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Achievements of the Past Year

At CDMV, our mission is to supply veterinary professionals
with products and services in order to support the efforts
they deploy.To do so, we rely on a robust logistics chain
and distribution service as well as our employees' focus on
continuous optimization, that is reflected in every one of
our actions. The resulting improvements, that we are proud
to present to you in this overview, have a direct impact on
our performance and, by extension, on the quality and
precision of our service delivery.
In everything we do, we are guided by our commitment to our
six beacons of light, the values that we share and that allow us
to serve the cause that is the very foundation of our company.
That cause is, first and foremost, your cause: optimizing animal
care. And our goal is to serve it by your side, by drawing
on the strength of our mutual and complementary expertise.
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Conclusion

For this, Canadians can count on over 12,500 dedicated
veterinarians and their teams working across the country to
maintain the health of all animals, whether large or small.
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A Word From Our President

It is with great determination that we face the
year ahead. As always, our clients can count
on the support of all our employees across
Canada, as well as that of our management
team, each and every one of whom is committed
to improving animal health and welfare. I thank
them all from the bottom of my heart.

This “new normal,” with which we are learning
to cope a little better each day, has pushed us to
transform challenges into opportunities. And it is
by joining forces and working together that I hope
we can learn to adapt to this new life “with” COVID,
rather than hoping for an “after” COVID that may
still be far from reach.

While we have implemented major changes that
touched the very foundations of our company
over the course of the last two years, we are now
entering a new phase during which we hope to
see our vision become reality. While 2019-2020
has been a year rich in decisions and projects, the
COVID pandemic has disrupted many plans not
only in our industry but on a global scale as well.

This pandemic has taught us the importance of
turning back to basics and leveraging the strength
of the pillars underpinning our organization. In the
current context, how could we do otherwise?
We welcome this chance to take a fresh look at
how we operate on a daily basis and embrace,
with great optimism, the opportunities to improve
our services. We intend to prioritize initiatives that
resonate with our clients’ values, whether in terms
of distribution, added value services or reducing
our environmental footprint.

While this crisis allowed us to demonstrate,
yet again, the dedication that is a hallmark of
CDMV, it also challenged the robustness of our
operations. In coping with the unexpected surge
in order volume, and despite the significant
impact of hygiene and distancing measures on
our production capacity, everyone showed a high
level of sustained creativity to tackle the issues.
I couldn’t be prouder of the undying commitment
of our teams, day after day.

The coming year will be devoted to accelerating
the pursuit of our mission and, I hope, to an
economic recovery that will support efforts
to maintain and optimize the health of animal
populations. More than ever, our decisions will be
influenced by agility and courage and, together,
we will strive to do whatever it takes to flawlessly
accomplish our respective and complementary
missions.

Lucia Pollice
President and CEO
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In March, around the same time as we were
closing our distribution centre in Quebec City,
the pandemic struck with a vengeance. Faced
with an unprecedented crisis, our teams showed
remarkable resilience, immediately responding
to the call-to-action.
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CDMV in Numbers

At CDMV, our priority is to ensure the
efficiency of our operational processes
in order to offer consistently excellent
service. To deliver on this promise, we
rely on increased product availability,
reviewing and continuously optimizing
order preparation steps, and offering
impeccable transportation service. In
order to remain competitive, we strive to
effectively manage operating costs and
to choose our transportation partners

wisely, knowing that they have a major
impact on our service delivery and,
consequently, on our clients’ satisfaction.
Although inventory represents the most
significant cost for a distributor, a large
portion of operating expenses goes
to transportation and labour, two key
components that are at the heart of
our service offering.

2019-2020
Handling and storage

474,357

29.6%

shipped
orders

Packaging

15,654,627
Breakdown of
Operational Costs
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Other costs
(such as administration,
infrastructure,
customer service)

38%

delivered
products

to veterinary practices across Canada.

Transportation

28.9%

1,256

shipped orders
to consumers

who made their purchases via the eBoutiques
of our veterinary clients.

exclusively to veterinary clients.

3.5%

11,772

new
products

added to our inventory over the year. These products
were selected mainly on the basis of client requests
and on the forecasts made by our teams according
to market trends.

These orders represent:
a total weight of

233,550 pounds
a volume of nearly
3

345 m

… and that’s just the start!

Breakdown of sales (veterinary clients)

39%
34%
13%

Pet food

Pharmaceuticals

Parasiticides

7%

Biologicals

7%

Medical supplies and instruments

of respondents who took our recent customer satisfaction survey (2020)
place three or more orders per week: we are an important
presence in their daily lives!

of clients trust CDMV’s expertise. CDMV’s

professionalism is a
driving force behind its positive image.
Sandra Douillard
Receptionist - Saint-Hyacinthe
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Our Employees Across Canada
Breakdown of our employees

24 and under

26.1%
65 and over

1.2%

Women

Women

69%

22%

55-64 years old

14%

Age groups of our
employees

25-34 years old

26.7%

Distribution
Centres

Office

35-54 years old

32%

Men

Men

31%

78%

Full-time employees

69%

10

246

28

27

21

Saint-Hyacinthe

Calgary Halifax Toronto

4%
3%

Head office

Sales
Transport*

*The majority of our carriers are external partners.
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24%

Distribution centres
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Production Animals

CDMV was founded in 1972 with the exclusive
mission of supplying veterinarians specialized in
the care of production animals. Almost 50 years
later, the profession is evolving: an entirely new
dimension of animal production now predominates
as individual preventive medicine supersedes the
curative approach to herd health. In addition to this
shift, technology plays an increasingly more prevalent
role in production and the care of animals. The
growing number of modest, local livestock farms,
focused on small ruminants, also affects the service
delivery needs of veterinarians and the role we play in
supporting them.

Amongst other initiatives, we aim to devote
our collective attention and energies to finding
solutions that support veterinarians and producers
in addressing key issues related to antibiotic
governance and managing consumer perception.

Our primary goal remains: to earn the right to being
recognized as the preferred specialized distribution
partner for the veterinary industry in Canada.
Consequently, and as needs are shifting, we must
adapt our business model to respond to the specific
challenges of veterinary medicine in the agricultural
context.

We see our role in the veterinary ecosystem as that
of a neutral and independent partner that supports
agri-food industry stakeholders in their respective
missions. Alternatives to the use of antibiotics,
support for access to on-farm veterinary care for all
species and strict control of drugs are all essential
elements of One World, One Health.

The modernized approach we envision is secure,
transparent, equitable and, above all, able to respond
to the ever-growing concerns of consumers who are
increasingly vocal about their expectations
regarding the responsibility of producers and
veterinarians in the treatment of the livestock they
consume, or from whom products are derived.

The following are some of the initiatives of the past year as part of our aim to bolster our participation in
supporting the production animal veterinary community.

In Quebec
Across Quebec, there are over 420 veterinarians specializing in production animal care and dedicated to the
management of livestock health and welfare.
In line with the vision and mission of the Association des médecins vétérinaires praticiens du Québec
(AMVPQ), we are committed to pursuing our enduring partnership with its leadership team and its members.
In addition to advocacy and awareness-raising activities related to antibiotic use, CDMV will contribute to
the association’s restructuring initiatives, which include the continued development of technological tools
that are essential to many activities performed by veterinarians in a highly regulated and constantly evolving
environment.

Elsewhere in Canada
Over the past year, we have renewed our partnership with the Canadian Cattle Identification Agency (CCIA)
which provides traceability services to the domestic livestock industry. As part of this partnership, we are
responsible for the distribution of animal identification tags, at the level of both tag dealers and producers,
for several species. In 2019-2020, we added the Angus beef breed identification tags, as well as tags for other
small ruminant species, to our online sales platform.

Perspectives 2019-2020

Antibiogovernance
and Commitment to
Animal Populations
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Antimicrobial Stewardship

N. Fishman, Infect Control Hosp Epidemiol, 2012
The fight against antibiotic resistance and
lessons of the pandemic," Le Devoir, May 2020.
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With a view to obtaining data for a possible
comparison between Quebec and other markets,
the Faculty of Veterinary Medicine (FMV) of the
Université de Montréal was commissioned by the
Ministère de l’Agriculture, des Pêcheries et de
l’Alimentation (MAPAQ) to conduct a feasibility
study on the implementation of a monitoring system
to measure multi-species antimicrobial use. One
of the main challenges encountered was obtaining
complete and standardized data for a representative
analysis that would allow for an assessment of the
actual use of antibiotics.

Consequently, due to its role in the industry and
access to comprehensive data, CDMV was chosen
to participate in a pilot study to derive an accurate
analysis. With the agreement of our clients, we
provided the Centre d’expertise en santé et bien-être
animal (CESA) with access to anonymous data on
drug sales to veterinarians for the years 2016 to
2018. The conclusive results of this pilot project
were presented to us and the three major provincial
veterinary associations. We look forward to
participating in the second phase of the project,
over the coming year.

*PCU: Population Correction Unit. It takes into account the animal population as well as the estimated weight of each particular animal at
the time of treatment with antibiotics. (www.gov.uk)
**Quantities of antibiotics sold by country and weighted according to animal biomass (source: The Canadian Integrated Program
for Antimicrobial Resistance Surveillance Programme (CIPARS) - Integrated findings for 2018.)
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To do more for veterinarians,
we need to be more than a distributor

Canada (2018)

400

Bulgaria

We are therefore committed to joining forces with the industry
to contribute to this proactive movement, which will undoubtedly
raise the profile of the veterinary profession and, by the same token,
help reassure the public regarding the consequences of antimicrobial
use for humans, their four-legged friends and production animals.

As illustrated below, Canada ranks 7th
(in relation to Europe) in terms of the quantities
of antibiotics sold (mg/PCU*):

European countries (2016)

450

Austria

The growing number of initiatives being implemented worldwide
demonstrates a genuine awareness of the important issue of antibiotic
resistance. In veterinary medicine, antibiotics are essential drugs
that must be appropriately managed in order to limit the emergence
of resistance, given that the likelihood of new antibiotics being
marketed for use in animal health is low. Veterinarians, the
pharmaceutical industry, food manufacturers and retailers all have
an important role to play in promoting the judicious use of antibiotics
in order to facilitate the monitoring of their use and, ultimately, to limit
the development of resistance.

countries that publish their global sales data on the
web since 2010.

Quantity of active ingredients per kilogram of animal**

500

Belgium

There has been growing concern over the past several years over
the threat posed by the increase in antibiotic resistance. In 2014,
the O’Neill report predicted that by 2050, the annual number of deaths
worldwide from antibiotic resistance (10 million per year) would
exceed the number of deaths from cancer (8.2 million per year)
if no action is taken.2

Since 2006, the Canadian Animal Health
Institute (CAHI) provides sales data from major
pharmaceutical companies to the Public Health
Agency of Canada. This makes it possible to
compare antibiotic sales (weighted by animal
biomass) in Canada with those in 30 European

mg/PCU

Antimicrobial stewardship is defined as a series of “coordinated
interventions designed to improve and measure the appropriate use
of antimicrobial agents by promoting the selection of the optimal
antimicrobial drug regimen including dosing, duration of therapy
and route of administration.”1
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COVID-19’s Impact
on CDMV

We salute the tenacity and creativity shown by our
clients who work diligently every day to maintain
their essential operations for the benefit of
producers and pet owners. As an industry, we can
be proud of our proven ability to stand together in
the face of adversity as well as of our challenged,
yet resilient, supply chain.
The tsunami of events brought on by COVID-19
has forced us to adapt our operational processes
on a weekly, if not, daily basis. Given the essential
role of our clients, we have made every effort to
serve them without interruption.
The key to any company’s longevity lies in its
ability to adapt and to transform challenges into
opportunities. These trying times are proving even
more than ever that technological tools no longer
just complement our activities, they optimize
them and increase our productivity. The sustained
investments made over the past year have allowed
us to benefit from high-performance tools that have
played a key role in our management of the crisis. In
this regard, we would like to highlight the important
contribution of the Information Technology team,
whose members quickly jumped into action, from

the onset of the crisis, to propose the installation of
remote access capabilities to our VetWare practice
management software, thereby allowing veterinary
teams to work off-site. This same IT unit also
succeeded in rendering the entire CDMV office
staff 100% operational, remotely, in record time.
Our sales force has also been challenged to work
differently and has successfully adapted without
compromising client relationships. Once again,
thanks to technology and the flexibility of animal
health professionals, we were able to make the
shift from an “face-to-face” relationship to a virtual
collaboration. The close relationships we enjoy with
our clients and the resulting trust have certainly
contributed to our ability to successfully adapt to
our new shared reality.
Our clients were also quick to adopt new
state-of-the-art tools and innovative processes
to deal with the crisis. From the outset, our
representatives shifted into high gear in order
to rapidly offer support and consulting services
to practices that chose to embrace eCommerce
platforms (eBoutique), at a time when the “bricks
and mortar” retail sector was feeling the adverse
effects of the pandemic.
If nothing else, we have learned that with all the
uncertainty that lies ahead, we will succeed if we
strive to remain focused on the rapidly changing
human needs of the veterinary community.
We sincerely thank our clients for their continued
support, collaboration and mutual respect.
Perspectives 2019-2020

The magnitude of the crisis we are experiencing
has brought more than its fair share of challenges
that we are, together, working to overcome.
Indeed, this pandemic has deeply affected all our
industry partners and forced us to quickly focus
on essentials, to be proactive, resilient, flexible
and bold. It has also forced us to think through the
best alternatives to help us weather the storm that
hit without warning.

17

Managing the Surge in Order Volume
in March and April 2020

Comparison: Quantity of items ordered, Saint-Hyacinthe distribution centre,
March/April 2019 vs March/April 2020 (pet food only)
160,000

March/April 2019

140,000

March/April 2020

This exceptional surge in orders was accompanied
by an “explosion” in online purchasing. Managing
this unprecedented volume proved to be a major
challenge, especially since measures implemented
to protect the health of our employees reduced our
productivity by a third.
Despite this “perfect storm,” our teams and
infrastructure held up well: our online sales
platforms remained available at all times, even with
increased traffic. At no time were we forced to
interrupt our order-taking service, which remained
operational day and night. The countless efforts of
our teams also triggered an outpouring of sympathy
among our clients, many of whom were generous in
their words of appreciation and encouragement.
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Comparison: Weight of weekly orders, Saint-Hyacinthe distribution centre,
March/April 2019 vs March/April 2020 (pet food only)

Weight (kg)

The uncertainty felt by consumers in March quickly
gave rise to a massive spike in purchases of
consumer goods, with pet food being no exception.
While this wave of purchases was sweeping
across Canada, it was in Quebec, which was
particularly hard hit by the crisis, that the impact
of the COVID pandemic was felt the most. The
Saint-Hyacinthe distribution centre saw a four-fold
increase in its volume of orders consisting mainly
of pet food products. These orders were not only
more numerous, but they were also larger and
heavier, generating an even greater impact on
our operations, and, consequently, on the delivery
capacity of our partner carriers.

Food sold
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6,000

Volume (cm3) in millions

Number of orders

Comparison: Number of orders per week, Saint-Hyacinthe distribution centre,
March/April 2019 vs March/April 2020 (pet food only)
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A Giant Leap for eCommerce

The month of March saw a dramatic
rise in eCommerce across all industries
in Canada. The veterinary industry
was no exception, and at CDMV, we
also observed a significant increase in
activity related to the eBoutique, our
eCommerce solution for veterinary
practices.

Indeed, even though the growth in the
popularity of online shopping began
long before COVID, consumers are now
shifting to embrace new concepts and
ideas involving less contact or physical
presence, enabled by technology.

Between March 12 and April 15, 2020,
the eBoutique experienced substantial growth:

42%
28%

new eBoutiques

new consumer emails added
to our targeted message bank

43%

new user accounts created

56%

more single buyers

Perspectives 2019-2020

103%
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more transactions

The Marketing team worked very closely with CDMV’s clients. Initially, their priority
was to accelerate the integration of our eBoutique platform within veterinary
practices in order to help them protect their revenue stream. But this didn’t
mean that we neglected growth in terms of the number of platform users, total
purchases and activation of the recurring order option, since our ultimate goal was
to maximize the success of our clients’ eBoutique platforms.
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Client-Focused Decisions

Despite the upheaval of
recent months, our strategic
plan remains firmly anchored
in the five pillars that form the
cornerstone of our vision and
projects. We constantly circle
back to these pillars as we
strive to grow our organization
harmoniously through our
teams, services and centres.
Both inside and outside CDMV,
these five pillars are welded
together by sustained
communication initiatives aimed
at ensuring greater coherence
and transparency.

Our five pillars

1. The client

The primary strategic focus to consider in any initiative or
project must be the client. By strengthening our ties with clients
and understanding the issues they face, we can improve our
company and build a relationship of trust that goes beyond the
traditional supplier-client bond. We want to develop genuine
partnerships with our clients that lead to mutual success.

2. Human resources

The human resources pillar involves continuing to progress in
the development of our organizational culture by building the
experience, talent and know-how of our employees, in order
to make them the driving force of our organization.

3. Operational excellence

Optimization, operational excellence and continuous
improvement are the key elements that allow us to achieve
and maintain an unparalleled quality of service.

4. Suppliers

As essential allies in any supply chain, suppliers are the fourth
pillar of our strategic plan. Our aim is to maintain a collaborative
partnership with them based on an understanding of our
mutual challenges, to serve the client to the best of our ability,
and to innovate… together.

5. Technology infrastructure

The information technologies that support our operations
play an essential role in all aspects of our organization and
in the success of our current and future projects. Investing in
technology and strategically deploying our tools to meet our
clients’ most important needs are what set us apart from
the competition.

Perspectives 2019-2020

Our Five Pillars:
A Strong Anchor
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The Client’s Perspective

While our approach has so far been predominantly
customer oriented, we are currently working
diligently to become 100% customer centric.
While the first concept, customer orientation, is
about meeting customer needs, as part of our shift
towards a customer centric development strategy,
our goal is to place our clients at the heart of our
strategic decisions and to take into account the
impact of each of our decisions on the client’s
experience.

Ultimately, the aim of this shift in our culture is
to bring about a sustained increase in customer
satisfaction, while also allowing us to more quickly
identify elements that can be improved upon,
creating a positive impact for customers. In both
cases, the client experience benefits directly from
this approach.

In early 2020, we conducted a survey to measure our clients’ satisfaction with our service offerings and
to identify areas where they would like to see improvements. The following presents an overview of the
survey results.

Scores on a scale from 1 to 10
7-8

9 - 10

46.5%

39%

General opinion

Perspectives 2019-2020

86%
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Highlights

96%

of respondents like our new
brand image

90%

of our clients said they are
satisfied with their CDMV agent.

Nothing can replace a human connection, good
advice or a smile: and our team of representatives
is more than equal to the task!

89%

1-6

14.5%

said they have strong confidence in our
expertise in the area of product handling.

Potential for improvement
• Several clients spontaneously mentioned that
our online ordering site was becoming obsolete.
And as many as 95% of respondents said they
use this site on a daily basis! That’s why we are
pleased to confirm that we have already begun
work on redesigning our transactional platforms.
• Nearly 50% of respondents said they would like
to see improvements in the packaging of their
orders. This is an issue we are also concerned
about and which we address on a ongoing basis.
A number of corrective measures have been
implemented and we will continue our efforts
in this regard. (See further details in the section
Logistics and Distribution Services).
• A portion of respondents also spontaneously
expressed a desire to see fewer stock outages
for certain products. On this score, the COVID
experience provides a perfect example of a
situation where our teams made multiple efforts
to compensate for the lack of equipment and
to find new alternatives to ensure maximum
availability. These efforts will continue in
2020-2021.

We are very grateful to the clients who took
the time to complete our comprehensive survey.

Technology as a Key to Our Mutual Success

As with any organization seeking to fortify its leadership, we strive
to implement strategies that will have a strong and positive impact
on our community. These strategies consist mainly of a series of
levers aimed at turning our common challenges into opportunities,
while taking into account current and emerging trends.
In reflecting on these strategies, we realized that we face many of
the same challenges as our clients, as well as opportunities, including
a real potential to raise the profile of the veterinary ecosystem in which
we operate alongside our clients.
No matter what horizon we explore, a single unifying theme always
emerges – technology; it is the common thread that unites us in
the search for and adoption of solutions adapted to our market.
In every shape and form, and despite its marvelous complexity, it is
technology, combined with a healthy dose of boldness and agility,
that will allow us to stand out, to grow and to turn opportunities into
powerful engines of mutual success.

Technology:
At the centre of our
thinking
Helping us face our
challenges together
A catalyst for opportunities
Perfectly aligned with
market trends
And offering protection
against the threats facing
our industry

Challenges
How we define technology
in the context of the
veterinary industry.

Threats
Remaining vigilant in
the face of known risks.
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What motivates us to see
technology as a crucial ally.

Opportunities
How we can use
technology to overcome
challenges and take
advantage of real
opportunities.

Trends among
consumers/pet owners
Meeting a need while using
technology as a lever for
our industry.
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Technology
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Major Projects
Logistics and distribution services
• Consolidation of operations within the province of Quebec
• Upgrading of the Warehouse Management System (WMS)
• Increased performance indicators and continuous quality
improvement
• Consolidation of carriers
• Optimization and reorganization of our distribution centres
• Continued employee training
• Evolution of our health and safety initiatives

Digital development
• Execution of the digital transition plan
• Deployment of the “eCommerce project plan” company-wide
• Implementation of a Business Intelligence platform
• Upgrading of our databases
• Evolution of the LogiVet practice management software
• Optimization of the synergy between eCommerce
and marketing

Improving the client experience
• Analysis of our performance and customer satisfaction
• Better communication
• Recognition of our employees, the core strength
of our organization
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Every good strategy
needs execution to make
it happen – otherwise,
it’s just a good idea.
In that spirit, here is a
summary of the main
projects already under
way and that will continue
in 2020-2021. Each will,
in its own way, create a
positive impact on the
client experience.
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Logistics and Distribution Services

As a Canada-wide company
offering specialized logistics
services for the distribution of
pharmaceuticals, we have a duty
to continually improve our
operations and mitigate any
risk to the health of animals,
anywhere. For this reason,
operational excellence remains
one of our top priorities.

Consolidation of operations within
the province of Quebec
It was with considerable nostalgia that we closed our
Quebec City distribution centre on March 13, 2020.
One of our first priorities was to offer maximum support
and guidance to affected employees, to help them transition
to a new assignment under the best possible conditions.
These initiatives included individual and personalized
meetings regarding benefits, outplacement workshops
and psychological support.

Upgrading of the Warehouse Management System (WMS)
to optimize operations

In this age of speed and advanced
technology, one of the keys to increasing
our productivity and the relevance of our
actions is the availability and accuracy of
large amounts of data and measurements.
The WMS provides much more than just
inventory management software; it is a
fundamental decision-making tool.
Taylor Swinimer
Material Handler / 2nd Lead Hand
Halifax

By bringing together a set of applications that automate
many supply chain processes, it facilitates quality, traceability
and real-time data. It is the instrument of choice for the
optimization of operations, which is the primary objective
of the consolidation project currently underway in the province
of Quebec.
Unquestionably, the benefits of upgrading this tool are
numerous for CDMV, and our supplier partners as well as our
clients also stand to gain significant advantages, notably in
terms of detailed data allowing for better inventory planning
and increased accuracy in order delivery. Another important
requirement is that the system should allow us to optimize our
packaging processes. Eco-responsibility is a key initiative for
us and, while we are currently working on improvements that
are managed manually, we are committed to doing more.
The success of this project, which is in its initial stages, is the
result of collaboration between the Information Technology
and Operations teams. The project will be implemented
progressively in CDMV’s centres.
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CDMV operates in the relatively complex
sector of logistics services. Consequently,
we depend heavily on infrastructure and
technological tools to carry out our mission
effectively. For this reason, the company
has a number of IT systems and solutions
in place that must operate in synergy and
without interruption, even when a tool
replacement or upgrade is required, since
any disruptions can have a direct impact on
employees' ability to render quality services.
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Increased performance indicators
and continuous quality improvement
As part of the business process analysis we
conducted last year, many new performance
indicators were put in place, in addition to those
currently used. Already, several new data reports
have been made available to the Operations team,
allowing them to plan and manage incoming order
volumes more accurately on a day-to-day basis,
thanks to real-time data. These newly available tools

The “Perfect Order”
proved to be major assets for managing the COVID
crisis, during which the volume of orders quickly
quadrupled. The agility demonstrated by the teams
at our Saint-Hyacinthe distribution centre, which
bore the brunt of the crisis, is the result of increased
collaboration between the IT Department and
Operations managers, who worked shoulder to
shoulder during this critical period.

As part of our goal of continuously improving the quality of our
distribution services, shortly before the start of the pandemic,
we were set to implement a new internal audit that we dubbed
the “Perfect Order.” It consists of the random inspection of pallets
ready for delivery and is meant as an extra step to confirm the full
compliance of orders. A seal of conformity affixed to their order will
tell the client that it has been meticulously inspected. Although we
were forced to abruptly suspend this project due to
the pandemic, we hope to reactivate it quickly once the pace of
our operations returns to a "new-normal".

Consolidation of carriers
Quality audits
The recent inspections attest to the excellence
Like any company specializing in the health care
of our operations at several levels:
sector, we are subject to a broad range of strict
regulations. To ensure the full compliance of our
• Compliance and documentation system
operations, we can count on the expertise of our
• Safety and maintenance of our facilities,
Quality Assurance team, as well as on the various
including procedures for visitors
organizations responsible for auditing our facilities
• Temperature control management
on a regular basis.
Over the past year, four audits have been
conducted in our centres, including:
• Two in Saint-Hyacinthe
• One Halifax
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• One in Quebec City
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These audits, conducted by highly qualified
regulatory bodies (Health Canada, the Canadian
Food Inspection Agency and Transport Canada)
are an opportunity for us to confirm our expertise
in implementing comprehensive operational
processes, and, on occasion, to identify new
avenues for improvement.

• Product recall procedures
• Employee training.
In addition to the measures and processes set
out in our continuous improvement plan, we are
currently focusing our attention on the following
elements:
• Optimization of the cold chain
• Bilingualism of imported products
• Updating of quality agreements with our
suppliers
• New employee training on hazardous
materials.

Also with a view to continuously improving our level of service,
we began consolidating certain carriers. While this project was
mainly implemented in Ontario over the past year, we continue
to roll it out in an effort to better serve certain existing routes or to
create new routes as new clients are acquired. In order to ensure
optimal product quality and better control over transport conditions
(in addition to ensuring compliance with the strict standards of
Health Canada and other government agencies), we are committed
to working with partners who are dedicated to quality, both in terms
of product handling and customer service. To the extent that
delivery personnel have a special relationship with veterinary
practice teams, these aspects are of particular importance to us,
as is the stability of delivery personnel assignments. Reducing the
number of our transport partners provides us with more flexibility
and a greater ability to coordinate efforts, when the need arises
(for example, when setting holiday schedules).

Optimization and reorganization
of our distribution centres
The operational projects implemented at CDMV are aimed at
achieving optimal excellence in our operations in order to offer
an incomparable client experience. We rely on the planning,
proactivity and expertise of our teams to continually improve
existing processes or implement new ones that will help us
achieve this objective.
As the nerve centre of our company, the operations function is in
constant interaction with all the other departments (Sales, Customer
Service, Human Resources, Marketing, Communications and
Information Technology, to name but a few), and the resulting
synergy generates a host of ideas, projects and, ultimately,
successful achievements in which we take great pride.
In 2019-2020, our centres implemented several improvements as
part of an intensive collaborative effort.
To start with, the Halifax, Saint-Hyacinthe and Toronto centres
implemented the pick-and-pass method, which consists of breaking
down the picking area into sub-areas, each with its designated
employees. This project led to a tangible gain in productivity (twice
as many orders prepared in the same amount of time), not to
mention the fact that it greatly reduced the distance employees
have to travel within the centre, making their work environment
more user-friendly.
The friendly rivalry that began a few years ago between our Halifax
and Calgary distribution centres continues. Channeling their
competitive spirit, our managers and their teams are waging a fierce
battle over the quality and accuracy of orders. Over the past year,
each team broke its previous record for the number of lines* picked
without error. In the end, after a hard-fought battle, Calgary took
first place on the podium, with a total of 1,694 lines* in a row
without error, and an overall accuracy rate of 99.74%.

Packaging
Special attention is paid to packaging methods and materials.
Although striking a balance between the need for compliance and
our desire to minimize our environmental footprint is a considerable
challenge, we continue to test and research materials that will
meet our ecological objectives while preserving product integrity.
We believe we will be able to continue to implement specific
improvements in packaging during the year, adding to those already
in place:
• Packing materials and coolants have been swapped
for recyclable and/or biodegradable alternatives.
• Certain box sizes have been eliminated in order
to reduce waste.
• Our staff receives continuous training to keep them focused
on the importance of avoiding excess packaging.
• The materials used are analyzed regularly in order to find
better-performing materials (without compromising product
integrity) that do not harm the environment.
• The layout of the packing stations is currently being reviewed
to avoid material waste.
• With the help of state-of-the-art equipment, the approximately
13,000 products in our inventory underwent an exercise
to determine their precise size and weight. Thanks to this
initiative, we were able to achieve better planning and use of
our shelf space as well as the space in our transport vehicles,
while at the same time substantially reducing packaging.
Our clients have clearly expressed their concern for the environment,
which we share. We will continue to focus on this important issue in
order to meet their expectations.
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*In our jargon, one line is equivalent to a quantity of the same product picked for shipping.

Dara Meng
Distribution Centre Manager
Saint-Hyacinthe
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Congratulations on this achievement!
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Calgary

The Toronto distribution centre underwent a significant
reconfiguration following an in-depth analysis that showed more
efficient use of the space could be made while also improving
the quality of life of our employees.

In addition to the improvements
described previously, our
Alberta centre was retrofitted
with more efficient refrigeration
equipment, resulting not only
in better space management,
but also in extremely accurate
product temperature control.
Another important advantage
of this new equipment is that
it allowed the team to optimize
the order consolidation area
and improve its overall
productivity by 10%.

In addition, a new method of work organization, known as the
“5 S’s,” was implemented. This Japanese technique entails
organizing a workspace for maximum efficiency and effectiveness.
The many advantages of this method’s implementation are already
being felt, notably in the form of reduced material losses, better
overall quality and accuracy, and increased production capacity,
to name just a few.
Moreover, thanks to the creation of a heat map, we produced
a careful visual representation of product velocity, namely, those
that are the subject of frequent orders. Based on this tool, the
most frequently picked products were then strategically grouped
together to minimize employee displacement.
The shipping area was also redesigned in order to free up more
space, leading to fewer errors.

Halifax
The goal of making more efficient use of space was shared by the distribution centre serving the Atlantic
provinces. Among the measures taken, investments were made in the acquisition of new equipment for
working at heights and employees received the appropriate training to ensure their safety.
Operating hours were modified to bring them into sync with those of our other centres for better synergy
and inter-centre planning capability.
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In the coming year, our Halifax centre will continue to make improvements, including the integration
of state-of-the-art air conditioning equipment. In addition, as part of our commitment to make the
centre greener, we will minimize energy consumption by replacing all lighting with more energy-efficient
equipment. Once completed, this initiative will reduce the centre’s carbon footprint by 77,829 kWh.
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Manvir Kavr Ajrah
Team Leader – Inventory Control
Toronto

Continued employee training
Our employees are acutely aware of the importance
of quality. They strive for continuous improvement,
which is one of the cornerstones of our corporate
culture. We are committed to their development
and firmly believe that it is by providing them with
the right tools and fostering their creativity that
we can work together to achieve our quality and
performance objectives.
Last year, all the managers of the Operations team
(including our supervisors and team leaders)
completed their Six Sigma White Belt training, the
objective of which is to support the deployment of
a methodology and tools that would allow us to
more quickly identify opportunities for improvement.
As part of the training, our colleagues learned how
to detect non-value-added activities and constraints
and how to build and analyze a process map.
The team members will continue their training next
year with a view to obtaining their Green Belt.

Evolution of our health
and safety initiatives
We stepped up our efforts in the area of workplace
health and safety over the past year. We are already
reaping the benefits of this approach in the form of a
reduction in the number of incidents in all our centres
over the past 12 months.
Overall, we have seen a 50% drop in the number
of work-related accidents. Although all of the
accident recorded were minor, we are nonetheless
committed to further reducing this number in order
to reach our ultimate target of “zero accidents.”
We believe that training must be an integral part
of health and safety efforts. With this in mind, we
recently developed a training program on workplace
ergonomics, which is now part of the orientation
process for new hires. Certain employees have been
put in charge of maintaining good work posture and
making their colleagues aware that ergonomics
reduces the risk of injury. We plan to develop an
illustrated guide to further ensure maximum retention
of information and provide regular reminders using
an effective tool. Other training courses relevant to
our workplace will be developed during the year.
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Toronto
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Digital Development

Execution of the digital transition plan
While the IT Department is responsible for implementing the digital
transition plan, the scope of this project goes beyond its technical
aspects: indeed, it is grounded in a shared corporate vision and an
energetic symbiosis between people and processes.

Company-wide deployment of
the “eCommerce Project Plan”

Data use, mobility, eCommerce, telemedicine and cloud computing
platforms are just a few examples of the possibilities to be explored.
However, to ensure the success of our digital transition, it is crucial
that we be able to combine all these elements together to create
a single fluid and coherent universe that acts as a driving force of
innovation for the benefit of the client.

In a context of increasingly blurred lines between the traditional B2B* and
B2C** sectors – to the benefit of the B2B target – our aim is to offer all our
client segments an optimal digital experience. The next twelve months will
be extremely important for the IT team, whose mandate is to deliver new,
comprehensive B2B* platforms that are specifically adapted to the needs of
our various market segments. These include, of course, the transactional site
dedicated to veterinary teams and the site specifically for the purchase of
controlled substances, for which we aim to create a more fluid and intuitive user
experience. These two platforms alone currently serve more than 7,500 users.

The guiding principles of our digital development:

*B2B: Business to Business (business relations between companies)
**B2C: Business to Consumer (business relations between a company and consumers)

User-focused
Perfectly integrated with the existing ecosystem
Based on an agile process and subject to continuous improvements
Durable – built for the long term
Based on proven data
Zero compromise on confidentiality or security
In synergy with industry stakeholders
The plan includes a multitude of projects, but the following is an
overview of the main initiatives already under way.

Implementation of a Business Intelligence platform
Today’s businesses process
over 60 terabytes of data annually,
nearly 1,000 times more than a
decade ago.* Whether tangible
or intangible, this information
represents an invaluable tool
when it comes to reading the
market and planning business
development. We use this data for
a number of purposes, including
for planning inventory flows,
shipping information, market
development, marketing, financial
operations, communication with
clients, etc.

The benefits of a flexible, high-performance and intuitive data analysis
platform are numerous. Put simply, data is nothing less than a driver
of innovation and a source of growth to which we constantly return to
validate our hypotheses and our action plans. Data is what allows us to
base our decisions on concrete facts, rather than on intuition. We attach
great importance to it, not only for our own growth and the effective
management of our company, but also as a measurement tool to be
shared with our clients and suppliers.
For the past several months, our Operations, Sales and Finance teams
have been familiarizing themselves with the Power BI platform, which
provides new insight into known data and allows us to more accurately
measure the results of targeted initiatives. The implementation of this
intelligent tool, which will eventually be made available to our clients and
supplier partners, is part of our commitment to continually improve our
data governance and ensure the security of our data.

*Les Affaires Magazine, Edition no 22
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The Information
Technology (IT)
Department is an
essential strategic
lever for our company.
Its mission is to develop
plans and structures
that will enable CDMV
to maintain its leadership
position in the veterinary
distribution industry and
seal its reputation as
an organization whose
solutions set it apart
from the competition.
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Upgrading of our databases
In a context of digital transformation, data mining is
a great facilitator of innovation. The relevance of data
analysis for improving organizational performance
has been proven in numerous studies. Upgrading our
databases will ensure that we are working with clean,
consolidated, properly segmented and up-to-date
information, while ensuring a strict governance
framework and optimal security.
Four elements are being scrutinized by the team
responsible for our data mining and structuring
project: volume (how much), variety (types of data),
velocity (processing speed) and veracity (accuracy).
Once the database has been enriched, we plan to
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Evolution of the LogiVet practice management software
deploy related tools for the benefit of our partners in
the industry.
These tools include:
• More flexible and accurate sales reports
• More precise and better targeted B2B
communication initiatives
• Operational benefits
• Better real-time data reading
Categorically, strict governance and security rules
are a non-negotiable element of the upgrading of
our databases, as for any CDMV initiative.

Digital transition is not only essential for CDMV:
it is also a crucial driver of growth and development
for veterinary practices. As such, our aim is to offer
an improved LogiVet, based on the technological
needs and the reality of teams in veterinary
practices. If the COVID crisis has taught us anything,
it is that the need for mobility and flexibility are
now an integral part of our daily reality and that
all software must be able to provide maximum
support and remote accessibility. The opportunities

for deploying state-of-the-art, high-performance
software are numerous, and the team is working to
evaluate the different scenarios in order to identify
the solution that will offer maximum value to users.
Although this is a medium- to long-term project,
the team is excited at the prospect of offering our
clients updated software that stands out for its
cutting-edge features and ability to interact with
existing technologies within a practice.
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eCommerce and Marketing:
Closely Linked and More Relevant Than Ever

Optimization of the synergy between eCommerce and marketing
While only 7% of the Canadian population bought their pet food
online in 2019, this figure is trending significantly upward in
2020. Indeed, the COVID pandemic caused online sales across
all industries in Canada to double. More than ever, pet owners
want to be able to have the convenience of accessing information
and making purchases through a multitude of channels (website,
smartphone, social media, in-store, etc.) when it suits them.
Veterinarians' clients are changing every day, becoming more
and more connected, better informed, and more familiar with the
latest technology, while also increasingly short on time… and more
demanding!
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The explosive growth of digital
technology is omnipresent in
our environment, and the need
to bridge the gap between the
“virtual” relationship and online
presence is crucial. In this sense,
the message from consumers
about their expectations could
not be clearer: they want a
360-degree relationship.
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80%

We have no illusions about winning the battle against the “Internet giants.”
As such, we have no ambition to imitate them at all costs. Rather, our vision
is oriented more toward creating a solution that stands out and that is
based on a relationship of trust between the pet owner and the veterinary
team chosen to take care of their companion, whom they see
as a full-fledged member of their family.

60%

Simply put: We look beyond technology to focus on people.

40%

Our eCommerce strategy is based on three essential aspects: people,
a digital plan and coherence.

20%
0%

In-store

Online

Source: Statista, October 2019

For a veterinary practice, focusing on developing a digital sales
channel while simultaneously managing its myriad of other tasks and
responsibilities can quickly become a major challenge. That’s why we
are actively working to advance our B2B2C* strategy, which involves
knowing and anticipating pet owners’ behaviours and developing
marketing communications aimed at alternately educating them,
offering advice or promoting products, generating their interest and
raising their awareness. Each of these actions reminds us of the
importance of the role of the veterinary team.
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Even before the pandemic hit, the veterinary industry was experiencing
substantial growth in the area of eCommerce. This strong interest in
adding an efficient sales channel was influenced, on the one hand, by a
significant change in consumer behaviour – making an omni-channel
strategy imperative for any company –and, on the other hand, by a
diversification of the offer specific to our industry.

The integration of an additional
sales channel may seem like
just another technological
feature; however, it is important
to carefully evaluate the user’s
end-to-end experience, needs
and behaviour in order to create a
unified and coherent experience
that reflects the quality of
service offered. Our Information
Technology and Marketing teams
are joining forces to support
veterinary practices in the
adoption of a 100% controlled,
harmonious and clear plan based
on the omni-channel strategy.

Ultimately, it is the combination of the relevance and frequency of
communications and the unification of the client experience that will
bring out the full value of our solution. Our offering goes well beyond the
digital proposal: it is a comprehensive support plan that makes our team
a partner of choice for veterinary practices that want to invest in growing
their clientele and building customer loyalty.
CDMV offers a first-rate complete service to our clients in order to help
them adopt a comprehensive, unified and optimal user experience strategy.
For many of them, we are the consultants who provide guidance and
support in adopting the tactics and strategies that will help them migrate
from a multi-channel model to the unified experience offered specifically by
the omni-channel model. In fact, we are currently deploying specific training
programs designed to meet the needs of our clients, no matter at what
stage they are at in their adoption of eCommerce.

Multi-channel
Practice

Practice

Website
Social Media
Printed tools
Emails
Phone and SMS

*B2B2C: Business to Business to Consumer. In this case, this characteristic applies to the eBoutique online sales platform managed by CDMV
on behalf of veterinarians so they can invite their clients to shop online via their own website.

Omni-channel

Client

100%

Client

Share of respondents

120%
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eBoutique: The indispensable solution

Website

Integrated
experience

Social Media

CDMV’s
support

Printed tools
Emails
Phone and SMS
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Channels used by consumers to purchase pet food in Canada before COVID
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This is followed by the tracking and analysis of KPIs (key performance
indicators), coupled with state-of-the-art analytical practices, all of
which are designed to measure and optimize our initiatives on
an ongoing basis. The entire process is based on an approach
of complete transparency with our clients, who remain at the heart
of the solution... and the messages.
Online sales surged by more than 99% during the COVID crisis.*
Among consumers who adopted the online sales channel, 40 to 60%
report that they intend to continue to use it for their recurring
purchases even after the pandemic. This statistic confirms the urgent
need for businesses to ensure they have a digital sales channel.
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In order to meet the multiple and specific needs of our veterinary
clients across Canada, we used statistical data from each province
as a starting point for our analysis of the features to prioritize when
developing the eBoutique. Integrating new products that meet
the needs of our clients’ respective markets and increasing
veterinarians’ autonomy in order to give them as much latitude as
possible to adapt the solution to the characteristics of their clientele
also figured among the objectives guiding the optimization of the
platform. We made significant enhancements to the platform in
2019-2020, and this process is ongoing to ensure that we remain
able to meet the challenges faced by our clients. One by one, we are
helping our clients migrate to the optimized platform so that they
can take advantage of more flexible functionalities and increasingly
powerful measurement tools.

46

*Impacts of COVID-19 on eCommerce in Quebec and Canada, Absolunet, 2020.

Continued deployment of the marketing plan, with
a focus on the digital aspect and the creation or
revamping of tools offering real value in the eyes
of the client.

Coherent and unified value-added offerings
In 2020, CDMV is working on a multitude of components related to
our portfolio of value-added products. Our primary objective is to meet
the needs of veterinary practices, with an emphasis on deploying
total solutions that reflect the passion, expertise and uniqueness of
veterinary teams.
As our value-added service offering is multi-faceted, we are
concentrating our efforts on the integration of its various components.
Attention will also be paid to the performance of the tools and the
tracking of their use, as well as the reaction of B2B* and B2C** clients.
The Marketing team will focus primarily on content aimed at
supporting veterinary practices in their efforts to communicate with
their clients. This approach is also perfectly aligned with the corporate
communications strategy, which will emphasize content for B2B
clients. This “alliance” between our Marketing and Communications
teams is the cornerstone of our global B2B2C strategy.
Ultimately, our goal is to ensure a perfectly coherent solution for
veterinary teams that gives them all the tools they need to deliver
strong communication initiatives that build loyalty and promote
education and recognition of the important role they play for
their clients.

*B2B: Business to Business (business relations between companies)
**B2C: Business to Consumer (business relations between a company and consumers)
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In many cases, having a well-designed
eCommerce site is still one of the
best ways to attract and retain
clients… in the long term. With this in
mind, and with a view to creating a
personalized, fluid and user-friendly
buying experience, our teams are
constantly working to integrate new
and relevant functionalities in the
eBoutique, such as the recurring order
feature, to cite just one example.
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Improving the Client Experience

Over the past few years, our company has evolved in
many ways. In the fall of 2019, we began looking at
the best method to adopt for measuring client
satisfaction and identifying aspects that are valued
and those that could benefit from improvement.
Through this process, we identified two key
components to provide us with a complete and
detailed overview of the situation:
• A quantitative component in the form of a
comprehensive survey;
• A qualitative component that will involve,
once our clients become more available,
a series of targeted interviews for each client
group and region.
The results of this survey will no doubt validate some
of the initiatives already underway, as well as identify
required action plans to adequately address any
issues deemed important by our clients. Based on
the detailed report obtained from the quantitative
study phase, we have already prioritized certain
actions aimed at operational improvements, such
as the review of packaging methods.
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Ongoing analysis
of our performance
and client
satisfaction.
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Main communication initiatives in 2019-2020
Activation of social media
(pilot phase)

Communications
Boosting our
communication efforts
in order to keep our
clients and partners
informed and
demonstrate greater
transparency.

Effective organizational communication begins with the clear
endorsement of senior management and the establishment of a highly
efficient ecosystem. Accordingly, our Communications team strives
to ensure that this service is a driving force for information, inspiration
and collaboration, fuelled by structured, measured and evolving
initiatives. In the coming year, we plan to focus on our corporate online
visibility, which will mainly take the form of sustained content creation.
Approaches to content have evolved significantly over the past
decade and are no longer limited to blog posts and editorial
strategies. Rather, there has been a shift toward a holistic approach
that offers a complete experience with unified content across a wide
range of platforms, media, formats and targeted initiatives.

Perspectives 2019-2020

Our decision to focus on a B2B content strategy and a strong digital
component was mainly motivated by the desire to break out of the
confines of the promotional approach that has characterized our
actions to date, and because we saw an opportunity to support our
clients on a daily basis in a different way.
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We want to do more than just promote our products and services;
we want to connect with the teams in veterinary practices. This
ambition will drive relevant, coherent and high-quality content that
is disseminated on a regular basis, and constantly optimized, based
on our measurement of the interest of veterinary teams. While one
of our ambitions is to democratize our logistics services in order to
promote the expertise and excellence of our employees, we also want
to create concrete tools that will address our veterinary clients' needs
or questions. The activation of our communication ecosystem and a
targeted digital content strategy will ensure the effective deployment
of this initiative.

In 2019-2020, we launched
a test phase aimed at taking
concrete action on our goal
of building a community on
social networks. As a result,
our LinkedIn and Facebook
pages came to life, featuring
content that has been at times
informative, entertaining and
promotional. Social media
allow us to connect with and
keep a finger on the pulse
of our clients (and our
employees, since many of
them are among our regular
followers!), and the statistics
have convinced us to continue
in this direction. At the end of
the year, our Facebook page
had more than 1,500 followers,
and our LinkedIn account
had nearly 2,000 subscribers.
For the coming year, our aim
is to boost these figures as
well as the engagement rate
by producing even richer and
more substantial content.

Corporate newsletters
Over the past 12 months, we have sent out a total of 48 corporate
newsletters to our clients using a targeted approach. The average
opening rate of 54%* is well above the average for a B2B** company.
We believe that one of the reasons for this positive result is the
recent restructuring of our client communications, which are now
better aligned with our brand personality. Our focus on efficiency,
the ecosystem and messaging has proved to be a major asset.
It enabled us to keep up an unprecedented pace in terms of our
communications during the pandemic, which required rapid,
numerous and coordinated communication actions for the benefit
of the client.

Inner Fire campaign
In early 2020, we launched our Inner Fire awareness campaign,
the aim of which is to highlight the great passion that fuels all
of our teams. The campaign began with a video that features a
vibrant manifesto outlining our commitment to supporting animal
health professionals in the accomplishment of their mission. The
campaign also includes of a series of articles introducing some of
our colleagues and showing how they are helping to raise the profile
of CDMV. Through this content, the expertise of these CDMV team
members is showcased and they lend their own personal tone, voice
and anecdotes to the story. This campaign, which originated on our
corporate website, will benefit from increased visibility on social
media over the course of the year.

*Hubspot recently published an analysis of email messages used in B2B contexts, in which it specifies that an average opening rate of
37% is considered good.
*B2B: Business to Business (business relations between companies)
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Achievements
of the Past Year
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Customer Service

Always at the heart of the action,
our Customer Service team
is a front-line resource for our
clients. Because they serve
client segments with different
needs and operate in a complex
environment composed of
multiple technological platforms,
team members have to develop
and maintain a great deal
of knowledge. Since we are
constantly improving our internal
communications ecosystem,
we make sure that we provide
this fast-paced team with all the
essential information and tools
it needs.

Customer Service: one of our strengths

155,751

calls handled by the Customer
Service team in 2019-2020

This represents an increase of 7% over the previous year
(the pandemic obviously generated a lot of uncertainty and
questions).

94%

of respondents reported that they were satisfied/
very satisfied with the Customer Service

As allies of choice for our clients, our employees benefited from
several training initiatives during the year, including training on the new
optimized eBoutique platform and on the return policy for GMP-classified
(Good Manufacturing Practices) products. Both of these training
initiatives helped to better equip our team to effectively serve clients.
Customer Service is a key element of our company, uniting operations,
transportation, procurement, sales and return policies, communications,
products and services. For this reason, our agents' skill set, in covering
multiple aspects of the business, is wide, providing opportunities for us
to act on our strong commitment to the development of our employees.
It is with a certain amount of pride that we facilitate their progress
within the company, toward challenges that match their ambitions
and interests. This year, three employees from this department
were promoted, allowing them to fulfil their career aspirations while
continuing to contribute their expertise to other areas of the company.

A highly effective team
The management of the
crisis caused by COVID had a
dramatic impact on our teams.
Customer Service was no
exception: the average number
of calls received per day
quickly rose from 250...
to over 650!

33 seconds
Average response time in 2019-2020, which is 10 seconds more
than the previous year
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The results of the first 10 months of 2019-2020 were shaping up
to be excellent, but were undeniably impacted by the surge in calls
triggered by the COVID-19 crisis.
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Human Resources
Closing of the Quebec City distribution centre

Strengthening our corporate culture to improve the client experience
The world of work is changing
rapidly. Recruiting and retaining
employees, training, succession
planning, fostering mobilization and
a sense of belonging, developing
employee talent and supporting
them in their progression within
the company, compensation and
benefits, coaching, recognition
– these are just some of the many
issues handled by the Human
Resources (HR) Department.
Their role is all the more important
in a context of change, in which
employees need points of reference
and managers need support.
In the midst of the recent crisis,
the Human Resources team
made a significant contribution in
supporting our employees to adapt
to working remotely, in accordance
with best practices.

Our employees: our best allies
This past year, the Human Resources team continued to develop
the talent management approach, the aim of which is to
implement strategies to “find the right candidate for the right job.”
This approach was bolstered by the hiring of a talent acquisition
specialist whose mandate is to support our managers across the
country in their recruitment challenges, based on their specific
needs and issues and in line with the organization’s vision.
Already, the structure of the selection process has been improved,
as has the position-based recruitment strategy. In addition, we
launched the creation of a talent pool and a HR management
system will soon be implemented to provide the team with a better
view of the hiring process. As for the orientation and integration
process, it has been revamped to better meet the specific needs
of our newly hired employees.
Employee recognition
To highlight the importance we place on our employees, the
team has deployed a recognition program that includes a peer
recognition component: the Inner Fire Trophy. This trophy is
awarded during a short informal celebration held when an
employee nominates another employee for recognition for an
action or gesture related to our six beacons of light. A total of
31 trophies were awarded last year.
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Also as part of our recognition program, two new components will
soon be introduced: recognition of our employees’ years of service
and acknowledgment of certain life events (such as birthdays,
anniversaries, retirements, etc.).
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It was with a feeling of deep empathy that the Human Resources
Department supported employees in our Quebec City centre, when it
was closed last March 13th. Tools, information, psychological assistance
and individual coaching workshops were provided to offer as much
support as possible to employees facing the transition process.
COVID: Enhanced Human Resources management
The Human Resources Department had, and continues to play,
a key role in the management of the COVID crisis. Two of its primary
responsibilities are to apply the public health directives issued for
the health and safety of employees and to support our Operations
teams in implementing across the country hygiene and social
distancing measures in the distribution centres. In just two months,
in addition to supporting the overnight transition of our administration
team to working remotely, no fewer than 20 new measures were
successfully implemented with the collaboration, agility and
unprecedented creativity shown by all parties, every step of the way.
The HR team's resourcefulness, proactivity, active participation
and flexibility are the key elements that enabled us to provide
uninterrupted service to our clients. As an essential service to the
veterinary profession, despite the magnitude of the crisis and its
challenges, it was our duty to put measures in place to ensure that
our employees, on whom our service delivery depends, had all the
support necessary to meet our clients' needs diligently and rigorously.
A culture of leadership
While the definition of leadership is subjective, we believe that unified,
positive leadership is essential for success in any organization. With
this in mind, a Leadership Culture program was introduced over the
past year for the members of our management team, the majority
of whom have been in their roles for less than five years. Although
the pandemic forced us to put the initiative on pause, we have so
far gained the opportunity to witness a tangible cohesion of the
team in its skillful management of the crisis including, amongst
other activities, clearer and more frequent communications.
The discernible synergy within the management rank, along with
the cohesion within their respective teams, encourages us to deploy
the Leadership Culture development program on a broader scale
than initially anticipated.

Breakdown of marketing initiatives

Supplier Partners: Our Key Allies
CDMV offers our supplier partners targeted
communication and promotional channels aimed at
promoting their brands and products to our mutual
clients. The year 2019-2020 was rich in initiatives and
marked by growth and an interesting diversification
from a marketing standpoint.
Among the new initiatives already in place:
B2B*: Creation of an eBlast (a quarterly email
aimed at promoting a product or offering a
promotion).

Videos broadcast
in practices (W8)

In addition, the pricing of certain promotional
channels was modified this year to provide
access to a broader range of suppliers, creating
a more interesting offering to reach their target
clientele, i.e., the staff in veterinary practices.
One of the main objectives behind this pricing
adjustment was to allow smaller industry players
to differentiate themselves by promoting their
brand or the uniqueness of their products.

9%

6%

eBoutique

13%

Videos broadcast
in practices (W8)

6%

eFlyer

2% 1%

6%

Dataload

2018-2019

2019-2020

16%

Dataload

16%

Web Banners

53%

The year 2019-2020 produced positive results in terms of visibility
for our partners:

14 million +
Pet food

Pharmaceuticals

63%

66%

16%

Breakdown of suppliers by business category

Others

5%

Web Banners

eBlast

B2C**: Integration of options to increase visibility
with consumers via the eBoutique, CDMV’s online
sales platform for pet owners, accessible via the
website of the veterinarian.

Pet food

eBlast

Marketing campaign
- Print

7%

Pharmaceuticals

44%

30 000 +

clicks on ads
an impressive result given that our clients visit our website an
average of

Others

12%

2018-2019

impressions* of their ads in web banners on cdmv.com.

4 x per week.

2019-2020
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targeted promotional emails sent during the year

Perspectives 2019-2020

with an average opening rate of
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37%, which is an excellent result in a B2B environment.**
Accessories

22%

Accessories

37%

*B2B: Business to Business (business relations between companies)
**B2C: Business to Consumer (business relations between a company and consumers)

For the current year, we intend to invest maximum efforts in offering new avenues for product
promotion in the B2B veterinary segment, in addition to optimizing the consumer visibility options
available on the eBoutique platforms managed by CDMV.
*An impression is the unit of measurement use to indicate the number of times an ad is seen by Internet users.
**Hubspot recently published an analysis of email messages used in B2B contexts, in which it specifies that an average opening rate
of 37% is considered good.
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Conclusion
While the past year has, on the whole, been favourable for the
advancement of projects that hold a lot of promise for our
company, undeniably, the months ahead will bring a host of
new challenges.
The uncertainty generated by the COVID pandemic affects our
future plans and projects, at least for the short term. The ensuing
crisis has impacted the entire veterinary industry on many levels,
forcing us to rethink our business activities in order to adapt to
this new reality.
Nothing will ever be quite the same again. For that reason, it is
our agility as an industry that will allow us to navigate these new
waters effectively and weather this storm together. Our shared
challenge now is to step out of our comfort zone and to
demonstrate a sustained ability to reorganize ourselves in a
context where new constraints are emerging faster than ever.
Living “with” COVID forces us to review the way we do things
and, above all, to seize opportunities to better serve our clientele.
It is by maintaining close relationships with our clients and
listening to them that we will be able to adapt our service
offering in order to make it even more strongly focused on their
current needs, whether in terms of management, training or
marketing support.
However, we can still count on certain fundamental premises
that remain as relevant as ever and that we believe offer some
reassurance: the protection of animal health is without a doubt
an essential service that is valued by all. Producers, like pet
owners, have the well-being of animal populations at heart,
and they certainly appreciate the vital role of the health
professionals who dedicate themselves to the cause of
animal health and welfare.
One thing that will never change is our ambition to achieve our
mission to offer our clients impeccable distribution services and
drawing on our expertise to support them in their technological
and managerial challenges. In this regard, the Inner Fire that
fuels us, which is amply reflected in the passion of our teams,
is very much alive and continues to make our contribution to
the profession shine brightly, despite any clouds that may
linger on the horizon.
Stronger. Together.

more for veterinarians

TM

1-800-668-2368
cdmv.com

