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Chiropractic
E CO NO M I C S

NEWSFLASH
Quackbuster loses appeal
A Pennsylvania appeals court
ruled against Stephen Barrett, a
longtime critic of chiropractic and
alternative healthcare and operator
of the Quackbusters Web site, in an
action chiropractors see as victory.
On June 11, 2007, the Superior
Court of Pennsylvania agreed with
the decision of the lower court that
Barrett had no legal case against
Tedd Koren, DC.
In 2003, Barrett sued Koren for
defamation. Carlos Negrete, one of

Koren’s attorneys, explained the
lawsuit: “Dr. Koren [had] published
the little-known fact that Barrett,
even though boasting he was a
‘medical expert,’ did not have a
medical license himself since the
early 1990s. This is something that
infuriated Barrett to the point that
he filed this meritless libel lawsuit …
to silence Koren and get money.”
Under cross-examination, Barrett
admitted he was not board-certified
in psychiatry, his specialty, because

Q U A C K B U S T E R C O N T I N U E D O N PA G E 1 0 ➤

Topical ointments sold by DCs free
from ingredient contributing to teen’s death
Topical pain-relieving ointments prescribed by chiropractors are safe when
used as directed and are free from the ingredients allegedly contributing to
the death of a teenage athlete, according to manufacturers.
In April, a 17-year-old girl died of an apparent overdose of methyl
salicylate, according to news reports. The girl had rubbed an over-thecounter sports cream on her legs, used an adhesive patch that delivered
anti-inflammatory medication, and also used a third unspecified
medication. In June, the New York City medical examiner ruled that, over
time, the girl’s body had absorbed high doses of methyl salicylate, which
contributed to cardiac arrhythmia and led to her death.
Methyl salicylate is a compound related to aspirin.
T O P I C A L O N PA G E 1 0 ➤
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NAMESin the
NEWS
NYCC approves Mestan
Michael A. Mestan, DC, DACBR,
was appointed by New York
Chiropractic College’s (NYCC) board
of trustees to serve as the college’s
executive vice president of academic
affairs.
Mestan has served as the college’s
executive vice president of academic
affairs in an interim capacity since
Jan. 1.
Source: New York Chiropractic
College, www.nycc.edu

Lepien receives
first Founder’s Award
Rose Lepien, DC, was the first
recipient of Parker College of
Chiropractic’s Founder’s Award.
The award is given to an
individual who has contributed to
the chiropractic profession and who
practices the Parker Principles, a
series of values Parker faculty, staff,
students, and board members follow.
Source: Parker College of
Chiropractic, www.parkercc.edu

Sherman College board
names president
Jon C. Schwartzbauer, DC, has
been named president of Sherman
College of Straight Chiropractic. His
appointment will begin Aug. 13.
N A M E S C O N T I N U E D O N PA G E 1 0 ➤

The New Patient
Machine
• Practical tools of modern day
practice development
• Systems to attract abundant
high quality new patients
Order yours today —
Call 800.451.4514
www.themasterscircle.com
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N.J. DCs still unable
to adjust ‘other joints’
Despite efforts by New Jersey chiropractors who pushed
for passage of a bill that would restore their right to diagnose and adjust extremities as well as the spine, the bill did
not reach the Senate before the legislative session ended.
According to Sig Miller, DC, executive director of the
Association of New Jersey Chiropractors (ANJC), the bill
will pass when the legislature reconvenes in September.
The bill “provides that practice of chiropractic includes
diagnosis and adjustment of articulations of spinal
column and other joints.” It was necessitated because of a
court decision earlier this year limiting the scope of
chiropractic to spinal adjustments only.
Source: Association of New Jersey Chiropractors, www.anjc.info

Anti-chiropractic article
appears on MSNBC
An anti-chiropractic article that appeared in the May
issue of SELF magazine has been posted to the MSNBC
Web site.
The article is entitled “Deadly twist: Neck adjustments
can be risky.” It chronicles the misfortune of a patient
who experienced a stroke following a neck adjustment.
Although William Lauretti, DC, an expert on the topic of
vertebral artery dissection, is quoted in several places in
the article, the tone of the article is sensational and antichiropractic, according to the American Chiropractic
Association (ACA), which issued a response to the article
when it first appeared.
Sources: MSNBC, www.msnbc.com; American Chiropractic
Association, www.acatoday.com

SBA disaster loan program reopens
Chiropractors and other small business owners affected
by hurricanes Dennis, Katrina, Rita, and Wilma in 2005 are
eligible for additional loans from the Small Business
Administration.
President George W. Bush signed a bill into law on May
25 authorizing the U.S. Small Business Administration
(SBA) to offer Economic Injury Disaster Loans (EIDLs) to
Gulf Coast small business owners who suffered economic
injury in the aftermath of the 2005 hurricanes. These
working capital disaster loans have a cap of $1.5 million
at a 4 percent interest rate, with up to 30-year terms.
Businesses that received EIDL loans in the earlier
application period must count those loans toward the
overall $1.5 million cap.
Pre-existing small businesses located in Alabama,
Florida, Louisiana, Mississippi, and Texas counties and
parishes that were declared disaster areas after the

6
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hurricanes occurred can apply for the EIDLs until Dec. 31.
EIDL assistance is available only to small businesses to
help them cover ordinary expenses they would have been
able to handle if the disaster had not occurred.
For a list of the declared counties and parishes, or to
download a loan application, go to www.sba.gov.
Source: U.S. Small Business Administration, www.sba.gov

FDA publishes final rules
for GMPs for dietary supplements
The U.S. Food and Drug Administration (FDA) has
published final regulations for Good Manufacturing
Practices (GMPs) for dietary supplements.
According to Mark Blumenthal, founder and executive
director of the American Botanical Council, there has
been a 13-year wait since Congress authorized the FDA to
produce more stringent GMPs to help ensure proper
identity, purity, and content of dietary supplements.
The regulations are posted at www.fda.gov and will
soon be published in the Federal Register. The agency
also posted a related interim final rule that allows for
submission to and reviews by the FDA of an alternative to
require 100 percent identity testing of dietary
ingredients, as discussed within the GMP itself.
Source: U.S. Food and Drug Administration, www.fda.gov

F4CP announces
new gold member contributor
The Foundation for Chiropractic Progress (F4CP) has
welcomed Brican System Corporation, a provider of
software-based patient education programs for
chiropractic doctors, as a gold member contributor.
The funds from this membership will support the
foundation’s national initiative to educate the general
public about the benefits of chiropractic care.
Source: Foundation for Chiropractic Progress,
www.foundation4cp.com

Black-tie affair honors
Monte Greenawalt
A black-tie party, attended by approximately 100
friends, family, and supporters of the chiropractic
industry, honored Monte Greenawalt, DC, founder of
Foot Levelers, Inc., at the end of May.
The event, held in Las Vegas, paid tribute to
Greenawalt’s 55-year career in chiropractic and his
contributions to the profession and industry. Throughout
the years, Greenawalt has given back to the profession
through donations to chiropractic colleges and
scholarships to chiropractic students.

W W W. C H I R O E C O . C O M
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In addition to cards and letters that “roasted”
Greenawalt, he received a letter from President George
W. Bush.
Source: Foot Levelers, Inc., www.footlevelers.com

WFC and ECU celebrate
chiropractic in Portugal
“Celebrating the Past, Present and Future of
Chiropractic” was the title and theme of the World
Federation of Chiropractic’s (WFC) Ninth Biennial Congress

and the European Chiropractic Union’s (ECU) 75th
Anniversary Convention held in Vilamoura, Portugal in May.
Approximately 800 chiropractors and 1,000 total
registrants attended the program, hosted by the
Portuguese Chiropractic Association, which included the
WFC and FCER’s International Conference on Chiropractic
Research, the Association for the History of Chiropractic’s
Annual Convention, and a sports chiropractic forum
sponsored by Parker College of Chiropractic.
Delegates from national associations in 45 countries
reported on chiropractic news and challenges facing the
profession during the WFC Assembly.
Some reported advances in the
chiropractic field revealed at the
assembly included the announcement
of new university-based chiropractic
schools in Spain and Switzerland and
new legislation to extend chiropractic
recognition and funding in Norway
and Thailand.
Numerous speakers attended the
WFC event. Various awards were
also presented, including the WFC’s
Honour Award for an outstanding
lifetime contribution to the growth
of chiropractic. This award was given
to Louis Sportelli, DC, past
chairperson of the board of the
American Chiropractic Association,
past WFC president, and current
president of the NCMIC Group.
Source: World Federation of
Chiropractic, www.wfc.org

NYCC receives
‘Gold’ award
New York Chiropractic College
(NYCC) was presented with the
Empire State Advantage’s Excellence
at Work Program “Gold” level of
recognition award during a
ceremony June 8.
NYCC is the only college of
chiropractic or school of acupuncture
and Oriental medicine to be
honored with the award.
The “Gold” level of recognition is
reserved for educational institutions
that have demonstrated outstanding
leadership and offer highly effective
teaching and work practices. An
CONTINUED ➤
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onsite review team visited the NYCC campus to evaluate,
among other qualities, the college’s management
systems, work processes, employee satisfaction, and
customer service.
The award was presented to NYC President Frank J.
Nicchi, DC, MS, and NYCC board of trustees Chairman
Lewis J. Bazakos, DC, MS.
Source: New York Chiropractic College, www.nycc.edu

SCUHS launches
daytime AOM program

Dr. James W. Parker
honored with statue
The late Dr. James W. Parker was honored with a
statue unveiling in Parker College of Chiropractic’s
courtyard June 1. The gathering also commemorated
Parker’s 25th anniversary.
The statue contains Parker’s ashes placed in an urn
within the statue.
Source: Parker College of Chiropractic, www.parkercc.edu

Life West expands
technique curriculum
Life Chiropractic College West students will have the
opportunity to explore and specialize in two new
required core technique disciplines beginning this
summer.
The two new techniques are upper cervical and
low-force.
The change is designed to increase the exposure of
students to the fundamentals of several additional
content areas and also to provide an advanced level of
instruction in each of those areas. The upper cervical
sequence and the low force sequence will each be
offered twice per calendar year.
Source: Life Chiropractic College West, www.lifewest.edu
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he had repeatedly failed the neurology exam.
Barrett operates the Quackbusters Web site
(www.quackbusters.com), which has attacked chiropractic
and alternative healthcare for a number of years.
Source: Foundation for Health Choice,
www.foundationforhealthchoice.com
T O P I C A L C O N T I N U E D F R O M PA G E 5

Southern California University of Health Sciences (SCUHS)
will launch a daytime Acupuncture and Oriental medicine
(AOM) program, with its first class to start in September.
The new daytime program is offered in addition to the
current evening program.
John Scaringe, DC, vice president for academic affairs,
said the introduction of the program fits into the longterm strategy of the university. “The move to a daytime
AOM program is the first of a series of steps to feature a
fixed dual chiropractic/AOM schedule and eventually
offer a doctor of acupuncture and Oriental medicine
degree,” he said.
Source: Southern California University of Health Sciences,
www.scuhs.edu
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Manufacturers of several sports creams sold by
chiropractors — including Biofreeze and Prossage
Heat, Cryoderm, Kool ‘N Fit, MyoMed, and most Tiger
Balm products — told Chiropractic Economics their
products do not contain methyl salicylate.
Sources: The Hygenic Corporation, www.hygenic.com;
Cryoderm, www.crydoderm.com; Kool ‘N Fit,
www.koolfitamerica.com; BioForce, Inc, www.myomed.com; Prince of Peace Enterprises, Inc.,
www.popus.com; MSNBC, “Sports cream warnings urged
after teen’s death,” www.msnbc.com; L.A. Times, “In the
rubs lies the rub,” www.latimes.com

N A M E S C O N T I N U E D F R O M PA G E 5

He will be the college’s fourth president.
Thomas A. Gelardi, DC, founder of Sherman College,
has served as the college’s interim president for the past
two years.
Source: Sherman College of Straight Chiropractic,
www.sherman.edu

WFC honors researchers
at international research conference
Chiropractic research papers covering diverse topics were
honored as Poster Award Winners at the World Federation
of Chiropractic/Foundation for Chiropractic Education and
Research International Conference on Chiropractic Research
(ICCR) held May 15 to 19 in Vilamoura, Portugal.
Winners earned cash awards along with the recognition.
The awards were sponsored by the Foundation for
Chiropractic Education and Research (FCER).
First place winners included Lise Hetback, DC, PhD;
Claus Rasmussen, MD; and Charlotte Leboeuf-Yde, DC,
MPH, PhD.
Second place went to Dave Newell, PhD, and Jonathon
Field, DC, PgD.
The third place winner was Cynthia Peterson, RN, DC,
DACBR, MMedED.
Source: Foundation for Chiropractic Education and
Research, www.fcer.org
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EDITORIAL

Expensive lessons learned

Chiropractic
E CO NO M I C S
DEDICATED TO PRACTICE GROWTH AND PROSPERITY SINCE 1954

A

chiropractor told me about a very expensive
lesson he learned recently.

When his office manager quit, he did not act quickly. He wasn’t worried
because he outsourced his billing to a company specializing in that function,
and he had a good front-desk CA.
But to his surprise, shortly after the office manager quit, his CA turned in
her notice. Then, compounding the problem, almost simultaneously the
billing company he was using went out of business.
The DC said he panicked. He placed an ad and hired
the first person he interviewed who claimed receptionist
experience. She may have been hired as a receptionist,
he confided, but she didn’t have any people skills and
didn’t know how to schedule. He fired her.
He went through a series of similar hires. Finally, he
hired an office manager he was confident could do the
Let me know what’s
job. But, he said, his billing was a mess and he was sure
on your mind:
he had lost a lot of money.
904-567-1537
Fax: 904-285-9944
The chiropractor learned several important lessons:
lsegall@chiroeco.com
• Procrastination is bad. And very expensive.
• Panic hiring is bad hiring. Panic puts a warm body in your office, but
that’s usually all it does.
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Having a plan and hiring the
r i g h t p e o p l e a re e s s e n t i a l t o
y o u r p ra c t i c e ’s s u c c e s s.
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904-567-1542
jpruitt@chiroeco.com

• Everyone, including the DC, needs cross-training. If you have more

Frank Weiner
904-567-1540
fweiner@chiroeco.com

than one employee, make sure they know how to do each other’s jobs.
Include yourself in the cross-training. You don’t need to be an expert in
billing, but you need to be able to do it if all else fails.
• You need a ‘Plan B.’ Stuff happens. Now is the time to develop a
contingency plan on how to get the work done if “stuff” happens to you.
Losing a staff member is a serious, expensive problem. Earlier this year, we
asked readers to help us find out if turnover is a problem in chiropractic
offices. You’ll find the results of this survey on page 33. You will also find
advice from experts on keeping your staff happy in order to eliminate a
turnover problem.
This issue is devoted to successful office strategies. The first strategy is to
hire the best people to help you. I hope you enjoy the issue.
Until next time,

We invite you to express your opinion on this or other articles.
E-mail your thoughts to lsegall@chiroeco.com or fax them to 904-285-9944.
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Happy Staff = Happy Patients
Your staff’s attitude affects patient retention.
Keep them happy!
By John V. Wood

W

hen patients walk into a
doctor’s office for the first
time, they are searching for
anything to make them feel more
comfortable.

The first person they come in contact with is one of
your staff. If that staff member emits a happy demeanor,
patients are reassured of their choice. And reassurance
leads to patient retention.
But if your staff member appears dour, patients get a
less-than-warm feeling about their choice of physician.
Chiropractic Economics talked with a mixture of
chiropractic and human resource experts about the
importance of good staff morale. They outlined what
makes a staff happy, warning signs of a morale problem,
and ways to put morale as a top priority.
Those experts were:
• Keith Maule, CEO, Integrity Management,
www.integritymanagement.com;
• Beth Silver, managing director, Doubet
Consulting, www.doubetllc.com;
• Mark Sanna, DC, CEO, Breakthrough Coaching,
www.mybreakthrough.com;
• Michelle Geller-Vino, founder and president,
MGV Marketing, www.mgvmarketing.com;
• Kim Klapp, founder and coach, A.C.E. (Assistants
for Chiropractic Excellence),
www.chiropracticassistants.com; and
• Ken Freedman, senior consultant, The Masters
Circle, www.themasterscircle.com.

IMPORTANCE OF HAPPINESS
It is extremely important for your staff to be happy
because they determine the best mood and pace of your
office, says Maule. “Your CAs are the first people that
your patients come in contact with when they enter
your building. If they are happy, they will pass this
feeling along to your patients.

V O L 5 3 : I S S U E 1 2 • J U LY 3 1 , 2 0 0 7

“Have you ever been traveling and heard the airline
staff complaining about their jobs? As a customer, it
doesn’t make you think very highly of the airline, and
it usually causes you to have a lower opinion of the
staff, too,” Maule continues. “The same is true in a
chiropractic office.
“If your staff is unhappy and they complain about
their job to other co-workers, your patients will hear it.
This will taint their view of your staff and ultimately
your practice.”
Silver ties happiness directly to office production. “A
happy staff is vital to the growth of any business. If the
team does not want to be at work, they are not going to
be focused in moving the company and themselves
forward,” says Silver. “You have to be happy to do
anything well.”
Freedman attributes patient retention, job
performance, and work attendance directly to the
happiness of a clinic’s staff. “When a person is in a state
of happiness, they resonate at a higher level. This
improves their job performance individually and fosters
a climate for the team to be more productive and
creative, especially when confronted with challenges
that may occur,” says Freedman.
“Happy people are healthier, so there are fewer
missed days from work. Most importantly, a happy staff
is more attractive to generating return visits and new
patient referrals because patients love to go to an
environment that makes them feel good,” he continues.

WHAT MAKES A STAFF HAPPY?
“When you hire a new employee, realize your job
description must include adding to their development as
a person,” says Sanna. “When you expand their selfrespect and self-perception, you allow them to better
understand their personal responsibility for their corner
of the world.”
“Happiness comes from you, not to you. It is a choice
in how a person views the world and how they respond
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COVER
to the things that happen to them,”
says Freedman. “That aside, I
believe the most important thing a
DC and staff can do to foster this
type of positive climate is to focus
on their purpose.
“Many people love knowing they
make a positive difference in the
lives of others, and how they serve
their community,” he continues.
“One of the biggest things that
can make a staff happy is being
acknowledged. If the doctor
rewards the behavior that he or she
wants, then the staff is kept happy,”
says Geller-Vino. “Employee
bonuses are also a great way to
keep a staff happy. Everyone wants
to make more money!”

WHAT CAUSES TURNOVER?
“I believe the single greatest
cause of turnover is the staff
person’s feeling that they are not

being fully appreciated by the DC,”
says Freedman. “Therefore, the
most important thing a DC can do
is to display appreciation for their
staff.”
Maule thinks a possible cause for
turnover is having the wrong person
in the wrong job. “Often this person
doesn’t have the skill set you need
for that particular job. This causes
the staff member to feel frustrated
and unhappy,” says Maule. “The
important thing to keep your
turnover rate down is to match the
right staff person with the right job.”
Klapp agrees with Maule, and
thinks a clinic should invest in
team training. “Training without
adequate systems causes new CAs
to feel overwhelmed, as they’re
thrust into positions without the
skill sets to effectively handle their
responsibilities,” says Klapp.
She adds, “Invest the time it

takes to create a thorough how-to
guide for your office procedures, put
responses to commonly asked
patient questions, and scripting for
financial consultations, missed
appointment calls, and similar
situations.”
A lack of a unified focus across a
clinic’s team members, according to
Sanna, will cause a high rate of
turnover. “DCs need to build a
climate of trust, openness, and
honesty. High-performing teams
welcome ongoing coaching in the
skills, procedures, and attitude that
generate success.
“Teams share a common game
plan and continually train, drill, and
practice. They share responsibility
and take credit for the success of the
entire team,” says Sanna.

COST OF TURNOVER
“You do the math,” says Klapp,
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“and you’ll see that turnover costs a
great deal.”
She suggests compiling all the
expenses incurred in placing a
classified ad, interviewing, training
new hires (both employee and
trainer time), additional overtime
required to get work done that
wasn’t finished due to training (or
worse — the enormously
devastating costs of duties being
left undone, such as missed
appointment phone calls and
claims tracking), negative patient
perception, as well as unrecouped
investments in health insurance,
payroll taxes, and similar things.
“As you can see, the numbers are
staggering,” she says.
Sanna points to some staggering
numbers to prove high turnover
rates are extremely costly. A report,
“The Real Cost of Turnover,” by

Remedies to staff unhappiness
Mark Sanna, DC and CEO of Breakthrough Coaching, brings up an
old adage: Chiropractors should lead by example. “Best-selling business
author Ken Blanchard says, ‘None of us is as smart as all of us.’
“Effectiveness is greater than the sum of its parts, but the
effectiveness of a team can be no greater than the effectiveness of its
leader,” says Sanna. “Leaders set the pace. Great leaders know that
team members don’t care what their leader says — they care what
their leader does!”
The best remedy, according to Michelle Geller-Vino, founder and
president of MGV Marketing, is communication. “Weekly team
meetings are a must, allowing staff members to discuss patients’ needs,
office challenges, successes, and other strategies for internal and
external marketing,” says Geller-Vino. “You can even discuss staff
needs, likes, and dislikes. Communication is very necessary to keep
everyone centered and focused on the same goals.”
Beth Silver, managing director of Doubet Consulting, utilizes “gettingto-know-you” meetings as a way to alleviate team unhappiness. “I often
lead strategic planning sessions for my clients, in which we discuss the
business and where we want it to go,” says Silver. “It's a place for the
team to discuss issues that need to be addressed and areas to be worked
on. During this time, we have fun and we learn about each other as
people — not just by the jobs they perform.”

CONTINUED ➤
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5 ways to prevent staff morale problems
According to Ken Freedman, senior consultant for
The Masters Circle, ensuring staff happiness is as easy
as a simple five-step process.
“One of the most proactive things a DC can do to
avoid morale problems is to create opportunities for
great communication and understanding,” says
Freedman.
1. Know the individual. Before you hire anyone,
find out how he likes to be shown appreciation.
“Not all people like being appreciated the same
way. Some people want a monetary reward, like a
raise or bonus. Instead of a monetary perk, some staff
members may appreciate a special gift they wouldn’t
normally buy themselves, such as having their car
detailed; hiring a cleaning service to clean their home
for a day; or getting the snow shoveled from their
driveway; or perhaps giving them a gift certificate for
a personal service, such as a manicure, pedicure, or
haircut; lottery tickets; movie tickets; or dinner with a
companion,” he says.

Staffing.org, a staffing agency,
examined 23 cost-of-turnover
measures and studies.
The results: “Turnover can cost a
practice as much as 200 percent of
employee compensation,” says
Sanna. “A survey — ‘The
Retention Dilemma’ — by the Hay
Group, another HR consulting
firm, estimated that as many as 33
percent of employees had planned
to quit their jobs within two years.
“What’s more, of those
employees planning to leave,
between 30 percent and 40 percent
have already checked out
emotionally, focusing instead on
their next job rather than their
current one.”
Research by the Center for
Creative Leadership, according to
Sanna, indicates that “within the
first 18 months, up to 40 percent of
new hires leave, and costs
associated with losing these new
hires could be even higher.”
“Turnover is felt economically by
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Some people prefer a special perk, such as paidtime off, paid specialized postgraduate education, or
additional new responsibilities to perform that are
only trusted to the highest level employees.
2. Maintain an “open door policy.” This type of
communication policy encourages staff to approach
you and feel comfortable about doing so.
3. Take the lead. You are the leader; show it! Let
your staff know what you expect of them and when
you expect it. Give them training and tools to do their
jobs. And provide regular reviews of their jobs to
discuss progress, performance, expectations, training,
advancement, and rewards.
4. Conduct weekly staff meetings. These allow
consistent communication, individual and team
recognition for a job well done, and the ability to nip
potential problems in the bud.
5. Start the day with a group affirmation. Saying a
daily team affirmation improves energy and gets
everyone focused in the right direction.

how much it costs to find a new
person and train them, but it also
costs you from a marketing
perspective,” says Silver. “When
patients see staff coming and going
and see smiles or frowns on their
faces, they associate that with the
practice and their care.”

DOES HAPPINESS AFFECT
PATIENT RETENTION?
Maule believes staff happiness
directly affects patient retention.
“When your staff is happy, they pass
this attitude along to your patients,
causing them to feel happy with the
services they are receiving.
“When your patients receive
quality care from your staff, they
will want to keep coming back,”
says Maule. “When your staff talks
about how great the office is, it will
reinforce the way your patients feel
about your office.”
Silver agrees with Maule, and
even gives this level of happiness a
name. “If people see other people

W W W. C H I R O E C O . C O M

having fun and enjoying their jobs
and wanting to be there, they will
too,” says Silver. “I guess I would
call that emotional care.”
Sanna not only agrees retention
is affected by staff happiness, but
points out retention is tied directly
to clinic funds. “Dissatisfied
patients don’t return and
discourage others from trying your
practice,” says Sanna. “Think of
what just a small improvement in
patient retention could mean to
your bottom-line profits.”
Geller-Vino connects staff
happiness to patient relationshipbuilding — not just for right now,
but for the future. “When the staff
is happy, the patients tend to be
more engaged in the practice, tend
to refer other patients more often,
and typically share more with the
staff,” says Geller-Vino. “This
further solidifies relationships and
hopefully helps make them lifetime
chiropractic patients.”
CONTINUED ➤
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SIGNS OF UNHAPPINESS?
To keep staff happy, you have to
recognize the signs of disquiet.
Freedman says some signs of a staff
morale problem include lackluster
performance, infighting, tardiness,
a time-clock mentality, not smiling,
unhappiness, challenges
accomplishing tasks in a timely
fashion, complaining, and difficulty
adapting to change.
If you have seen any of these
signs in your clinic, then you
probably have a morale problem.
Maule encourages keeping your
eyes open — on your staff and your
clinic’s work schedule. “You will be
able to sense off feelings and see it
in the tone and mood of your staff
members,” says Maule. “But, the
No. 1 sign of a morale problem is
when your employees start missing
work.”
CONTINUED ➤
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Geller-Vino believes
unhappiness is contagious, and may
not always emanate from the staff.
“A staff member who is not
happy will definitely affect the rest
of the team, so it is very important
to watch for signs and fix them
before they bring the entire
practice down. Sometimes if a
practice is usually very busy and
all of a sudden it is slow, that
could have something to do with
the morale of the team,” says
Geller-Vino. “Another factor may

be the doctor. If a DC has personal
problems or is not focused on his
or her patients, then that, too,
may affect the morale of the
practice.”

MORALE SECURITY
MEASURES
Sanna emphasizes a clinic should
not hire a person on task
competence alone. Everyone needs
to be on the same page as the DC.
“Your practice team members must
communicate a strong, consistent

patient-first message to your
patients.
“This process begins by hiring
only team members who explicitly
embrace your practice’s values, and
then by emphasizing these values
through ongoing training and
reinforcement,” says Sanna. “A
candidate who identifies making a
difference in someone’s life as his
or her proudest moment may be
more in tune with your practice’s
values than one who focuses on a
career milestone.”
Maule believes a DC should
form a five-year achievement plan,
and have the staff buy into it.
“[The staff] needs to have passion,
determination, and a vision for the
future. They need to feel inspired.
Let them know the great impact
that their work has on their
patients’ lives,” says Maule. “They
help create the high-quality service
environment that their patients
deserve. This will help to create a
happier staff, which will ensure
more satisfied patients.”
Sending staff members to the
local library is something Silver
recommends. “I have employees
read Now, Discover Your Strengths
by Marcus Buckingham. It’s a
survey that shows a person their
inherent strengths,” says Silver.
“When they are having a problem
in their job and not having fun, I
show them things at which they
are inherently skilled, and then
we look at the job, career, and
environment from that
perspective. I believe you have
to have fun — at least most of
the time!”
John V. Wood is a freelance
writer from North Carolina. A
frequent contributor to
Chiropractic Economics, he
can be reached by e-mail at
john@johnvwood.com.
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Survey says:
Staff turnover is high
By Linda Segall

T

• Lost productivity. Every new employee incurs a
learning curve, which means new employees do not
produce at their peak for several weeks to months,
depending upon the skills and knowledge required of
the job.
In addition to these direct and indirect costs are
hidden costs. Consider:
According to PeopleLink Consulting Inc.
(www.peoplelinkconsulting.com), the total estimated
• Unemployment taxes. In most cases,
costs of losing an employee range from 30 percent to
unemployment taxes are based in part on experience
150 percent of the employee’s
rates. High turnover may result
annual compensation.
in higher taxes.
Why
Did
the
Practice
What accounts for these
• Lost patient loyalty.
Have a Job Opening?
expenses? Consider some of the
Patients expect to see the same
direct costs:
individuals when they come
into the office. They like to be
• Severance pay. If you fire
recognized and called by name.
someone for other than a
Added
staff
Although you may not be able
criminal act, severance pay is
24.4%
to put a dollar value on lost
generally given — commonly
Voluntary
termination
retention, this cost occurs.
two weeks pay in lieu of notice.
48.0%
Fired
last
• Recruitment fees. These
• Lost billings. When a key
staff member
include advertising or payment
individual, such as a billings
23.2%
to a recruiter.
clerk, leaves your practice, you
may suffer from lost billings or
• Pay for temporary
follow through.
workers or overtime pay.
Someone has to do the work. If
• Low morale. Whether
Death or retirement
you hire a temp or work your
turnover is caused by firing,
4.4%
staff more than 40 hours, you
layoff, or voluntary resignation,
have additional expenses.
co-workers are affected, although you may not be able
to make a strict accounting for these costs.
• Screening and pre-employment tests. Not all
employers use these tests, but if you do, add the cost
into your turnover costs.
WHY DO EMPLOYEES LEAVE?
• Training and orientation. Every new employee
Employees leave involuntarily (laid off or fired) or
— even those with extensive experience — require
voluntarily (quit).
training and orientation.
Human-resources experts claim that very little
And the indirect costs? These include:
involuntary turnover is caused by the economy.
Instead, most involuntary terminations are caused by
• Your time. And the time of anyone else involved
excessive absenteeism, “bad fit” (including lack of
in the interviewing process. The time you and your
skills, “attitude” problems, or failure to get along with
staff spend on interviewing candidates is time you don’t
others), or disregard for work rules.
spend on other productive work.
With insight, most employers who have fired staff
• Lost knowledge. When a senior-level employee
admit they made a mistake and should have never
leaves your business, he or she takes away knowledge
that is not easily replaced.
CONTINUED ➤

urnover hurts business. It costs
your practice money — through
direct costs, indirect costs, and
even hidden costs.
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YOUR PROBLEM?

Why Do Employees Leave?
Work environment

4.9%

Better commute
Advancement

21.4%

Better benefits

30.2%

More money

35.1%

0%

5%

10%

15%

8.4%

20%

25%

30%

35%

40%

Time on the Job
By Least- and Most-Senior Employees
80%
70%

65.5%
Most-Senior Employee

60%

Least-Senior Employee

52.9%

50%
40%
30%

10%

21.3%

18.1%

20%
8.5%

9.7%

8.5%

6.1%

7.9%
1.6%

0%

0-6 mos

6-12 mos

12-18 mos

hired the person in the first place.
It’s voluntary turnover —
employees choosing to leave on
their own volition — that stymies
many employers. Why, they
wonder, do good workers quit?
According to a recent report by
the American Business
Collaboration (ABC), which is
managed by WFD Consulting
(www.wfd.com), employees leave
their employers when they no longer
get satisfaction from their jobs.
ABC’s report, “The New Career
Paradigm,” looked at job
satisfaction (and dissatisfaction)

34
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18-24 mos

24+ mos

from the vantage of gender, age,
and exempt/nonexempt status. In
all cases, compensation (wages and
benefits) had to be “right” for
people to feel satisfied: If employees
feel they are not paid fairly, they
leave.
The report also said although
employees make job decisions
based on compensation and
benefits, they also take work/life
balance and opportunities to learn
and grow into high consideration.
Having meaningful work scored
high in most categories of gender,
age, and exempt status.

W W W. C H I R O E C O . C O M

Is turnover a problem for
chiropractors? Chiropractic
Economics asked readers in an email survey to answer a few
questions about their turnover and
employee-relations policies.
The survey discovered that
turnover is a problem. Consider
some of the statistics we gleaned
from the answers of 345
respondents, who have been in
practice for an average of 15.7
years:
• High number of quits.
Almost half of respondents (48.0
percent) said the reason they hired
their last employee was because of
voluntary resignation. The top
reason for quitting, according to
respondents, was better
compensation (35.1 percent),
followed by better benefits (30.2
percent). About one-fifth (21.4
percent) said they lost employees
for advancement reasons.
Interestingly, despite these
compensation-related reasons for
leaving, the overwhelming majority
(81.4 percent) of respondents truly
believe they provide competitive
pay. Less than one-third (32.8
percent) provide healthcare
benefits, and even fewer (21.7
percent) offer a retirement
program.
• One-fourth fired. The reason
why almost one-fourth (23.2
percent) of respondents hired their
last employee was to replace
someone they fired. Other reasons
why they hired their last employee:
Added staff (24.4 percent) and
replaced someone because of death
or retirement (4.4 percent).
• ‘Young’ and ‘old’ staff. More
than half (52.9 percent) of
respondents said their least-senior
person had been with them only
six months or less. At the same
CONTINUED ➤
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time, 65.5 percent said their mostsenior employee had been with
them for 24 months or more.

SOLUTIONS
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Although some turnover is
inevitable and even desirable,
excessive turnover can be
managed. PeopleLink Consulting
suggests three general action steps:
1. Recruit smarter. Make sure
employees “fit” your practice.
When you have a job opening,
understand the scope of the
position you are filling and what it
takes to be successful in it. Make
sure the person you hire has the
necessary skills, knowledge, and
abilities.
But even more important, make
sure they share the same
philosophies, values, and outlook
as you do and can get along with
co-workers.
2. Implement written
employment policies. Make
policies fair and enforce them
consistently. Write an employee
manual and give each employee a
copy. Companies lose people
because of a perception of
inconsistent or unfair treatment.
3. Pay fairly. Employees
perceive “fair pay” as a total
compensation system (pay and
benefits) that has internal equity
(people in the same job are paid
within the same pay range,
allowing for seniority) and external
competitiveness.
Examine what you are
paying your employees to make
sure you aren’t favoring some more
than others. And check the market
to make sure your pay is
competitive.
Linda Segall is editor-in-chief of
Chiropractic Economics magazine.
She can be reached by e-mail at
lsegall@chiroeco.com.
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PRACTICE MANAGEMENT

Transform your practice
into family care
By John F. Markham, DC

B

uilding a family practice takes
more than putting a family-care
pamphlet in the brochure rack or
mentioning that others in the family
should get checked for subluxations.

So, just how do you begin transforming your practice
to include more families? And why would you want to?
The second question is easier to answer than the
first. If you have a vision to improve the health
and well-being of families and are aware that
healthcare consumers are looking and willing to
pay for this service, then you should want to
include families.
To begin the transformation to family care,
perform these tasks:
• Update your mission and vision
statement. These statements should reflect
how you see the family-care component
strengthening your practice.
For example: “To improve the health and
well-being of our patients, their families, and
the community through chiropractic
adjustments, education, and wellness lifestyle
with a continual commitment to excellence
in care and service.”
It all begins with a vision. If you can see
every detail in your mind, then you can create

it. The vision and mission statements are not mere
words that sound good, the sense of mission and vision
are, in fact, the basis for your faith to act and supply
the power to build what you intend.
• Prepare your internal systems. The scripting,
paperwork, timing, flow, fees, supplies, financial plans,
and other details must all be prepared. When a family
of seven wants to come in, what happens in your
office? Are you prepared? If you have a family practice,
you need to be.
It is not uncommon for a patient needing treatment
to bring the rest of the family — and they want
wellness care, not treatment. It is not wise to process
an insurance claim on every family member if they
have no complaints or findings. Properly identifying
those ready to begin with wellness and those who first
need some treatment prior to being converted to
wellness care will make everything go more smoothly.
• Communicate the message. Once you have your
internal systems in place and everyone is comfortable,
excited, and confident in the new procedures,
communicate the message at every point of contact.
Hold a family open house and pass out new
brochures that communicate your vision and
enumerate the services and benefits they can expect.
Update the office Web site and send out newsletters
explaining the new services and focus.
• Create a family feel. It is important to keep in
mind that creating a family environment also involves
the ambiance of the office.
Does it look and feel as though families are
welcome? Look at your magazines, equipment, play
areas, and restrooms to make sure they are childand family-friendly.
Does your office show you are prepared to
accommodate children? (Try crawling around
your office on hands and knees to see what it
looks like from a child’s point of view.)
Do you have photos and stories from your
children and families displayed? These show you
pay attention to them.
CONTINUED ➤
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PRACTICE MANAGEMENT
• Take initiative. When a new patient phones your

office to schedule an appointment, instruct your CA to
ask, “Is this an individual or a family appointment?”
You and your back-office team can also look for
opportunities to inquire about other family members
and schedule them for courtesy spinal checkups. If you
find nothing and the individuals do not want wellness
care at this time, put them on a follow-up checkup for
six months.
Become their family doctor and keep monitoring
spinal health and well-being while promoting how
wonderful subluxation-free living can be.
• Encourage education. A valuable resource to help
empower families to a wellness perspective is a lending
library. Encourage patients to read different books to help
improve their family’s wellness. A children’s adjusting tale
is a real treat for children, and parents enjoy it as well.
You can also put together a family-care information
packet to be dispensed in your office and community.
The package should communicate the value of
chiropractic from birth through senior life with
contemporary language and photos your patients can
understand and relate to.
Create it in a colorful folder that includes a cover
letter from you, pamphlets on chiropractic and families,
articles on human potential and nondrug approaches to
health, and a complimentary exam gift certificate.
This packet can be one of the best strategies for
predicting and controlling your new-patient flow, but
don’t just send patients off with it. Show them what’s
inside and teach them how to share the information
with others.
• Conduct an office tour. Make sure every new
patient gets an office tour. Give children a “touch and
tell” office tour that engages and makes them feel it
would be fun to come back. Pass out stickers, balloons,
or some treats they will like.
• Change your name. Look at your office’s name.
Does it signify a family orientation? A new image and
name may be required to complete the transition.
As you make room for new families and create the
systems to handle their special needs, you can begin to
enjoy the fun and profit you may have been missing.
John F. Markham, DC, is a senior coach with Breakthrough
Coaching. He can be reached by phone at 800-723-8423, by
e-mail at info@mybreakthrough.com, or through the Web
site, www.mybreakthrough.com.

Find more practice-management information
at www.ChiroEco.com.
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ARE YOU ALREADY A VICTIM?

Minimize your risk
of fraud and embezzlement
By Jean Murray, MBA, PhD

O

ne phrase you hope you never
have to shout is “I’ve been
embezzled!” Despite the caring
nature of chiropractic, many
chiropractors become victims of
embezzlement by trusted employees.
Chiropractors generally discuss risk management
only in terms of malpractice insurance. But the risk of
being sued for malpractice is just one risk associated
with running a chiropractic practice. You are more at
risk for employee theft and embezzlement than you are
for malpractice.
Essentially, your chiropractic business faces two risks
of loss: External (robbery and theft) and internal
(employee theft and embezzlement).
Internal risks far outweigh external risks. A recent
report by the Association of Certified Fraud Examiners
found employees helping themselves to company funds
cost U.S. businesses about $660 billion annually.
If you think embezzlement only happens in big
companies, think again. The same report found more
than 46 percent of all workplace fraud happens to small
businesses, and another survey by Auditors, Inc. found
as many as 40 percent of small business owners are
embezzlement victims.
The risk to your practice from these losses is greater
than you might imagine. According to the U.S.
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Chamber of Commerce, one-third of all business
bankruptcies are due to employee theft.
That’s pretty serious.
Many small business owners think they can avoid
this risk by hiring friends and relatives, but that is not
necessarily true. One chiropractor hired his best friend’s
wife as his office manager and she embezzled more than
$10,000 before he found out what she was doing and
fired her. He never recovered the money — or the
friendship.
In another case, the doctor’s sister-in-law embezzled
money, literally in front of the doctor and his wife (her
sister).
Employees steal in many ways (see sidebar, “How do
employees steal?”). In the first example, the woman
wrote checks from the company checking account to
herself and then used blank credit-card checks to
replace the money. The doctor didn’t notice until the
credit-card company denied a purchase because he was
over his limit.
In the second case, the employee took cash co-pays
and wrote them off so no one would notice the
discrepancies.
In many cases, the employee starts small by stealing
stamps or small amounts of money. When no one
notices, the employee moves to larger amounts.
Why do people steal? One study found that 10
percent of people would never steal under any
circumstances, 10 percent would steal no matter what,
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and the remaining 80 percent
would steal given the right motive.
Remember, motive may not be
rational or explainable. A staff
member may feel slighted because
his pay increase wasn’t as much as
he wanted or because another
employee was given a privilege. Or,
the person may think you are
charging too much or your
collections practices are too
aggressive.
Who knows how a thief justifies
his or her actions?
How do you minimize your risk
of employee theft and
embezzlement? Risk-management
consultants recommend these
strategies:
1. Cultivate honesty and
ethics. Put an ethics statement in
your employee handbook and tell
employees you expect them to
adhere to it.
Monitor your own ethics and
honesty. If employees hear you
saying you expect them to be
honest, and then they see you
doing something that could be seen
as dishonest, you will not be

If you suspect an employee of stealing
One day you may find evidence a staff member is stealing from you.
After you get over that sinking feeling, you will have to decide what to
do. Here are suggested steps:
• Collect as much information as you can. Print out documents, bank
statements, checks, and anything you can find to support your case.
• Don’t talk to other employees or attempt to confront the
employee; you might hinder rather than help the investigation.
• Call the local law enforcement authorities. Cooperate with them
and provide the information they need.
• Terminate the person immediately. But, before you do, contact
your attorney and follow his or her advice on how and when to
terminate.
• Prosecute. If you can prove the theft through documentation, most
insurance carriers suggest you prosecute. Don’t settle for an apology
and restitution; this won’t deter the person from stealing again, and it
sends a message to other employees that theft isn’t that bad.

promoting the kind of climate
you want.
Be as fair and equitable as
possible in your treatment of
employees. Encourage them to
communicate with you when they
see something suspicious.
2. Prescreen staff. Check
references from previous employers
and do background checks.
Ask potential employees to fill
out a background-check

How do employees steal?
The ways employees steal from businesses are limited only by the
imagination, but generally, people steal in one of these ways:
• Theft. Usually this form of embezzlement involves taking from petty
cash or deposits and returning it later.
One staff member was caught when the doctor decided to spot-check
petty cash each week.
• Skimming. This often means taking cash payments or co-pays directly
from patients and then writing off their bills so they don’t show on the
accounts-receivable listing.
Matching billing to receivables often catches this kind of
embezzlement.
• Fraudulent disbursements. In this example, an employee may make
payments to nonexistent vendors or return money to patients.
One employee decided the doctor was overcharging patients, so she
returned thousands of dollars before she was discovered. Other
disbursement schemes may involve payroll, check tampering, and expense
reimbursements.

authorization and then check for
convictions. Although many
employers are reluctant to discuss
previous employees, you may get
one to talk to you.
3. Divide and conquer. Divide
up duties, particularly those
involving cash, which is the easiest
to steal.
Don’t give one person control of
the checkbook or receivables. The
person who writes the checks should
not reconcile the bank statement.
Separate purchasing and
bookkeeping functions, and rotate
duties every few months — both to
cross-train staff and to keep one
person from having continuous
control of a key part of your
bookkeeping system.
4. MBWA (manage by
walking around). Let your staff
know you will check computers
and files. Keep track of your
inventory of office and clinic
supplies.
If you sell products, be sure your
inventory is decreasing at the same
rate sales are increasing. Review
your bank statements and
accounts-receivable aging reports.
Conduct surprise inspections. Keep
CONTINUED ➤
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checking on employees. If this
bothers them, ask why.
5. Establish personnel
policies. Require all employees to
take a vacation, and then check
their work when they leave.
One office manager was taking
money for many years. She always
refused vacation and the doctor

checking, and credit-card
policies. Restrict petty cash to a

minimum amount and require
petty-cash slips for every disbursal.
Limit check signers to yourself
and your spouse or a trusted
employee, and keep blank checks
locked up and accounted for.
Restrict access to your business

Background checking resources
Two background-checking services are:
• LexisNexis (http://risk.lexisnexis.com/healthcare.asp) and
• ChoicePoint (www.choicepoint.com).

thought she was a dedicated
employee. She was finally discovered
when she became ill and someone
else started doing her work.
Don’t allow employees to take
work home, particularly
bookkeeping work.
6. Tighten your cash,

credit-card number, and keep the
card locked up in a safe place.
7. Purchase employee theft
insurance. Most commercial
business insurance doesn’t cover
the theft of money and securities
unless you purchase a special crime
policy. A special employee theft

policy can cover you inside your
office as well as outside (such as
when an employee keeps money
instead of delivering it to the bank
for deposit).
This extra effort sounds like a lot
of work, but if you set up your
internal control systems and follow
them, you will find they work well.
Don’t rely on your CPA to find
theft and embezzlement; that’s not
his or her job. As the business
owner, it’s your responsibility and
your right to protect yourself from
your biggest risk of loss.
Jean Murray, MBA, PhD, is a
business professor at Palmer
College of Chiropractic and
principal of Planning for
Practice Success (P4PS). She can be
contacted at 866-940-7526 or
through her Web site,
www.dcpracticesuccess.com.
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DISASTER HAPPENS

Plan now
to protect
your vital
documents
By Van Carlisle

D

isasters happen. Fires, floods,
hurricanes, earthquakes,
tornadoes, even catastrophic
snow storms destroy homes and
businesses without warning.
You, like many other business owners, may have
already shifted from paper to digital records. But are
your records — paper or electronic — properly stored
and protected? Are you prepared if disaster strikes?
A catastrophe can destroy records in a number of ways.
The most common reason for a document to be unusable
after a fire or flood is water damage. The fire suppression
systems in a building and hoses used to extinguish the
flames can often create the most damage to documents.

VRP TO THE RESCUE
Vital records protection (VRP) describes the process
and measures taken by an organization to protect vital
records, which contain information essential to the
survival of an organization, in the event of a business
interruption or disaster.
If you do not properly manage VRP, the success of
your chiropractic practice is at risk, along with your
patients’ privileged information. If this patient
information is lost, stolen, or destroyed, a potential
HIPAA (Health Insurance Portability and
Accountability Act of 1996) violation could cause your
practice to close its doors.
HIPAA regulations consist of a set of national
standards designed to force chiropractic practices, as
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well as the entire healthcare community, to follow
strict security and privacy rules in order to fully protect
personal health information. Breaking HIPAA
regulations can result in fines and, in some cases,
criminal and civil penalties.
Some doctors are hesitant to convert fully to digital
record storage for fear of losing information through
viruses or an electronic system crash. You can eliminate
this risk by taking necessary VRP-based precautions
prior to a conversion to electronic record storage.
Here are the steps to take:
1. Classify practice documents. Assign the
administrative responsibility to someone (such as your
office manager) for classifying all documents — not just
patient records — by level of importance to your
practice’s operation.
Suggested labels include:
• Vital. These are irreplaceable documents.
• Important. Not irreplaceable, but reproducing them
would incur considerable expense, time, and labor.
• Useful. These are records that, if lost, will cause
some inconvenience, but could be readily replaced.
• Nonessential. These are records in line for routine
destruction.
2. Develop a backup program. After classification
is complete, design a program for backing up records.
Perform backup tasks at least several times per week —
every day if feasible.
This way, in the very worst-case scenario, you will
lose only one (or a few) day(s) of information in the
event of a catastrophe.
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3. Secure records in a
fireproof container. Simply

classifying and developing a backup
program is not enough. Once you
complete the first two steps, secure
the vital, most important, and
some useful practice records in a
fireproof container.
There are several different
practical reasons why patient and
practice records should be stored in
fireproof containers. Some of the
most important uses of medical
records include acquiring proper

documentation of a diagnosis and
resulting treatment of a patient’s
health or disease; usage as a means
for further clinical research and
quality care assessments; providing
support for a defense in a possible
future litigation; or addressing
reimbursement issues with a third
party, such as an insurance company.
Regardless of why vital records
need to be kept safe from damage,
all chiropractic offices — no matter
what size — need to dispense with,
as best as possible, the risk of

permanently losing these types
of records.

GET THE RIGHT
STORAGE CONTAINER
Not all storage containers
provide adequate security for your
documents.
• Look for the UL label. Select
a container tested and rated by the
Underwriter’s Laboratory (UL) or
another nationally known
independent testing lab; and
• Pick the right type of
container. It is also crucial to
procure the correct container for its
proposed contents.
For example: If most of your digital
data is stored on CDs or Zip drives,
choose specially designed containers
called media vaults. These units are
small, portable, fireproof containers
designed to protect patient records
stored on CDs, Zip disks, diskettes,
and microfiche from the damaging
effects of heat, humidity, dust, and
magnetic fields.
Even if you use off-site record
storage, at some point you will
have vital records on-site with a
need to protect them. Establish
risk-management policies and put
them into action long before an
emergency arises.
The need for chiropractic
practices to better manage vital
records has increased dramatically
over the past few years. Gain an
understanding of this issue now, to
figure out the best set of vital
records protection solutions for
your practice.
An expert on vital records
protection, Van Carlisle is
president and CEO of
FireKing — a security and
loss-prevention company. He can be
contacted at vanc@fireking.com or
through his company’s Web site,
www.fireking.com.
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Prepare for all types of disasters

T

he Atlantic hurricane season
began June 1, and with it the
U.S. Small Business Administration
began urging homeowners, renters,
and businesses across the country to
take steps to protect their lives,
properties, and businesses.

begins with adequate insurance coverage — at least
enough to rebuild your home or business.
Review your policies to see what is not covered.
Consider “business interruption insurance” which helps
to cover operating costs during the post-disaster
shutdown period.
Flood insurance is essential. To find out more about
the National Flood Insurance Program, visit
www.floodsmart.gov.
• Backing up copies of important records. Back
up data saved on computer hard drives and store that
Even if you are not in the hurricane “belt,” you
information at a distant offshould prepare for disaster,
site location.
which could blast in
Preparedness resources
Store documents and
unannounced in the form
For more disaster-preparedness tips, go to:
CDs in fireproof safeof tornadoes, wind storms,
• The U.S. Small Business Administration’s (SBA)
deposit boxes.
floods, hail storms, and (in
Web site, www.sba.gov;
the winter) sleet or ice
• Protection of
• The Institute for Business and Home Safety,
storms and blizzards.
windows, doors, and
www.ibhs.org; and
Preparing for the worstroofing. Installing impact• The federal government’s preparedness Web site,
case scenario will ensure a
resistant window and door
www.ready.gov.
quicker and less costly
systems, or simple plywood
recovery.
shutters before the storm
Disaster preparedness for homes and businesses
hits can enhance their ability to resist impacts from
should include:
wind-borne debris.
Hire a professional to evaluate your roof to make
• A solid emergency response plan. Find escape
sure it can weather a major storm.
routes from the home or business and establish meeting
places. Make sure everyone understands the plan
• A disaster survival kit. The kit should include a
beforehand.
flashlight, portable radio, extra batteries, first-aid kit,
Keep emergency phone numbers handy. Designate a
nonperishable packaged and canned food, bottled
contact person in your practice to communicate with
water, basic tool kit, plastic bags, cash, and a throwother employees, customers, and vendors.
away camera to take pictures of any property damage
after the storm.
• Adequate insurance. Disaster preparedness
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Share your vision
to get staff buy-in
By Timothy J. Gay, DC

A

busy, thriving practice is a direct
reflection of you and your staff
being on the same page in
every facet of your clinic’s operation
and treatment of patients.
But, how do you get every staff member to “be on
the same page”? The answer lies in sharing your vision,
establishing your mission, and stating your purpose.
• Sharing your vision. Close your eyes and
visualize your perfect practice. What does it look like?
Does it look different in five years or 10 years?
You may have a distinct picture of your perfect
practice, but to make sure your staff members “see” it
the same way you do, get input from your staff as you
develop this vision. Find out what they consider to be
“perfect.” They may be able to add elements to the
vision you had not thought of. So your vision may
change and solidify, and at the same time, as you gather
input, you garner your staff’s acceptance and buy-in.
Buy-in to your vision is important because the vision
is what you work toward achieving. Everything you and
your staff do is aimed at achieving the vision.
Once you develop a vision, synthesize it to its key
elements and write it down so everyone knows and can
agree on it.
An example of a vision statement: “We have one
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ambition: To operate a clinic that provides the best
service we can to our patients.”
• Establishing your mission. The mission tells how
you will accomplish your vision. The vision is a future
statement; the mission is “in the now.” Add the
mission statement to the statement of your vision.
An example of a mission statement: “We achieve this by
giving our patients educational tools and healthy results
from the chiropractic care they receive in our office.”
• Stating your purpose. Once you have a
statement of vision and mission, indicate the purpose
of the functions of the clinic.
An example of a purpose statement: “As we work
toward achieving our mission, we have as our purpose
to put into place systems and procedures that will
enhance the patient experience in every way possible.”
Then, carry the purpose statement down to the level
of each individual job. Ask each staff member to write
a purpose statement of his or her position as it relates
to the vision and mission of the clinic.

HOW TO USE YOUR STATEMENT
In essence, the vision and mission statements
become the framework of your practice rules. Write
them down, frame them, and post them throughout the
office, including your reception area and treatment
rooms. Publish it in your practice brochures and on
your Web site. Pronounce them to your patients as a
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pledge to them as well as to
yourself.
Publicizing your mission in this
way:
• Sends a clear message. Your
patients and potential patients
know what to expect from you and
the rest of your team; and
• Reinforces the importance of
the mission to your staff
members. If any staff member starts
to develop aberrant work habits
inconsistent with the statement, the
mission statement gives you
leverage as a discipline tool.
Refer to the statement frequently,
but especially when problems such
as tardiness or unfinished projects
arise or when reminder calls to
patients are left for later.
Expect everyone on your team to
be able to recite the vision and
mission of the practice and the
purpose of their job function. Make
this expectation part of their jobs
and their ownership in their
position.
The mission statement helps
center your team, and that, in turn,
helps them get things done
efficiently and effectively. When
the practice operates in an orderly
manner, with “everyone singing
from the same page,” everyone
gains a higher level of self-esteem.
Take the time to put your name
and motive on your practice; it will
mean everything to you, your staff,
and those that make your practice
what it is — your patients.

CIRCLE 214 FREE INFORMATION

Timothy J. Gay, DC, is the
founder of Ultimate Practice.
A respected and nationally
recognized speaker, he holds
many seminars around the country on
a variety of topics. He can be reached
by phone at 866-797-8366, by e-mail
at timothygaydc@ultimatepractice.com,
or through his Web site,
www.ultimatepractice.com.
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CHIRO BIZ QUIZ

Are electronic medical records

right for you?
By Marc H. Sencer, MD

I

f you are considering purchasing
electronic medical records (EMR)
software for your practice, be sure you
understand the basics before you do.
Today’s quiz will help you get the facts.

Which of the following statements about
EMRs are true?
A. Before purchasing EMR software, talk to
other physicians with practices similar to yours who use
the software you are considering for purchase.
B. Insurance companies tend to reimburse better for
procedures documented by EMR because the notes are
more complete.
C. Because EMRs increase efficiency, your practice
will decrease overhead and save money when you
switch from paper to EMR.
D. Part of the upside of EMRs is the ease of use —
data entry and teaching the staff and doctors to use the
system.

Q

The correct answer is “A,” but “C” may also
apply to your practice.
“A” is true. In fact, it is essential you contact
other doctors who actually use the system you are
thinking about purchasing. EMRs are not cheap, and it
does not make sense to make this kind of investment
without being absolutely sure the system will function
the way you want it to in your practice.
You should also be able to visit other practices and
see the system in action.
“B” is not true. It is a common misperception held by
many doctors that EMRs automatically produce better
reimbursements.
The truth is EMRs that produce the same canned
notes for a particular procedure or diagnosis may be
construed by third-party payers as canned, and not a
true record of the patient’s condition, created by the
doctor. There have been cases of reimbursements being

A
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cut or denied on this basis.
Be sure the EMR gives you and your providers ample
variation to create an accurate record of each patient’s
course of treatment in order to receive the best
reimbursement.
“C” may or may not be true. This is a trick question
because it may be true for some practices, but certainly
not for all.
The calculation of return on investment for EMRs
works like this: For providers who dictate their notes, it
costs, on average, about $6,000 for each full-time
physician in a family medical practice to have the
notes transcribed.
It then costs another $6,000 to $7,000 for personnel
to pull and file paper charts. (These statistics apply to a
family practice as statistics are not available for a
chiropractic practice.)
So, in theory, you could save $12,000 to $13,000 a
year or more for multiple providers. Compare this to
the average cost of $10,000 per provider for the system
(or $3,000 to $6,000 per year to lease).
However, most chiropractic offices do not transcribe
and typically would not have as much chart-pulling
and filing as a medical family practice. In addition,
EMRs might not save any money for integrated
chiropractic practices with part-time MDs — the
system could actually end up being an expense!
If you currently use a lot of space for chart storage,
you may save money by opening up the storage space
for some profit-making activity or to see more patients.
Each practice must carefully do these calculations and
assess its particular situation.
“D” is definitely false. If you are going to integrate an
EMR into your practice, be aware of the steep learning
curve involved in teaching the staff to use it. This is
not something they will master in one or two weeks.
You should also know it will take hours to input all
of the data currently on paper.
Even if you decide not to do old records, you will
still have to input basic patient information onto the
templates.
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The bottom line is that for large
integrated practices with multiple
providers and/or multiple offices,
EMRs may be worth the money,
but small solo practices should
probably wait. The technology is
improving; prices are coming down;
and the industry is adopting a form
of certification and standardization
that until recently had been
lacking.
Take your time, do your
homework, and carefully asses how
an EMR will fit into your current
practice in order to reap the
benefits.
Marc H. Sencer, MD, is the
president and founder of
MDs for DCs, which provides
intensive one-on-one
training, medical staffing, and ongoing
practice management support to
chiropractic integrated practices. He
can be reached at 800-916-1462 or
www.mdsfordcs.com.
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Quick Tip
A healthy
generations display
Rather than have just a kids
board showing children
receiving care, put up a
healthy generations board
with pictures of entire families,
including grandparents and
great grandparents who are
patients.
Just like your kids board
attracted more kids, your
Healthy Generations display
will attract everyone and
generate a dramatic increase
in referrals with almost no cost
to you.
— Eric Plasker, DC
The Family Practice, Inc./LCFE, LLC
www.thefamilypractice.net
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PERSONAL DEVELOPMENT
PRACTICAL LEADERSHIP

7 ways to get respect
By Monica Wofford

Y

ou did it! You graduated from
chiropractic college and have
the credentials. Now you can
open a practice or, more likely, become
part of a practice already in place. You
are a doctor now, and are looking
forward to practicing and running your
own business without being
accountable to someone else.

It’s down to business and everyone ought to listen up
because you have earned the right to tell them what to
do.
You surely don’t believe that, do you? Just because
someone doesn’t have your qualifications doesn’t mean
they don’t deserve your respect. Without a CA, office
manager, or massage therapist, you wouldn’t be able to
do what you are now qualified to do. It takes a team to
lead a practice and that team deserves your respect.
And you deserve to give them the opportunity to earn
yours as well.
Here are some things that may help speed up the
process on both sides of the equation.
1. Acknowledge your competencies. You have
skill areas in which you are gifted and areas in which
you are not. Excel in your skills and be generous with
that knowledge, but know when to admit you might
not be as good as others in your office.
2. Be compassionate. Don’t make people feel as if
they aren’t good enough. Be compassionate of others’
choices and realize your choices (such as your choice to
get a higher education and training) are just that —
yours.
3. Care about what you do. Amidst the daily
routines of paperwork, sign-in sheets, repeated adjustments, chit-chat about the weather and office politics,
the excitement of running a practice can wear thin.
When it does, if it does, be aware of the impact it
might have. If people around you stop believing you

care, they will wonder why they still do.
4. Care about what they do. One way to gain
someone’s respect is to show you care. Be sincere, clear,
and caring. People like to know you care.
5. Be consistent. People make mistakes. The first
mistake you make and attempt to fix will more than
likely be forgiven.
However, keep in mind that mistakes are different
from inconsistencies. Make every effort to do as you say
you will do, and honor the commitments you make. It
may be tough at times, but people respect those they
can rely on and trust.
6. Be congruent. Respect the rules and guidelines
concerning employee-employer relationships. Among
all of them, one simple rule of thumb stands out: Treat
everyone equally.
Give everyone equal access to skill sets and
opportunities and provide everyone a chance to
contribute. Make decisions about rewards and
consequences by using a congruent system. Incongruent
or inconsistent treatment can lead to larger challenges.
7. Open the door. People tend to respect those
they believe are approachable. Give those you work
with a chance to get to know you.
Whether that means you have an open-door policy
or you simply engage in friendly, personable
conversation with those who keep up with the details
of your day, patients, and practice, the choice and the
results will be yours.
Respect doesn’t come in a title, degree, or all in a
day’s work. It comes to you when you give it, and stays
with you when you work at it.
Congratulations on having “made it” to the top by
being your own boss, but don’t forget that in order to
be a leader, you have to have followers — and it sure
helps if they have respect for and from you.
Monica Wofford is a nationally known trainer,
author, and coach. The author of Contagious
Leadership and Contagious Customer Service, she
inspires audiences to produce results. She can be
reached at 866-382-0121 or at www.monicawofford.com.

Monica Wofford's column appears in every other issue of Chiropractic Economics. You can find her columns online at www.chiroeco.com
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PATIENT RELATIONS

Help your patients
one foot at a time
By Kevin M. Wong, DC

W

hen you go to your clinic
each morning, do you
figuratively put on a set of
blinders? That is, have you become so
set in your ways you may not see new
opportunities to help your patients
and yourself?
One opportunity is to look at how your patients
walk.
Did you know that 80 percent of the population
exhibit some form of excessive foot pronation? That
means eight out of 10 people roll in on their feet to
some degree.
This action chronically stretches the plantar fascia
and foot muscles and causes the arches of the foot to
collapse. Arch collapse can take a toll on different
parts of the body — including ankles, knees, hips, and
lower back.

The source of lower extremity and/or lower-back
pain of many patients can be traced to the feet.
The key to helping these patients is to identify the
involvement of the excessively pronated foot early in
your treatment plan, so you can efficiently implement
treatment protocols that will ease these patients’ pain
and stabilize the joints of the body.
To find these problems early, use simple tests that
take very little time, but clearly indicate when
someone has arch problems:
• Use your eyes. Watch your patients walk just a
few steps and have them stand up straight to assess
their foot stability.
When you see them walk and stand with their shoes
and socks off, you can observe the medial arch collapse.
In the condition, the Achilles tendons bow inward as
the inner arch collapses.
Bunions on the first and fifth metatarsal heads are an
indication of metatarsal or transverse arch collapse.
Look to see if the toes curl and/or are deviated
toward the midline of the foot.

What’s in it for the practice?
Aside from getting better results
for your patients, identifying and
dealing with foot problems can
bring you additional economic
benefits.
One benefit is increased profits
from the markup on selling custommade orthotics.
Another benefit is increased
billings and reimbursements from
treating foot problems.
Reimbursements, of course, vary,
depending on the specific insurance
plan. Some insurance plans do not
reimburse, while others reimburse
from 70 percent up to 100 percent.
Here are some of the codes you
may find yourself using:
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• E&M Coding, new patient. Use
the series 9920X (1-5). Use this for
scanning and a complete foot exam
on a new patient.
• E&M Coding, established
patient, 99212. Use this for
scanning/molding for custom-made
orthotics on a visit other than the
initial visit. A higher level of
established patient E/M can also be
used.
• Lower extremity strapping,
29540. Use this when taping the
arches for a patient to estimate the
degree of relief a patient will
experience with custom-made
orthotics. You can tape a patient
every visit until the orthotics arrive.

W W W. C H I R O E C O . C O M

• Custom-molded foot inserts,
with longitudinal/metatarsal
support, L3020/L3030. Use this code
for each foot.
• Handling and conveyance,
99002. Use this code to cover the
cost of shipping and handling.
• Orthotics management and
training, 97760. Use this code to
cover the one-on-one time spent
with the patient in clinical training
to use the orthotics. This code
includes the assessment and fitting
of the upper extremity(s), lower
extremity(s), and/or trunk, each 15
minutes. It also includes orthotics
fitting and training, lower
extremities, each 15 minutes.
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You can also check for “five red flags.” These are five
important things to look for that will help you
determine if a patient needs orthotics. (See sidebar, “5
foot-problem flags.”)
• Use your hands. Chiropractors are experts at
palpation, so put your skills to good use.
When you touch the patient’s feet, here are some
findings to look for:
1. Tight plantar fascia that may or may not be
painful;
2. Heel spurs that are large enough to be palpable;
3. Achilles tendon tightness or pain;
4. Callouses underneath any of the metatarsal heads;
and
5. Bunions on metatarsals one and five.
Another way to check for arch problems in the feet
is to use manual muscle testing:
1. Test bilaterally the iliopsoas, gluteus
medius/minimus, and quadriceps/hamstring muscles.

V O L 5 3 : I S S U E 1 2 • J U LY 3 1 , 2 0 0 7

Note the relative strength of each.
2. Adjust bilaterally the navicular, cuboid, and
metatarsal heads.
3. Retest the muscles in step one and note the
increase of relative strength.
This test reveals suboptimal strength and/or
imbalances in otherwise normal, healthy muscles.
• Use measurements. Another easy way to
determine the need for orthotics is to use a postural
stability indicator (PSI) card. You can measure and
document a patient’s pronation and/or pedal imbalance
with the navicular drop test.
With the patient sitting (feet on the floor, without
bearing weight), find and mark the navicular
prominence on each foot. Stand the card on the floor
next to the medial arch of the foot and mark the card
at the level of the navicular prominence mark. Then,
with the patient standing in a weight-bearing position,

W W W. C H I R O E C O . C O M
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5 foot-problem flags
As part of your visual
examination, look carefully at
your patient’s feet. If you see
any one of the following flags,
your patient needs orthotic
support:
1. Foot flare during gait;
2. Internal knee rotation;
3. Bowed Achilles tendon;
4. Low medial arches; or
5. Excessive shoe wear.

follow the same procedure.
The PSI card measures the
navicular drop on each foot. These
measurements help determine the
amount of pronation on each foot.
If present, it will also demonstrate
pedal imbalance.
• Use your skills. Now compile
the information you have gathered

and form a treatment plan. Below
are common treatment procedures:
1. Adjust the foot bones
(calcaneus, cuboid, navicular,
cuneiforms, metatarsals,
phalanges);
2. Prescribe custom-made,
flexible orthotics that support all
three arches;
3. Use taping procedures to
support the three arches;
4. Prescribe exercises to
strengthen the arch muscles and
relax the connective tissue; and
5. Examine the patient’s
footwear to make sure it is
supportive.
Many of your patients have had
problems with their feet for years,
but you may be the first person
who noticed. By using these exam
and treatment procedures, you
have the power to help patients
understand what is happening

and why.
Do not be intimidated by puzzled
looks and questions about why you
are looking at their feet. Most of
the time, their feet don’t hurt when
they come into the office.
The feet are the key to
discovering the bigger picture
behind patients’ problems, and you
will miss it if you don’t know what
to look for.
Kevin M. Wong, DC, is a
1996 summa cum laude
graduate of Palmer College
of Chiropractic West in San
Jose, Calif. In 1997, he was named
Clinician of the Year by Palmer College
of Chiropractic West, where he has
taught chiropractic technique. He
practices in Orinda, Calif., and is a
speaker for Foot Levelers seminars. He
can be contacted by e-mail at
drkevinwong@gmail.com.
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PATIENT RELATIONS
TEAM TIPS

Scripts help your effectiveness
By Susan Hoy

M

issed appointments are
expensive. They cost your
practice a lot of money, and
they cost your patients the opportunity
to get and stay healthy.

How much do missed appointments cost you? To
find out:
Multiply each day’s missed appointments by your
office-visit fee, and then multiply that amount by the
number of days you are open each year.
It’s a big number, isn’t it? Share that dollar amount
with your staff. It will be an eye-opener.
An important function of the CA is to help patients
follow through with the doctor’s recommended
treatment plan. Follow through is important not only
for the financial impact on the practice, but also for the
health of the patients.
If we care about our patients, the money will come.
If you render high-quality, technically competent, and
loving service for the total benefit of your patient, you
will receive the compensation you deserve. All lasting
wealth comes from enriching others in some way.
Consequently, if concern for your patients is motive
for having patients complete their protocols, you and
your practice will ultimately benefit.

times a week. Otherwise it will take much longer to get
into shape, if at all. Exercise is reconditioning muscles
and must be done regularly.
“Adjustments retrain the vertebrae of the spine. One
adjustment cannot heal you any more than one
exercise session can make you physically fit.”
• Dental braces. “Adjustments do the same for your
spine as braces do for your teeth. It takes a long time
and many adjustments to realign the spine and keep it
maintained.”

BENEFITS OF SPINAL ADJUSTMENT
You can also explain the benefits through scripting.
• Less pain. “You will be less inclined to have
episodes of pain resulting from subluxation.”
• Improved functionality. “A subluxation does not
always result in pain, since only a small percentage of
the spine is pain sensitive. Subluxations do result in
decreased flow of nerve energy (impulses sent from your
brain) to the area that the nerve supplies, resulting in
decreased function in that particular area. When
subluxations are reduced, functionality improves.”
• More mobility. “A proper spinal alignment
reduces the risk of osteoarthritis and spinal
immobilization. In other words, the spine has more
mobility and you stay active.”
• Improved defense. “Regular adjustments help
your body defend against illness.”

THE IMPORTANCE OF THE TREATMENT PLAN
Here are some scripts to help your patients
understand the importance of the treatment plan:
• Series of adjustments. “When you begin your
treatment, there will be a series of adjustments to help
you with pain relief. It takes a few adjustments to see
what particular technique is most effective for you. Each
adjustment builds on the previous one and they must be
given in close proximity for optimum pain relief.”
• Length of treatment. “It is extremely important
you follow the doctor’s instructions at home and follow
through with appointments. If you lose continuity, it
will take longer to get well.”
• ‘Exercise’ program. “Chiropractic adjustments
are like an exercise program. To become physically fit,
you must exercise on a regular basis — at least three
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MISSED APPOINTMENTS
Scripts are helpful when your CA calls patients
concerning missed appointments. Here are some
common excuses and scripts to deal with them.
• Too busy. “Mary, Dr. ________ will be concerned
if you cancel one of your visits and don’t make it up.
The adjustments are less effective if too much time
passes. How about if we schedule for later on today or
tomorrow? I can make arrangements for you to get in
and out as quickly as possible.”
• Continued resistance. “Mary, I appreciate your
call. It shows you are concerned about your treatment.
Dr. ________ always gets concerned when a patient
misses an appointment early in treatment because it
takes longer to get better. I will let him know you
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called and the reason for your cancellation. I’ll also let
him know you will be here for your appointment on
Wednesday at 10 a.m.”
This script shows the patient that the doctor will be
made aware of the noncompliance. Always make a
notation in the patient’s chart.
• Missed appointment. (Always call the patient
within 15 to 30 minutes after the missed appointment.)
“Hi, Mary. This is Susan from Dr. ______ office. We
had you scheduled for an appointment at 10 a.m. Dr.
__________ was concerned when you did not show up
and asked me to give you a call.”
Often the patient forgot the appointment or got
busy. “We have an appointment available at 2 p.m.
today. Can you come then?”
If the patient is reluctant to reschedule and just
wants to come on the next scheduled appointment, use
the script for “continued resistance.”
• Feels better. “It’s great you feel better; that’s the
best part about chiropractic adjustments. Most patients
start feeling better almost immediately. I’ll let Dr.
________ know you’re doing better.
“However, it is extremely important to continue
with your treatment schedule so you don’t lose the
forward progress. Can you make up your appointment
tomorrow at 11 a.m.?”
It takes less effort to keep an existing patient than to
recruit new patients. Although new patients are always
necessary, our emphasis should be in keeping the
existing ones.

Quick Tip

Susan Hoy is an award-winning team trainer and
consultant. She presents training seminars for
teams throughout the country and is the author of
two team training manuals. The newest is entitled
Systemize, Organize, Simplify. Susan can be reached at 215674-0130, suzzhoy@aol.com, or through her Web site at
www.beefitup.net.

Do it right
Advertising works, but only when you do
it right. You must convey trust and honesty
in any advertising piece you create.
Honesty is a commodity valued more than
any other in attracting new prospects.
— Robert J. Manna, DC
The Killer Ads, Inc.,
www.thekillerads.com
CIRCLE 203 FREE INFORMATION
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Orthotics Directory & Resource Guide
Chiropractic Economics is pleased to present the profession’s most
comprehensive Orthotics Directory. The information in the resource guide was
obtained from questionnaires completed by the listed companies.
Companies highlighted in RED have an advertisement in this issue.
Access Equipment Corp.
888-463-1381
www.accesseq.com

Foot Store Orthotics
843-849-1108
www.foot.store.com

Accu-fit
650-344-3338

FootComfort
800-234-1237
www.footcomfort.com

Accuthotix
888-325-3668
www.accuthotix.com

FootForm Laboratories
541-389-4547
www.footform.com

Allied OSI Labs
888-264-3338
www.aolabs.com

Footmaxx Holdings, Inc.
800-779-3668
www.footmaxx.com

Allman Products, Inc.
800-223-6889
www.AllmanProducts.com

Freeman Manufacturing
616-651-2371
www.freemanmfg.com

Amfit
800-356-3668
www.amfit.com

GW Heel Lift, Inc.
800-235-4387
www.gwheellift.com

Aetrex Worldwide
800-526-2739
www.foot.com

Hapad, Inc.
800-544-2723
www.hapad.com

Aqua Step
888-610-1584
www.aquastep.com

Healthways
800-486-6613
www.healthways.com

Banner Therapy Products, Inc.
888-277-1188
www.bannertherapy.com

Hersco Orthotic Labs
718-391-0416
www.hersco.com

Birkenstock
800-487-9255
www.birkenstock.com
ChiroInnovations
800-667-1969
www.Chiroi.com

Hickory Brands
800-560-1869
www.tenseconds.com
Implus Foot Care/Sof Soles
919-544-7900
www.sofsole.com

ComfortFit Orthotics
888-523-1600
www.comfortfitlabs.com

Integral Orthopedics, Inc.
866-608-2225
www.mollersupport.com

Corflex, Inc.
800-426-7353
www.corflex.com

KLM Laboratories
800-556-3668
www.klmlabs.com

D-MED, Inc.
800-872-3633
www.d-med.com

Langer, Inc.
631-667-1200
www.langerinc.com

Edser Labs
866-722-3414
www.edserlabs.com

LBM, Inc.
800-325-1153
www.loganbasic.com

Ergomedic USA, Inc.
305-466-1633
www.ergomedic-usa.com
Fastech Labs
800-351-3668
www.fastechfootsupport.com
Foot Function Lab
800-785-FOOT
www.orthotics.net

LSI International
800-832-0053
www.lsiinternational.com
Massage Warehouse
800-910-9955
www.massagewarehouse.com
Maxmed Technologies, Inc.
866-733-2544
www.maxmedtech.com

Foot Levelers, Inc.
800-553-4860
www.footlevelers.com
Foot Management
800-468-3668
www.footmanagement.com

Ontario Orthotic Lab, Inc.
888-873-3316
www.oolab.com

Ortho-Dynamics Orthotics
Laboratory
800-275-1842
www.orthodynamics.com
P.W. Minor
585-343-1500
www.pwminor.com
PediFix Footcare
800-356-8185
www.pedifix.com
PODO Kinetix
888-361-3338
www.podotechnologies.com
Powerstep
888-237-3668
www.powersteps.com
Precision Orthotic Lab
International
800-336-6302
www.polinternational.com
Quality Health Products, Inc.
800-834-7058
www.qhpincb2b.com
Scott Orthotic Labs
800-821-5795
www.scottorthoticlabs.com
Scott Specialties, Inc.
785-527-5627
www.cmo-inc.com
Sole Performance
800-944-2755
www.shoeguy.com
Step Forward Company
800-631-3668
www.stepforward.com
STJ Orthotic Services
800-321-4STJ
www.stjorthotic.com
Sure Foundation Systems, LLC
800-245-1267
www.surefoundationsytems.com
Symmetry Orthotics Int’l.
877-918-3338
www.symmetryorthotics.com
Tekscan
617-464-4500
www.tekscan.com
The Orthotic Group
800-551-3008
www.theorthoticgroup.com
The Saunders Group
800-779-2044
www.thesaundersgroup.com
TriHawk
888-874-4295
www.trihawk.com
Warwick Enterprises
800-355-3575
www.heellift.com
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PROVIDED PRODUCTS

PRODUCT LINE(S)
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Access Equipment Corp.
Accu-fit
Accuthotix
Allied OSI Labs
Allman Products, Inc.
Amfit
Aetrex Worldwide
Aqua Step
Banner Therapy Products, Inc.
Birkenstock
ChiroInnovations
ComfortFit Orthotics
Corflex, Inc.
D-MED, Inc.
Edser Labs
Ergomedic USA, Inc.
Fastech Labs
Foot Function Lab
Foot Levelers, Inc.
Foot Management
Foot Store Orthotics
FootComfort
FootForm Laboratories
Footmaxx Holdings, Inc.
Freeman Manufacturing
GW Heel Lift, Inc.
Hapad, Inc.
Healthways
Hersco Orthotic Labs
Hickory Brands
Implus Foot Care/Sof Soles
Integral Orthopedics, Inc.
KLM Laboratories
Langer, Inc.
LBM, Inc.
LSI International
Massage Warehouse
Maxmed Technologies, Inc.
Ontario Orthotic Lab, Inc.
Ortho-Dynamics Orthotics Laboratory
P.W. Minor
PediFix Footcare
PODO Kinetix
Powerstep
Precision Orthotic Lab International
Quality Health Products, Inc.
Scott Orthotic Labs
Scott Specialties, Inc.
Sole Performance
Step Forward Company
STJ Orthotic Services
Sure Foundation Systems, LLC
Symmetry Orthotics Int'l.
Tekscan
The Orthotic Group
The Saunders Group
TriHawk
Warwick Enterprises
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MARKETING

DO YOU USE A LOW-FORCE TECHNIQUE?

Use your adjusting tool
for high-impact PR
By Eric Osansky, DC

I

f you use any type of adjusting
instrument in your practice, then you
have the opportunity to grow your
practice without spending money on
advertising.

The media is always looking for stories that are
unique and interesting to the public. If you introduce
your “unique adjusting technique” the right way, you
can quickly position yourself as the expert in your
town, which can increase the number of new patients
to your practice, improve credibility, and help your
practice’s overall growth.
Why would a newspaper, magazine, television show,
or other media want to write a story about your
adjusting instrument?
The reason is simple: Thousands of people need
chiropractic care, but are too afraid to go to a chiropractor. So, if you can show the media you have
something different to offer that is of interest to the
general public, they will be receptive to writing an article
or interviewing you for a radio or television talk show.
Here are several things you can do to improve your
chances of receiving free publicity because of your
adjusting instrument:
• Get an introduction. Ask your advertising
representative if he or she could introduce you to a
reporter willing to write a story about your “unique
treatment methods.”
• Target media that matches your current
patients. Even though almost everyone is a potential
candidate for chiropractic care, if you examine the demographics of your patient base, certain similarities such as
sex, age, or marital status emerge. Target media that
match up with the demographics of your current patients.

V O L 5 3 : I S S U E 1 2 • J U LY 3 1 , 2 0 0 7

• Use a strong headline. If you don’t have any
connections to the media, write a press release. Write a
headline that will grab the media person’s attention.
• Talk about the benefits of your adjusting
instrument. The only reason the media will give you
free exposure is because of the benefits you list in your
press release. Discuss the benefits of receiving an
adjustment with an instrument, without criticizing
other chiropractic techniques.
• Don’t promote your practice. If your press
release resembles an advertisement, you probably won’t
receive any free publicity. Provide valuable content to
the target audience.
• Be persistent. Although you have something
unique to offer, it doesn’t mean every reporter will
grant you an interview. For some, the timing just won’t
be right. For those media people who aren’t currently
interested in your story, but don’t tell you “no,” follow
up at a later date.
• Ask if you can provide your contact
information. Even though you will not be promoting
your practice in the actual article or on a radio or
television talk show, you may still be able to give your
contact information at the end.
Most media will allow you to give your name,
practice phone number, and Web site for those who
might be interested in finding out more about your
adjusting instrument.
Eric Osansky, DC, has a practice in Concord, N.C.,
where he uses his adjusting instrument as a
marketing tool to attract new patients.
He is also author of the new book, Instrument
Adjusting Riches. He can be reached by e-mail at
instrumentdc@aol.com or by visiting
www.InstrumentAdjustingSuccess.com.
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READER SERVICE

FREE INFORMATION
FROM OUR ADVERTISERS
RS#

Advertisers/Description . . . .Pg#

RS#

Advertisers/Description . . . .Pg#

233

Access Health Consultants . . . . . .89

191

Integrity Management . . . . . . . . .17

135

Accuthotix . . . . . . . . . . . . . . . . . .28

231

J-Tech Medical Industries . . . . . . .88

251

Amfit . . . . . . . . . . . . . . . . . . . . . .48

268

Kelatox . . . . . . . . . . . . . . . . . . . . .86

235

Aquamed . . . . . . . . . . . . . . . . . . .51

210

King Bio . . . . . . . . . . . . . . . . . . . .74

227

Axiom Worldwide . . . . . . . . . . . . .49

269

King Bio . . . . . . . . . . . . . . . . . . . .86

217

Bioactive Nutritional . . . . . . . . . . .68

229

Kool & Fit . . . . . . . . . . . . . . . . . . .89

271

BioElectronics Corporation . . . . . .87

165

Lordex, Lumbar Spine

253

Biotics Research . . . . . . . . . . . . . .15

270

BIOTONE . . . . . . . . . . . . . . . . . . .87

245

Madeira Success Strategies . . . . .52

264

BodyZone.com . . . . . . . . . . . . . . .86

290

Matlin Manufacturing . . . . . . . . . .71

219

Breakthrough Coaching . . . . . . . . .9

*

Meyer Distributing Company . . . .37

255

Brican . . . . . . . . . . . . . . . . . . . . .69

*

MPN Software . . . . . . . . . . . . . . .35

110

BriteWhite . . . . . . . . . . . . . . . . . .88

265

Nature’s One . . . . . . . . . . . . . . . .86

247

Cert Health Sciences . . . . . . . . . .53

180

NCMIC . . . . . . . . . . . . . . . . . . . . .45

259

Chiro Practice Marketing . . . . . . .29

184

Optimal Health Systems . . . . . . . .27

203

Claken Software . . . . . . . . . . . . . .67

102

OUM Chiropractor Program . . . . . .7

297

Disc Ease . . . . . . . . . . . . . . . . . . .88

130

Parker College . . . . . . . . . . . . . . .64

128

Douglas Laboratories . . . . . . . .18-19

126

PBI/Myovision . . . . . . . . . . . . . . . . .4

276

Douglas Laboratories . . . . . . . . . .87

112

Perfect Health . . . . . . . . . . . . . . . .88

124

Eon Systems . . . . . . . . . . . . . . . . .26

241

Perfect Practice Web . . . . . . . . . . .85

257

Erchonia . . . . . . . . . . . . . . . . . . . .13

273

Pettibon System . . . . . . . . . . . . . .87

123

Eurotech Mfg. . . . . . . . . . . . . .38-39

121

Prescription Beds . . . . . . . . . . . . .59

274

eyeQuest Networks . . . . . . . . . . .87

280

ProAdjuster . . . . . . . . . . . . . . . . .83

140

EZ Notes . . . . . . . . . . . . . . . . . . .36

212

PRTV . . . . . . . . . . . . . . . . . . . . . .25

214

EZ Notes . . . . . . . . . . . . . . . . . . .57

150

Quality Health . . . . . . . . . . . . . . .77

108

Fernandez Consulting . . . . . . . . . .36

205

Quixote Software . . . . . . . . . . . . .32

221

Fernandez Consulting . . . . . . . . . .57

249

S.A.M. Company . . . . . . . . . . . . . .89

106

Foot Levelers . . . . . . . . . . . . . . . .11

243

Spinal Aid . . . . . . . . . . . . . . . . . . .65

132

Foot Levelers . . . . . . . . . . . . . . . .61

200

Spine Rite . . . . . . . . . . . . . . . . . . .43

198

Foot Levelers . . . . . . . . . . . . . . . .94

104

Standard Process . . . . . . . . . . . . .2-3

284

Foot Levelers . . . . . . . . . . . . . . . .42

266

Standard Process . . . . . . . . . . . . .86

267

Foot Levelers . . . . . . . . . . . . . . . .86

*

Straight Arrow Products . . . . . . . .79

263

Healing Herbs . . . . . . . . . . . . . . . .86

122

Student Financial Solutions . . . . . .59

208

Hill Labs . . . . . . . . . . . . . . . . .92-93

272

The HELPcard . . . . . . . . . . . . . . . .87

192

Huseman Distributing . . . . . . . . . .89

223

The Orthotic Group . . . . . . . . . . . .55

170

IMPAC . . . . . . . . . . . . . . . . . . . . .22

275

TriElements . . . . . . . . . . . . . . . . . .87

171

IMPAC . . . . . . . . . . . . . . . . . . . . .23

*

Ulan Nutritional . . . . . . . . . . . . . .82

237

Innovative Healthcare Solutions . . .8

115

Vax-D . . . . . . . . . . . . . . . . . . .30-31

Care Centers . . . . . . . . . . . . . .47
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MARKETING

Lecture your
way to more
patients
By Lynne Sullivan, DC

S

peaking in public gives instant
credibility and takes little time.
And when you speak, you reach
many people who are potential new
patients.

If you have a fear of speaking to large groups of
people, relax. Audiences do not have to be big. Smaller
audiences often encourage people to engage in a largescale conversation and draw the speaker closer to them.
You can give in-house lectures to your current
patients and their family and friends or make yourself
available for presentations in your community.

IN-HOUSE LECTURES
1. Schedule the talks. Plan a consistent schedule
(such as the third Monday of each month at 6 p.m.) for
a period of time, such as a year.
2. Select the topics. They may focus on traditional
chiropractic topics or deal with other health issues,
such as fibromyalgia, stress, headaches, and weight loss.
3. Print brochures. Create and print brochures
advertising the talk and distribute them to patients and
business associates, as well as at neighborhood health
clubs and health-food stores.
4. Invite your current patients. Send an e-mail
invitation to patients in your database. Display a signup sheet at the front desk. Let patients know seating is
limited and first-come, first-served.
5. Give an incentive. For every two guests patients
bring, give them a gift certificate for a free one-hour
massage. The incentive encourages patients to refer.
6. Call and confirm attendance. Call one week
before the event, as well as the night before.

EXTERNAL PRESENTATIONS
You have a variety of opportunities to speak within
your community — at clubs, organizations, businesses,
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and corporations. These opportunities may start small,
with an intimate group, but you may also be invited to
speak at large gatherings as the keynote speaker.
External speaking always produces results, either
immediately or down the road.
1. Contact the local chamber of commerce. The
chamber has lists of businesses and organizations in the
community.
2. Make contact with the businesses and
organizations. You can do this yourself, engage a
marketing specialist, or hire a marketing company to
make all arrangements for you (including brochures
and flyers).
Let the organizations know your availability and
what you can speak about.
3. Schedule your events. As much as possible,
schedule your external events far in advance. Try to
schedule one or two speaking engagements a week for
maximum exposure.
4. Provide flyers. Develop announcements of your
presentation the company or organization can distribute.
Provide electronic files they can e-mail as well as paper
flyers. People who see your flyer may later become your
patients, even if they don’t attend the lecture.
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Making the close
Making a great presentation builds credibility and creates curiosity
among the audience. But, it doesn’t necessarily bring in new patients.
To get people to ask how they can become your patients, get them
involved in identifying their own problems. You can do this by using a
“reverse sell and discovery” process.
When you finish your presentation:
1. Ask for a volunteer. Ask who is curious to see if they have a
subluxation. Sit the person in a chair facing the audience and explain:
“When you have a subluxation, the vertebrae rotate. The side that the
transverse process of the vertebrae is closer to the skin will feel hard
and tender, while the side that rotates away will be soft and spongy.”
2. Find a subluxation. Start with the atlas, since most people have
an atlas subluxation, and go down the spine. When you find a
subluxation, make sure the person feels it.
3. Reference the spine and nerves. Demonstrate the subluxation on
a small spine model and nervous system chart. For example: Say,
“Pressure at the T5 affects the lungs and can cause breathing
difficulties and asthma.”
4. Play the ‘hard and spongy’ game. Ask the audience to pair up. Go
around the room to help individuals find subluxations. Since most
people have difficulty doing this, helping them find the subluxation
helps you connect with them. Relate your findings to the autonomic
nervous system. People will discover for themselves the health benefits
of chiropractic.
5. End the exercise. Ask: “Who has a subluxation? Who is curious to
find out more about how we can help you?”
6. Give out free-visit certificates. Give those who are curious about
getting help a certificate for a complimentary visit.
7. Sign them up. Bring your CA to the presentation to help you sign
up new patients.

5. Prepare handout materials. You will want to provide, at a
minimum, informational brochures on your clinic. You may also want to
prepare handouts on your talk topic.
6. Give the lecture. Keep focused, stay within your allotted time period,
and be available to talk with individuals after the lecture. Have your
business cards available.
7. Make the close. The close is an important part of your presentation.
It is when you arouse curiosity in chiropractic and sign up new patients.
(See sidebar, “Making the close.”)
If you consistently make presentations — both in house and within the
community — you will not only build your practice, but will spread the
word of chiropractic.
Lynne Sullivan, DC, is a senior coach for APB Marketing and has
developed a high-volume, family-oriented practice focusing on wellness
care. She can be contacted by phone at 925-484-1070, by e-mail at
dcladywss@yahoo.com, or through the Web site,
www.automaticpracticebuilder.com.
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LEGAL
ASK THE ATTORNEY

10 things you need to know
when testifying
By Deborah Green, Esq.

I have to testify at a trial on behalf of my
patient. I have done this before, but I felt
nervous and uncomfortable. What do I need
to know?

Q

Your discomfort might have been caused by
having to deal with someone unfamiliar with
chiropractic, the type of services you provide,
or an inexperienced lawyer.
If you incur this situation again, you can do an
invaluable service by teaching what you do —
specifically, explain how your treatment differs from an
allopathic doctor’s treatment.
Another thing you can do to feel more comfortable
is to review your records, highlight the technical words,
and find a simple English equivalent for each word.
Substituting simple English for the technical jargon in
your testimony can help the jury understand what you
are saying, allow them to recognize your patient’s pain,
and be able to identify with it.
By doing this you make your patient’s injuries come
alive for the jury.
For example: Saying “Ms. Smith’s injuries were so
severe she could not turn her head more than two inches
without suffering excruciating shooting pains down her
back” is more emotional than “Ms. Smith’s cervical
spine was so impaired that she lost 50 percent of bilateral
rotation and 75 percent of extension and flexion.”
One other thing to help you feel less nervous is to
know your patient’s records cold. If you have an
opportunity to examine the report of the independent
medical examiner (IME), do so. Get familiar with any
books or articles the IME may have written.
If you believe the information in the books
contradicts what the IME says about the patient, advise
the lawyer and let her know of any articles or books
that support your position.
When testifying, remember these 10 things:
1. Tell the truth. It’s that simple.
2. Remember: The other lawyer is not your
friend. The opposing lawyer will probably be friendly

A
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and polite to you, but the best way to deal with this is
to only answer the questions you are asked. This is
generally easier said than done — but do not provide
gratuitous explanations.
3. Ask the lawyer to rephrase. If you do not
understand the question, ask the lawyer to rephrase it
until you do. If you only have an answer to part of the
question, say so, and describe what part of the question
you are answering.
4. If you do not remember something, say so.
Do not guess, speculate, or assume what an answer
might or should be.
5. Do not let a lawyer summarize or rephrase
what you said. Tell the lawyer you stand by what you
said, not by what he has summarized or rephrased.
6. Wear a suit. It shows respect for the court and
jury.
7. Stay polite. If a lawyer tries to intimidate you,
remain respectful. He or she will look like the jerk.
8. Know when to be quiet. During the course of
your testimony, your lawyer may object to certain
questions. If this happens, stop talking immediately! The
judge will advise whether you may finish answering the
question or not.
9. Be aware of ‘buzz’ words. Watch out for
questions that use words such as “never” or “always”
unless what you are describing “absolutely” requires
such an answer.
10. Be upfront. If asked whether you reviewed your
testimony with the patient’s lawyer and you did, admit
it. You have nothing to hide.
Deborah Green, Esq., practices law in New York
and Florida. If you have any questions concerning
legal healthcare issues, e-mail her at
healthattorney@aol.com or call 954-923-0923.
DISCLAIMER: This column is provided for educational
purposes only. The information presented is not as legal
advice with respect to any matter and no attorney-client
relationship is hereby established.
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DATEBOOK
Active Release Techniques
888-396-2727
Aug. 16–19, Chicago
Sept. 13–16, Vancouver, Canada
Sept. 27–30, Toronto
American Board of Independent
Medical Examiners
304-523-1415
Aug. 17, Las Vegas
Aug. 18–19, Las Vegas
Apex Energetics
800-736-4381, ext. 2041
Aug. 18–19, Chicago
Aug. 25–26, Anaheim, Calif.
Sept. 22–23 Denver
Sept. 29–30 St. Louis
Blanchard Golf Injury
Seminars
805-772-8298
Sept. 7–9, Indianapolis
BodyZone.com
866-443-8966
Aug. 25–26, Birmingham, Ala.
Sept. 8–9, Columbia, S.C.
Sept. 15–16, Phoenix
Sept. 29–30, Newark, N.J.
Breakthrough Coaching
800-723-8423
Aug. 23–25, Chicago
Cash Practice Success
System
760-275-0465
Aug. 25, Orlando, Fla.
Sept. 8, Los Angeles
Certainty Practice
Products Seminars
800-544-3884
Sept. 29, San Francisco
Cox Seminars
800-441-5571
Sept. 14–16, San Francisco
Sept. 29–30, Long Island, N.Y.
DC Seminars
800-897-2476
Aug. 25–26, Birmingham, Ala.
Sept. 15–16, Raleigh, N.C.
Sept. 15–16, Minneapolis
Sept. 29–30, Cincinnati
EON Systems, Inc.
800-955-6448
Aug. 25–26, Washington, D.C.
Erchonia
888-242-0571
Aug. 18–19, Cleveland
Aug. 18, Philadelphia
Aug. 25–26, San Diego
Sept. 8, San Antonio
Sept. 8–9, Baltimore
The Family Practice Seminars
866-532-3327, ext. 111
Aug. 24–25, St. Louis
Sept. 14–15, Alexandria/D.C.
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Foot Levelers
800-553-4860
Aug. 18–19, Boston
Aug. 25–26, St. Louis
Sept. 8–9, Miami
Sept. 8–9, Des Moines, Iowa
Sept. 15–16, San Diego
Sept. 15–16, Springfield, Mass.
Sept. 22–23, Albany, N.Y.
Sept. 29–30, Columbus, Ohio
Sept. 29–30, Myrtle Beach, S.C.
Graston Technique
866-926-2828
Sept. 15–16, Portland, Ore.
Sept. 29–30, Boston
Sept. 29–30, Orlando, Fla.
Illinois Chiropractic Society
800-424-0121
Aug. 23, Downers Grove, Ill.
Sept. 28–30, Wheeling, Ill.
Integrity Management
800-843-9162, ext. 128, ext. 3
Aug. 18–19, Kansas City, Kan.
Aug. 25–26, Minneapolis
Sept. 15–16, Chicago
Sept. 22–23, Columbus, Ohio
Sept. 29–30, Philadelphia
International Academy of
Clinical Neurology
515-727-4334
Aug. 17–19, Kissimmee, Fla.
Life Systems Software
800-543-3001
Sept. 6, Rockaway, N.J.
Life University
800-543-3406 or 770-426-2753
Aug. 18–19, Marietta, Ga.
Aug. 25–26, Marietta, Ga.
Sept. 15–16, Marietta, Ga.
Sept. 22–23, Marietta, Ga.
The Masters Circle
800-451-4514
Nov. 8–10, Lake Buena Vista, Fla.
Neuro Emotional Technique
(NET) Seminars
800-888-4638
Aug. 16–18, Golden, Colo.
Sept. 13–14, Seattle
Sept. 15–16, Seattle
Sept. 27–28 Philadelphia
Sept. 29–30 Philadelphia
Neuromechanical Innovations
888-294-4750
Sept. 15–16, Minneapolis
Sept. 22–23, Chicago
Sept. 29–30, Louisville, Ky.
New York Chiropractic
College (NYCC)
800-434-3955
Aug. 18–19, Levittown, N.Y.

Sept. 15–16, Levittown, N.Y.
Sept. 29–30, Levittown, N.Y.
Sept. 29–30, Seneca Falls, N.Y.
Sept. 29–30, Depew, N.Y.
Parker Seminars
888-727-5338
Sept. 20–22, New Orleans
The ProAdjuster Group
877-942-4284
Aug. 24, Pittsburgh
Sept. 20, Pittsburgh
Sept. 28, Pittsburgh
Sept. 28–Oct. 5, Pittsburgh
Sherman College of Straight
Chiropractic
800-849-8771
Aug. 18–19, Atlanta
Southern California
University of Health
Sciences/Los Angeles
Chiropractic College
(SCUHS/LACC)
562-902-3379
Aug. 18–19, Reno, Nev.
Aug. 23, Whittier, Calif.
Aug. 25–26, Whittier, Calif.
Sept. 15, Whittier, Calif.
Sept. 15–16, Whittier, Calif.
Sept. 22–23, Phoenix
Sept. 29, Whittier, Calif.
Spinal Aid Centers
of America
800-542-3784
Sept. 15–16, Tampa, Fla.
Spine Rite Centers
of America
800-542-3784
Aug. 18–19, Tampa, Fla.
Sept. 15–16, Tampa, Fla.
Standard Process
800-835-9637
Sept. 8–9, El Paso, Texas,
800-998-6687
Sept. 15–16, St. Louis,
800-532-2128
Ulan Nutritional Systems, Inc.
866-418-4801
Aug. 17–19, Clearwater, Fla.
Aug. 24–26, Clearwater, Fla.
Aug. 31–Sept. 2, Clearwater, Fla.
Sept. 7–9, Clearwater, Fla.
Sept. 8–9, Chicago
Sept. 14–16, Clearwater, Fla.
Sept. 15–16, Orlando, Fla.
Sept. 21–23, Clearwater, Fla.
Sept. 28–30, Clearwater, Fla.
Sept. 29–30, Harrisburg, Pa.
The Waiting List Practice
877-TEAM-WLP
Sept. 7–8, Koloa, Hawaii
Sept. 22–23, Copenhagen,
Denmark

For a complete list of seminar and show dates,
visit www.ChiroEco.com/datebook.
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Leasing your first office

A

ssume you have your practiceloan funding almost in hand
and are ready to start looking
for an office to lease. What do you
look for? How do you know when
you’ve found the perfect office?

You will probably work with a commercial real estate
agent, who will show you property to lease. Your first
decision will most likely concern the type of building.
Consider the trade-off between visibility, which means
higher rent, and advertising.
If you have more visibility and higher rent, you
should not have to pay as much for advertising.

CONSIDERATIONS
When you find a likely location and talk with the
property owner or property manager, here are some
considerations and questions:
• Space needed. How much space will you need?
Most chiropractic offices use between 1,000 square feet
and 1,500 square feet, but this depends on your practice
type and the activities you will be performing
(including massage therapy, rehabilitation, etc.).
• Terms. How long is the lease term? The property
owner usually wants you to commit to a longer-term
lease. If you are willing to do this, you should receive
concessions in the form of free months of rent or help

paying for build-out.
• X-ray machines. Will you be using x-ray
equipment? Is 200-volt electric available for the unit?
Can you add lead lining to the walls? Will you be able
to shoot toward an outside wall?
• Signs. What are the restrictions on size and
placement of signs? What does the property manager
require? What are the local signage restrictions?
• Parking. Is parking adequate? Are parking places for
staff available? Is sufficient handicap parking available?
• Visibility. Is the office visible from the road? Are
walkways and buildings adequately lit at night?
• Restrictions. Does the lease restrict your access to
the building on evenings and weekends?
• Security. Is a security service/security alarm
provided? Can you install your own system?
• Breaking the lease. What are the penalties if you
break the lease before the end of the term? Can you
renegotiate at any time during the lease?
• Subletting. Can you sublet to another
chiropractor? To a massage therapist? Does the property
have restrictions on the number of doctors who can
practice with you?
• Security deposit. What is the security deposit? Is
there one?
• Expansion. Can you expand, either by purchasing
an additional unit or by building out?
• Neighbors. Are neighboring tenants compatible
with your practice? Do you want to prevent other
chiropractors from leasing in this building?

Visit us at...

BIOFREEZE.COM
Pain relief
that works

®

Discover Wellness
A new tool to …
Help your patients,
Grow your practice,
Impact your community,
Order your copy today —
Call 800.451.4514
www.themasterscircle.com
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• Compliance. Are the office and parking areas

ADA compliant? Are offices HIPAA compliant?
• Type of lease. The most important consideration
is the type of lease. The type depends on who pays
what. In a gross lease, the property owner pays utilities,
repairs, insurance, and (sometimes) property taxes. In a
triple net lease, the tenant (you) pays the taxes,
insurance, and maintenance.

DON’T FORGET MAINTENANCE
Don’t forget the cost of common area maintenance.
These costs in real estate taxes, utilities, and
maintenance can increase your total lease costs
substantially — up to $5 a square foot.
Here are other costs to consider. Be sure to ask who
will pay these:
• Real estate taxes;
• Snow removal;
• Driveway, sidewalk, and parking lot repairs and
maintenance;
• Assessments;
• Electricity, gas, and heat;
• Refuse collection;
• Water charges;

• Janitorial services;
• Sewer charges;
• Property, casualty, and liability insurance;
• Structural and roof repairs and replacements;
• Landscape maintenance;
• Nonstructural repairs, maintenance, or
replacements; and
• Mechanical systems repairs, maintenance, and
replacements.
Before you sign, make sure you understand your
costs. This is the cost per square foot multiplied by the
square footage to get an annual lease cost.
Let’s say costs are $18 a square foot, and your office
is 1,000 square feet. Your annual cost in this case would
be $18,000. Just divide that by 12 to get the monthly
cost: $1,500 a month.
Finally, before you sign any lease, ask an attorney to
review it to be sure all terms and conditions are included
and stated clearly in writing. You must have your license
to practice in hand before you commit yourself to making
lease payments, or sign a lease with a contingency.
For more advice on setting up your practice, go to the
Practice Startup section of studentDC.com.

CIRCLE 241 FREE INFORMATION
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PRODUCTS AND SERVICES
Natural formula

Joint support

Harmonize Naturelle by
Healing Herbs, LLC is a
formula consisting of organic
herbs, essential oils, and
vitamin E. The serum promotes
metabolic balance, the elimination of toxins, and an increase
in circulation to help relieve pain. It was developed to provide
relief from physical and mental anguish of chronic, painful
conditions that affect muscles, nerves, joints, and circulation.
Call 877-763-8083 or visit www.myhealingherbs.org.
Circle 263 on free product info card

Ligaplex II by Standard Process helps
supply your patients with specific nutrients
to maximize support and maintenance of
connective tissue and joints during
physical, aerobic activity. It contains veal
bone PMG extract, manganese, calcium,
and vitamin complexes E, A, B12, and C,
which are nutrients that aim to support
the initial healing and strengthening of the joint complex.
Call 800-558-8740 or visit www.standardprocess.com.
Circle 266 on free product info card

Massage poster

Multimedia toolkit

The Massage Poster by BodyZone.com
is a full-color poster designed to relay a
powerful and effective massage message
to clients by using the words “motion,”
“relaxation,” “stretch,” and “relief.”
These words are intended to remind
clients that massage is more than an
indulgence, it is a lifestyle choice. This
is the first massage poster released in
BodyZone.com’s new poster series.
Call 770-922-0700 or visit www.BodyZone.com.
Circle 264 on free product info card

Foot Levelers’
PracticeXcelerator is a
multimedia toolkit to help you
succeed in your practice. It
includes patient brochures and
an instructional DVD for you
and your staff; sample letters,
e-mails, and postcards; sample
print advertisements to help
promote your practice; and a CD of marketing logos and
images to help you create your own materials.
Call 800-553-4860 or visit www.footlevelers.com.
Circle 267 on free product info card

Healthy digestion
Baby’s Only Essentials Probiotic
by Nature’s One contains three
varieties of bifidobacteria, including
B. longum, B. breve, and B. infantis,
as well as fructooligosaccharides
(FOS). This supplement helps
maintain beneficial flora, which
provides a natural balance of the intestinal tract, and
supports the growth of the aforementioned bifidobacteria. It
is formulated to help maintain a healthy immune system.
Call 888-227-7122 or visit www.NaturesOne.com.
Circle 265 on free product info card

Professional
strength dose
Kelatox, a time-released
suppository, is available in a
professional strength dose of
1,200 milligrams. Previously only
available in 900-milligram and
450-milligram doses, this suppository is designed to release
calcium disodium EDTA directly into the blood by way of the
colon to bind with and remove harmful heavy metals from
the body. The professional strength dosage is offered
exclusively through healthcare professionals and is not
available for purchase by the general public via the Internet.
Call 866-707-4482 or visit www.kelatox.com.
Circle 268 on free product info card

Injury formula
King Bio’s SafeCareRX formula Back, Neck, Muscle & Joint Injuries Relief contains
ingredients formulated to relieve symptoms of minor numbness, stiffness, muscle
tension, muscle cramps, weakness associated with chronic back or spinal conditions,
muscle or joint sprains and strains, and smashed fingers and/or toes. The homeopathic
formula contains equal volumes of seven high-potency, broad-spectrum strengths in
each of the 19 ingredients.
Call 866-298-2740 or visit www.safecarerx.com.
Circle 269 on free product info card
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Therapeutic cream
Muscle & Joint Relief
Therapeutic Massage Crème by
BIOTONE is formulated to utilize
natural healing ingredients to
relieve sore joints and aching
muscles. It contains glucosamine,
an ingredient associated with
joint-pain relief and healthy tissue
and joints, as well as the natural
botanicals of Boswellia, Devil’s Claw, and Lemon
Bioflavonoids, which aim to reduce inflammation and
increase mobility. The cream also features Arnica, which aids
in skin circulation and bruising.
Call 800-445-6457 or visit www.biotone.com.
Circle 270 on free product info card

Drug-free patch
The ActiPatch device by
BioElectronics Corporation is a
drug-free, noninvasive antiinflammatory patch that was
developed to deliver 720 hours of
pulsed therapy. Newly redesigned,
the patch contains an on/off key functionality and is
designed to be cost-effective and last longer than its previous
model. It helps reduce soft-tissue pain and swelling.
Call 866-757-2284 or visit www.bioelectronicscorp.com.
Circle 271 on free product info card

Muscle stimulator
The Pettibon Tendon Ligament
Muscle Stimulator (PTLMS) by
Pettibon System, Inc. is designed to
increase metabolic activity and kickstart the process of toxin removal,
which benefits patients and their
recovery time. It helps remove muscle
splinting and increase blood flow. It
is used during the acute phase of care for pain control and
assists with enhancing metabolic function for regeneration.
Call 888-774-6258 or visit www.pettibonsystem.com.
Circle 273 on free product info card

Media service
The Well-Adjusted Media
Service by eyeQuest Networks
is designed for chiropractic
reception areas. It puts LCD flat-panel and
Internet technologies to work to help
doctors better market their practices to patients and
help suppliers sell more products. It uses marketing
information as well as promotional and educational
information from suppliers whose products are carried by the
practice. The service, which is delivered to doctors on a turnkey basis, includes an LCD monitor, installation, and
maintenance.
Call 770-933-1800 or visit www.eyequestnetworks.com.
Circle 274 on free product info card

Cleanse and detoxify

Finance card
The HELPcard by
Dent-A-Med Inc. is a healthcare credit card developed to
provide a financing option for the private-pay portion of
healthcare expenses. It can be used to replace or supplement
any in-house or third-party billing and collections system.
Consumers can benefit with this card by having low monthly
payments, while providers can benefit through the flexibility
of financing and the ability to serve more consumers.
Call 888-750-6793 or visit www.helpcard.com
Circle 272 on free product info card

MacroMicro Cleanse & Detox by
TriElements is a supplement designed to
cleanse and detoxify all organs and
systems (liver, blood, lymph, mucous,
colon, lungs, skin, kidneys, gallbladder,
and urinary tract). It helps strengthen the
systems and organs, so they are more
capable of performing the cleansing and
detoxifying function on their own. It is also designed to
protect cells and cleanse heavy metals.
Call 888-876-3240 or visit www.trielements.com.
Circle 275 on free product info card

Omega-3 formula
Douglas Laboratories’ Ocu-Omega contains pure fish oil concentrate,
lutein, and zeaxanthin. It aims to support normal inflammatory processes
in the body, the structural integrity of neuronal membranes, and brain
and visual development. It also may help support general eye health,
assisting to preserve and maintain healthy eyes during the aging process.
Call 888-368-4522 or visit www.douglaslabs.com.
Circle 276 on free product info card
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CIRCLE 110 FREE INFORMATION
CIRCLE 231 FREE INFORMATION

CIRCLE 297 FREE INFORMATION

CIRCLE 112 FREE INFORMATION

Chiropractic
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Classified Marketplace
Chiropractic
E CO NO M I C S
To place an ad call 904-567-1543 or visit www.chiroeco.com

ANTI-AGING

BILLING SERVICES
GET PAID QUICK!!!
BILLING-COLLECTION SERVICE,
High Accounts Receivables? We are a full
service billing and collection service.
Insurance and patient collections.
CALL TODAY! 951-640-2988

CAREER OPPORTUNITIES
ATTN. STEELER FANS!! Pgh. PA. Do you
want to own a successful office collecting
over 500k/yr? We are looking for highly
motivated docs that are serious about
succeeding but lack the tools to open their
own practice. Our hands on approach will
show you the way! E-mail leedc1@aol.com
or fax 412-399-4093.

EQUIPMENT FOR SALE
PROADJUSTER CEO PACKAGE, New
Proadjuster, Marketing-customized DVDs
and magazines. Associate training with
advanced business classes to exponentially
grow your practice – take over lease –
Proadjusterbydrpeterson.com. 651-779-8115

ASSOCIATE WANTED
SEEKING FULL AND PART-TIME
ASSOCIATES. POSITIONS AVAILABLE
IN WI, FL, NJ, NY, MA, VA.
RELOCATION ASSISTANCE, SIGN ON
BONUS, SALARY AND BENEFITS.
PLEASE CALL 888-369-2224, E-MAIL
SHEILA@ALLCARE CONSULTANTS.COM,
OR REGISTER ONLINE @
THE CHIROSITE.COM.
JACKSONVILLE, FL AREA, Great
opportunity for ambitious, enthusiastic,
energetic doctor with good technical skills.
Be an associate in an existing office with a
possible opportunity to have ownership in a
new office! Two new offices opening within
next three months. Fax resume to Dr. Packo
904-285-9022 or email DocPacko@aol.com.

MDs for DCs

COMPLETE NEW X-RAY SYSTEMS AS
LOW AS $11,087. Includes freight,
installation and full-factory warranty. Over 500
installed. For details, visit our Web site at
www.americompus.com or call 800-458-1782.
LEANDER ADJUSTING TABLES –
MODEL 9007. Two are like new, brown, no
drops. One is slightly used, blue, with pelvic
drop. All priced at $2,500 each. Ridgemar
Therasound 2.5 ultrasound machines, 2 total,
$400 each. Pneuback decompression systemPosture map, chair and deweighting systemall accessories included. $23,500 new, asking
$3,000. Foot Levelers Associate System with
laptop & software-like new, $750. Contact
rstokes@texasback.com.

HOMEOPATHY

PRACTICES FOR SALE
ESTABLISHED PRACTICE NOW
SELLING. California, San Jose. Fully
Equipped and Furnished. Lots of walk-ins
without advertising. Grossed $290. Netted
$150 in ‘06. Serious Inquiries Please. Dr.
Relocating. Will Transition. Asking $89K.
bighealer@aol.com or 408-314-3876
FLORIDA PANHANDLE Well-established
practice with high referrals, little HMO and
few DCs. Clinic sees 180+ per week, waiting
list new patients, and collects $500k per year.
Asking $337k or $387k with AR. For more
info, e-mail dave@pmaworks.com.
Highest quality 20+ year practice located in
the “crown jewel” coastal town on Cape Cod,
MA. Primarily maintenance care based with a
steady flow of patient and physician referred
new patients. Collections exceed $16,000.00
per month in well appointed and beautiful
1,500 sq foot fully equipped office. For more
information please call ChiroEquity at 908419-7510 or email greg@chiroequity.com.
SELL YOUR PRACTICE IN 180 DAYS OR
LESS – GUARANTEED!!* “Hassle Free
listing”™, cancel anytime, 100% cash at
closing. Call for details. Professional Practice
Advisors, Inc. 800-863-9373.
www.practiceadvisors.com
AR, AL, GA(9), IN, KY, MA, NC, NM, OK,
OH, PA, SC, TN, TX, WI. $200.00 for your
Practice Evaluation. I have new doctors who
want to buy your practice. Call Dr. Tom
Morgan, 770-748-6084. VolumeDC@aol.com
www.VolumePractice.com
NO. UTAH PRACTICE FOR SALE. Estab.
27 years. Full spine chiropractic and Brimhall
Wellness/BioMeridian practice. Dr. retiring or
will consider sharing office. In Wasatch
mountains and ski/recreation area. Email:
dcdrl4@netscape.net or 801-782-7987 eves.
Lansing, Michigan — Well established, fully
equipped diversified practice. 271K
collections, 147 PV/wk with high net profit,
open 18 hrs/wk. Large sunroom atrium with 5
adj tables and outdoor adjusting deck, featured
on the cover of Today’s Chiropractic. Call 517490-7941 for more information.

MDs AVAILABLE in every specialty who
want to work with you. Complete
MD/DC practice startup, MD training,
and ongoing support. Call today to
speak to Marc H. Sencer, MD, President
and Founder.

1-800-916-1462
or visit www.MDsforDCs.com

FT LAUDERDALE AREA, FL: 4yr practice,
great location, fully equipped PT XRAY,
1600 sq ft, CALL NOW! 954-986-1929

ENTER TO WIN!

Why advertise here?
Because it works!
And every ad that runs here, also
runs on our Web site:

www.ChiroEco.com
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You could WIN 1 of
3 iPod Shuffles!

Enter Today!

www.chiroeco.com/cardpack
All entries must be
recieved no later
than 8/31/07
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PRACTICE MANAGEMENT

PRACTICE MANAGEMENT

SUPPLIES

GROW YOUR PRACTICE by leaps and
bounds using our revolutionary personal
injury marketing program. For more
information, call 610-375-1243 or visit
www.wemarketchiropractors.com
Premier Chiropractic Marketing, Inc.

PRACTICE OWNERSHIP

STUDENTS

Don’t miss a single issue!
SUPPLIES

Heel Lifts by LBM, Inc.
Logan Basic Methods
Ladies’ Widths Boys Men’s Widths
3
5
7
9

mm
mm
mm
mm

A
B
C
D

A1
B1
C1
D1

A2
B2
C2
D2

A3
B3
C3
D3

A4
B4
C4
D4

$2.10 each

1-800-325-1153

Our free, bimonthly
newsletter provides
students with
information on
starting their own
business, managing
their finances,
preparing for their
career, attracting
patients, and
more. To sign up FREE,
log on to

www.studentDC.com
WANTED MISCELLANEOUS
ARE YOU MAKING LOTS OF MONEY
AND STILL FEELING BROKE?
Opportunity knocks: Multiple 6 Figure
Income working 10-15 hours per week.
Serious Entrepreneurs wanted!
www.blueprint2wealth.net
Classified Marketplace Information
To place an ad, fax ad copy with payment to 904285-9944 or call 904-567-1543 for more information.
Line Ad Rates: $3.00 per word or number group (eg :
phone number) Minimum $60.
Boxed Display Ads: $200 per column inch, no more
than 50 words per inch in a box ad

POMIS - PRACTICE MANAGEMENT
SOFTWARE Comprehensive/User
Friendly/Affordable $695-$1295. Billing,
Scheduling, Recall Module, S.O.A.P. Chart
Note Template, Image Storage,
Customizable Documents, Rx Writer, and
more…NPI Ready!!! FREE TRIAL
www.pomismedical.com 866-967-6647
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Payment: Full payment must accompany all ads. Visa, MC,
Check or Money Order are accepted methods of payment.
No refunds will be issued for classified advertisements.
Camera ready ads may be reformatted to fit requirements.
All copy subject to publisher’s approval. In no event will the
liability of Chiropractic Economics exceed the cost of the
advertisement.
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