
pet health insurance 
KNOW THE FACTS

Misconceptions about pet health insurance—what it is, how it works, and who benefi ts from it—
can get in the way of understanding for both pet owners and veterinary teams. And that 
can negatively impact patient care.

This guide can help sort out fact from fi ction as you work with clients to help their pets receive 
the care they need.

Why does the AVMA believe in pet health insurance?

The AVMA has long supported pet health insurance as a way to lessen pet owners’ fi nancial concerns. Research shows 
that pet owners are more likely to follow their veterinarian’s recommendations for care if their fi nancial concerns are 
addressed.1 This is good for pets, clients, veterinary team members, and practices.



MISCONCEPTION: It’s a conflict of interest for me to advocate for pet health insurance.

FACT: According to the AVMA Principles of Veterinary Medical Ethics, it may be a conflict of interest and unethical 
to refer business to a particular pet health insurance company and get compensated for the referral. It would also 
be an ethical breach for you to promote a pet health insurance company in which you have a financial interest. 
Laws in many states establish similar parameters. But suggesting clients look into pet health insurance as a tool  
to manage the cost of veterinary care is NOT a conflict of interest. 

MISCONCEPTION: I feel like I’m overstepping my role to tell clients how to spend their money outside of  
my practice.

FACT: When you help clients make informed decisions about a variety of payment options, you are fulfilling your 
role as an advocate for both patients and clients. One of the biggest challenges veterinary practices face is getting 
clients to follow through on recommended care plans. Sharing information about pet health insurance as an option 
is a proactive solution to this challenge.

MISCONCEPTION: Pet insurance is just a fad.

FACT: Pet health insurance is a mature product that sees double-digit annual growth. The North American Pet 
Health Insurance Association (NAPHIA) reports that there were 3.1 million insured pets in the U.S. at the end of 
2020.2 That’s up from 1.8 million in 2017. Over the past five years, the number of insured pets has increased at an 
average annual growth rate of 18.9%. U.S. pet owners paid $1.99 billion in pet insurance premiums in 2020,  
up 27.5% from the year before.

MISCONCEPTION: Pet health insurance isn’t a good return on investment.

FACT: Pet health insurance is a true insurance product, not just a savings plan. That means pet health insurance  
can support those clients who need it, when they need it, by helping to pay for veterinary care. Getting fair value 
for money spent is always a good return on investment. 

MISCONCEPTION: The main reason clients buy pet health insurance is to minimize the financial impact if their  
pet develops a significant illness.

FACT: Minimizing financial risk is both an important benefit of pet health insurance and a motivator for pet  
owners who buy it. But NAPHIA research reveals that clients’ reasons for wanting insurance go beyond that.3  
Half of insured pet owners agreed with each of these statements: 

• Pet health insurance is helpful to pet owners.
• Having pet health insurance shows you love your pet.
• Having pet health insurance shows you are a responsible pet owner. 

Nearly half of respondents said that having pet health insurance provides peace of mind and helps avoid the need 
to make painful choices about their pet’s care.

MISCONCEPTION: Practice revenues will decrease if too many clients buy pet health insurance.

FACT: Recent research indicates the opposite is true: Practice revenues increase when more patients are  
covered by pet health insurance. A recent study of dog owners’ attitudes toward pet insurance, conducted by  
the AVMA and Mississippi State University, found that when owners had pet health insurance it increased the 
amount they spent at each veterinary visit, although visits were not more frequent.4  Pet owners may be getting 
more of the services they need in one visit because pet health insurance makes it easier for them to follow their 
veterinarians’ recommendations.



pro tip:  
NEW CLIENTS, NEW PET OWNERS

It’s especially important to encourage your team to ask new clients and those who have acquired new pets whether they 
have pet health insurance.

NAPHIA research shows that most pet health insurance is purchased after a pet’s first visit to a veterinarian or within the first 
six months of pet ownership.1  That suggests the people most likely to have a strong interest are first-time pet owners and 
experienced owners who have a new pet.

Talking to these owners helps the practice team focus on those clients most likely to be receptive to this information.  
And it takes into account the ideal time for pet owners to benefit most from coverage.

• If you have a new client intake form, or are updating client records, include a question about pet health insurance. 
• Include a discussion of pet health insurance in your puppy/kitten talk checklist.
• Send new clients home with pet health insurance information in your new puppy/kitten kits and new client packs. 
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Similarly, NAPHIA research1  found that clients spent 29% more per year on veterinary care if their dog was covered 
by pet health insurance. Covered cat owners spent a remarkable 81% more each year. Pet health insurance could 
increase lifetime revenue per patient. So, if more patients are covered, you could see practice revenues increase.

MISCONCEPTION: It’s OK if some people on the veterinary team don’t see value in pet health insurance, as long 
as others advocate for it.

FACT: The whole veterinary team needs to speak with one voice on this topic. Clients could approach anyone in 
the practice with questions about pet health insurance, and you don’t want them to get different answers from 
different team members. Talk as a team about your practice’s position on pet health insurance—including why  
you want to encourage pet owners to consider pet health insurance as a tool to help pay for veterinary care. It 
takes a coordinated effort to make pet health insurance education a routine part of practice culture, so discuss it 
at team meetings and new employee training, and share success stories when patients receive needed treatment 
because they were insured. Remind the entire team of the need to make pet health insurance a part  
of conversations with clients.

The research is clear. 

Stronger support from veterinary teams is key to significantly increasing clients’ use of pet health insurance. This helps 
pets get more of the quality care the veterinarian recommends. 

Build trust in your practice by talking with clients about veterinary healthcare costs and how pet health insurance can 
make their pets’ healthcare more accessible. 


