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•Partner at Halow Tassava 
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•Certified Veterinary Practice 
Manager and Licensed 
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•2013 PVMA President’s 
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What Pricing Accomplishes

•Covers	
  our	
  costs

•Provides	
  profit

•May	
  serve	
  as	
  a	
  loss	
  leader

•May	
  be	
  part	
  of	
  your	
  iden@ty

•Can be used for short term cash flow

•Can be used to capture market share
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Basics of Pricing

Margin % = Price-Cost /Price

Example $100-$50 /$100

=$50/$100 =0.50 or 
(50%)
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Margin in the Profit Loss

Gross Revenue  $100
           - COGS         $15

=Gross Profit          $85
-Fixed Expenses  $70

=Net Income           $15
% Margin              15%

% Markup is 17.65%
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Margin in the Profit Loss

Margin is 
where we are 

going.  
Markup is 
how we get 

there
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Example
A fecal costs $6 dollars (lab) and 4 dollars 
in fixed expenses.  We want a 15% margin 

on the PRICE

Margin % = Price-Cost /Price
0.15 = (P-($6+$4))/P
0.15 = (P-$10)/P
0.15P = (P-$10)

0.15P-P = -$10

-0.85P = -$10
P = -$-10/-0.85

P = $11.76
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MarkUP % =Price-Cost/Cost
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MarkUP % = 11.76-10.00 /10.00
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Interest + Changes to Operating 
Capital

This does         Opportunity Costs/
Risk
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18% and higher
Industry Standard?
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Computing Costs

COGS % + Fixed Costs+ 
Shrinkage/giveaways/discounts/

bad debt
PER UNIT

/ 1- Margin = Price
M=(P-C)/P , MP=P-C, MP-P=-C, 

P(M-1)=-C, P=-C/(M-1)
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Computing Costs

Not As Easy As 
It Looks
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Trying to Account for
Loss Leaders 
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  discount	
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  or	
  at	
  least	
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  for	
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• If	
  you	
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  use	
  the	
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  to	
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  the	
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  not	
  to	
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Successful Pricing Means 
Believing In the Value of 

What you Do

•Regularly	
  discuss	
  how	
  the	
  en@re	
  team	
  
brings	
  value	
  to	
  clients	
  and	
  pa@ents

•Talk	
  about	
  how	
  to	
  talk	
  about	
  money
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Connect with HTC!

• facebook.com/HalowTassavaConsulting

• twitter.com/HalowTassava

• www.halowtassava.com

• bash@halowtassava.com

• Blogs: www.halowtassava.com 
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Are Our Employees Really 
a Team?

Healthcare Professionals that Knock It 
Out of the Park
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Bashore 
Halow

•Partner at Halow Tassava 
Consulting
•Certified Veterinary Practice 
Manager and Licensed 
Veterinary Technician
•Editorial Advisory Board 
Member to Firstline and DVM 
360 magazines
•2013 PVMA President’s 
Award for Vet Management 
Education
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• Recruit	
  Players

• Know	
  the	
  goals	
  of	
  the	
  
game

• Know	
  what	
  posi@on	
  
they	
  are	
  playing

• Listen	
  and	
  trust	
  their	
  
coach

• Prac@ce

• Want	
  to	
  win	
  and	
  
celebrate	
  winning
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  to	
  the	
  rule

• Sit	
  with	
  our	
  coach	
  at	
  
30,	
  60	
  and	
  90	
  days	
  ?

• And	
  win...what’s	
  a	
  
win?
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Fundamental Elements 
of a Team

•Shared	
  Vision

•Goals

•Clear	
  Expecta@ons

•Training

•Great	
  Coaching
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Shared Vision:  A fresh look 
at your practice’s Mission
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  the	
  job

• Improves	
  recrui@ng,	
  interviewing,	
  hiring	
  and	
  
training	
  success

• Informs	
  your	
  team	
  member	
  of	
  expecta@ons

• Reduces	
  payroll

•Gives	
  the	
  coaching	
  process	
  context
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  the	
  en@re	
  team	
  involved	
  in	
  training

•Make	
  third	
  party	
  training	
  sites	
  YOUR	
  
training

•Build	
  wall	
  calendars	
  that	
  help	
  keep	
  the	
  
group	
  on	
  course
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Coaching:

Positive Coaching With 
Team Members

Reviews
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Talk to me about 
performance reviews
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•Change	
  has	
  to	
  be	
  meaningful	
  to	
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  and	
  stay	
  strong
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Allow	
  team	
  to	
  par@cipate

•Ensure	
  that	
  team	
  members	
  can	
  weigh	
  in	
  
anonymously

•Determine	
  how	
  results	
  will	
  be	
  reviewed	
  
BEFORE	
  you	
  begin

•Don’t	
  use	
  them	
  as	
  a	
  basis	
  for	
  wage	
  
increases
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Connect with HTC!

• facebook.com/HalowTassavaConsulting

• twitter.com/HalowTassava

• www.halowtassava.com

• bash@halowtassava.com

• Blogs: www.halowtassava.com 
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Teaching Our Employees 
to Effectively 
Communicate
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Bashore 
Halow

•Partner at Halow Tassava 
Consulting
•Certified Veterinary Practice 
Manager and Licensed 
Veterinary Technician
•Editorial Advisory Board 
Member to Firstline and DVM 
360 magazines
•2013 PVMA President’s 
Award for Vet Management 
Education
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Thank you!

and Chris Weisner and 
Robert Perry!

48



Think about it...

49



Think about it...
•Made it through veterinary school

49



Think about it...
•Made it through veterinary school

•‘Paid our dues’ working for others

49



Think about it...
•Made it through veterinary school

•‘Paid our dues’ working for others

•Invested 750K (or more!) in purchasing a practice

49



Think about it...
•Made it through veterinary school

•‘Paid our dues’ working for others

•Invested 750K (or more!) in purchasing a practice

•Held education classes for our team

49



Think about it...
•Made it through veterinary school

•‘Paid our dues’ working for others

•Invested 750K (or more!) in purchasing a practice

•Held education classes for our team

•Suffered through innumerable stressful business 

situations

49



Think about it...
•Made it through veterinary school

•‘Paid our dues’ working for others

•Invested 750K (or more!) in purchasing a practice

•Held education classes for our team

•Suffered through innumerable stressful business 

situations

•Fretted about payroll, practice value, growth

49



Think about it...
•Made it through veterinary school

•‘Paid our dues’ working for others

•Invested 750K (or more!) in purchasing a practice

•Held education classes for our team

•Suffered through innumerable stressful business 

situations

•Fretted about payroll, practice value, growth

•Then the phone rings and you hear someone yell...
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That phone...

•Can be the start of a relationship

•Is very likely someone who is concerned 
and needs your help 

•It is the first REAL glimpse of who you                         
are
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The Battle for Visibility
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Halow&Tassava&Consul-ng&Workshops&that&
WORK!&
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• A	
  review	
  of	
  calls	
  made	
  to	
  prac@ces	
  in	
  
the	
  US

• Your	
  thoughts	
  on	
  successful	
  client	
  
interac@on

• Review	
  the	
  steps	
  necessary	
  to	
  create	
  a	
  
posi@ve	
  impression	
  on	
  your	
  clients	
  on	
  
the	
  phone	
  and	
  inside	
  the	
  prac@ce
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discussion	
  on	
  how	
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  come	
  
first!

• Teach	
  priori2es	
  to	
  team	
  members:	
  
safety,	
  then	
  service...everything	
  else	
  
comes	
  acer

• $how	
  it	
  ma5ers:	
  consider	
  a	
  higher	
  pay	
  
scale	
  for	
  client	
  care	
  reps
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Effective Communication is not
Intuitive

This	
  is	
  not	
  ‘common	
  sense’.	
  	
  Don’t	
  
expect	
  team	
  members	
  to	
  know	
  how	
  
to	
  communicate	
  specials,	
  bargains,	
  
pricing,	
  etc.
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Marketing and Salesmanship
(Just cause you ‘feel’ it, doesn’t 

mean people ‘get’ it)

• Demonstrate who you ARE

• Are you saying what you MEAN?  

• Are communications skills a requirement of 
employment?

• Should you be hiring, training and reviewing for 
communication?
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Ten Disastrous Leadership 
Habits

(and what happened when 
I tried them)

Bash Halow, CVPM, LVT
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Bashore 
Halow

•Partner at Halow Tassava 
Consulting
•Certified Veterinary Practice 
Manager and Licensed 
Veterinary Technician
•Editorial Advisory Board 
Member to Firstline and DVM 
360 magazines
•2013 PVMA President’s 
Award for Vet Management 
Education
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and Chris Weisner and 
Robert Perry!
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No Clear Goals
No	
  Mission	
  Statement,	
  Vision	
  Goals	
  and/
or	
  Strategic	
  Plan
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Mission Statements

• Should inspire you, your team, 
and your clients

• Need to be of manageable length

• The secret isn’t having one, it’s 
LIVING one.
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Neither rain, nor sleet, 
nor gloom of night stays 
these couriers from the 
swift completion of 
their appointed rounds.

83



US Post Office

84



Our mission and values are to 
help people and businesses 
throughout the world to 
realize their full potential. We 
create technology that is 
accessible to everyone—of all 
ages and abilities everywhere.
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Microsoft

86



Through our strong network of 
volunteers, donors and partners, we are 
always there in times of need. We aspire 
to turn compassion into action so that 
all people affected by disaster across the 
country and around the world receive 
care, shelter and hope.
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The Red Cross
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In air, space and 
cyberspace; we fly, fight 
and win!
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US Air Force
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We refresh the world 
and create moments of 
optimism and 
happiness.
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Coca Cola
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The experiences at our hotel 
enliven the senses, instill 
well-being, and fulfill even the 
unexpressed wishes and 
needs of our guests.
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The Ritz-Carleton
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We are a trusted friend, 
protector, and pathfinder 

forward; for you, your 
practice, and the veterinary 

profession.
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Vision Goals and a 
Strategic Plan
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Strategic Plan in Action
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100



101



102



103



104
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Neutering Your Manager
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‘Relatively’ Working
Bringing family into the 

business
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Mixing 
Business with 

Pleasure
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Micromanagement

109



Losing Your Temper at 
Work
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Losing Your Temper in the 
Workplace
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Losing Your Temper in the 
Workplace

• 31.6% admit to yelling at 
employees in public

• Another 17% admitted yelling at 
employees behind closed doors

• 44% of the people considered it 
okay

• 53% admitted that the fall out 
occupied a ‘noteworthy’ amt of 
time

111



Don’t do as I do,
Do as I say

112
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Not standing up to the mean girl
113



No Boots on the Ground

114



Connect with HTC!

• facebook.com/HalowTassavaConsulting

• twitter.com/HalowTassava

• www.halowtassava.com

• brenda@halowtassava.com

• Blogs: www.htc1mile.com, 
www.halowconsulting.blogspot.com 
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