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plans are likely to be met with
greatest resistance and, therefore,
where you will need to focus
greatest effort in presenting the
benefits of any proposals.

Secondly, this approach often
yields a big positive in that it
highlights common ground. If the
rest of the team largely wants the
same things as you – and this is
nearly always the case – then
change is then seen as coming
about as a result of the team’s
wishes and wants, and not just
about some whim of management,
meaning that “buy in” to the
process that follows will be
greatly accelerated.

Define your vision in a way
which communicates benefits to all
those affected by the change. Most
of us think not in numbers and
strategy, but in pictures – so paint
pictures with words about your
positive vision for the future.
�   Preparing for change: The next

stage is to prepare the team for
change by engaging them in
meetings and group discussions.

This is critical because change
presents problems for a great many
people who can feel threatened and
fearful. However, if consulted they
do tend to feel more in control, and
in becoming part of the process
they become more accepting of it.

Identify and target the more
adaptable members of the team
and those who have greatest
influence with the others and excite
them with your vision for the
future. Enthusiasm is infectious.
The others will be quick to follow.

It may also be useful to have
one-to-one meetings with the key
influencers and ask them about any
fears and misgivings that they may
be aware of. Provide counselling for
those who may be struggling to
adapt – and remember that
managers do not always make the
most effective counsellors!

�   Motivation to change: The most
important part at this stage is the
requirement for strong leadership.
Projects with clear goals need to be
established and powers of
delegation put to the test!

If, for example, the team agrees
that successful complaint handling
is a good way to build client loyalty
and that more could and should be
done in this area, then form a task
force which will take this project on
and devise and implement a plan
for improvement. Encouraging
participation and involvement is
the quickest route to establishing
new behaviours.

It is now time to put your
money where your mouth is and
commit resource to the change.
Establishing a different culture will
require time and money; time to
discuss and implement new
ideas and money to invest in
skills training.
�   Sustaining change: In order
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to sustain change, positive
reinforcement is continually
required. Goal achievement and
peer recognition are extremely
powerful motivators, so actively
look for success and broadcast
it loudly.

A re-run of the questionnaires
will provide concrete evidence as to
how much has been achieved.
Seeing progress for yourself is also a
powerful mechanism for reinforcing
positive changes in behaviour.

Will it be worth
the effort?
Culture change is not for the faint-
hearted! It requires effort,
determination, single-mindedness
and money – and it may take some
time to achieve.

So, will it be worth the effort?
In a veterinary market which is

undergoing considerable change
and becoming increasingly
competitive, the winners will be
those who continually look for

improvement, strive for a deeper
understanding of their clients needs
and look for ways to exceed client
expectations.
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In order to effect culture
change, a shift in the

mindset, attitude and beliefs
of employees may be

required and this is clearly
a task of enormous

○ ○ ○ ○ ○ ○ ○ ○ ○ ○ ○ ○ ○ ○

magnitude and scope.

Since practice culture is
reflected in the behaviour of every
member of staff, it impacts on each
client interaction and, therefore,
has a huge bearing on the

perception of service quality,
delivery and value.

Focusing on the culture,
therefore, has the potential to reap
tremendous rewards.

Get it right and not only will
your clients’ perception of service
be greatly improved, but you will
also get the best out of all the
“Marys” in your practice; staff will
be motivated to the best possible
job they can and your biggest
investment in the practice – that is
the people – will deliver both an
improved return on the capital
invested and a veterinary practice
with ever-increasing numbers of
loyal and bonded clients.

Insured clients
spend 104%*

each year on accident and illness than
uninsured clients
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