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INTRODUCTION 

Congratulations! Being a receptionist in a veterinary practice is one 
of the most interesting and rewarding jobs you will ever have—and 
one of the most important positions at your veterinary clinic. 

You represent the animal hospital. The doctor speaks through 
you. You are the first person clients meet when they come to the 
clinic and the last person they see when they leave. In fact, statistics 
show that one of the main reasons why clients switch from one 
practice to another is that they’ve encountered an indifferent and 
unwelcoming attitude in the front office. 

You are the welcoming committee, the pleasant voice on the tele-
phone, the helpful hand in the reception area, the appointment sec-
retary, the bookkeeper, the question answerer, the scheduler, the 
director of sales, and the public relations department. 

You are a very important person! 
The dvm360 Veterinary Receptionist’s Handbook is designed to 

help you in your job, whether it’s your first day or you’ve got years 
of experience on the job. 

As you read this book, you will learn how to make clients feel 
welcome and how to demonstrate the care that your hospital pro-
vides their pets (your most important job!), how to be a good com-
municator (your other most important job!), and how to organize 
the many details of everyday life in a busy animal hospital (yes, your 
other most important job!). 

If you’re a new receptionist, you’ll probably find it helpful to start 
with Chapter 1 and go through each chapter in order. Of course, 
any chapter may be referred to as needed for help with a particular 
situation. Or, if you’re an experienced receptionist, you may want 
to customize the information to fit your clinic’s policies and then 
keep the book within easy reach to be used as a reference. 

You’ll probably find that it’s a good idea to tab some of the pages 
for quick reference. As you’ll see, many of the pages contain infor-
mation specific to your clinic, and you’ll want to refer to them daily. 

Every receptionist needs to be able to answer clients’ basic ques-
tions. The more you understand everyday medical procedures, the 
less often you’ll have to interrupt the doctor with questions. That’s 
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why Chapters 11 through 17 provide you with essential information 
on immunizations, surgery, parasites, and diagnostic tests. 

Chapters 18 and 19, Commonly Asked Questions, cover what 
clients most often ask veterinary receptionists about their pets. The 
appropriate answers—along with additional space to fill in more 
specific information about your clinic’s services and policies—are 
included. The more you study these questions and answers, the more 
confident you will feel and the better you will be able to communi-
cate the right information to your clients. 

And you’ll hear lots of new terms. So there’s a glossary of common 
veterinary terms and abbreviations in the back of the book. Again, 
the more you study and commit these to memory, the more confident 
you’ll feel and the more successful you’ll be! 

Best of luck in your career as a veterinary receptionist. There’s no 
question that when clients see your smiling face, they’ll know they’ve 
brought their beloved pets to the right place! 



CHAPTER 1

Making a
Good First
Impression
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How many times have you walked into a business and found your-
self ignored by the people who work there? It’s not a pleasant feel-
ing, is it? It makes you feel angry or like turning right around and 
walking out. In fact, you didn’t have a very good first impression of 
that business, did you?

The Receptionist’s Golden Rule 
You are the first person clients talk to on the phone and meet when 
they enter the waiting room. The image you project will give them 
their first impression of your hospital. Your job as veterinary recep-
tionist is to make sure your clients never feel ignored and to make 
each client understand how much you, the doctor, and the entire 
hospital team sincerely care about his or her pet. In fact, your 
golden rule is: 

Make the clients feel welcome. Show how much you care that 
they’ve chosen your clinic. 

When clients walk into your clinic, smile. Greet them, their pets, 
and their children by name. If you are on the phone when clients 
walk in, smile and wave to let them know you have seen them and 
will soon be able to help them. 

If you’re new and don’t know the clients, don’t despair. If 
you’re on the appointment system, you should know who will be 
coming in. Many practices are now taking pictures of the pet and 
including it in the pet’s digital medical file so you recognize the 
pets coming in. Be familiar with the pets in the family, especially if 
they have pictures in their files. If you’re not on the appointment 
system, a sign-in sheet can be a valuable aid. If you have no idea 
who a client is, ask! Then smile and use his or her name. Intro-
duce yourself, and speak to the patient too! 

Your clients like to know who you are, too. 
Wear a name tag that gives your name and 
title, or place a nameplate on your desk.

TIP
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Act professional—that’s what you are! 
There’s no need to gush over a client and a 
pet. A smile, a pleasant tone of voice, and 
genuine interest in the client and pet are 
all that’s needed. 

TIP

SAMPLE SITUATION

A client with no appointment calls and wants his new puppy to be 
seen today to begin its series of vaccinations.

You say: “We will be happy to take care of that for you. What 
is your name?” 

Client: “John Jones, and my puppy is Tippy.” 
You: “Mr. Jones, I know this will be Tippy’s first visit, but have 

you been in with other pets?” 
Client: “About two months ago I brought my cat in.” 
You pull his chart and say: “Yes, I see that on your chart. How 

is Felix feeling now? It will take me just a few minutes to set up a 
file on Tippy.” 

You proceed to get all the vital information on Tippy, set up his 
file, then say: “We can see Tippy tomorrow at 10 a.m. or 3 p.m. 
Which of these times will work best for you?”

With this approach, you let the client know the veterinarian 
wants to see the pet and you will get him on the schedule as soon 
as possible. 

In every situation, make sure clients see how glad you are that 
they have chosen your clinic. If you do this, you automatically 
project a friendly, caring image of your clinic and help clients feel 
at ease and receptive as they head to the exam room to see the 
doctor. Remember, if a client receives an unpleasant welcome at 
your hospital, he or she can visit any number of other clinics.

The Five-Minute Rule 
As friendly as you are, clients don’t come to your clinic to spend 
time with you! They come to bring their pets to the doctor. So, an-
other important rule you’ll want to follow is: 

Don’t keep the client waiting. 



PRACTICE TIPS

Social media: Improve
your online presence
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Rx for veterinary social media

E verybody wants a magic pill to 
make all their social media work go 
away. Well, I don’t have that. For a 

lot of us, social media can be tough. But I 
have a doable prescription for all of us to 
find success and really express what our 
practices are about every day for clients 
and clients-to-be. Here’s my Rx to make 
social media a snap at your practice:

Show what you do

You do stuff every day. 
However, when peo-
ple drive by your 
practice, or even 
come inside, they 
don’t always see 
the stuff you’re 
doing. So, get 
that fancy 
smartphone 
out of your 
pocket and take 
some pictures of 
you and your staff 
doing what you do 
every day. Remember, 
if customers, their kids or 
their pets are in the photo, get 
their permission to post/use it. (You can 
use a permission form like this one.)

When was the last time you posted a 
photo of an intestinal parasite through 
the lens of your microscope? How about 
your stocking manager checking expira-
tion dates on products in stock? Even the 

ever-so-popular vet tech catching a urine 
sample? These photos show your team 
members in their element.

People like to see veterinary 
medicine isn’t just cuddling 
with puppies and kittens.

People like to see that veterinary medicine 
isn’t just cuddling with puppies and kittens 
(even though those posts are great, too). 

That shot of your staffer checking 
dates shows you care about 

the products you dispense 
and ensure they’re fresh. 

The tech dodging pee is 
doing an awesome job 
that loads of people 
wouldn’t attempt, so 
it shows their commit-
ment. It’s not hard to 
find the story in your 

practice, but it’s easy to 
forget to share them.

Post on the
(more than) daily

Take three pictures a day, with or with-
out a meal, for the rest of eternity. You 
need to make this part of your routine. Put 
it on your calendar! Make a reminder in 
your phone! Make it someone’s job! Get it 
done. Social media outlets like Facebook 
and Twitter push more frequent users to 
the front of the pack, and this gets your 
practice and your message in front of 
more eyes.

2019. All rights reserved.

Here’s my advice for DIY social media to promote your 
great veterinary hospital that doesn’t take all day.
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The best part of social
media is that you don’t
even need to pay ...

Think of it this way: Who gets more ex-
posure—a business with a cardboard sign 
on a telephone pole, or a business with 30 
billboards along the highway? The best 
part of social media is that you don’t even 
need to pay for those billboards (unless 
you really want to step up your game). Use 
this no-cost marketing pot of gold that’s 
right in front of you. I guarantee another 
practice in your area will.

Post on your own website

Perhaps the best posts on social media 
outlets are those that go “viral”—meaning, 
they’re shared and liked so many times 
that they take off like a wildfire. And our 
practice has found that the types of con-
tent in posts matters.

Great information is worth sharing, so 
post links to articles posted on your own 
website (not someone else’s). This drives 

traffic to your page and shows clients-to-
be just how much more informative you 
are than their current veterinarian. (Edi-
tor’s note: Need stuff to post? We’ve got 
you covered—start here.)

People are big fans of charity 
and good citizenship

People are also big fans of charity and 
good citizenship. Scan and post lost-pet 
flyers you find in town or have posted at 
your clinic. Take a photo of the donation 
bin on your front desk to help pets in need. 
People will share it because it’s their own 
way of helping or donating, even if they 
can’t afford to themselves.

Don’t be scared. Fill this scrip. Pages like 
Facebook and Twitter have made seeing 
your successes easier than ever. Use those 
analysis tools. Take ideas from your staff 
(especially the younger members). Make 
social media part of your treatment plan 
and you’ll never come down with social 
media malaise again.

Brent Dickinson is practice manager at Dickinson-McNeill 
Veterinary Clinic in Chesterfield, New Jersey.

2019. All rights reserved. Sari ONeal/Shutterstock.com
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