








Vaccine 6 Weeks 9 Weeks 12 Weeks 15 Weeks 18 Weeks Annual Booster

Spectra 5

Spectra 7

Kennel-Jec 2

Recommended Canine Vaccination Schedule

* Kennel-Jec 2 is a trademark of Boehringer Ingelhiem Vetmedica, Inc.

SAVE!
Canine Biologicals Fact Sheet

Do it yourself
and

Canine Spectra 5

Puppy Shot

Canine Spectra 7

With Lepto

Kennel-Jec 2

for Kennel Cough

1  Distemper      

2  Adenovirus Type2  

3  Hepatitis 

4  Parainfluenza

5  Parvovirus

Ideal first shot for puppies
Offering 5-way protection

1  Distemper

2  Adenovirus Type2  

3  Hepatitis 

4  Parainfluenza

5  Parvovirus

6  Leptospira can.

7  Leptospira ict.

Economical annual booster
Offering 7-way protection

Kennel Cough protection
Intranasal Vaccine

1 Bordetella bronchiseptica

2 Parainfluenza

TM

TM

TM

for more information, visit www.durvet.com

Available
Soon!
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The Long-Lived Opportunity of

Companion 					  
 	Animals

Carrying pet products is 
good business, and Durvet is 
making sure your business is 
good with a growing inventory 
of health, nutrition and pet 
care supplies. 

Pet products now account for more than half of the 
animal health market once dominated by products 
for livestock, setting the stage for many of the stores 

Durvet supplies through it member distributors to have it 
both ways. They can continue to sell traditional livestock 
products, and boost their profits significantly by offering 
items from Durvet’s extensive inventory of pet products.

“The companion animal sector has snowballed into this 
unstoppable force,” says Richard Daub, who writes about 
the industry for Animal Pharm magazine. Overall, the 
companion animal market is valued at $41 billion, based 
on figures from the American Pet Product Manufacturers 
Association. Annual growth is expected to move along at 
a 6% to 8% clip for the next several years. According to 
Business Week, pet care is the fastest growing category in 
retail after consumer electronics. Total sales include pet 
owner expenditures for nutrition, veterinary care, phar-
maceuticals, OTC products to control fleas, ticks, weight, 
parasites and even anxiety, among many other accessories, 
toys and equipment.

Durvet recognized the trend toward increased pet 
spending more than 10 years ago when Americans began 
admitting they considered pets to be part of the fam-
ily rather than a menagerie of barnyard or backyard 
cats and dogs. “It’s a major focus for us,” says Todd 
Muenstermann, Durvet’s Marketing Manager, who points 
out that in 1997 companion animal products comprised 
less than 5% of Durvet’s business. Now companion ani-
mal products make up more than 25% of Durvet’s entire 
product inventory. 

“As we moved into this segment of the market, we 
took direction from our distributor members and their 
customers who said they were looking for more choices,” 
Muenstermann explains. Durvet plans to continue tak-
ing direction from its customers and aggressively pursu-

ing new product 
opportunities in 
the companion 
animal area. 
Additionally, 
Durvet has staffed 
up its marketing 
and sales support 
operations to continue to effectively 
serve its customers.

Durvet supplies farm, pet and equine 
supply and tack stores with an array of prod-
ucts from vaccines to pain relievers, and works 
with manufacturers to develop private label items 
that round out a line which additionally includes 
dewormers, flea, fly and tick protection, nutrition, 
accessories and other equipment that fit neatly 
with consumers’ one-stop shopping preference.  

The desire for more “choice” that Muenstermann 
hears retailers want apparently extends to consumers. 
They must be demanding more of it, too, since they 
have doubled their spending  ($41 billion) on a 
companion animal population that, ironically, 
really hasn’t grown much over the past decade. In 
1997, pet owners spent $21 billion. 

The conclusion that retailers can draw from the num-
bers is clear: increased sales from a wide line of pet prod-
ucts is as near to a sure bet as death and taxes. In this 
case, though, it is a profitable cycle that is taking on a 
long-lived life of its own. Pet owners are purchasing more 
products for their pets and appear willing to spend what 
it takes. And they’re going to be spending for longer peri-
ods of time because pet longevity is increasing – because, 
you guessed it, families are spending more to ensure their 
pets enjoy a long and healthy life.
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eterinarians and cattle producers across
much of the Great Plains and Midwest
battled scours last winter, due to severe

weather throughout the region.
In a recent survey1 of 50 veterinarians and

151 producers in Iowa, Kansas, Nebraska and
Colorado, 40 percent of veterinarians reported
seeing a greater incidence of scours during the
winter of 2006/2007 – and 100 percent
blamed the brutal weather. 

Indeed, scours vaccines were put to the test
last season. 

Scour Bos withstood tough challenge
Survey results found 97 percent of veterinarians
who used Scour Bos said it met or exceeded
expectations, despite the severe weather 
conditions (See Fig. 1.) Likewise, 91 percent of
producers said that Scour Bos met or exceeded
their expectations. Veterinarians and producers
cite its effectiveness, convenient dosing and
broad scours protection. Given how well 
Scour Bos performed last season, it’s no surprise
that Scour Bos is the leading vaccine that 
veterinarians will recommend for the 2008
calving season. Forty-seven percent of veteri-
narians reported they plan to use Scour Bos,
37 percent plan to use ScourGuard® and 8 
percent plan to use Guardian® (See Fig. 2) 

Scour Bos 9 provides outstanding passive
protection. Calves receiving colostrum from
dams vaccinated with Scour Bos 9 show 
impressive levels of protection against four
major causes of neonatal calf scours: 
coronavirus, rotavirus, C. perfringens Type C
and E. coli K99.

Scour Bos 9 also provides broad coverage
with three different rotavirus strains, one 
coronavirus fraction, four isolates of E. coli
K99, plus C. perfringens Type C. Scour Bos 
is the only three-way rotavirus vaccine. It is
confirmed by the University of Nebraska-
Lincoln to contain serotypes G10, G6 and G8. 

Preg-check and protect
And when it comes to convenience, only 
Scour Bos 9 lets you prevent scours at the
same time your clients are running cows
through the chute at preg-check.

In the first year, Scour Bos 9 can be 
administered to pregnant cows as early as 
16 weeks prior to calving. A booster with
Scour Bos 4 (rotavirus and coronavirus) 
should be given four weeks prior to calving. 
In subsequent years, simply revaccinate with
one dose of Scour Bos 9 up to 10 weeks 
before calving – that’s sooner than you can
with any other product.

Other management practices
As effective as Scour Bos is, you know as 
well as I do that scours management cannot 
be obtained in a bottle. An effective scours
prevention strategy has to include other steps
designed to lower the challenge from scours
and raise resistance to scours, such as:

• Effective biosecurity
• Environmental hygiene
• Proper nutrition
• Colostrum management
There is no easy out, especially when 

we’re dealing with a disease that’s caused by 
a variety of different pathogens, and one that
gets worse with bad weather.

Since we can’t control the weather, we need
to be ready for the worst that Mother Nature
can give us and control the scours. That being
the case, it’s no surprise that 96 percent of 
veterinarians surveyed say they’ll recommend a
scours vaccine for pregnant cows prior to next 
calving season and 99 percent of producers 
say they’ll use one.

The question is, will the vaccine you 
recommend provide the best possible 
protection?

Talking Scours Prevention
By Dr. Doug Scholz
Director, Veterinary Services, Farm Animal Business
Novartis Animal Health US, Inc.

V

www.livestock.novartis.com
© 2007 Novartis Animal Health US, Inc.  

Scour Bos is a registered trademark of
Novartis AG. ScourGuard 4 is a registered
trademark of Pfizer, Inc. Guardian is a 
registered trademark of Schering-Plough
Animal Health Corporation.           

1. Scours vaccine study. May 2007. Research conducted by Marketing
Horizons Inc., St. Louis, MO. Interviews were conducted between April
30 and May 14, 2007.

How scours vaccines compare

Vaccine Scour Bos® 9 ScourGuard® 4KC Guardian®

Feature

Number   9 5 7
of antigens

Number   4 1 1
of E. coli
isolates

Number of 3 2 2
rotavirus 
isolates

13%
exceeded 
expectations

84% met
expectations 

Figure 1. Performance of Scour Bos 
relative to veterinarians’ expectations

97 percent of 
veterinarians and 91
percent of producers
who used Scour Bos 
reported that, despite 
the challenging 
weather conditions,
Scour Bos met or
exceeded their 
expectations.

37%
ScourGuard

8%
Guardian

47%
Scour Bos

Figure 2. Scours vaccine 
veterinarians plan to 
use in 2008
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Personal Relevance
Marketing

know 
Getting 

		
to

Mass marketing is dead, claims the consulting firm Knotice 

of Akron, Ohio. Another company describes personal 

relevance marketing (PRM) as the next frontier in the 

marketing world. Judging from the frequency the term is popping up in 

retail publications, seminars and discussions, relevant marketing is all the 

rage and certainly a buzz phrase of solemn proportions.

The operative premise of PRM is permission market-
ing, an e-marketing tactic by which prospective custom-
ers are asked if it’s OK to send them promotional mailing 
and advertising. It’s a way to weed out the people who 
are not interested in a product and to home in on those 
who are.

 “It improves relationships by providing customers with 
information that is personally meaningful to them,” says 
John Greco, CEO of the Direct Marketing Association, 
who adds that PRM leads to improved response rates and 
streamlines advertising spending. 

Last summer, Yankelovich Partners, a marketing 
consulting company, unveiled a study showing that 86 
percent of  consumers feel retail businesses don’t seem 
to connect their products with any personal information 
they might have about their consumer base.

But when marketers did learn a little more about their 
customers and could make a connection, they found that 
92 percent of the consumers wanted to be notified about 
a product or promotion that fit their lifestyle and inter-
ests.         

Down at the Farm Store
PRM practitioners are usually big manufacturers, dis-

tributors and national retailers. And because their markets 
are actually very massive they really do have to find a way 
to get personal. The only problem is that the way they get 
to know their customers, in reality, is by sifting through 
millions of responses from direct mail and e-mail, analyz-
ing the data and designating their new found friends to 
one product category batch or another.

Because your market is community-based you’re already 
likely to be involved in PRM – in the most personal of 
ways: face-to-face. That’s not to say farm store operators 
shouldn’t implement the PRM principles, like monitoring 
customer lifestyles, life stage changes and purchasing hab-
its. It’s just that you get a bonus. You can conduct your 
market research while chatting and catching up with your 
friends. 

    
Source: Yankelovich Partners; Brilliant Blue Marketing; 

Ponemon Institute;  Direct Marketing Association.
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