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A Higher Standard

I 
think most of us would agree that our veterinarian customers are not always the savviest of business 

people. They are obviously very smart, or they wouldn’t have gotten into, and graduated from, vet school. 

But the truth is, many of them are consumed by their passion for taking care of animals, not running a 

business. Many of them graduate from vet school and jump right into practice where they can pursue that 

passion. 

While they might not fully understand the basic principles of how to run a business, over the past 10 to 12 

years a strong economy has kept them reasonably healthy and has allowed them to largely ignore their lack of 

business acumen. The recent recession, along with the advancement of the technology, is changing that dynamic. 

The easy money once generated by their pharmacy has migrated to less expensive alternatives, and their free 

spending customers are approaching the care of their pets more prudently. The bottom line is many vets are get-

ting religion when it comes to the understanding the business side of their practices. It’s sink or swim. 

This was underscored in our recent visit to Cornell’s College of Veterinary Medicine in September. The director of the hospital told 

us they are now including a focus on the business side of medicine so their graduates can enter into the working world with, at the 

very least, a basic understanding of what is required to run a business. In fact, they now require every department to be responsible 

for their own P&L and will no longer subsidize losses. That is a change, and certainly bodes well for the future.

So what does that mean to you as a sales rep? It means the customer’s expectations of you are changing. As they gain a better 

understanding the business side of their practice, they will hold you to a higher standard. Do you add value or are you just showing 

up? Have you brought new revenue generating ideas to the practice? Have you helped them save money or become more efficient? 

Have you trained them on how to sell and educate their clients on new or existing services? Answer these questions correctly and 

you, along with your customers, will thrive and prosper. 
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Pain Management

L
ooks can be deceiving. And when a pet 

looks like it is in pain, it’s probably hurt 

worse than you think.

For years, though, that was all pet 

owners had to go on – observing a loss of 

appetite or spotting physical symptoms such as a limp. 

Yet advancements in treatment today, and a push by vet-

erinarians to educate pet owners on pain management, 

have led to improved care in both rehabilitation and on 

the operating table.

Veterinary Advantage interviewed William Horne, 

DVM, Ph.D., director of Cornell University Hospital for 

Animals in Ithaca, N.Y., on the 

innovations underway at the in-

stitution, including advances in 

pain management, for the No-

vember-December 2009 printed 

issue. Horne chronicles the early 

struggles with anesthesia, spe-

cifically the cardiovascular 

consequences of earlier meth-

ods of anesthesia for dogs, and 

how some patients would end up with complications 

following a surgery. The research led to a multimodal 

approach to pain management.

“The profession as a whole has become much more 

aware of the needs of our patients in the area of pain re-

lief,” Horne says. “A lot of the pain management service is 

devoted not just to surgical patients, but to chronic cancer 

patients – to provide a better quality of life following a can-

cer diagnosis. It’s to the patient’s benefit and the owner’s 

benefit too.”

Pain management for pets obviously comes with its 

challenges. First and foremost is communication. Pet own-

ers have little else to go on besides the physical indica-

tors. And until recently, both veterinarians and pet owners 

didn’t have a full understanding of the options available. 

A recent article in Veterinary Practice News highlight-

ed emerging methods in pain management, including non-

steroidal anti-inflammatory drugs, rehabilitation methods 

such as range of motion and using heat or ice, and even 

high-tech options such as low-level laser therapy, which 

can speed up the healing process and reducing the dura-

tion of pain.

All of which are opportunities for distributor reps to 

bring value to their customer relationships in new product 

offerings, consultation and references.

Look for more on Horne and the innovations underway at 

the Cornell University Hospital for Animals, in the November-

December 2009 issue of Veterinary Advantage. 

The Problem with Pain
Advancements in pain management leading to improved care

“A lot of the pain 
management 

service is devoted 
not just to surgical 

patients.”
– William Horne, DVM, Ph.D.
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