-7700

 Shank’s® Dorsal/Lateral Equine 

Table; Shank’s® Floor Model Surgery Table; 

Shank’s® Large Animal MRI Table; Shank’s® 

Looped Hobbles; Shank’s® Recovery Hood

 Shank’s Veterinary Equipment, Inc. 

was founded in 1957 on the principles of 

producing quality, versatile and affordable 

surgery tables for the large animal veterinar-

ian. Over the years, the company has devel-

oped other tables, equipment and ancillary 

products that can be utilized for transporta-

tion, examination, surgery and necropsy of 

large animals.

Sound®
www.soundvet.com • 800-268-5354

 Digital radiography, ultrasound, 

CT, regenerative laser therapy

 Sound®, the pioneer of veterinary 

DR and creator of NEXT Equine DR, is the 

exclusive provider of GE Ultrasound and 

Samsung portable CT systems for the US 

veterinary market. Sound also innovated Re-

generative Laser Therapy, which has helped 

countless horses get back to work and into 

the winners circle.
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Sox For Horses, Inc. 
www.socksforhorses.com • 850-907-5724

Products: Bandage socks for equine

 Silver Whinnys®, the proven 

bandage sock for equine, allows oxygen 

antimicrobial barrier, inhibiting bacteria 

from reaching the skin while wicking away 

exuding material from the wound surface. 

The double-layered construction protects 

against UV exposure and stops biting 

insects from reaching the skin.

SmartPak
www.SmartPak.com • 800-461-8898

Products: Supplements, tack, equipment 

and supplies

of ColiCare, their free colic surgery reim-

bursement program. ColiCare brings the 

veterinarian back to the center of the horse’s 

care with annual wellness services. Visit the 

SmartPak booth to learn more about the pro-

gram, as well as our line-up of gastric and 

hindgut supplements. AAEP Booth #6030

Standlee Premium Western Forage
www.standleeforage.com • 800-398-0819

Products: Standlee offers a complete line 

of forage varieties in a wide range of product 

formats, including pellets, cubes, chopped, 

bales, shreds, treats and bedding

 Standlee Premium Western  

Forage® is a family-owned business located 

in Southern Idaho. The company offers a 

complete line of baled and bagged forage 

(beet pulp, straw and shavings). Quality is 

evident in their products and in the way they 

do business. After all, their family name is 

on every package, and has been for three 

generations.

Triple Crown Nutrition, Inc. 
triplecrownfeed.com/compare  

800-451-9916  

Products: Horse feed, supplements and 

 The secret to raising a successful 

horse begins with a superior feeding pro-

gram. The Triple Crown program of feed, sup-

areas: revolutionary formulations, premium 

ingredients and our EquiMix® Technology. 

Feeding your horse Triple Crown feed will 

keep your horse healthy and in supreme 

condition. 
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