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VETERINARY
PRACTICE BRAND
MESSAGING
FRAMEWORRK




INTRODUCTION

A strong brand messaging framework is essential for
communicating your veterinary practice's unique value
proposition and building a consistent, compelling brand identity.
By defining your key messages, tagline, and elevator pitch, you
can ensure that all your marketing and communication efforts
are aligned and effective in reaching your target audience. This
worksheet will guide you through the process of creating a
comprehensive brand messaging framework for your veterinary
brand.

INSTRUCTIONS

Follow the steps below to develop your brand messaging
framework. For each component, consider your brand's mission,
values, and target audience, as well as your competitive
differentiation and the benefits you offer to clients. Use clear,
concise language that resonates with your ideal clients and

reflects your brand personality.




STEP 1: DEFINE YOUR
BRAND'S CORE, MESSAGE

Your core message is the foundation of your brand messaging
framework. It should succinctly communicate what your practice

(or brand) does, who it serves, and why it matters. Consider the

following questions:

What is the primary purpose of your veterinary brand?

Who is your target audience, and what are their key needs and

challenges?




What unique value or benefits do you offer to your clients?

How do you differ from competitors in your approach,

expertise, or service?

Distill your answers into a single, powerful statement that

captures the essence of your brand.




Forexample, hereisa template forwrtinga
powerful statement fora veternary practice.

"At [Brand Name], we provide compassionate, comprehensive
care for [target audience]'s beloved pets, ensuring their health
and happiness through every stage of life."

Here's another example of a powerful statement that captures
the essence of a brand for veterinary consultants and industry
partners:

"At Dog Days Consulting, we empower veterinary professionals
and industry partners to build thriving, authentic brands through
strategic guidance and personalized coaching, enabling them to
make a lasting impact in animal health and connect meaningfully
with pet owners."

This statement encapsulates:

e The primary purpose (empowering veterinary professionals
and industry partners)

e The target audience (veterinary professionals and industry
partners)

e The unique value offered (strategic guidance and personalized
coaching)

» The ultimate benefit (building thriving, authentic brands)

e The broader impact (making a lasting impact in animal health
and connecting with pet owners)

e The differentiator (focus on authenticity and personalized
approach)

This core message serves as a foundation for further brand
messaging, clearly communicating what the brand does, who it
serves, and why it matters in the veterinary industry.
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STEP 2: DEVELOP YOUR
BRAND'S KEY MESSAGES

Building on your core message, create a set of 3-5 key messages
that expand on your practice's unique value proposition and
benefits. These messages should be specific, relevant to your
target audience, and differentiated from competitors. There are
examples below to help you think through your answers. Consider

the following areas:

Your approach to veterinary care (e.g., personalized, holistic,
evidence-based)

Your expertise and qualifications (e.g., board certifications,
specialized training)




Your range of services and products (e.g., preventive care,
surgery, dentistry, pharmacy)

Your commitment to client service and experience (e.g.,
convenient scheduling, clear communication, compassionate
support)

Your role in the community (e.g., local partnerships, charitable

giving, education)




Example

For each key message, provide supporting points, examples, or
proof that reinforce your claims. For example:

"Our team of experienced, board-certified veterinarians are
dedicated to providing the highest quality of care for your pet."

e Supporting point: Combined 50+ years of experience in
veterinary medicine

» Supporting point: Ongoing training and education to stay up-
to—-date on the latest advancements

o Supporting point: Personalized treatment plans tailored to
each pet's unique needs




STEP 3: CRAFT YOUR
BRAND'S TAGLINE

A tagline is a short, memorable phrase that captures the essence
of your brand and differentiates you from competitors. It should
be simple, easy to understand, and evocative of the emotions or
benefits associated with your practice. Some examples might
include:

"Caring for your pets like family"
"Where healthy, happy pets thrive"

"Your partner in lifelong pet wellness"

Brainstorm potential taglines that align with your core message
and key messages and test them with your team and a sample
of your target audience to gauge their effectiveness.




STEP 4: CREATE YOUR
BRAND'S ELEVATOR PITCH

An elevator pitch is a concise, compelling description of your
practice that can be delivered in 30 seconds or less. It should
include your core message, key differentiators, and a call to action
for potential clients. Use the following template to craft your
elevator pitch:

"At [Practice Name], we [core message]. We stand out from other
veterinary practices by [key differentiators]. Our [range of
services/approach to care/commitment to client service] ensures
that [key benefit to clients]. If you're looking for [desired action],
we invite you to [call to action]."

L

Brainstorm potential taglines that align with your core message
and key messages and test them with your team and a sample
of your target audience to gauge their effectiveness.




Forexample:

"At ABC Animal Hospital, we provide compassionate,
comprehensive care for San Francisco's beloved pets, ensuring
their health and happiness through every stage of life. We stand
out from other veterinary practices by our team of board-
certified specialists, state-of-the-art facility, and personalized
approach to care. Our wide range of services, from preventive care
to advanced surgery, ensures that your pet receives the highest
quality of care in one convenient location. If you're looking for a
trusted partner in your pet's lifelong wellness, we invite you to
schedule an appointment with us today."

Enter your elevator pitch here:




STEP 5: DEVELOP YOUR
BRAND'S VOCABULARY

Create a list of key words and phrases that reflect your brand
personality, values, and messaging. These could include:

Adjectives that describe your practice's approach, expertise, or
service (e.g., compassionate, knowledgeable, innovative)

Industry-specific terms that demonstrate your credibility and
authority (e.g., AAHA-accredited, fear-free certified)




Emotional or aspirational language that resonates with your
target audience (e.g., bond, love, family, wellness)

Use this vocabulary consistently across your marketing and
communication materials to reinforce your brand identity and
messaging. Share it with your team and make sure they are
comfortably and naturally using this language in all interactions.
This comfort comes from the leadership using the same language

and living the brand.




STEP 6: CREATE YOUR
BRAND'S MESSAGING
GUIDELINES

To ensure consistency and effectiveness in your brand messaging,

create a set of guidelines for your team to follow. These might
include:

Do's and don'ts for messaging and tone:

Templates or examples for common communication scenarios,
include links to templates that should be used for these items.
(e.g., appointment reminders, treatment plan discussions):




Guidelines for adapting messaging to different channels or
audiences:

Processes for reviewing and approving marketing materials

Regularly review and update your messaging guidelines as your
practice and target audience evolve.




WRAP UP:

A strong brand messaging framework is the foundation for all
your marketing and communication efforts. By clearly defining
your core message, key messages, tagline, elevator pitch, and
vocabulary, you can create a consistent, compelling brand
identity that resonates with your target audience and
differentiates you from competitors.

Remember, your brand messaging should be authentic,
relevant, and valuable to your clients. By consistently delivering
on your brand promise and communicating the benefits of your
practice, you can build trust, loyalty, and long-term success for
your veterinary practice.

Note: you should have a Brand Guidelines Checklist readily
available to anyone working on your brand. Connect with me if
you are interested in receiving our template for that:

rhonda@dogdaysconsulting.com
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