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So You Bought a Veterinary
Practice, Now What?

The most valuable  
asset in your 

practice purchase 
is the existing 

client base.

INTRODUCTION
As a new practice owner, you will face some challenges you may not have anticipated. 
Having financed over 500 veterinary practice acquisitions, we have been able to identify 
common themes and patterns that contribute to both successful and unsuccessful 
transitions.

This resource will guide you through many of the decisions you must make and the 
responsibilities you will assume, with the goal of putting you on the path to sucess. 

Recommendations are different just as each practice is different. These are ideas that can 
be implemented if you chose to do so. We have found these methods useful with our current 
practice owners. If you have any questions, please contact your Relationship Manager.

SETTING GOALS
Set realistic goals and, in your initial transition year, strive to achieve the following:

• Retention of the existing client base.

• A smooth transition with the seller.

• Revenue growth of 5-10%.

• Effective expense management with all non-doctor staffing costs at no more than 22% 
of gross annual revenue and cost of goods sold at no greater than 22% of gross annual 
revenue.

• Being the leader in your practice and establishing a cohesive team that supports your 
practice mission.

• Growing your client base by securing at least 20 new clients per month for each full-time 
doctor in your practice.

• Marketing your practice effectively, both online through your practice website and social 
media and by becoming involved in your local community to achieve name recognition.
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To hold on to existing 
clients, it is essential 
to maintain familiarity 

at the practice.

THE EXISITING CLIENT BASE
THE most valuable asset in your practice purchase is the existing client base. Retaining these clients 
during the transition in ownership and going forward is critical to your success.

EXISITNG CLIENT RETENTION
Communicate effectively and often with the client base before, during and following your acquisition.

• If you are not already on staff and it is possible, work as a relief veterinarian in the 
practice you plan on purchasing.

• Have the seller introduce you to existing clients and notify clients personally of your 
impending ownership.

• Increase your presence as much as possible in the time leading up to your acquisition.

• Have the seller post notices in the practice welcoming you on board.

• Have the seller send a letter to clients welcoming you to the practice and explaining 
the transition.

• Have the seller promote you on the practice website and through social media.

• Early in the transition, hold an open house with the seller in attendance to give clients 
the opportunity to meet you.

• Consider posting your cell phone number at the front desk and making yourself available 
for after-hours calls.

THE TRANSITION PLAN
How can you best achieve a smooth transition into your newly acquired practice?

• During the transition phase and for at least six months thereafter, you should consider 
adopting the existing practice “personality.”

• To hold on to existing clients, it is essential to maintain familiarity at the practice.

• Give clients time to accept the change in ownership and come to appreciate your 
personality and the practice culture you wish to develop.

• Remain accessible to existing clients so they know you will be there for them and  
their pets.

• Keeping the seller on staff for a time after your acquisition also can help maintain an 
element of familiarity.

• If the seller does not stay on board, it still remains crucial to ensure an amicable 
relationship with the seller. This is especially true if the seller remains in the community, 
as a poor relationship will have a negative impact on your practice.

• If the seller does remain on board, can you afford it? Keeping the seller in the practice 
will add to your overall staffing expense. How long will the seller stay, and will he or she 
work full or part time?
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IMPLEMENTING CHANGE IN THE PRACTICE
Consider avoiding significant change during the first six months of ownership. Thereafter, make changes 
gradually. Identify areas within the practice where changes may be required, such as the services 
provided, the fee structure, the quality of care, practice operations and facility aesthetics. The keys to 
implementing some of these changes effectively: obtain team input, set clear protocols and standards, 
hold regular team meetings (at least monthly) and provide team training where indicated.

TIME MANAGEMENT
How many hours a week will you need to work to practice veterinary medicine and manage a  
hospital effectively?

• Keep in mind that you may be required to work in excess of 50 hours a week in your first 
several years of ownership.

• You may spend a great deal more time on practice management than you anticipated. 
Ten or more hours a week may need to be devoted to management tasks.

• What hospital hours do you plan to keep, and how do you plan to organize your  
work day?

• We recommend monthly budget projections for the remainder of your practice year, then 
setting a complete budget for the upcoming year.

• Promote client convenience by offering extended and weekend hours.

• Do not close over the lunch hour.

• Maximize appointment availability by seeing appointments every 20 minutes or 
scheduling brief and extended examination slots.

SETTING A BUDGET
You will need to set a budget.

• Without a proper budget, you may over spend in important expense categories such as 
inventory and staffing. 

• “Benchmarks 2015: A Study of Well-Managed Practices” (Benchmarks 2015)* contains 
guidelines for expense management.

• This example can serve as a guide. (See page 15.)

• Your Live Oak Bank Business Advisory Group team member can assist you with 
budgeting.

• If you have retained an accountant and/or a practice management consultant, consult 
with him or her regarding appropriate budgeting.

• The value of setting a budget will be more apparent in future years when you can 
compare actual results with your projections. You will appreciate the ability to look back 
at prior years’ results to guide you in managing your practice going forward.

* “Benchmarks 2015: A Study of Well-Managed Practices” can be found online at www.industrymatter.com.

Promote client 
convenience by  

offering extended 
and weekend hours.
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PREPARING AND REVIEWING FINANCIAL STATEMENTS
The basic financial statements you will need to create include a Statement of Income and Expenses 
(Profit and Loss Statement) and a Statement of Assets and Liabilities (Balance Sheet). To see a sample 
Profit & Loss Statement, refer to the example on page 15.

If you do create your own financial statements, you may find it easiest to use QuickBooks.

• Depending on your proficiency with QuickBooks, you may need to spend 5-10| 
hours a month tracking your income and expenses and entering this information  
into QuickBooks.

• Consider taking a course to gain familiarity with QuickBooks. 
Visit http://www.liveoakbank.com/veterinary/resource-center/documents/ to get a 
copy of “Quickbooks: Making it Work for your Practice.”

If you can afford one, you may wish to hire an accountant to handle your financial statements. You may 
have to budget up to 0.5% of gross annual revenue toward accounting services. Depending on the size 
of your practice (>$900,000) in annual revenue, you may want to consider an industry specialist, but his 
or her services could be more costly.

You may want to hire a practice manager to assist you with financial management.

• Be sure you can afford one. Compensation for a practice manager can cost you 4% or 
more of gross annual revenue and could strain your staffing budget.

• Your practice manager should be adept at creating and reviewing financial statements.

You may wish to retain a veterinary industry consultant to assist you with creating your financial 
statements and reviewing your financial picture. Data from Benchmarks 2015* suggests that “well-
managed” practices spend an average of 0.4% of gross revenue on business consultation services.

You will need to ensure you provide Live Oak Bank with quarterly financial statements and tax returns 
each year. Not only does this help us, we can provide you with valuable feedback on your financial 
performance after reviewing the required documentation.

PRACTICE MANAGEMENT
PRACTICE MANAGEMENT SOFTWARE: Benefits and Uses

REVENUE: Fees and Pricing/The Average Transaction Charge

EXPENSE MANAGEMENT: Inventory Management/Staffing and Labor

GROWING YOUR PRACTICE: Providing a Great Client Experience
Consider taking a  

course to gain 
familiarity with 

QuickBooks.
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USING PRACTICE MANAGEMENT SOFTWARE
Practice management software can improve the efficiency of your practice and help you track  
practice performance.

• Many practices have become paperless or “paper-light.”

• Your software can help ensure that services provided are tracked  
more accurately.

• Some practices are now using cloud-based software, and you may wish to consider 
this option.

Practice management software can be used to:

• Manage inventory

• Schedule appointments and manage daily work flow

• Create and maintain patient records

• Record services provided

• Access patient diagnostics

• Provide client education

Be certain you and your team are proficient at utilizing all the tools your practice management  
software offers.

• If you are unfamiliar with the software used by the practice you have acquired or install 
new software, immediately take a course and gain familiarity with the system.

• The software cannot be an aid in practice management if you and your team members  
are not comfortable using it. 

Practice management 
software can improve 
the efficiency of your 

practice and help
you track practice 

performance.
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REVENUE
Track your gross revenue on a weekly, monthly and quarterly basis.

• Successful practices see about $600,000 in annual revenue per full time doctor in  
the practice.

Review your average transaction charge daily, weekly and monthly.

• This number is the average of all invoices for doctor-associated patient visits and 
generally does not include over the counter purchases such as medication refills or 
prescription diets.

• If the average transaction charge is not 3.5 to 4 times your office examination fee, 
explore why. Are your fees set appropriately? Are you discounting, giving away services 
or missing charges? Are you and your staff struggling to gain client compliance with  
your recommendations?

On a monthly basis, review the number of active clients in your data base, the number of patient visits, 
client retention statistics and the average number of visits per client. If you see negative trends, try to 
determine why and seek capable advice to help you correct your numbers.

Every week, look at the number of new clients you gained.

• For example, you should strive to see about 20-25 new clients per month for each full  
time doctor in the practice. If you are not securing enough new clients, you may need  
to re-think your marketing strategy. If you review this information regularly, you can  
make adjustments. 

Focus on driving revenue through providing medical and surgical services.

• Benchmarks 2015* reports that “well-managed” practices derive less than 33% of 
gross revenue from the sale of medical products, over the counter products, pet diets, 
preventatives and boarding and grooming services.

• Due to increasing competition from providers such as PetMeds and warehouse stores, 
these sales will continue to represent less of the revenue “pie” for veterinary practices.

• You might consider offering your own online pharmacy on your practice website. This 
may be more convenient for your clients and should help you reduce inventory expense.

Focus on driving 
in revenue through 

providing medical and 
surgical services.
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You may need to avoid 
increasing existing fees 

for up to six months 
after assuming

ownership to maintain 
continuity.

PRICING AND FEES
A proper fee structure is the backbone of practice revenue and will be essential for your  
financial success.

Consider setting fees for commonly “shopped” services, such as vaccines and exams, competitively 
with like providers in your community.

• Make a list of “shopped” services including the examination charge, all canine and 
feline vaccines, intestinal parasite screening, deworming, heartworm testing, and canine 
and feline OHEs and neuters. Have friends and family members “mystery shop” for 
you. They can ask many of the same questions your staff members field when phone 
shoppers call your practice.

Don’t set your fees for the remainder of your services randomly.

• Use resources such as Benchmarks 2015* and the AAHA Veterinary Fee Reference  
(9th Ed.) for guidelines or hire a consultant who specializes in proper fee setting to  
assist you.

Be sure to mark-up prescribed medications, injectable medications, preventive care products, 
laboratory services, diets and over-the-counter products appropriately. Mark-ups generally are between 
2 and 3 times your cost.

You may need to avoid increasing existing fees for up to six months after assuming ownership to 
maintain continuity.

• If you need to increase fees, do so slowly. Start with no more than a 2.5% increase to 
test for resistance from the existing client base.

EXPENSE MANAGEMENT
To insure your financial success, it is critical that you manage two major expense categories very well: 
cost of goods sold (COGS) and your staffing expenses. In fact, if these costs get out of hand, you could 
experience significant financial stress.

COGS and staffing expenses will be by far your greatest costs and, unlike fixed expenses such as rent, 
YOU CAN CONTROL THEM!

If you do a good job of managing these expenses, you likely will see greater personal compensation 
from your practice.
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Set a budget for weekly 
inventory purchases.

MANAGING YOUR COST OF GOODS SOLD
COGS should not exceed 20-22% of your gross revenue. EXCESS INVENTORY EQUALS NON-
PERFORMING CASH ON YOUR SHELVES.

COGS includes: 

Take an initial inventory count and carefully enter those figures in the inventory management tool 
available in your practice management software. Set a budget for weekly inventory purchases. A good 
rule of thumb is that your weekly order should total no more than 12% – 14% of the gross revenue from 
the preceding week.

• Set reorder points so you keep only a 15-30 day supply of most items on hand.

• Try not to carry duplicates of products such as heartworm prevention and  
prescription diets.

• Do not be tempted to buy in bulk because vendors offer attractive “new owner” 
discounts. The vendors are shifting their carrying costs to you.

• Research online pharmacy providers and consider linking one to your practice website. 
An online pharmacy may help you better manage inventory costs.

MANAGING YOUR STAFFING COSTS
Total non-doctor staffing costs should not exceed 24% of gross revenue. Benchmarks 2015* reports 
that “well-managed” practices spend approximately 21% of gross revenue on non-doctor staff wages 
and another 2.3% on staff payroll taxes. 

• Employee benefits could drive up your labor costs even more.

• To best manage your non-doctor staffing costs, try to work with only three employees 
supporting you: a receptionist and two veterinary technicians/assistants.

• Compensate your staff at wages commensurate with their expertise, experience and the 
prevailing wage in the community.

• If you have an associate doctor in your practice, consider that doctors compensated on 
a production basis commonly receive 20-22% of the medical revenue they generate and 
less than 10% on product sales.

• Medical supplies and drugs

• Laboratory expenses

• Preventatives such as flea and tick 
control and heartworm prevention

• Pet’s diets

• Over the counter items such as pet 
treats and toys

• Radiology expenses

• Medical waste disposal costs

• Cremation/animal disposal costs

* “Benchmarks 2015: A Study of Well-Managed Practices” can be found online at www.industrymatter.com.
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Increase referrals 
from existing clients 
by offering a referral 

reward program.

GROWING YOUR PRACTICE
To retain your existing client base and bring in new clients, you will need to provide a great client 
experience and market your practice well. Your front desk and reception area is where clients form their 
first impressions of your practice. Client areas should be clean and odor free.

The reception area should promote your services.

• Consider featuring a TV running informative content and keep current client educational 
materials readily available.

• Your front desk team should be courteous and knowledgeable, and your staff should 
be trained to answer common client questions, educate your clients and recommend 
your services.

• Give your team the tools to provide exceptional client service and help you educate your 
clients. Consider subscribing to training modules available through services such as 
Animal Care Technologies or On the Floor @Dove or use free webinars available on the 
VetMedTeam and IDEXX Learning Center websites. 

Your team should become comfortable converting “phone shoppers” into new clients.

• Have your staff engage the caller and learn about the caller’s pet and the services the 
caller is seeking before discussing pricing.

• If the caller will not schedule an appointment, offer the caller a hospital tour.

Your front desk team should help you retain clients.

• Your staff should always schedule recheck appointments at check-out  
when appropriate.

• They should obtain current client contact information, including an e-mail address, for 
use in sending reminders, offering specials and communicating with clients in the future.

• Use your front desk team to help you track new client sources.

• Increase referrals from existing clients by offering a referral reward program.  
Give your clients a credit on their accounts for every new client they refer to you with no 
limit on the number of referrals.

MARKETING
The “well-managed” practices examined in Benchmarks 2015* spend roughly 0.8% of total annual 
revenue on marketing. Marketing tools you should employ include:

• A practice website

• The use of social media such as Facebook

• Community outreach and involvement

• Email communications such as an e-newsletter

• A reminder system offering text and email reminders and client satisfaction surveys

As a new practice owner, you may be approached by firms selling “yellow book” or similar advertising. 
Our experience suggests this is not an effective marketing tool particularly given the high cost.
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A solid website 
is essential to 
market your 

practice effectively.

THE PRACTICE WEBSITE
A solid website is essential to market your practice effectively. Does the practice you have acquired 
have a website? If so, you may need to shut the site down at the appropriate time or rebuild/replace 
it. You may also want to consider keeping the existing website functional for a time if the seller is 
promoting you in the practice transition.

The practice website should:

• Clearly state the practice mission with a focus on the human/animal bond.

• Let potential clients get to know you with personalized staff bios featuring photos 
with pets.

• Promote and explain your services.

• Provide a virtual tour of the practice featuring staff members and pets.

• Allow you to communicate with your clients through a Blog.

• Allow clients to access pet records and schedule appointments.

• Offer an online pharmacy if you chose to feature one.

Your website should have good SEO (search engine optimization). A great website cannot help you if no 
one can find it!

The following tips will help you achieve good SEO:

• Optimize your page titles - adding meta titles to your pages is the first thing you should 
do. Your website administrator should be able to assist with this effort. 

• Claim your business on Yelp, Google, Yahoo and Bing local pages.

• Create interesting content for your website using rich media (videos and & images).

You may need professional assistance developing and maintaining a good practice website; or an 
industry specialist may be best.
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Claim listings for your 
practice on Google 

and Yelp and populate 
them with photos 
emphasizing the  

human-animal bond.

SOCIAL MEDIA
You should start and maintain a practice Facebook page. While social media is a mostly free resource 
and can be effective, we encourage you to use your best judgement in determining how much time is 
allotted to this medium. 

Keep in mind the following when promoting your practice on Facebook:

• Posts to the Facebook page should appear a minimum of three times per week and 
should stay current.

• The content should be engaging and informative.

• The page should educate clients and promote your services.

• The page can serve as a tool to network with pet-related businesses and organizations.

• The page can keep clients abreast of current events in your practice.

• You can use the page to offer discounts and specials.

• Activity on your Facebook page can improve SEO for your practice online.

• The page should be maintained by a responsible party such as a capable staff member, 
and the content always should be appropriate. Regularly monitor postings to your 
Facebook page to ensure they are accurate and appropriate.

• Ask clients to “Like” your Facebook page when they are visiting your practice.

MAKE SURE YOU ARE REPRESENTED WELL ONLINE
Claim listings for your practice on Google, Yelp, Yahoo and Bing Local and populate them with photos 
emphasizing the human-animal bond. Information about your practice and your business hours should 
be correct.

You and your staff should ask clients who have great visits in your practice to provide online reviews.

If there are negative practice reviews, you should address these with the same level of customer service 
as you would if the customer was in your practice. When you respond in the public forum, it allows 
you to demonstrate that you are working with customers to address their complaints and that you care 
about customer feedback.

MARKETING IN YOUR COMMUNITY
Name recognition in your community is essential. Join the local Chamber of Commerce and other 
business/professional networking groups. Attend their events regularly to gain name recognition. 
Network with local pet-related organizations and attend community pet-related events with marketing 
materials in hand. Consider sponsoring a local sports organization, participating in events at local 
schools and volunteering in your community.

Affiliation with local, government-owned and not-for-profit shelters builds goodwill and promotes your 
business in the community. Many veterinarians have found offering service and support to military or law 
enforcement K-9 programs to be good for business as well. Successful new practice owners allocate 
time to network in the community.
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CONCLUSION
If you have any questions regarding the topics covered in this practice transition guide, please do not 
hesitate to contact your Live Oak Bank Veterinary Business Advisory Group team member. In the event 
you are in need of additional assistance, our in-house veterinary practice consultant can work with you  
as well. We wish you tremendous success in your new endeavor and hope this guide will place you on 
the right path.

*“Benchmarks 2015: A Study of Well-Managed Practices,” referenced in this guide, is  
copyrighted by  Wutchiett Tumblin and Associates and is available for purchase. You  
should consider purchasing this publication for future reference. 

APPENDIX

2015 Projections January Actuals Difference

Revenue  $33,000  33,900 3%

6%    COGS  8,250  8,120 -2%

20%    Staff  6,600  6,700 2%

Bank Loan  2,000  2,000 0%

Rent  2,500  2,500 0%

Equipment leases  500  500 0%

Utilities  500  475 -5%

Seller note  1,000  1,000 0%

Advertising  500  500 0%

Insurance  250  250 0%

Office supplies  50  50 0%

Internet/Phone  100  120 20%

Equipment/Maintenance/Repairs  100  150 50%

CE/Travel/Meals  25  100 300%

Professional fees  50  50 0%

Merchant services/Bank fees  600  611 2%

Owner salary 0 0 0

   Net cash flow  9,550  10,349 8%

   Cum. cash flow  9,550  10,349 

YOY growth rate 10%

EXAMPLE:  SETTING A BUDGET
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EXAMPLE:  BALANCE SHEET SAMPLE

Jun 30, 15

ASSETS
Current Assets

Checking/Savings
100.00

5,700.46
1010 · Petty Cash
1020 · Checking
1025 · Internet Sales 1,319.97

Total Checking/Savings 7,120.43

Other Current Assets
4,352.24

21,098.06
1050 · Accounts Receivable 
1100 · Inventory
1350 · Due From Vet 145,550.00

Total Other Current Assets 171,000.30

Total Current Assets 178,120.73

Fixed Assets
1550 · Medical Equipment 69,850.73
1560 · Capital Leased Equipment 108,823.09
1600 · Furniture, Fixtures & Equip. 15,885.08
1650 · Computers 20,181.99
1660 · Software 10,371.00
1800 · Accumulated Depreciation -100,851.94

Total Fixed Assets 124,259.95

Other Assets
1930 · Organizational Costs 2,285.00
1935 · Amor of Organizational Costs -609.36
1940 · SBA Fees 3,084.38
1945 · Amort. of Loan Acquisition Cost -536.43
1950 · Start-Up Costs 31,775.00
1955 · Amort. of Start-Up Costs -8,473.34

Total Other Assets 27,525.25

TOTAL ASSETS 329,905.93
LIABILITIES & EQUITY

Liabilities
Current Liabilities

Accounts Payable
2000 · Accounts Payable 36,841.43

Total Accounts Payable 36,841.43

Credit Cards
2010 · Visa 21,590.00

Total Credit Cards 21,590.00

Other Current Liabilities
2050 · Sales Tax Payable 781.89
2200 · Current Portion Ltd. 23,709.00

Total Other Current Liabilities 24,490.89

Total Current Liabilities 82,922.32

Long Term Liabilities
152,387.32
52,557.21
8,939.31

2510 · N/P Bank
2520 · L/P Bank
2530 · L/P Bank
2590 · Less Current Portion -23,709.00

Total Long Term Liabilities 190,174.84

Total Liabilities 273,097.16

3:50 PM

08/14/15
Accrual Basis

LOB Veterinary Clinic
Balance Sheet
As of June 30, 2015

Page 1

Jun 30, 15

Equity
3010 · Common Stock 1,000.00
3020 · Additional Paid-in-Capital 40,481.57
3050 · Retained Earnings -21,992.51
Net Income 37,319.71

Total Equity 56,808.77

TOTAL LIABILITIES & EQUITY 329,905.93

3:50 PM

08/14/15
Accrual Basis

LOB Veterinary Clinic
 Balance Sheet
As of June 30, 2015

Page 2
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EXAMPLE:  PROFIT AND LOSS STATEMENTS SAMPLE

 3:51 PM
 08/14/15
 Accrual Basis

LOB Veterinary Clinic
Profit & Loss YTD Comparison  

June 2015

Jun 15 % of Income Jan - Jun 15 % of Income

Ordinary Income/Expense

Income

4010 · Professional Fees 22,541.67 37.59% 117,880.24 34.73%

4020 · Pharmacy Sales 11,423.40 19.05% 68,132.24 20.08%

4030 · Laboratory Fees 13,607.26 22.69% 78,598.04 23.16%

4035 · Vaccination Fees 7,662.10 12.78% 35,070.32 10.33%

4045 · Diagnostic Imaging Fees 1,925.50 3.21% 16,507.50 4.86%

4050 · Grooming Fees 627.42 1.05% 2,691.51 0.79%

4060 · Dental Fees 2,315.50 3.86% 9,067.48 2.67%

4070 · Food Sales - Wellness & Rx 2,265.49 3.78% 14,688.18 4.33%

4080 · Retail Sales 438.29 0.73% 1,622.71 0.48%

4090 · Other Income -123.31 -0.21% 12,683.31 3.74%
4099 · Discounts -2,712.03 -4.52% -17,565.28 -5.18%

Total Income 59,971.29 100.0% 339,376.25 100.0%

Cost of Goods Sold

5010 · Medical Supplies 4,119.43 6.87% 22,591.16 6.66%

5020 · Prescriptions 8,498.37 14.17% 39,399.69 11.61%

5030 · Lab Expense 4,736.43 7.9% 23,712.74 6.99%

5070 · Food - Wellness & Rx 1,803.05 3.01% 9,559.50 2.82%
5090 · Other Cost of Goods Sold 512.64 0.86% 2,679.24 0.79%

Total COGS 19,669.92 32.8% 97,942.33 28.86%

Gross Profit 40,301.37 67.2% 241,433.92 71.14%

Expense

6000 · Staff Expenses

6020 · Salaries & Wages - Assoc. Vets 3,461.54 5.77% 25,057.11 7.38%

6100 · Salaries & Wages - Staff 11,117.59 18.54% 67,448.59 19.87%

6190 · Payroll Taxes 1,679.66 2.8% 11,892.92 3.5%

6215 · Employee Benefits 290.47 0.48% 1,662.73 0.49%

6220 · Workers Comp. Ins 471.00 0.79% 1,869.20 0.55%
6290 · Continuing Education 0.00 0.0% 1,581.70 0.47%

Total 6000 · Staff Expenses 17,020.26 28.38% 109,512.25 32.27%

6300 · Occupancy Expenses

6320 · Repairs/Maint - Bldg 624.00 1.04% 1,428.08 0.42%

6330 · Real Estate Taxes 0.00 0.0% 95.94 0.03%

6340 · Utilities 1,425.23 2.38% 8,718.04 2.57%
6390 · Rent - Building 4,100.00 6.84% 24,600.00 7.25%

Total 6300 · Occupancy Expenses 6,149.23 10.25% 34,842.06 10.27%

6600 · Equipment Expenses

6620 · Repairs & Maint - Equipment 284.78 0.48% 455.32 0.13%

 Page 1 of 2

 3:51 PM

 08/14/12

 Accrual Basis

 LOB Veterinary Clinic
Profit & Loss YTD Comparison  

June 2012

Jun 12 % of Income Jan - Jun 12 % of Income

6640 · Vehicle Expense 418.48 0.7% 2,377.44 0.7%

Total 6600 · Equipment Expenses 703.26 1.17% 2,832.76 0.84%

7000 · Administrative Expenses

7010 · Advertising 331.15 0.55% 3,103.69 0.92%

7020 · Amortization 200.41 0.33% 1,202.46 0.35%

7030 · Bank and Credit Card Charges 1,266.38 2.11% 7,700.22 2.27%

7035 · Bad Debt Expense 0.00 0.0% 161.18 0.05%

7045 · Depreciation Expense 2,192.00 3.66% 13,152.00 3.88%

7050 · Dues and Subscriptions 87.00 0.15% 764.00 0.23%

7070 · Insurance - Professional Liab 0.00 0.0% -235.00 -0.07%

7100 · Office Supplies & Expense 2,636.83 4.4% 9,411.66 2.77%

7120 · Meals & Entertainment 295.95 0.49% 471.28 0.14%

7200 · Professional Services 1,495.00 2.49% 3,565.00 1.05%

7400 · Taxes & Licenses 0.00 0.0% 841.00 0.25%

7500 · Telephone 355.78 0.59% 1,699.08 0.5%

Total 7000 · Administrative Expenses 8,860.50 14.78% 41,836.57 12.33%

Total Expense 32,733.25 54.58% 189,023.64 55.7%

Net Ordinary Income 7,568.12 12.62% 52,410.28 15.44%

Other Income/Expense

Other Expense

8000 · Officer Salaries 800.00 1.33% 6,400.00 1.89%

8050 · Interest Expense 1,201.72 2.0% 8,690.57 2.56%

Total Other Expense 2,001.72 3.34% 15,090.57 4.45%

Net Other Income -2,001.72 -3.34% -15,090.57 -4.45%

Net Income 5,566.40 9.28% 37,319.71 11.0%
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