Presentation notes:

Introduce myself

Discussing the developments in social media and its use as a marketing platform within the veterinary industry. Within the veterinary industry there needs to be a deeper understanding of the opportunities social media presents and we need to embrace the benefits in communicating with our clients via this platform. Research needs to be undertaken to engage in medical related discussion and the awareness of the services that we offer. 

Client expectations
Social media introduction
We live in an extremely technological focused world. The use of social networking has become more and more accessible over the recent years. It has become an avenue where we can extend marketing campaigns out to a wide range of consumers. Marketing professionals use this tool to connect the brands and consumers whilst using social interaction. 
Social media it is progressing at a rate where we need to continually monitor and adapt to be able to keep a competitive advantage. To use social media as marketing strategy there needs to be a clear business goal and we should adapt our development in regards to data analysis and the attitudes and motivations for the user. 


Identifying a relevant contemporary issue in marketing management 

· Vet practices do not utilise social media/website online presence enough. 
· No adequate training is given to persons in the practice who use social media.
· Lack of training and awareness around social media means that there are no goals or objectives set. 
· There needs to be a plan and strategy to give the practice direction. 
· Need teamwork and accountability to achieve the goals. 
· Need to have a standard of success, if we don’t have this then the practice wont know what we are aiming for.
· What are our motivations – to increase traffic to the website? To increase SEO? To create a community with clients. Or reach new clients? 
· The covid pandemic has presented us with a huge challenge – clients not been able into the building for a year. Some new clients with animals have never experienced the real client journey. Need to use social media as a tool to educate the clients on what happens in the practice. This will also bond the clients to the practice better. Also keeps clients up to date with the fast-changing circumstances that covid provides us. 
· New generation of clients use social media platforms
· Statistics:
Social media - the number of users continues to grow each year and is forecast to reach nearly 51 million by 2025 with a market penetration rate of approximately 73.5 percent nationwide.
In 2019 the average adult in the UK spent 102 minutes daily on social media. 
Statista 2021 report online. 

· Most important issue is the lack of a social media plan/strategy. 
· First thing we need to do is identify individuals that can be responsible for the pages and gain adequate training.
· Then a plan/strategy can be formulated. 
· Need to identify business goals
· What are the aims for the social media pages?
· Identify our brand voice
· Educate clients
· Show the clients what happens behind the scenes
· Schedule posts to keep current
· Plan ahead

· Utilise Facebooks targeting platforms. 
· Using ad manager to produce advertising

· Always making sure we are meeting our goals.



Provide an analysis of the challenges faced as a result of your chosen issue
Need to compare and contrast my analysis and the challenges 

Challenges:
Practices traditionally are run by older generations of veterinary professionals who have worked their way to practice owners. This generation do not see the significance of this kind of marketing. They like old school ways of promoting. 
Need to show the value added. 
No one in practice is responsible for the social media pages. 
Social media can have a negative effect on a vet practice with negative reviews 
Clients can boycott the page if they feel they have faced wrongdoing.
Leaders of the practice have apprehensions.

Journal article: Veterinary Marketing – what works and what doesn’t.
By Bankstahl et al 2009 records a survey which asked a range of veterinary leaders if a marketing plan is implemented within their practices. All of the leaders said they either have some or the majority said they did not have a plan at all.
The leaders were asked what specific marketing methods they used. And non of them mentioned social media. They used methods such as the yellow pages, local flyers, supporting local charities and community open days. 
They mentioned marketing such as the yellow pages, word of mouth and 

Main challenge:
 Developing a Social Media Strategy
A marketing plan provides clarity
The aim is to know the client, their requirements, demands and problems.


We need to perform research to how social media marketing can make a positive impact on the practice. 

Make a final conclusion to how we can implement a role within each practice and how our marketing department within head office can offer guidance and troubleshooting for each individual practice. 
Send out monthly advice and post ideas. 
Keeping up with relevant industry information
Being present to advice on replying to negative feedback. 
Making sure the social media pages are being updated regularly to get maximum benefit. 
Social media is an inexpensive way to communicate and educate clients 
Social media can be the clients first impression of the practice
Marketing via social media is the most cost efficient and eco-friendly method of advertising
Social media to be used to build a network of core supporters 
Once established can be used to launch campaigns that will build interest and bring in business
Schedule posts to create an efficient regular presence
SEO ensuring website is being accessed through social media
Using it to book online appointments
New client acquisition

Data analysis:
The growth of social media usage opens up new opportunities for analysing several aspects of, and patterns in communication. For example, social media data can be analysed to gain insights into issues, trends, influential actors and other kinds of information

Using the practice management system to measure the success. Following promotions/campaigns calculate how many more procedures were carried out compared to the previous year. Using this as a guide to find out what is working well. 
A marketing plan can then be improved ongoing to make sure the strategy is working continuously for the practice. 

To create a successful and effective social media marketing strategy we need to:
Allocate time
Put in the effort
Continually learn about social media advancements
Focus on quality 
The main goal of marketing in veterinary practice is not only to sell a product or service, but also to create mutual profitable long-term relationship with our clients. 




