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Abstract 

According to the American Veterinary Medical Association reported in 2012 that there were 

64,489 licensed veterinarians in the U.S. in private clinical practice (AVMA, 2012).  Further, the 

Humane Society of the United States detailed that 39% of U.S. households own at least one dog, 

and 33% own at least one cat (Humane Society of the United States, 2013).  With that many 

potential consumers with pets, how can veterinarians define new characteristics and unique traits 

that will draw a client to their business?  In the following marketing plan, I will lay out the 

framework for marketing strategies for a service not currently available within my local 

community in the Greater Des Moines area.  This service would be for a mobile veterinary office 

that comes to your home to take care of pets via both medical and preventative appointments.  In 

addition, I will evaluate and analyze the external market including customers and competitors, 

the four P's, control and evaluation, forecasting, and timing of the overall project.   
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Background and Introduction 

 According to the Humane Society of the United States, 39% of U.S. households own at 

least one dog, and 33% own at least one cat (Humane Society of the United States, 2013).  

Further, on average, owners spend $248 and $219 on routine veterinary visits for dogs and cats, 

respectively (Humane Society of the United States, 2013).  By discovering the demographics of 

pet owners and knowing the types of pets they own, we can identify marketing techniques to 

advertise to potential clients.  In addition, the American Veterinary Medical Association reported 

in 2012 that there were 64,489 licensed veterinarians in private clinical practice (AVMA, 2012).  

This highlights that this field is highly competitive and that veterinarians need to market 

strategically to get and keep clients.   

 With our unique business model for a mobile veterinary office not currently offered 

within the Greater Des Moines area, we are entering into a blue ocean market with a great 

opportunity to promote this specialty service to a large market.  "The blue ocean strategy is aptly 

named because it advocates a similar concept where businesses explore new horizons rather than 

pursuing existing ones" (Tribune, 2011).  In addition to providing the normal services of any 

other veterinary office such as routine vaccines, dentals, and flea and tick prevention, our clinic 

will offer customized services such as dog tag machines, microchips (for lost pet identification), 

and therapeutic dog foods to name a few.  By selling and offering specialty items that cannot be 

found easily at convenience stores, on top of our unique mobile house call service, increased 

revenues will help to keep overhead costs low in order to remain competitive within the 

veterinary field. 

 In these current economic times, it is important for businesses to understand the needs 

and wants of consumers.  It is equally relevant to be able to advertise qualities that are most 
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relative and attractive to potential clients.  This is especially pertinent to a new startup business.  

Further, it is crucial for a business to be able to define new characteristics and unique traits that 

will draw a client to their business. In the following marketing plan, I will lay out the framework 

for marketing strategies for a service not currently available within my local community in the 

Greater Des Moines area.  This service would be for a mobile veterinary office, creatively called 

the Animal Ark Mobile Veterinary Office that comes to your home to take care of your pets. In 

the plan, I will evaluate and analyze internal factors, external markets including customers and 

competitors, the four P's, control and evaluation, forecasting, and timing of the overall project.   

Analysis of Internal Environments (S.W.O.T.) 

 A useful tool for identifying relevant criteria related to a feasible strategy is a S.W.O.T. 

analysis (Perreault, Cannon, and McCarthy, 2008). The name says it all;  S.W.O.T. is an 

abbreviation for  Strength, Weakness, Opportunity, Threat. A S.W.O.T. analysis guides you to 

identify the positives and negatives inside your organization through its strengths and 

weaknesses and outside of it, in the external environment through opportunities and threats 

(Perreault et al., 2008). Developing a full awareness of your situation can help with both strategic 

planning and decision-making. 

Strengths 

 Strengths of Animal Ark Mobile Veterinary Office will include the mobility of our 

location, customized services offered, and our focus on the client experience during visits.  As a 

new business, Animal Ark Mobile Veterinary Office will have slow traffic initially but this will 

enable us to build upon and strengthen the client-focused experience from the moment the owner 

contacts us, and we arrive at their door.  No more will clients have to wait in the waiting room 

for the doctor to be ready as we will be ready for an examination of pets as soon as we arrive.  In 
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addition, our mobile office staff will be trained to focus on the individual patient and client needs 

so that bonds are formed and can continue in future appointments.  With an attitude of "we love 

them too," clients will feel comfortable handing their pets over to our experienced staff.  Further, 

with a software program that allows for digital images of all patients, we can incorporate photo 

identification of each animal directly associated with their individual records. 

Weaknesses 

Weaknesses include that we are a start-up company and will need to build out client base 

from the bottom up.  We will work to counteract this through our focused marketing plan to 

target specific segments of clients in order to build a strong client base through the first eighteen 

months of operation.  Operating a mobile clinic will also be a weakness as we will only be able 

to see one client at a time, must factor in drive time to locations, and the possibility of 

encountering unknowns that will put us off schedule.  While this will be a reality to our business, 

other facilities with multiple doctors will be able to see a higher amount of cases in contrast.  

Regardless, it is necessary at the start-up for Animal Ark Mobile Veterinary Office to only 

function with one veterinarian and one mobile office until the business is able to produce enough 

resources to hire additional staff and purchase another mobile unit.   

Opportunities 

 There are several opportunities that exist for Animal Ark Mobile Veterinary Office in 

order to help promote our unique mobile services within the greater Des Moines area.  Reaching 

out to senior and community centers in order to promote our services for pets will be a key 

opportunity for building our clientele.  At the start-up of our business, the mobile unit could be 

scheduled at different senior and community center locations in order to see pets of elderly 

clients. Many elderly clients cannot transport their patients to a facility for general care and 
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therefore pets may not be seen by a veterinarian at all.  By making the mobile clinic available at 

different senior and community centers throughout the Greater Des Moines area, we will tap into 

potential clients that may need veterinary care.  In addition to elderly clientele, young families 

may be more comfortable providing end of life care for their companion animals in the comfort 

of their own home rather than the sterile settings of a clinic.  Promoting our services of offering 

home based hospice care will be a good opportunity that will set apart our business from others 

in the area that do not offer the service.  A final opportunity is the partnership with Des Moines 

Area Community College’s Veterinary Technology program.  Partnering with the school as a 

mentor to veterinary technician students will help continue to spread the word of our mobile 

business as well as provide the opportunity to hire qualified veterinary technicians that come out 

of the program.   

 Additionally, a further opportunity for Animal Ark Mobile Veterinary Office would be an 

expansion.  Presuming an increase in demand for our services, our 3-5 year old plan will include 

hiring another veterinarian with a second mobile unit to divide our existing area or expand into 

another geographic area.  This would also mitigate the potential threat of another mobile 

business coming in as direct competition. 

Threats  

Threats that Animal Ark Mobile Veterinary Office needs to be aware of include the 

potential of another mobile clinic entering in the market, employee turnover, maintenance of the 

mobile unit, and environmental conditions that come with living in Iowa.  There is always risk of 

another mobile clinic that could move into the market, although this may not be likely for 

sometime unless a specialized practice develops, such as a cat only mobile unit or one 

incorporated with mobile dog grooming.  However, Animal Ark Mobile Veterinary Office will 
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be proactive in developing its business in order to protect our client base through a focus on 

creating a comfortable atmosphere and offering superior services through our mobile unit.  With 

any facility, there is potential for employee turnover.  We will focus on employing highly 

qualified individuals who are given responsibilities that will utilize and build upon their current 

skills.  Further, by offering an employee uniform allowance and encouraging individual skill 

development for employees through continue education offerings there will be the ability to 

enhance employee satisfaction and loyalty.  Regular maintenance for the mobile unit will need to 

be scheduled in order to make sure the unit is up and running during regular hours. Weather will 

need to be a consideration especially during the winter months when travel may not be possible 

due to snow and ice.  During times when the mobile unit it out of service and the weather 

conditions make it impossible for the mobile unit to arrive, our staff can still make house calls 

using their own personal vehicles for those non-emergency situations and apply for mileage 

reimbursement from the corporation.   

Analysis of the External Market 

 External marketing factors involve the economic, technological, political, legal, and 

social and cultural environments.  It is important to evaluate these factors related to marketing 

forces in order to determine if any may impact the marketing of our products/services to our 

target market in either positive or negative ways (Perreault et al., 2008).  

Economic 

 Economic environments can and do change rapidly (Perreault et al., 2008). The fact is 

that the US is still recovering from an economic downtown, and this factor is relevant to Animal 

Ark Mobile Veterinary Office.  Consumers are most aware of costs and want to get the best price 

for their perceived value.  As a mobile veterinary clinic, we will show our clients that we value 
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their time by bringing our services directly to their home.  For a start-up business however, we 

must carefully evaluate our overhead costs by gathering bids for capital equipment contracts and 

pharmaceuticals.   

Technological  

Many new advancements for businesses come from the recognition of technology and 

new ways of doing things (Perreault et al., 2008). At Animal Ark Mobile Veterinary Office, we 

will be one such organization.  We will offer our clients information about our services through 

an easy-to-use website.  As social media such as Facebook and Twitter are very popular, we will 

use these tools in order to promote our business through general announcements but also offer 

discounts for services in order to track its effectiveness.  In addition, by offering technological 

innovation we will offer appointment scheduling online so clients will additionally have the 

advantage of scheduling, changing, or canceling appointments with ease from their home.  

Additionally, Animal Ark Mobile Veterinary Office will offer digital radiography for clients 

through the mobile unit.  Further, we will employ a paperless electronic medical record 

environment that will automatically download laboratory data from the mobile unit to a remote 

backup drive. 

Political and Legal  

Political or regulatory affairs must be considered in the development of a veterinary 

practice.  These include inspections and approvals by the Iowa Board of Veterinary Medicine, 

the Drug Enforcement Agency, and Occupational Safety and Health Administration.  "Changes 

in the political environment often lead to changes in the legal environment and in the way 

existing laws are enforced" (Perreault, Cannon, and McCarthy, 2008, p. 105). Therefore, legal 
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counsel will be sought out and retained for proper legal advice and guidance during the start-up 

process. 

Social and Cultural 

 "The cultural and social environment affects how and why people live and behave as they 

do" (Perreault, Cannon, and McCarthy, 2008, p. 108).  This in turn will affect customer buying 

and will eventually affect the economy.  Animal Ark Mobile Veterinary Office will not take 

social and culture forces for granted.  Iowa’s Latino population, though far smaller than some 

other states, increased 84 percent from 2000 to 2010 to more than 151,000 (NBC Latino, 2012). 

As a result, seeking out staff that is multi-lingual with a focus on Spanish will allow our mobile 

unit to remain relevant to all consumers regardless of their social and cultural backgrounds.   

Customer Analysis 

 "Target marketers believe that customers should be the focus of all business and 

marketing activity" (Perreault, Cannon, and McCarthy, 2008, p. 122). Therefore, it is important 

to analysis potential customer information through demographic factors.  These factors include 

population, ethnic groups, gender, family makeup, income level, education, and age. The target 

segments that Animal Ark Mobile Veterinary Office will focus on will include: 1) senior 

citizens, 2) middle to high income households, and 3) empty-nesters.  With the highest 

percentages of our target segments residing on the western side of the Greater Des Moines area, 

our geographic focus will be on the following zip codes:  50325, 50266, and 50312.  There are 

seventeen existing veterinary hospitals within these three zip codes.   

 Table 1: Customer Analysis 

Zip Code 50312 50266 50325 Total % 
Median 
Family 
Income $82,126 $98,838 $116,371   
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    Under 18 3,074 5,858 4,371 13,303 24% 
Over 62 2,861 2,764 2,037 7,662 14% 

Total 
Population 15,339 23,625 15,448 54,412 100% 

 

 According to 2010 U.S. Census data the population for zip code 50312 is 15,339 people, 

23,625 in zip code 50266, and 15,448 in the adjacent zip code 50325 (U.S Census Bureau, 2010).  

All three of these zip codes are within a 10 mile radius of each other.  The median family income 

for the 50312 zip code is $82,126, $98,838 for zip code 50266, and $116,371 in zip code 50325 

(U.S Census Bureau, 2010).  Further, a combined evaluation of these zip codes shows that 24% 

of households are under age 18, while 14% in the area are age 62 and over (U.S Census Bureau, 

2010).  These areas will obviously have discretionary income and a good target for stay-at-home 

parents and retired persons which fit into our target segments.   

Competitor Analysis 

 There is no direct competition for our mobile veterinary office as no one else has a 

mobile office currently within the Greater Des Moines area.  However, there are seventeen 

veterinary practices in our target segments that will provide the same services as our mobile vet 

within their freestanding office locations.  However, we will offer extended hours including 

weekends for our mobile unit as to not directly compete with other local veterinary offices.  

Further, our greatest strengths will not only be the mobility of our services, but also our 

professionalism, expertise, and ability to offer a broad range of services. One major disadvantage 

will be that Animal Ark Mobile Veterinary Office will not provide billing services to clients as 

most other clinics would.  As a startup business, we simply cannot afford to provide this type of 

service to our clients.  However, CareCredit is a credit service that offers special financing and 
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low monthly payment options to keep your pet healthy and happy that we will offer to clients 

(CareCredit, 2013).   

Marketing Mix 

 In order to best develop a marketing mix for the target market described above, I will 

make a case for these variables in the following four categories typically referred to as the Four 

Ps: Product, Place, Promotion, and Price. 

Product 

 As a startup business, Animal Ark Mobile Veterinary Office will focus its products and 

services on the Greater Des Moines area with a specific focus on the mobility of our office.  The 

product area is concerned with developing the best product or service for the target market 

(Perreault et al., 2008). While there is no single product to promote specifically for a service 

industry such as a veterinary clinic, we do have a unique feature to our service offering in that 

we will come to our clients.  This will include arranging our products and services in a way that 

will be most attractive to our specific target segments pushing the mobility aspect of our services 

to the elderly, working adults, and stay-at-home parents.  In addition, like any other veterinary 

clinic, we will provide services such as general wellness exams and preventative medicines, 

radiology, laboratory diagnostics, dentals, and hospice care. 

Place 

 A product is no good to a customer if it is not available when and where they need and 

want it (Perreault et al., 2008).  This is where our product becomes the mobility of our office in 

order to provide service to those who may not be able to travel or do not have the time to go to 

the regular veterinary clinic.   

Promotion 
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 Promotion of the product will tell our target market about our product or service through 

personal selling, mass selling, and sales promotion (Perreault et al., 2008).  Our initial focus will 

be on acquiring new customers as we are a startup business.  For example, personal selling will 

play a key role at our startup as reception staff who are fielding phone calls will help potential 

clients understand what services we provide.  With well trained, personable staff, we will build a 

rapport with clients from the moment we speak with them on the phone, to our arrival at their 

home, and even as we pull out of their driveway.  This type of exceptional customer service will 

help build our client base and lead to repeat customers.   

 Our external marketing efforts will incorporate a variety of measures including social 

media, print media, flyers, targeted mass mailings, and a community presence.  Since the mobile 

unit is our business, we can use it to advertise wherever we go.  Further, we could ask other 

veterinary offices if they would display our business cards and flyers at their facilities (especially 

since we will offer after-hours care that would not directly compete with their business) 

(Business Ideas, 2012).  Reaching out to senior and community centers in order to promote our 

services for pets will be a key opportunity for building our clientele at the start-up of our 

business.  Further, the mobile unit could be scheduled at different locations throughout the 

community including non-profit special events, the local zoo, and malls in order to build 

awareness without our community. 

Price 

 Animal Ark Mobile Veterinary Office will need to price itself competitively in order to 

attract our target market segments.  Several factors will need to be considered when setting price.  

First, our costs in order to maintain the mobile unit, supplies, and salaries will be the main 

expenses of the office.  Relativity speaking, the overhead costs of running the business should be 
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low, and therefore price passed on to customers should be marked up appropriately in order to 

guarantee a profit to the business which can then be used to reconcile accounts payable, payroll, 

and return any remaining profits into further investment in the business.  Further, the prices of 

services provided by other veterinary clinics within the area need to be considered.  Price setting 

should bear in mind the kind of competition in the target market and the cost of the whole 

marketing mix (Perreault et al., 2008).  A sample of prices for services provided is available in 

Appendix A. 

Control and Evaluation 

 This section of the marketing plan is concerned with tracking performance and altering 

plans, if necessary, in order to keep the marketing plan on target.  This includes a review of 

financial expenditures as well as monitoring performance with plan objectives.  Routine 

evaluations will include looking for new opportunities and potential threats in the future.  This 

would be evident in the product life cycle, which includes the stages a new product idea goes 

through from beginning to end.  This is evaluated through four major stages of the product life 

cycle:  market introduction, market growth, market maturity, and sales decline (Perreault et al., 

2008).  

Forecasts and Estimates 

 Best case guess for the first year might be 5 visits/day with an average client transaction 

of $125.  That comes to $625/day or $3,437.50/week assuming a work week of 5.5 days.  For a 

total of $178,750/year for the first year. Second year ACT of $150.  That comes to $750/day or 

$4,125/week assuming a work week of 5.5 days.  For a total of $214,500/year. A sample forecast 

and estimate for our first two years profit and loss statement is provided in Appendix B. 

Timing 
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 The final piece of this marketing plan is an implementation timetable.  Once a timetable 

is complete, it can be used to determine how the outcomes of each action will be evaluated 

including when or how often.  This is important as factors can and do change.  For example, the 

marketing mix established in this plan may need to be changed during the product life cycle due 

to factors that are unknown at the time this plan was created due to the entrance of pure 

competition, sales decline, or identification of a new target market.  A review of the plan 

including revisions is important in order to prevent waste in marketing resources.   

 Table 2: Implementation Timetable 

Time Frame Goal 
1st Quarter 2014 Marketing Plan Completed 

2nd Quarter 2014 

Advertising and Promotion Campaign #1:  
Includes focus on senior and community centers, 

website launch, and special events 

3rd Quarter 2014 

Advertising and Promotion Campaign #2:  
Includes focus on stay-at-home parents, social 

media push, and local vet offices 

4th Quarter 2014 
Advertising and Promotion Campaign #3:  
Includes focus on targeted mass mailing 
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Appendices 

Appendix A 

Sample Pricing for Animal Ark Mobile Veterinary Office 

Veterinary Services  
Wellness Exam $35 
Urgent Exam $70 
Medical Progress Exam $35 
  

Vaccinations  
Rabies 1 year $17 
Rabies 3  year $36 
DHPPLV $20 
FVRCP $20 
Lyme $15 
Bordetella $15 
  

Diagnostics  
FeLV/FIV testing $45 
Parvo testing $45 
Heartworm 4D testing $40 
CBC $45 
Complete Chemistries $75 
T4 $25 
Fecal direct and float $25 
Digital Radiography (2 view) $115 
Digital Radiography (additional) $20 
  

Dental Estimates  
Dental Cleaning $250 
Extractions $200 
Anesthesia $225 

 

The numbers used here are estimates, therefore final pricing would be case dependent. 
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Appendix B 

Sample Profit and Loss for Animal Ark Mobile Veterinary Office 

     2014  2015   
Sales      $ 178,750 214,500  
Direct Cost of Sales     45,000   60,000  
Other Costs of Sales              0            0          
Total Cost of Sales    $   45,000  60,000 
 
Gross Margin     $ 133,750 154,500  
 
Expenses                                                                                             
Payroll        
     Veterinarian Salary             $           50,000             55,000  
     Technician Salary                            20,000             20,000 
     Receptionist                                     18,000             18,000 
Telephone and Internet Services            2,400               2,400 
Marketing/Promotion       5,000     6,000      
Depreciation           417        417 
Payroll taxes      11,500   11,500 
Professional Services               0                      0 
Professional Dues and License     1,000     1,000 
Professional Liability Insurance     1,000     1,000        
Maintenance        2,000     5,000 
Lease on Van      18,000   18,000 
Total Operating Expenses  129,317 135,317 
 
Profit Before Interest and Tax  $    4,433    19,183 
Interest Expense             0             0 
Taxes Incurred      2,020.75    5,270.25  
 
Net Profit     $   2,412.25   13,912.75 


