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Online Poll
Have you considered
enrolling your employees in a
corporate wellness program?

To enter your response and
view the results of our last poll,
visit www.ChiroEco.com.

Expert Insights
Blogs by Jean Murray, Perry Nickelston, Michelle Geller-Vino, Kelly Robbins, Kathy Mills Chang, Jasper Sidhu, Paul Varnas,
and the Chiropractic Economics editorial staff. We have chosen these bloggers from different niches: Practice startup,
reimbursement, strategies from the ‘real world’ of chiropractic, and the chiropractic press. We do this to make sure you
get the big picture about chiropractic success.

The Chiropractic
Marketing Connection
Stand on the rooftop and
declare your chiropractic
niche!

By Kelly Robbins 
www.ChiroEco.com/robbins

ChiroMasterMind 
Shoulder pain? Think hip...
really?

By Perry Nickelston
www.ChiroEco.com/nickelston

Electronic Claim
Processing Clearinghouse 
Line by line.

By Andrew Nauenburg
www.ChiroEco.com/nauenburg

NOW ONLINE   HOME PAGE FOR THE SUCCESSFUL DOCTOR OF CHIROPRACTIC

Home    |    News & Wires     |    Chiropractic Research    |    Magazine Archives    |    Webinar Archives

» Blogs        » Chiropractic Events        » Buyers Guide        » Videos       » Job Boards

Resources for you at ChiroEco.com

Find us online!
Check out Chiropractic Economics on
Facebook and Twitter.
www.ChiroEco.com/facebook
www.ChiroEco.com/twitter 

Resource Centers
Lasers
www.ChiroEco.com/erchonia 
• What are you treating with lasers?
• The highs and lows of lasers

Instrument Adjusting
www.ChiroEco.com/neuromechanical 
• Bring adjusting instruments to 

the table
• Integrating instrument adjusting in

your practice

Electronic Health Record
www.ChiroEco.com/futurehealth
• Measuring the impact of electronic

health records
• Study: Small businesses can save by

going paperless 

First Tuesday @ 2
Webinar Series
Chiropractic Economics hosts a free
Webinar series on the first Tuesday of
each month at 2 p.m. Sign up for our
next Webinar or view our archive at
www.ChiroEco.com/FirstTuesday.

Job Board
Visit www.ChiroEco.com/jobboard
for employment opportunity listings
for:
• Associates
• Billing
• Chiropractic

Assistants
• Doctors of

Chiropractic
• Faculty
• Front Office/ Reception/Scheduling
• Independent Contractors
• Marketing
• Massage Therapists
• Multidisciplinary Practice

Opportunities
• Office Management
• Temporary Positions
• Other

Resources for
Canadian DCs

Our Web site section for Canadian
DCs features news from schools,
organizations, and seminars. The site
also includes Canada-specific coding
and billing information. Check it out
at www.ChiroEco.com/Canada.

Resource Guide 
and Directory
Our patient retention resource guide
and directory is now available online
at www.ChiroEco.com/directory.

More from this issue 
To learn more about corporate
wellness programs read "DCs are 
key players in corporate wellness"
available at
www.chiroeco.com/corporate.
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Wendy Bautista, Editor

editor’s message

Right 06, left 22, right 09. We’d like to tell you
that was the combination to all the practice

secrets in the world….
…But we can’t. We don’t have that and we’re not sure anyone really does.

What we do have are some proven winning combinations that you could
implement to help enhance your practice. 

In this issue of Chiropractic Economics, we discuss
how a winning Web site can differentiate your practice
from others and help your practice’s future success in
“www stands for win, win, win!” on page 17.

Our feature story on page 38, “Wellness at work,”
reveals how Standard Process’ award-winning model of
a corporate wellness program may help you implement
one for your practice or a business near you. Putting
wellness to work for you as well as having wellness in
the workplace is a definite winning combination.

Adding a partner can also be a winning combination
if it is done correctly. “Sharing fame and blame” on page 23 exposes the good,
the bad, and everything in between on what you need to know when adding a
partner so you can be prepared and ensure it is a winning combination.

What inevitably will make a successful practice is you and your patients, and
the relationships you build with them is what will keep them coming back.
Ensure everyone’s success by making your combination the winning combination.

Wishing you success,

Let me know what’s
on your mind:
904-567-1539

Fax: 904-285-9944
wbautista@chiroeco.com
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Chiropractic
DEDICATED TO PRACTICE GROWTH AND PROSPERITY SINCE 1954A winning combination

CHIROPRACTIC’S TIMELINE
As part of our celebrating 55 years in the profession, Chiropractic

Economics will feature a section of the chiropractic historical timeline in
each issue leading up to 2009.

2000 President Clinton signed into law Permanent Chiropractic Benefit 
for Military.

2000 The BLS reports employment of chiropractors is expected to grow
faster than the average for all occupations through the year 2008.

2000 Spurred on by reader demand for more information Chiropractic
Economics expanded its publishing schedule to become a monthly
publication. 

2002 Chiropractic Economics expanded its publishing schedule to publish 12
“regular” issues, plus an annual Buyers’ Guide, for a total of 13 issues.

2003 A headline in the June 3 issue of the Wall Street Journal states that
the, “Chiropractic benefit is questioned. Manipulating the spine
appears no more effective in treating back pain than alternatives.”
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TOP NEWS

Alternative medicine fits
new healthcare system,
President Obama says 

President Barack Obama expressed his openness to
including complementary and alternative modalities
(CAM) in a U.S. healthcare system during a recent Town
Hall meeting in Arnold, Mo. 

“We should do what works,” President Obama said. 
“I think it is pretty well documented through scientific
studies that acupuncture, for example, can be very helpful
in relieving certain things like migraines and other
ailments — or at least as effective as more intrusive
interventions.” 

The question eliciting the response was posed by a
licensed acupuncturist and massage therapist who asked
President Obama how alternative medicine would fit into
his new healthcare system. 

Source: American Herbal Products Association, www.ahpa.org 

Chiropractic Summit V
issues call to action 

Chiropractic Summit V, which convened May 14 in
Washington, D.C., has issued this historic CALL TO
ACTION to the chiropractic profession, urging every
doctor of chiropractic, state association, chiropractic
student and chiropractic patient, to represent chiropractic
in the national health reform debate.  

This unified nationwide call follows an intensive day-
long Summit session in which members of congress,
congressional staff, and key leaders in chiropractic and in
public policy examined the precise state of national
healthcare reform discussions to determine how and
where the chiropractic profession will be most effective in
directing messages of concern and calls for inclusion in
any reform program.

It is imperative to take immediate action to help ensure
your interests and those of your patients are fully protected
in any final legislation likely to emerge from Congress.

Specifically, we must:
A) Guarantee that essential services delivered by a DC

are included as a covered benefit under any national
reform plan.

B) Ensure that all plans (including Medicare) allow for
full direct access to the providers and healthcare pathways
of their choice. Every patient should have the right to
choose and be reimbursed for all healthcare services from
DCs without barriers and limitations that unfairly restrict
their freedom of choice.

C) Defeat any attempt to impose an MD-referral
requirement for patients to obtain access to chiropractic
care.

This is what you need to do today:  
1) Contact your members of Congress (House Member

and two U.S. Senators) immediately using ACA's
Legislative Action Center or ICA's
www.AdjustTheVote.org.  At both sites, you can sign on
to mobilize your patients and send regular appropriate pre-
prepared messages to Congress quickly and efficiently.   

2) Contact the President of the United States
immediately via www.HealthReform.gov and write a letter
expressing your personal wishes regarding chiropractic
inclusion in any reform proposal.  Address your letter to:

Barack Obama
President of the United States
The White House
1600 Pennsylvania Avenue NW 
Washington, DC 20500

Source: Congress of Chiropractic State Associations, www.cocsa.org 

Boy Scouts of America 
close door on DC physicals

The Boy Scouts of America (BSA) recently implemented
a policy that does not allow doctors of chiropractic (DC) to
provide the mandatory BSA physical to Boy Scouts.  

The American Chiropractic Association (ACA) is
currently working with other chiropractic organizations to
provide BSA with additional information regarding the
educational credentials of DCs and their ability and
licensure to perform physicals.  

If you or your affected patient(s) would like to
comment to BSA directly regarding this policy change,
contact the local BSA council or call the BSA main
office at 972-580-2000.  

If you would like your comments included in ACA’s
correspondence to BSA, please forward them to
insinfo@acatoday.org.

Source: American Chiropractic Association, www.acatoday.org 
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news flash

A complete transcript is available at
www.ChiroEco.com/WhiteHouse.

Go to www.ChiroEco.com for more news that
affects your practice and its growth.
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NYCC President named 
ACC president

New York Chiropractic College (NYCC) president
Frank J. Nicchi, DC, MS, was recently elected president
of the Association of Chiropractic Colleges, (ACC) a
consortium of some 19 chiropractic colleges located in the
United States, Canada, and New Zealand.

According to David O’Bryon, JD, the association’s
executive director since 1996, the organization assists its
member institutions by providing leadership in
chiropractic education, research, and service. 

Nicchi has been a member of the ACC Board of
Directors since September 2000 and was previously the
organization’s vice president, treasurer, and chair of the
institutional statistics committee.  

Nicchi also serves on the Board of the Academic
Consortium for Complementary and Alternative Health
Care (ACCAHC) as the ACC representative.

Source: New York Chiropractic College, www.nycc.edu

OIG report on chiropractic
Medicare payments released

A report from the Department of Health and Human
Services Office of Inspector General evaluating
inappropriate Medicare payments for chiropractic services
was released late Wednesday, May 6.  

The American Chiropractic Association (ACA) Board
of Governors and senior staff, as well as the Medicare
Committee and Performance Measures Work Group, have
been awaiting the report’s release, and are reviewing the
full report and its findings. 

Source: American Chiropractic Association, www.acatoday.org 

COLLEGE NEWS

Sherman professor publishes 
book on economic crisis

Sherman College of Straight Chiropractic associate
professor and best selling chiropractic author John Reizer,
DC, has written and published his sixth book on the
subject of chiropractic and his ninth book overall. 

Reizer says his latest book is a timely publication about
the downturn in our nation’s economy and how this
scenario will likely impact the chiropractic profession.

Reizer’s new book, Depression-Proofing Your Chiropractic
Career: How to Keep Your Business and Family Safe, touches
on a wide variety of subjects and ultimately describes to
readers how a global conspiracy has been placed into
motion in an effort to manipulate the world’s economy.
Source: Sherman College of Straight Chiropractic, www.sherman.edu 

INDUSTRY NEWS

Federal lawsuit dismissed 
against Axiom, all defendants

On May 20, 2009, United States District Judge
Virginia Hernandez Covington dismissed the lawsuit
styled United States of America ex rel., Greg Westfall and
Suzanne Westfall vs. Axiom Worldwide, Inc., Axiom
Worldwide, LLC, James J. Gibson, Jr., Nicholas Exarhos,
Timothy Exarhos, Peer Review.

Network Inc., Case No. 8:06–CV–571–T–33TBM.
The lawsuit, filed by Greg and Suzanne Westfall on behalf
of the United States under the federal False Claims Act,
had been pending in the United States District Court for
the Middle District of Florida, Tampa Division, since
2006. Lawsuits filed under the False Claims Act are
commonly referred to as “qui tam” suits. 

Source: Axiom Worldwide, www.axiomworldwide.com 

To view the Court’s order in its entirety, visit
www.ChiroEco.com/dismissed.

GET THE MOST NEWS
ChiroEco.com is your source for news. News on
chiropractic, healthcare, and small business is posted every
day at www.ChiroEco.com. Make www.ChiroEco.com
your home page and stay “in the know” about all events
that affect you and your practice. 
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No one needs to explain to you
that generating and retaining
patients is the very essence of

your practice’s future success. 
Even with the best philosophy, tools, and technology,

your practice will not succeed if you cannot generate
interest and convert prospects into lifelong patients. 

While there are many ways in which you can set about
achieving this objective, the Web is one of the best and
most-efficient ways of generating business in an
economical and relevant way.

Maybe you are starting a practice or just feeling the
pinch of the current state of today’s economy — whatever
the obstacles are, it is not enough to have a small Yellow
Pages ad, put up a plain Web site, and call it a day when it
comes to marketing your practice.

Your Web site is often the first impression made on
potential patients and is the very representation of your
practice. It should be developed, scrutinized, and
cultivated just as much as your office design, brand of
chiropractic table, and hiring and training of your staff. It
is that crucial, and if you aren’t treating it as such, you are

possibly minimizing the future success of your practice. 
Your Web site works on your behalf 24 hours a day,

seven days a week. It represents you and your practice by
explaining your services, elaborating on your philosophy,
and educating about the need for chiropractic care. 

It is the only tool that allows patients to read about
you, your office, and your services in detail before
contacting you for an appointment. With that in mind,
isn’t it important to make sure it sets you apart? 

The element of impression
Just as a quality site can create a positive image for your

practice, a weak (or nonexistent) Web site can create a
negative image and keep prospects from calling your office. 

What elements will make a difference in impressing
potential patients? Some factors may be obvious, while
others are not. 

• Professional design. This doesn’t mean you have to
spend $10,000 on a fully custom site, but design does
matter — and there are several affordable chiropractic
Web companies that provide professional-looking sites for
reasonable rates.

Make sure your Web site is clean, sharp, and
professional. Building a site that looks like a plain,

marketing
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www
stands for
win, win,

win!
How your Web site 

can differentiate your 
practice from others

By Yamia Benhaim
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marketing

unimaginative template can give the impression that you
didn’t put any effort into the design. 

• Consistent brand. Everything in your practice
should have a consistent look and feel — including your
Web site. 

Your Web site must resemble your physical practice and
emulate the same “brand” that patients would recognize
from the office itself. Basically, if you were to print an
oversized picture of your Web site and put it on the wall,
it should blend with the look and feel in your practice. 

• Search engine optimization (SEO). One of the best
ways to set apart your office from the competition is by
being the easiest to find and the most consistent name
coming across all mediums of advertising. When someone
does a search online in your area, it is imperative that
your practice shows up as high on that list as possible,
otherwise you will miss all that traffic — and the
potential patients. 

• Content. Content is key to any Web site because it
communicates what you do and helps determine what
search keywords will bring up your Web site. 

If your Web site is nothing more than an online
business card telling patients your name, location, and how
to contact you, you are not setting yourself apart. You need
to update your site with changing, relevant chiropractic
and wellness content. When you do, patients will begin to
know and trust you as an educational resource.  

• Efficiency. Having online forms, driving directions to
the office, and video exercises to watch from home all
give patients a practical reason for using your Web site
regularly. 

Online forms that can be submitted from home makes
things easier for your patients and your staff. Filling out
paperwork at home cuts down on wasted time during their
first appointment, and, in some cases, the information can
already be in the software before the patient comes in. 

• Education. Patients need to be educated on
chiropractic and the importance of consistent care, and
that ongoing patient education is vital to retaining
lifelong patients. 

Having your Web site educate and interact with your

Your Web site is often the first
impression made on potential

patients and is the very
representation of your practice.
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marketing

patients can help achieve those
lifelong patients, and, if done
correctly, can also be used to educate
during regular visits or report of
findings. 

• Blog. A blog provides a casual
platform for you to relate to your
patients on a number of levels and
creates an online community where
patients can read about and discuss
lifestyle information and ideas. 

Encourage them to share tips with
each other and create a place where
dialogue can occur. Instead of linking
to an external blog and sending them
away from your site, choose a site
with a fully integrated blog so
patients can read your blog and then
scroll down to request an
appointment or give you a call.

• Exercise videos. Another
method of increasing patient
involvement with your Web site and

creating an added “touch” to your
practice is to include online videos.

A good example of this is when a
patient comes to you for chiropractic
care and needs back exercises or
neck stretches. 

After your initial demonstration,
you can direct him to your Web site
for more instruction where he can
watch a video of each exercise from
the comfort of his home. 

• Exclusive members’ area.
Once patients are actively involved
in your practice, provide a special
section of the site for them. They
probably won’t need to read your bio
information or get a map to the
office, but they might need to print
handouts or see exercises you
recommended. 

With an exclusive, password-
protected portion of your Web site
you can offer this sense of ownership

while controlling who can access it.
Your practice not only needs a

Web site, it needs a quality site that
sets your practice apart from others
in the area. 

When choosing a Web site
provider, take these suggestions into
account and go with a Web site
company that will differentiate your
practice from the competition. 

Start generating patients online
and give your patients a Web site
they will love to visit time and time
again. 

Yamia Benhaim is the director

of business development at

ChiroMatrix, a chiropractic

Web site firm specializing in

design, marketing, and consulting

services for the chiropractic community.

She can be contacted at 800-462-8749

or through www.chiromatrix.com.
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Bringing a partner into your
practice can be the best of times,
or it can be the worst of times.

The old adage of “an ounce of prevention is worth a
pound of cure” is very applicable to the planning and
discussions required in forming a partnership. Much can
be controlled if proper planning and forethought is put
into place before the partnership begins. 

One of the first questions you should ask before adding a
partner is, “Is there a compelling reason to bring on a
partner?” and then ask if that reason compels both partners. 

On the plus side
A number of good reasons exist as to why you should

bring on a partner. One of the top reasons is the
additional skill set. If one partner is skilled at marketing
and the other is a numbers person, it can be greatly
beneficial to the partnership when each partner operates
within their skill set. 

(Note: In this article, the word “partnership” refers to the
relationship between individuals — not to the legal or tax entity

form of an organization, such as a partnership or corporation.)
Another top reason would be the business

companionship and support. The demands of business can
become isolating and burdensome, but a partner can be
there to pick you up and talk you through difficult times,
or take up your patient load if you need time off or to take
a vacation. Many owners nearing retirement find that
taking on a partner who can eventually purchase their
interest in the practice is a benefit and the best exit
strategy.

You also benefit from the additional personal and
business contacts each of you bring to the practice, as well
as more alternatives in business decision-making by the
shared common experience of both partners.

There is no greater sense of fulfillment than seeing your
vision brought to fruition — and two or more people
sharing and working to fulfill that vision can accomplish
it in less time and with less effort. 

But with vision can also come risk and maybe the
financial risks of the practice are more than you are
comfortable accepting. A partnership allows both of you
to share in that risk.

Sharing fame and blame
What you need to know when adding a partner

By Larry Jensen, MBA
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On the down side
You may be asking yourself: Why

are there not more partnerships? In
truth, there is a leveraging effect in
having a partner. 

The problem is this leverage, if
improperly channeled, can work
against you and problems can
multiply with the addition of a
partner.

One reason partnerships fail is that
anytime two people work together
long enough, disagreements will arise.

The partnership is only as strong as
the partners’ ability to navigate
through these disagreements and
emerge stronger on the other side. 

This is one reason that defining
the shared vision is so important at
the onset. If focus is shifted onto
accomplishing the vision,
disagreements can be resolved. If the
disagreement becomes bigger than
the vision, the partnership can fail.

As two people work together, they
may also experience personal

conflict. Partners must possess the
ability to resolve those personal
conflicts and avoid outbursts of anger
and emotion as those destroy the
relationship. A partnership can fail if
one partner loses respect for the
other.

Strong partnerships leave room for
opposing views and negotiation, but
you must keep in mind that time has
a way of changing a person’s level of
commitment. Children, marriage,
retirement horizon, financial security,
personal beliefs, and values all may
have an influence on the level of
commitment of the partners. 

The ability to communicate and
navigate through these changes will
determine the strength of the
partnership. No two people will
always agree on everything; however,
if your underlying values are
significantly different, the
partnership may be in trouble. 

You also want to make sure you
have each partner’s roles and
responsibilities established before
entering into an agreement, and
ensure those roles are thought
through, discussed, put in writing,
and respected by all partners. 

The partnership agreement
Some tough decisions need to be

addressed, well thought out, and
agreed upon before ever entering
into a partnership agreement —
including each partner’s roles,
responsibilities, and exit strategies. 

A number of points or questions
your partnership agreement should
cover include:

• How will you structure time off?
• Under what situations may one

partner obligate the other?
• Will the partnership or the

partners own or rent the office
space?

• Will the partnership own assets
used by the partners outside of
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their normal business setting?
• How much money will be taken out of the

partnership? Timing of these distributions will need
to be discussed.

• How much money will be kept in the partnership?
How will the owners be paid for this use of capital?

• Who will make the banking arrangements and who
can obligate the partnership and/or other partner(s)?

• Will you have in-house accounting staff? Who will
direct them? Who will choose your CPA? Will you
have regular meetings to discuss financial results?

• Since money will be taken out of the partnership to
compensate the partners, provision for estimated tax
payments will be part of the drawing on account.

• What procedures must be followed if a partner plans
on retiring? Who will be eligible to purchase their
partnership interest?

• In the unfortunate event of a partner’s death, will the
partnership continue? How will the surviving spouse
and/or heirs be treated?

• Will the partnership fund a retirement plan for the
partners?

• What happens if a partner is disabled, long-term and
short-term?

• When will they be paid for their interest? What if no
one is willing to purchase the partner’s interest?

• How will the partnership be valued in the exchange
of a partnership interest?

• What can the partners do in the unfortunate
situation of needing to remove a partner?

• What is the procedure if there is an unresolved
dispute? Can legal action be avoided?

• What if spouses suddenly want to be involved in
managing the partnership? Are spouses or children
allowed to work for the partnership? Who will decide
how much they are paid? Who will decide to
terminate employment if necessary?

There may be additional issues to address, but this list
should begin to make you aware of all of the critical issues
that need to be included in any partnership arrangement. 

Finding an attorney with experience in establishing
partnerships can be extremely valuable and well worth the
cost and effort involved. 

Larry Jensen, MBA, is the accounting manager for

Hooper Cornell, P.L.L.C., a CPA firm located in Boise,

Idaho, specializing in healthcare services. He can be

reached at 208-344-2527,

ljensen@hoopercornell.com, or through

www.hoopercornell.com.
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What single factor contributes
most to the success of your
practice? 

Nothing comes close to the importance of having a
great reputation among patients, allied healthcare
providers, lawyers, and others in a position to make
referrals to your office.   

The following are some reputation management
strategies that may be helpful in achieving your goals: 

• It starts at the top. No matter what the core values
of the practice are — a commitment to excellence,
kindness, courtesy, ethics, friendliness, confidentiality,
punctuality, or something else — you the doctor, must
take the lead in living those values and set an example.

“You must decide what you stand for and then you must
align every one of your systems to reinforce it,” says John
Young, recently retired human resources executive of the
Four Seasons hotel chain. “You recruit for it, you select for
it, you orient for it, you train for it, you reward it, you
promote for it, and you terminate those who don’t have
it.” 

• Hire the best people and keep them happy.
When a practice becomes known for being the best, the
best people want to work there. What’s more, they want
to stay on the job. And staff longevity pays off.

Since launching their Web site, North Suburban
Dental Associates in Skokie, Ill., has found that staff
longevity has proved to be an important factor to the
people who visit the site before showing up at the office. 

“We have found,” says Dr. Barry Freydberg, “that staff
longevity has been a major confidence builder in new
patients we haven’t met yet. We didn’t know that this
would have an influence on new patients, but it has. Our
credibility gets a boost based on staff longevity.”

• Ask for feedback. It’s impossible to see your practice
as others see it. So periodically, ask patients, allied
healthcare providers, lawyers, and others about their
experiences with your practice. 

Consider asking a local business college’s marketing
department if they’d be interested in doing surveys of

these groups as a class project. If so, let them develop the
questions and analyze the results. 

It may open your eyes to factors you’ve overlooked or
underestimated

• Appearances count; upgrade your image. “Visual
credibility” plays a huge role in building a great
reputation. However firmly you believe the adage, “You
can’t judge a book by its cover,” patients and referring
healthcare providers will do just that. 

If they see a messy office, out-of-date equipment,
perhaps “gimmicky” stationery and business cards, they
may question your competence and commitment to
excellence. 

Your practice should in every respect reflect the
reputation you want to build.

• Exceed patients’ expectations on every visit.
When asked about their experience, patients whose
expectations for quality care and personal service have
been exceeded, talk in glowing terms about the practice
and the people in it. 

They’re more than “satisfied.” They’re genuinely
enthusiastic and as a result, make referrals; convince family
members to come to you; thank the friend, physician,
lawyer, or whoever referred them; and pay their bills
cheerfully and promptly. And such patients are intensely
loyal. 

When you make reputation management an essential
ingredient of your overall strategy for practice growth, an
interesting thing happens: Your employees benefit as
much (or possibly more) than your patients. 

They take greater pride in where they work and what
they do — and are eager to tell others about it. 

As investor/philanthropist Warren Buffet has said, “It
takes 20 years to build a reputation and five minutes to
ruin it. If you think about that, you’ll do things
differently.” 

Bob Levoy’s newest book, 222 Secrets of Hiring,

Managing, and Retaining Great Employees in

Healthcare Practices, is published by Jones and Bartlett

Publishers. He can be reached at b.levoy@att.net.

The #1 practice builder
By Bob Levoy
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Knowing what drives your
thoughts, actions, and behaviors
is one of the best ways of being

able to improve them. 

But improvement isn’t always necessary. Sometimes you
just need to know these things to manage yourself — and
you have to know how to do that before you can manage
others. 

A few tips you can use to get to know yourself and
then, of course, manage what you know, include:

• Paying attention. It sounds like an easy thing to do;
however, paying attention takes practice and persistence.
At first it can be easy, and then you get in to the habit of
doing things the same old way without any forethought or
notice. 

Keep an eye on how often you interrupt people, how
many times you put your office through a “campaign of
the week,” or how many times you forget that new
direction as fast as you put it in place. 

The more often you do this, the less often employees
will care about your new direction. If you have the
“something shiny” syndrome, pay attention to what you
are doing to, in spite of, and in cooperation with the
others you work with. 

• Finding out more. Human beings are fascinating
creatures. We are a mix of psychology, physiology, and
physicality — among other things. 

Each person is at a unique level of development with a
unique combination of behaviors, preferences, and wiring.
Find out more about who you are, how you are wired, and
where it all comes from. 

You don’t have to get a degree in psychology to figure it
out — ask a friend, consult a family member, or maybe
even get a coach. The more you know, the more you grow
— and the more you grow, the more you can help others to
do the same. Isn’t that the whole point of being a leader? 

• Talking back. No longer do you need to take what
that voice or “person” in your mind says to be true at face
value — take a stand and talk back. 

Challenge yourself to spend some time not only talking
to yourself in the form of questions to verify what is truth

and what is fiction, but also ask questions of those you
work with. 

Get their feedback instead of assuming. Get their take
and then make decisions on how you will respond, rather
than react. 

• Taking back control. Years ago, Tom Miller, author
of Self Discipline and Emotional Control made an analogy
that compared the conscious to a rider and the
subconscious to a horse. 

He made mention of the fact that the horse may be
bigger, stronger, and able to bully you into doing things,
but the rider is more intelligent, savvy, and creative in
finding a new solution or method. 

If you find yourself always doing things out of reaction,
then you are acting with the horse — it’s time to take
back control and become the rider. Act with conscious
intention and learn what yours is so you can use it and
control it a bit better. 

• Learning to listen. It pays to listen. Not only will
you be well served by listening to others, but you will find
it helps you to listen to yourself. 

Listen to what you say and to the responses it elicits.
Listen to what others say and the emotions it triggers.
Listen to how an emotion can engage without you even
realizing it. Listen to how the slightest change in tone of
voice can dramatically change the entire sentence.
Listening is powerful stuff, and it is only when you listen
with clarity that you will hear accurately. 

There is great benefit to being you. There is only one of
you and the more you know about you the better you will
be at working with others. Not everyone else will know
themselves, so sometimes you are battling the voice in
their head as much as you are yours. 

The key is to become aware of who you are, how you act,
and how that lands on others. With this newfound aware-
ness and a few simple methods, you will find you’re well on
your way to not only managing you, but leading, you. 

Monica Wofford, CSP, is the CEO of Contagious

Companies and a nationally known trainer, speaker,

coach, and author of Contagious Leadership and

Contagious Chiropractic Customer Service. She can be

reached at 866-382-0121 or info@monicawofford.com.

The great benefit to being you 
By Monica Wofford, CSP
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Instrument adjusting has become
one of the most commonly used
techniques in today’s chiropractic

practice.
It is second only to diversified-type manual spinal

manipulation, according to the National Board of
Chiropractic Examiners Survey of 2000. 

From ease of use to providing added safety to a patient
encounter, adjusting instruments have provided a new
dimension to the chiropractic practice. Likewise,
instrument adjusting has expanded the range of
conditions and patients that can now be more easily
managed with chiropractic care. 

Following are the top 10 most popular reasons why you
should incorporate instrument adjusting into your practice.

10. A mechanical advantage. Biomechanically
speaking, chiropractic adjustments are delivered to move
the bones of the spine. Newton’s Second Law is force
equals mass times acceleration (F = ma). Adjusting
instruments take advantage of the acceleration part of the
equation in providing large accelerations with a
substantially smaller mass. 

In contrast, force manual adjustments require the use of
more mass (weight) because of our physical limitations in
achieving accelerations. Increasing the speed component
of chiropractic thrusts has been found to be associated
with the elicitation of neuromuscular reflexes thought to

be related to the mechanisms underlying successful
treatments.1-3

Instrument adjustment speed also allows you to deliver
the thrust faster than the patient’s natural tendency to
tighten up and resist the adjustment.

Stress is another consideration among the mechanical
advantages of instrument adjusting. In continuum
mechanics, stress is a measure of the average amount of
force exerted per unit area, where stress equals force
divided by area (Û = f/a). 

When you contact the spine with your hand (pisiform),
the surface area over which the force is produced is
relatively large compared to the stylus of an adjusting
instrument. Thus, the resultant stress felt by the tissue
with manual adjustments are appreciably less with force
being the same. 

Adjusting instruments can achieve an appreciable stress
to the spine, while keeping forces relatively low due to
their small contact area with the patient — thereby less
force is required to achieve the same stresses imparted to
the spine with manual adjustments. 

Appreciating the concept of stress with the
understanding of the high accelerations achieved with
instrument adjusting and its easy to explain how studies
have shown that the same amount of intersegmental bone
movement can be achieved with instrument adjusting as
manual techniques.4,5

9. Safety. There are instances where you may have a
concern of manually adjusting a particular patient. Low

Why instrument
adjusting?

10 reasons why you should 
incorporate this technique

By Christopher J. Colloca, DC
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force instrument adjusting techniques can be delivered in
the prone neutral position, thus enabling you to
administer care with peace of mind in some situations
that you may feel uncomfortable applying manual
techniques.

For instance, you may not want to provide higher
forces of manual adjustments to an elderly patient with
osteoporosis. 

Likewise, you may not impart rotatory cervical spine
adjustments to a patient with dizziness or signs of
cerebrovascular disease. 

8. Easy incorporation. Instrument adjusting can be
easily incorporated into your existing technique
repertoire. You may want to adjust the upper cervical
spine and TMJ of a headache patient with an instrument,
yet perform manual methods on their thoracic and 
lumbar spine. 

Alternatively, you may want to adjust the shoulder in a
rotator cuff syndrome patient with an instrument instead
of using a drop piece. 

7. Evidence-based care. A number of studies have
investigated instrument adjusting for its effectiveness and
have found it to be equivocal to manual adjusting
techniques.6

In a number of clinical trials, instrument adjusting
fared just as well as manual adjusting techniques in
reducing pain and improving function in pain patients
seeking chiropractic care.7-11

Ongoing research into the basic science and clinical
study of instrument adjusting is being conducted that has
quantified vertebral motions, electromyographic
responses, and neurophysiological responses associated
with instrument adjusting.12,13

6. Increase range of patients. The low-force setting
makes adjustments easier for pediatric adjusting as well as
providing a quick and effective method to manage
children. Instrument adjusting also enables you to care for
patients in their senior years. 

With the aging baby-boomer population, more seniors
will be seeking care, and using a technique well-suited for
them is important in the growth and sustainability of your
practice.

5. Expand range of services. Incorporating
instrument adjusting into your practice allows you to care
for a broader range of conditions and will create a buzz
among your patients and in your community. 

Want to be known as the top doc in your town? Fix a
frozen shoulder, or sooth plantar fasciitis in a patient who
was told they needed surgery and would have to take six
weeks off from work to recover. 
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You’ll quickly see your practice fill up with patients
who have sought you out because of the range of
conditions you are able to help with.

4. Adding technology. Explain to your patients that
the adjusting instrument you are about to use is faster
than you can adjust them manually with your hands and
that you can target just the right areas specifically with
the tip of the stylus. 

Your patients will be impressed with your choice to stay
current with the times by adding technology to help them
heal. You can breathe new life into your practice with the
exciting technology of instrument adjusting.

3. Easier on the patient. Because of the extreme
speed and lower forces generated with instrument
adjusting, the adjustments are easier on the patient. 

Adjustments which are easier on the patient increase
patient satisfaction, compliance, and a patients’
willingness to refer others. 

2. Quicker adjusting time. Understandably, if you
could achieve the same, if not better, clinical results while
speeding up the time it takes for you to provide care, you
would be more efficient with your time — not to mention
the patient’s time. 

Instrument adjusting, when done properly, is fast and
effective allowing you to care for more patients each day
in a shorter amount of time.

1. Easier on you. The number one benefit of
instrument adjusting just may be the prolonging of your
career. Chiropractors have hurt their own backs, wrists,
and shoulders from years of manual adjusting; others have
had carpal tunnel problems and even surgery from pulling
a spring-loaded adjusting instrument for years. 

Instrument adjusting is easier on you, plain and simple.
Not only are instrument-delivered adjustments usually
performed with the table in a higher position so you are
standing upright all day as opposed to bending over, you
also don’t need to generate the high forces with your own
body because the instrument does the work for you. 

Decrease the risk of injuring yourself and prolong your
practice career with instrument adjusting. 

Christopher J. Colloca, DC, is the CEO and founder of

Neuromechanical Innovations, a Chandler, Ariz.-based medical

device manufacturer of the Impulse family of chiropractic

adjusting instruments that provides postgraduate training to

chiropractors around the globe. He can be reached through

www.neuromechanical.com.

To see the references used in this research, visit
www.ChiroEco.com/instrumentadjusting.
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You won’t find a roadside sign
stating “wellness at work,” but
you might find it happening

right under your nose. 

You could say that wellness at work has two meanings:
One meaning is to see a wellness routine or regimen
working to better someone, the other would be to see
wellness implemented at a workplace. Combine the two,
and you have the makings for a powerful program.

Since 1997, the Standard Process Health and Wellness
Program has assisted its employees in maintaining their
bodies in a state of optimum health and well-being. What
began as a way to address rising healthcare costs, has
grown significantly in scope and active participation of its
employees. 

Productive solutions
Not only does it address healthcare costs, it also

provides the opportunity for its workforce to be healthier,
happier, and more productive — both at home and at
work. Standard Process, based in Palmyra, Wis., strongly
believes “a program that is proactive, engaging, and
focused on prevention is the key solution to the growing
healthcare crisis in corporate America. 

“In so doing, we will realize the benefit of controlling
healthcare costs, while providing the opportunity for our
workforce to be healthier, happier, and more productive in
both their personal and professional lives,” says Standard
Process President Charlie DuBois in the Standard Process
Health and Wellness Program’s vision statement. 

While many of today’s health issues will continue to
pose a challenge, Standard Process says they will meet
those challenges by continuing to offer its employees in-

Wellness at Work
Standard Process’ award-winning model for a corporate wellness program 

may help you implement one for your practice or a business near you 

By Wendy Bautista

Promoting the program to its
employees is critical to its success.
To ensure it gets noticed, the
program is mentioned or
promoted through a variety of
ways: 

• Newsletter. A monthly
newsletter, Wellness Supplement,
features wellness-related issues
pertinent to today’s employee
health. It covers nutritional news,
fitness trends and tips, news
reports, and general information
that might be of interest to the
employee population.

• Kiosk. A four-sided, slat wall
cube, called the Wellness Kiosk,
sits in the company lunchroom
with literature, newsletters,
announcements, and program
details. It is located next to the
healthy vending machines so it is
readily seen by all.

• E-mails. Current activities are
listed in all-user e-mail
announcements via an all-user e-
mail broadcast meant to keep
people current to daily activities.

• Line meeting briefings. Due to
the fact that some manufacturing

employees may not have ready

access to company e-mail, line

meeting briefings are scheduled

with various department

supervisors.

• Tabletop displays. With the

lunchroom being frequented by a

very large percentage of the

employee population (both front

office and manufacturing), the

use of tabletop displays has

proven to be very successful in

getting news and information out

to the widest distribution possible. 

PROMOTING THE PROGRAM
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depth fitness programming, health
education, and whole food nutrition
guidance and supplements. 

Chiropractic cornerstone
The Standard Process Health and

Wellness Program has a chiropractic
care model as the cornerstone of its
program. Standard Process believes
that “chiropractic care treats the
body as a dynamic, self-regulating,
and self-healing entity.” 

As such, it centers its focus on
preventative health rather than on
symptoms and disease. “Central to
this philosophy is the removal of
impediments to health through neck
and spinal correction, thus
normalizing the nervous system and
allowing the body to reach its
optimal potential,” says DuBois. 

“Equally important is the emphasis
we place on nutritional counseling,

whole food supplementation,
physical fitness, and routine health
screenings to maximize our
employee’s well-being.” 

Manager of Corporate Health and
Wellness Kevin Sentes says, “We
believe chiropractic care is the best
preventive model for an on-site
corporate healthcare facility.
Investing in the employee’s physical
posture and lifestyle pays greater
dividends and yields greater cost
savings over the long term.” 

Model program 
The unique model of the program

enables Standard Process to be
proactive in the area of prevention
and risk assessment. Four key areas to
its program include:

• Health and wellness education, 
• Physical fitness programming, 
• Whole food nutrition and

supplementation, and 
• Chiropractic assessment and

treatment.
The primary goal is to improve the

overall health and wellness of its
employees by increasing the level of
employee health education, physical
fitness, and nutritional status;
decreasing the level of employee
stress; eliminating the health plan
participants use of tobacco; providing
comprehensive on-site healthcare to
employees; and demonstrating long-
term effectiveness of the program.

The secondary goal is to become a
model program in the field of
corporate wellness by accomplishing
100 percent company-wide
acceptance of the wellness program,
become an influential wellness
partner in the community and
schools, and achieve various wellness
recognitions and awards.
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To ensure it will become a model
program, Setnes says, “We constantly
tweak the programming to meet the
needs of the employee and issues that
we may face as a company. We adjust
to the demands of the company,
which, in a production environment,
is ever changing.” 

“A healthier more natural lifestyle
benefits the employee as much as the
company in terms of lower healthcare
costs, but also increased employee
productivity, continues Setnes.

“Visitors to the company often
comment on how happy and friendly
the employees appear.” 

Wellness initiatives
Standard Process’ wellness

initiatives have delivered significant
results in its effort to create a
healthier workplace. 

“Employee participation is
voluntary, but 95 percent of our
employees participate in at least one
aspect of our program,” says Setnes. 

“We are heavily incentive based
and have only a couple of mandates
in place,” Setnes continues. “One is
a smoke-free workplace along with
tobacco use premium differentials;
the other, which is new this year, is
the quarterly health presentations —
which run about one hour in length.”

A centerpiece of the program is
the annual Wellness Challenge
which encourages employees to
participate in many aspects of the
program, such as physical fitness,
education, health risk screening,
biometric checks, and more. This has
dramatically improved the health
and knowledge of the employees.

“For achieving the Wellness
Challenge, employees are rewarded
with a $250, $500, or $750 (net
dollars) annual bonus based on the
level achieved — 85 out of 272
employees achieved the Wellness
Challenge award level, which consists
of a comprehensive set of criteria that
must be met to achieve this status,”
says Setnes. “They are the cream of our
employee crop and have an aggregate
cost level that is about 50 percent of
those not achieving the award.”

New employees must start by
March 31 of each year to qualify for
the Wellness Challenge. 

Making it work
To facilitate the program, a team of

five individuals is devoted to the
wellness program. Setnes, who also
doubles as the personal fitness trainer
for the company, is the manager; Vicki
O’Brien is the coordinator of health
and wellness education, Paul Frank,
DC, and Mary Beth Larsen, DC, are
the chiropractic doctors on staff; and
Michele Stark rounds out the team as
the administrative assistant. 

In 2007, the on-site Health &
Wellness Center expanded greatly and
now features a bigger, 2,200 square
foot fitness center with locker rooms,
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and the health clinic features two
exam rooms with an accompanying
chiropractic adjustment room for the
various treatment modalities practiced
at Standard Process. Office space for
the five members of the wellness staff
and various computer tools are also in
place to maximize the productivity of
the team.

Accolades and awards
While they do not currently offer

this programming to outside
companies, they do present and
participate on panels that highlight
the program’s success. “Promoting
our program to the ‘outside world’ is
done by a member of our marketing
department,” says Setnes. “They issue
press releases on newsworthy events
and achievements accomplished by
our program.”

Standard Process is designated as a
GOLD Well Workplace by the
Wellness Council of America
(www.welcoa.org) and recently
received the governor’s award for
Workplace Wellness Excellence. It is
active in Wisconsin and Setnes,
himself, is on the governing board of
the Wisconsin Wellness Council. 

He says, “This allows us to be at
the forefront of wellness initiatives in
the state, and actively network with
other companies in southeastern
Wisconsin to exchange ideas and
gain input on workplace wellness.”

Exchanging ideas and gaining input
on workplace wellness is another great
combination to making a powerful
program — and one way this wellness
program will stay ahead of the game
and provide opportunities for healthier,
happier, and more productive
employees for many years to come. 

Wendy Bautista is the editor of Chiropractic

Economics. She can be reached at 904-

567-1539, wbautista@chiroeco.com, or

through www.ChiroEco.com.

CHEC_44.ps  6/4/09  9:25 PM  Page 44



CHEC_45.ps  6/5/09  3:45 PM  Page 45



CHEC_46.ps  6/4/09  10:00 PM  Page 46



nutrition

V O L 5 5 :  I S S U E 1 0  •  J U N E 2 2 ,  2 0 0 9                    W W W. C H I R O E C O . C O M C H I R O P R A C T I C E C O N O M I C S 4 7

Today, many chiropractors offer
nutritional supplements as a
convenience to their patients —

but that hasn’t always been the case. 

When Michael Roth, DC, was in chiropractic school
20 years ago, the conventional wisdom was that
incorporating retail into the practice took the focus away
from adjusting spines. But times have changed. 

With the public’s growing interest in nutrition, many
chiropractors find that offering nutritional products “in
house” gives patients the information and the
supplements they need.

“I think the country has really gotten a hold of
nutrition,” says Roth, who is based in Braselton, Ga.
“Patients are more aware of it; they’re more educated
about it, and thus, I think a lot more chiropractors are
open to keeping nutritional products in their offices and
offering them to their patients.”

Many patients may be overwhelmed by the variety of
supplement choices and will look to you for advice
because of your solid background in nutrition — and they
will appreciate it when they can pick up their

supplements at your office. 
“Patients are actually pretty excited about a

chiropractor that offers nutritional products,” Roth says.
“They’re going to feel more confident about products in a
chiropractor’s office because they know that their
chiropractor is not going to offer them ‘just anything.’”

The primary motivating factor for you, Roth says,
should be finding the best fit for your patient’s health, and
with that comes additional benefits for your practice. 

“I also think it’s a good referral tool,” he notes. “If
patients start doing really well with chiropractic and
supplements, they’re apt to tell more people about both
aspects.” 

What to offer
Richard W. Parlee, RPh, DC, of Orange, Calif., has

been in practice for more than 40 years, and during that
time has brought many different nutritional products to
his practice. He makes his selections carefully based on
the latest research and his own tests for effectiveness.

For example: Several years ago, Parlee decided to offer
intraMAX, a liquid organic supplement from Drucker
Labs, because he found it was an all-in-one solution for
many patients who were taking a “basket full” of other

Retail: A natural fit
Offering a selection of nutritional supplements can be 

a win-win for your patients and your practice
By Ann H. Carlson

CHEC_47.ps  6/4/09  10:01 PM  Page 47



4 8 C H I R O P R A C T I C E C O N O M I C S W W W. C H I R O E C O . C O M V O L 5 5 :  I S S U E 1 0  •  J U N E 2 2 ,  2 0 0 9

nutrition

nutritional products.  
Parlee says. “If the patient is tired

of taking so many different products,
we’ll always test them with
intraMAX. Usually, intraMAX
covers everything from an energetic
standpoint.”

To complement this product,
Parlee also stocks intraKID, a
supplement for children based on the
same technology as intraMAX.

“We do a lot of treating for
attention deficit disorder (ADD) and

autism, and every one of those
patients gets intraKID,” Parlee says. 

In addition to these products,
Parlee offers supplements from a
variety of manufacturers, choosing
the best of each brand that he feels
can’t be duplicated by anyone else. 

For example: From Standard
Process, in Palmyra, Wis., he stocks
Mammary PMG tablets for his
patients with postpartum depression,
and keeps Gastrex for patients with
gastric ulcers or intestinal problems. 

He also offers Cal-Amo, a product
that targets the adrenal gland and
helps relieve dry eyes and dry mouth.
“There aren’t a lot of products that
will even substitute for that,” he says.

Although Parlee carries several
products within his practice, he tends
not to offer supplements that can be
found at health food stores or most
retail locations. Instead, he stocks
supplements that aren’t as easy for
patients to find on their own. 

“They love it because they don’t
have to shop around,” he says. “They
know that we’ve already done the
homework.” And having products on
hand also keeps patients from
turning to less-effective products. 

While serving patients is Parlee’s
main priority, he notes that there are
other benefits as well. 

For example: His practice operates
on a cash-only basis, and the
nutritional supplements help increase
cash flow. 

“We do a high volume in
nutrition; all types of nutrition,” he
says. “Most insurance companies
won’t take any type of nutrition
anyway, and the patients are aware of
that. But they don’t care because
they’re being helped.” 

How to get started
If you decide that offering

nutritional supplements is right for
your practice, keep the following tips
in mind:

• Get patient feedback. Before
bringing nutritional products into
your practice, talk to your patients
about their expectations and wants.
“Start asking patients, ‘How would
you feel about my offering nutritional
supplements?’ Or, ‘Is there anything
you’re looking for?’” Roth says.

• Do your homework. Ask the
manufacturer for data about the
science behind their supplement, do
some independent reading, and talk

CHEC_48.ps  6/4/09  10:02 PM  Page 48



CHEC_49.ps  6/4/09  10:02 PM  Page 49



5 0 C H I R O P R A C T I C E C O N O M I C S W W W. C H I R O E C O . C O M V O L 5 5 :  I S S U E 1 0  •  J U N E 2 2 ,  2 0 0 9

nutrition

to your colleagues about their experiences with the
product as well. 

“Make sure you find out how these products are
processed, where they come from, how long they’ve been
on the market, what their reputation is, what their quality
control is like, and so forth,” Roth says.

• Try it yourself. When it comes to trying out a new
product, you’re often your own best test subject. When
Roth was in practice, he often tested different products to
see if they would be a good fit. 

“If I liked it, it worked for me, and the research behind
it was very, very reassuring, then I’d be more apt to offer
that particular line of products in my office,” he says.

• Quiz the manufacturers. When researching a
product, make sure to test the manufacturers’ knowledge.
Ask for the latest scientific data on their supplements and
how these results compare with similar products. “If I
know more than they do, we’re through,” Parlee says. 

Make sure to ask about customer support as well — you
want to work with companies that will be cooperative and
helpful throughout a long-term relationship.

• Whittle down your options. Roth notes that
chiropractors just starting out may feel overwhelmed by the
influx of catalogs and calls from manufacturers asking them
to sell their products. “After a certain period of time, you
hone down the groups to the companies that you really
trust and like, and you try to stick with them,” he says.

• Keep patients informed. Set out small displays or
brochures about the products you offer in your reception
area and adjusting rooms. 

When you recommend a product to a patient, give
them an overview of the benefits, and make sure to
provide them with any helpful literature from the
manufacturer. 

“I wasn’t a hard-core salesman,” Roth says. “I didn’t try
to sell products to everybody. But if a situation came up
where I felt there was a nutritional deficiency or
somebody could benefit, I would recommend it.”

• Start with one. Parlee recommends starting slowly
with a stand-alone product. That way you do not have to
worry about stocking multiple products in the beginning.

• Offer your expertise. Let your patients know that
you stock supplements in house for their benefit. Parlee
makes sure to tell patients they might be able to find the
same supplements online, but they won’t get his
professional opinion anywhere else. 

“I tell them, ‘I have it here so you don’t have to do all
the research — I’ve done the work for you,’” he says. 

Ann H. Carlson is a freelance writer based in Los Angeles.
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Begin the process of choosing the
optimum office location by asking
yourself five simple questions:

1. Where do I want to practice?  
2. Am I drawn to the mountains, ocean, or a small,

medium, or large town? 
3. What are my hobbies and recreational activities?
4. What do I really enjoy doing?
5. What type of practice do I want to have? 
Once you have the answers, you can start to look for a

location. Some items of consideration include
demographics, site location, and traffic patterns.

Demographics
On the surface, demographic data can appear boring,

but it can enlighten you on aspects of life not found

elsewhere. You should research population statistics and
determine whether the region of your choice makes sense
for your practice. Given your profession and specialty, do
you want to target men, women, young or old, blue or
white collar?

Newspapers, chambers of commerce, and local city and
state governments in each region often have demographic
information provided on their Web sites. Another
excellent source is the Census Bureau’s Web site. 

These sites will tell you about household incomes,
household ownership, age distribution, percentage of
females (55 percent desirable), blue collar vs. white collar,
race and ethnicity, education, etc.

Once you select a few locations, map them by areas in
the cities or towns you are considering, then determine
which are growing or shrinking. What is the growth
projection for the next five years? What industry is
coming or leaving town? If you are going to be billing

Should I practice here or there? 
How to choose an optimum office location

By Paul J. Walton, DC
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insurance, find out what companies
pay for chiropractic care.

Another thing to do is check the
chiropractor to population ratio for
the specific areas in which you are
interested (you want to target an
area of 3,000 to one or better), and

also see where your colleagues are
located. How aggressive is their
marketing? What kinds of marketing
do they do and how effective is it?

Do your own psychographics study,
also known as the IAO Variables
(Interest, Attitudes & Opinions).
This gives you an excellent

opportunity to discuss chiropractic
and get their opinions and attitudes
about your profession. 

Where do you start? At your
chamber of commerce, banks, service
stations, auto dealers, or any place
where there are people.

Site location
Your number one priority is your

patient, so be sure you choose an
area of town that is consistent with
the image you are looking for and it
is convenient. 

Make sure it is easy to find and that
there is plenty of parking. Is it

handicap accessible? Is there an ease of
ingress and egress? Will you be able to
tell the patient in just a few words the
location of the office? Check to see if
it is accessible to public transportation
and pedestrians and find out what
other professionals are in the area.

You also want to take safety into
consideration when choosing a loc-
ation. Is the area well lit at night? Is
there security on the premises? Drive
by the location at different times of
day and check traffic. Is it congested?
Are you able to get to the location
without a lot of hassle? Is your second
impression the same as your first?

Don’t focus on just one area of
town, take time to look at several
areas.

Traffic patterns
One issue many professionals don’t

consider is traffic patterns. Is 30,000

What ultimately makes the optimum location
is you! It is your enthusiasm, drive, mission,
vision, and passion for helping others.
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cars passing by per day good? Not
necessarily, if they are traveling at
30+ miles per hour. Your visibility
will be higher the slower the traffic is
flowing.

Think about what is convenient
for the patient. If your patients make
appointments after work and rush
hour traffic is heavier going west,
that’s the side you choose. 

It’s more convenient for a patient
to turn right into a building’s
driveway than to turn left or make a
u-turn.

What are the major thoroughfares
for business commuters within a five-
mile radius for your area? Where are
popular businesses, such as
supermarkets and banks? 

The more popular businesses
attract more potential patients. Also,
upscale businesses tend to attract
upscale clients.

The perfect location
The perfect location for any office

is an individual matter, but there are
a few things you should do when
beginning your search. 

You want to be sure to look at
several spaces and check the pros
and cons of each — don’t rush to
make a decision. 

Look at free-standing buildings,
strip malls, and professional buildings
for available spaces with 1,200 to
1,500 square feet, at least 14 parking
spaces, and what the street frontage
visibility is. 

Does the landlord take pride in
keeping the building clean and
modern? Are there local regulations
or restrictions for signage enforced by
the landlord?

You also want to check out other
businesses in the area such as banks,
other health professionals, health

food stores, gyms, and what ever else
draw’s people to the area. Are there
conveniences for you and your staff,
such as restaurants? 

And lastly and probably most
importantly: Is it affordable?

What ultimately makes the
optimum location is you! It is your
enthusiasm, drive, mission, vision,
and passion for helping others. 

It is your determination to succeed
and climb to heights that others only
dream about. It’s your life and you
are responsible for your results. 

Paul J. Walton, DC, is founder

and lease negotiator for

Chiropractic LeasePro, a

company that strives to coach

and direct doctors through a successful,

tenant-friendly lease. He can be reached

at 800-790-5650 or through

www.ChiropracticLeasePro.com.
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Electronic health records (EHRs) are
now a core element of our
national healthcare system.

This is mostly due to the adoption incentives included
in the recent economic stimulus package and the changes
suggested for reform at the national level. With the
Obama administration’s commitment to investing more
than $19 billion to promote the integration of EHRs into
the U.S. healthcare landscape, you can probably say that
EHRs are here to stay. 

Those who have not yet adopted EHRs as a standard in
their clinics will need to catch up quickly. Not only do
EHRs aid you in establishing office efficiencies, it also
provides a mechanism to improve the quality of care you
deliver through better case management and alerts.

Collaborating with other doctors and health-related
colleagues via EHR also improves continuity of care, which
provides better outcomes. Such a system elevates chiropractic
on the whole, as it allows you to communicate as integral
team members with all other healthcare professionals.

As soon as EHRs become a standard, personal health
records (PHRs) will likely emerge just as swiftly — and
you must prepare now for that evolution. PHRs will
enable patients to manage their own health information

through a completely electronic and automated system
they control. 

Transparency of information will be greatly increased
with PHRs, which means patients will be able to advocate
for themselves, review their records at will, and authorize
information to be immediately sent to the providers of
their choice. While additional security to protect such
information will be required, many security measures are
already available.

Why do patients want PHRs? 
With the amount of information now available through

the Internet and other sources, individuals have become
their own best advocates, seeking out healthcare options
and wanting to be privy to all of their choices. 

Most patients want the right to choose the care they
know works for them. Combine that patient-centric
attitude with a healthcare model driven by best practices
and effective outcomes, and a new approach emerges. 

For example: For many back pain cases, chiropractic care
is the leading option for cost-effective treatment and
positive results. The information leading to this conclusion
is available to patients and healthcare providers through
technology that promotes best practices, and thus, more
educated choices. 

Preparing for the 
evolution of EHR to PHR

By Steven J. Kraus, DC, DIBCN, CCSP, FASA
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Having a PHR supports the
advocacy desires of patients, and
provides better information to
healthcare professionals to guide
both doctor and patient to develop
the most effective treatment plan. 

How does a PHR work? 
Your office has an approved EHR

system used meaningfully on a daily
basis. It contains all records related
to a given patient, including intake
forms, history, review of symptoms,
treatment plans, radiology reports,
outcomes questionnaires, and your
daily clinical documentation notes,
all in a digital format. 

The patient has been treated by
you for several visits with success. On
one occasion, the patient mentions
he is having an unrelated diagnostic
procedure at the recommendation of
a family MD. 

With a PHR, the patient can
request you send pertinent records to
the surgeon, which takes a simple
authorization by the patient for your
staff to transfer the encrypted
records. Or, the patient can access
his PHR from a personal computer
and send it directly. 

In this scenario, the patient would
have previously requested that you
routinely send your notes and data in
an encrypted format from your EHR
to his PHR. The patient becomes the
gatekeeper of his own health
information and can transfer it at
will. And the patient likely has all
other health providers sending their
notes to the PHR, which organizes
the data from the various health
providers in one central location.

Technology driven
As people become more

comfortable with technology in other
aspects of their lives, they come to
expect it in all aspects. Knowing that
the technology to house their
healthcare information is available,
patients want that technology
utilized — but many are cautious
about granting government access to
their health information. 

The beauty of PHRs is patients
can choose who has access to their
information. PHRs will not
automatically be published for all to
see and the idea that government
will control them is a myth. 

Most patients trust that their
family general practitioner or
chiropractic physician will safely and
securely keep their records on file in
the clinic’s EHR, and when needed,
they can request the clinic
electronically send pertinent data to
the next healthcare provider or
specialist involved in the case. The
patient selects the storage location
based on preference.

You must also remember that a
patient-managed health record will
face greater scrutiny — not only from
the record’s owner (the patient), but
also from third-party payers. Patients
want accurate information to aid in
reimbursements and portability. 

PHRs present a tremendous
opportunity to chiropractic by
offering the chance to:

• Accurately communicate the
effectiveness of chiropractic care
directly to the patient,

• Gather clinical data that
supports the use of chiropractic as an

effective treatment protocol,
• Demonstrate your support of a

portable, electronic system through
mass adoption of EHRs, and

• Enable you to justify your
involvement in the lead
management of the patient by
documenting the unique aspects of
that patient’s care. 

Future is now
As EHRs become standard,

patients will seek PHRs and their
interest and motivation will serve to
accelerate the introduction of such
programs. 

PHRs are fully predicated on the
existence of a robust EHR system in
every clinic and doctor’s office. And
you have an opportunity to adopt a
system now so you are ready for a
rapidly approaching future. 

Choosing to bring a true EHR
system into a clinic will support the
clinic’s patient management needs
now and for years to come. Selecting
a system that is more than a digital
note generator and one that includes
a truly interoperable EHR is critical. 

Only interoperable systems that
meet certain government
requirements will be federally
approved for financial incentives as
defined in the 2009 American
Recovery and Reinvestment Act.

Prepare for the evolution of EHR
now, and eventually for PHR, and
deliver benefits to your patients by
bringing the future of healthcare to
your clinic today. 

Steven J. Kraus, DC, DIBCN,

CCSP, FASA, is CEO of Future

Health Inc., a company that

partners with chiropractors to

deliver a comprehensive clinic management

solution, including fully-integrated EHR. He

can be reached at 888-434-7347,

skraus@FutureHealthSoftware.com, or

through www.futurehealthsoftware.com.

Choosing to bring a true EHR system into 
a clinic will support the clinic’s patient
management needs now and for years to come.
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3 Care Therapeutics
888-372-3421

www.omega3care.com

A.C. Grace Co.
800-833-4368

www.acgraceco.com

A2Z Health Store.Com
888-303-3131

www.a2zhealthstore.com

Aboca Herbs and Health
206-624-7542
www.aboca.us

Agel Enterprises
888-773-2499

www.dolifedoagel.com

Aloe #1 Laboratories
888-564-5501
www.aloe1.com

ALT-MED Labs Inc.
800-876-7722

www.ALTMEDLabs.com

American Nutriceuticals
888-848-2548

Anabolic Laboratories
800-445-6849

www.anaboliclabs.com

Anson Aromatic Essentials
402-489-5064

www.therapeutic-grade.com

Anthony Robbins – 
Inner Balance
800-397-6182

www.tonyrobbins.com

Aqua Detox USA
704-662-9239

www.aquadetoxusa.com

Atrium Inc.
877-287-4862

www.atriumglandulars.com

Axiom Worldwide
877-438-0663

www.axiomworldwide.com

Ayush Herbs Inc.
800-925-1371
www.ayush.com

Banner Therapy Products Inc.
888-277-1188

www.bannertherapy.com

Baseline Nutritionals
800-869-5060

www.baselinenutritionals.com

BioActive Nutritional Inc.
800-288-9525

www.bioactivenutritional.com

BioCell Technology LLC
714-632-1231

www.biocelltechnology.com

Biometrics Nutrition & Fitness
240-683-6315

www.biometricshealth.com

BioPathics
561-799-7741

www.biopathics.com

BioPharma Scientific
877-772-4362

www.nanogreens.com

Biotics Research
800-231-5777

www.bioticsresearch.com

Blue Spring International
866-470-4930

www.doctorspainformula.com

Body Balance of Winter Park
407-671-7974

www.bodybalancewp.com

BodyZone.com
770-922-0700

www.bodyzone.com

Bonvital Inc.
239-481-1002

www.nutribonvital.com

Bryanne Enterprises Inc.
877-279-2663

www.bryanne.com

C’est Si Bon
Co./CHLORENERGY

888-700-0801
www.BestChlorella.com

Carlson Laboratory
847-255-1600

www.carlsonlabs.com

CC Chiro
530-527-1774

www.blindspotmapping.com

Cell Sciences Systems Ltd.
800-872-5228
www.alcat.com

China-Gel Inc.
847-364-0353

www.chinagel.com

Chiro950 Microcurrent 
by TBI Inc.

877-496-8838
www.Chiro950.com

Chopra Center Online Store
800-858-1808

www.store.chopra.com

Control Bar
800-699-0527

www.control-bar.com

Cryoderm
800-344-9926

www.cryoderm.com

DaVinci
800-451-5190

www.davincilabs.com

DaVinci Laboratories 
of Vermont

800-325-1776
www.davincilabs.com

Dee Cee Laboratories Inc.
800-251-8182

www.deeceelabs.com

Deseret Biologicals
800-827-9529

www.desbio.com

Diamond Herpanacine
Associates

888-467-4200
www.diamondformulas.com

Diamond Lotus Essentials
530-459-1506

www.diamondlotusoils.com

Doctor’s Weight Loss Solution
800-224-2021

www.doctorweightloss
solutions.com

Douglas Laboratories
800-245-4440

www.douglaslabs.com

Dr. Stan Guberman
800-333-9942

www.drguberman.com

Drucker Labs
888-881-2344

www.druckerlabs.com

Dynamic Health Labs Inc.
800-396-2114

www.dynamic-health.com

Dynatronics
800-874-6251

www.dynatronics.com

Edom Laboratories
800-723-3366

www.edomlaboratories.com

Energique
712-647-2499

www.energiqueherbal.com

Enzyme Formulations
800-614-4400

www.loomisenzymes.com

Enzyme Process Co.
800-521-8669

www.enzymeprocess.com

Enzymes Inc.
800-637-7893

www.enzymesinc.com

Erchonia
888-242-0571

www.erchonia.com

Erickson Labs
877-263-9101

www.myformula101.com

First Priority Medical Center
877-398-7171

www.firstpriority
manufacturing.com

Flexcin
800-929-5799

www.flexcin.com

Gematria Products Inc.
760-931-8563

www.gematria.com

Genetic Nutrition 
Lifestyle Nutrition

800-699-8106
www.aboutdnahealth.com

Giovane Medical Services Inc.
888-333-8629

www.giovanemeds.com

Golden Sunshine (USA) Inc.
800-798-3977

www.golden-sunshine.com
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Chiropractic Economics is pleased to present the profession’s most comprehensive Anti-Aging 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. 

For a complete resource guide of services these companies provide, please visit www.ChiroEco.com/directory.
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GY&N Nutriment
Pharmacology Inc.

877-864-5112
www.gyandn.com

Health Logics – Arthenol
888-402-1600

www.health-logics.com

HeartPak Ltd.
877-557-8732

www.purecardio.net

Heel Inc.
800-621-7644

www.heelusa.com

Himalaya Herbal Healthcare
800-869-4640

www.himalayausa.com

Human Touch 
By Interactive Health LLC

866-369-9426
www.interhealth.com

iHealth Products Inc.
800-930-6493

www.ihealthproducts.com 

Inform for Life
800-234-8325

www.InformForLife.com

Integrative Therapeutics
800-547-4891

www.integrativeinc.com

InteMedica LLC
800-856-7250

www.intemedica.com

Interceuticals Inc.
781-631-9154

www.interceuticals.com

Juvenon
925-253-8432

www.juvenon.com

K-LaserUSA
866-595-7749

www.k-laserusa.com

Karuna Corporation
800-826-7225

www.karuna.com

King Bio SafeCareRX
800-543-3245

www.safecarerx.com

Laser-Therapy
877-527-3750

www.ColdLaserTherapy.us

Legacy for Life
800-746-0300

www.legacyforlife.net

Life Management Formula
813-685-6000

www.lifemanagementformula.com

LifeTec Inc.
800-822-5911

www.lifetecinc.com

LSI International
800-832-0053

www.lsiinternational.com

Maitake Products Inc.
800-747-7418

www.maitake.com

Massage Warehouse
800-910-9955

www.massagewarehouse.com

Master Supplements
800-926-2961

www.therabiotics.com

Matrix Health Products
360-816-1200

www.matrixhealth.com

MD Global Medical Products
914-500-3894

www.mdgmp.com

Medi-Stim Inc.
800-363-7846

www.medi-stim.com

Medical Quant
800-373-0955

www.medicalquant.com

Medicardium
808-573-8166

www.medicardium.com

Mediral International Inc.
303-331-6161

www.mediral.com

MedTrak/In Balance
888-239-6436

www.medtrakonline.com

Membrell LLC
800-749-1291

www.membrell.com

Metagenics
800-692-9400

www.metagenics.com

Mountain States 
Health Products
800-647-0074

mhp@earthnet.net

MyoMed/BioForce Inc.
866-696-6330

www.myo-med.com

N.E.T. Incorporated
800-888-4638

www.netmindbody.com

Natural Wellness Centers 
of America Inc.
949-600-6515

www.naturalwellness.com

Nature Tech
800-865-1475

www.naturetech.com

NewMark
866-963-9675

www.new-mark.com

Next Generation Therapeutic
303-589-4517

www.ngtlasers.com

Nordic Naturals
800-662-2544

www.nordicnaturals.com

Novolife
866-759-3746

www.novolife.net

Nutra Naturals Inc.
972-325-4329

www.NutraNaturals.com

Nutraceutics Corporation
877-664-6684

www.nutraceutics.com

Nutri-West
800-443-3333

www.nutriwest.com

Nutriceutical Solutions Inc.
866-674-2001

www.inflamex.com

Optimal Health Systems
800-890-4547

optimalhealthsystems.com

OPTP
800-367-7393
www.optp.com

Original Medicine
800-622-8986

www.original-medicine.com

Pain & Stress Center
800-669-2256

www.painstresscenter.com

Panasonic
570-823-0854

www.panasonic.com/chiro

Perspectis Inc.
866-586-2278

www.backvitalizer.com

Pharmalox
866-866-3993

www.pharmalox.com

PHION Nutrition
480-556-0210

www.ph-ion.com

PhysioLogics
800-765-6775

www.physiologics.com

Pleomorphic 
602-439-7977

www.pleosanum.com

Premier Research Labs
800-325-7734

www.prlabs.com

PrescriptionBeds.com/Strobel
Technologies
800-457-6442

www.PrescriptionBeds.com

Preventive Therapeutics
800-556-5530

www.thymic.com

Progena Professional
Formulations
505-292-0700

www.progena.com

Progressive Laboratories Inc.
800-527-9512

www.progressivelabs.com

ProMed Products
800-542-9297

www.promedproducts.com

Protocol For Life
877-776-8610

www.protocolforlife.com

Rehabilitation Management
Specialists

866-734-2202
www.123rehab.com

Remington Health Products
888-333-4256

www.drinkables.com

ROMFAB
818-787-6460

www.quickgym.com

Sarati International
800-900-0701
www.sarati.com

Science Based Nutrition
937-433-3140

www.sciencebasednutrition.com

Sedona Labs
888-816-8804

www.sedonalabspro.com

Skytech Medical Systems
530-344-1624

www.betterbusiness
practice.healthywize.com

Sombra Professional 
Therapy Products

800-225-3963
www.sombrausa.com

Spinal Touch Formulas
800-421-5443

www.spinaltouchformulas.com

Standard Enzyme Company
770-537-4445

www.standardenzyme.com

Standard Process Inc.
800-558-8740

www.standardprocess.com
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Sun Chlorella USA
800-829-2828

www.sunchlorellausa.com

Sweetwater Natural 
Products LLC
888-666-1188

www.sweetwaternatural
products.com

Techno-Derm
305-892-4588

www.spineforce1.com

The British Institute 
of Homeopathy
609-927-5660

www.bihusa.com

The Spa Exchange LLC
952-938-2652

www.thespaexchange.com

The Wholefood Farmacy
561-350-0902

www.wholefoods4health.com

thechirobook
800-333-3301

www.thechirobook.com

TheraLase
866-843-5273

www.theralase.com

Therapy & Health Care
Products Inc.
800-842-8212

www.thcpweb.com

Titan Laboratories
800-929-0945

www.titanlabs.com

Transformation Enzyme Corp.
800-777-1474

www.transformationenzymes.com

TriElements
888-876-3240

www.trielements.com

TriMedica International
800-800-8849

www.tmprofessionalcare.com

Truwell Health & Wellness
866-878-9355

www.truwell.net

UAS Laboratories
800-422-3371

www.uaslabs.com

USA Laser Biotech Inc.
877-423-6169

www.usalaser.biz

Vital Age International Inc.
208-578-0800

www.vitalage.com

Vital Nutrients
888-328-9992

www.vitalnutrients.net

Vitamin Doctor USA
724-850-7550

www.VitaminDoctorUSA.com

Vitamin Research Products
800-877-2447
www.vrp.com

Wai Lana 
800-624-9163

www.wailana.com

Wei Laboratories
408-961-9223

www.weilab.com

Weight-a-Minute International
605-388-3755

www.weightaminute.com

Whole-istic Solutions
866-814-7673

www.whole-isticsolutions.com

Wise Essentials
800-705-9473

www.wiseessentials.com

World Nutrition Inc.
800-548-2710

www.worldnutrition.info

Yamuna Body Rolling
800-877-8429

www.yamunabodyrolling.com

Yasoo Health Inc.
888-469-2766
www.yasoo.com

ZyCal Bioceuticals Inc.
888-779-9225

www.zycalbio.com

Want more? For a complete resource guide of services these companies 
provide, visit www.ChiroEco.com/directory.
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ABC Coding Solutions
505-875-0001

www.ABCcodes.com and
www.ZipClaims.com

Access Equipment Corp.
888-463-1381

www.usedchiropractictable.com

Activator Methods
International
800-598-0224

www.activator.com

Acumar Technology
503-292-7137

www.acumar.com

ALLPRO Imaging
800-247-8324

www.allproimaging.com

American Medical Sales Inc.
800-423-3535

www.digitalams.com

AmeriComp
800-972-9776

www.summitindustries.net

Applied Ingenuity/Posture Soft
800-761-7638

www.appliedingenuity.net

Austin Medical Equipment Inc.
800-382-0300

www.austinmedical.com

Banner Therapy Products Inc.
888-277-1188

www.bannertherapy.com

BioAnalogics
800-327-7953

www.bioanalogics.com

BioHealth Diagnostics
800-570-2000

www.biodia.com

BML Basic
800-643-4751

www.bmlbasic.com

BodyZone.com
770-922-0700

www.bodyzone.com

Bonvital Inc.
239-481-1002

www.nutribonvital.com

Brookdale Medical 
Specialties Ltd.
800-655-1155

www.brookdalemedical.com

Bryanne Enterprises Inc.
877-279-2663

www.bryanne.com

Cell Sciences Systems Ltd.
800-872-5228
www.alcat.com

Center for Enzyme Therapy
www.enzymes.com

Chiro Design Group
512-301-0821

www.chirodesigngroup.com

CLA - Chiropractic 
Leadership Alliance

800-285-9600
www.subluxation.com

Concept Therapy
210-698-2254

www.chiropracticprinciples.com

Connections Group Inc.
888-363-8111

www.connectionsgroup.net

Control-X Medical Inc.
614-777-9729

www.cxmed.com

CRA
541-956-1819

www.crahealth.org

DMX-Works Inc.
800-839-6757

www.dmxworks.com

Dynatronics
800-874-6251

www.dynatronics.com

Energique
712-647-2499

www.energiqueherbal.com

FUJIFILM Medical 
Systems U.S.A. Inc.

800-431-1850
www.fujiprivatepractice.com

FUJIFILM Medical 
Systems USA
800-431-1850

www.fujimed.com

Futrex
800-576-0295
www.futrex.com

Genetic Nutrition 
Lifestyle Nutrition

800-699-8106
www.aboutdnahealth.com

Graston Technique
866-926-2828

www.grastontechnique.com

Harlan Health Products Inc.
800-345-1124

www.HarlanHealth.com

HCMI Inc.
800-641-4107

www.gohcmi.com

Healthways
800-486-6613

www.healthways.com

Herbal Tracer Guide
800-417-2400

www.herbaltracer.com

Hoggan Health Industries
800-678-7888

www.hogganhealth.com

Integrative Diagnosis
866-516-1515

www.integrativediagnosis.com

Integrative Therapeutics
800-547-4891

www.integrativeinc.com

International Diagnostic
Technologies
888-926-2774

www.dxanalyzer.com

International Digital
Technologies Inc.

888-926-2774
www.chiropracticdigitizing.com

Iso-Diagnostics Software LLC
800-476-2213

www.isosoftware.biz

JPI America
516-513-1330

www.jpiamerica.com

JTECH Medical Industries
800-985-8324

www.jtechmedical.com

King Bio SafeCareRX
800-543-3245

www.safecarerx.com

Lakeside Chiropractic
Seminars Inc.
704-892-8584

www.LakesideSeminars.com

LifeTec Inc.
800-822-5911

www.lifetecinc.com

Lords International
800-222-6372

www.lords-international.com

LPG One Inc.
305-379-8800

www.techno-derm.com

LSI International
800-832-0053

www.lsiinternational.com

MD Global Medical Products
914-500-3894

www.mdgmp.com

Med-Tech USA LLC
407-875-2000

www.medtech-usa.net

Med1 Online
888-637-4677

www.med1online.com

Medi-Stim Inc.
800-363-7846

www.medi-stim.com

Medical Electronics Inc.
866-633-4876

www.meditronics.net

Medical Quant
800-373-0955

www.medicalquant.com

Chiropractic Economics is pleased to present the profession’s most comprehensive Diagnostics 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. 

For a complete resource guide of services these companies provide, please visit www.ChiroEco.com/directory.
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Meditherm Inc.
503-639-8496

www.meditherm.com

MedTrak/In Balance
888-239-6436

www.medtrakonline.com

MedX Health
888-363-3112

www.medxhealth.com

Metametrix Clinical
Laboratory

800-221-4640
www.metametrix.com

Midot-Meditech US
201-836-7997

www.midot-meditech.com

Miridia Technology Inc.
888-647-4342

www.AcuGraph.com

MP Biomedicals
949-833-2500

www.mpbio.com

MYOGAUGE Corporation
888-696-3539

www.myogauge.com

MyoLogic Diagnostics Inc.
800-768-7253

www.myologic.com

Neurolink USA
888-777-6639

www.neurolinkglobal.com

Neuromechanical
Innovations

888-294-4750
www.neuromechanical.com

Noromed Inc.
800-426-0316

www.noromed.com

Nutri-Spec
800-736-4320

www.nutri-spec.net

Optimal Marketing
800-890-4547

www.marketingsurvivalkit.co

OPTP
800-367-7393
www.optp.com

Pain & Stress Center
800-669-2256

www.painstresscenter.com

PBI Myo-Vision
800-969-6961

www.myovision.com

PDI
866-715-6770

www.aboutpdi.com

PeakXL Products
866-494-5030

www.peakxl.com

Portal Inc.
435-735-2868

www.portal-inc.net

PrescriptionBeds.com/Stro
bel Technologies

800-457-6442
www.PrescriptionBeds.com

Professional Co-op
Services

954-989-9970
www.professionalco-op.com

ProMed Products
800-542-9297

www.promedproducts.com

Quantum Medical Imaging
631-567-5800

www.quantumchiro.net

Rehabilitation
Management Specialists

866-734-2202
www.123rehab.com

S.A.M. LLC
800-752-3263

www.morenewpatients.com

Science Based Nutrition
937-433-3140

www.sciencebased
nutrition.com

SCRIPHESSCO
800-237-5652

www.hessco.com

Sense Technology Inc.
724-733-2277
www.pulstar.us

Spencer Medical
877-348-6692

www.spencermedical.com

Spinal Reflex Analysis
877-259-5520

www.spinalreflex.com

Standard Enzyme
Company

770-537-4445
www.standardenzyme.com

Summit
Industries/AmeriComp

800-458-1782
www.summitindustries.net

Supertech
800-654-1054

www.supertechx-ray.com

Target Coding
800-270-7044

www.targetcoding.com

Techno-Derm
305-892-4588

www.spineforce1.com

Tekscan
800-248-3669

www.tekscan.com

The ProAdjuster Group
877-942-4284

www.proadjusterinfo.com

The Saunders Group
800-779-2044

www.thesaundersgroup.com

Theraquip
800-632-1312

www.theraquipinc.com

Titronics
800-705-2307

www.titronics.com

Trace Elements
800-824-2314

www.traceelements.com

Trinity Medical 
Solutions Inc.
800-310-6395

www.trinitymedical
solutions.net

Universal/Del Medical
800-800-6006

www.delmedical.com

Viztek
904-226-0340
www.viztek.net

Williams Healthcare
Systems

800-441-3650
www.williamshealthcare.com

Want more? For a complete resource guide of services these 
companies provide, visit www.ChiroEco.com/directory.
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liability management

As chiropractors, most of the
problems you see today arise
from lack of compliance with

federal and state law. 
Some problems are also from government and

insurance payer requirements for billing, coding, and
documentation. 

For example: When a doctor fails to use proper codes or
attach the correct modifier, the payer often denies
payment. Medicare and insurance payers often initiate a
post-payment review when they believe the chiropractor
is failing to abide by their guidelines. 

This review consists of a request for the chiropractor’s
records and a subsequent review of the documentation. If
the payer determines the chiropractor has submitted
claims not supported by documentation or if the payer
believes the wrong codes are used, the payer can deny
payment and then seek to recoup the amounts previously
paid to the chiropractor. 

Common mistakes that trigger reviews and subsequent
recoupment requests include:

• Lack of appropriate documentation,
• Over-utilization of services, and
• Improper waivers of co-pays and deductibles. 
New laws, such as the Red Flags Rule, are often

adopted by state or federal government and create new
responsibilities for the chiropractor. Often, these laws go
unnoticed until you find yourself already in violation of
the law. 

Most chiropractors are becoming increasingly frustrated
with the amount of legislative obligations and payer rules.
For many, understanding and complying with these rules
and guidelines is challenging due to the overwhelming
amount of seminars, lectures, Web sites, and opinions
providing conflicting views on hot issues. 

What can you do to help avert the Medicare or
insurance audit, the recoupment recovery attempts by
these payers, and the penalties for violating a law or
guideline? The best answer is an effective, comprehensive
Healthcare Compliance Program (HCP).

What is an HCP?
An HCP is a written document, usually drafted by a

qualified healthcare attorney, which provides an easy-to-
understand and comprehensive approach to educating the
chiropractor and his staff on standards for billing, coding,
documentation, federal fraud and abuse laws, and other
related regulations. 

In an attempt to discourage fraud and abuse within the
healthcare system, the federal government, through the
Office of Inspector General (OIG), urges chiropractic
offices to implement an effective compliance program and
provides specific guidance and compliance solutions.

Perhaps more disconcerting is the Centers for Medicare
and Medicaid Services’ (CMS) recent push to implement
the permanent Medicare Recovery Audit Contractor
(RAC) program, which is designed to identify and recover
Medicare overpayments. 

For years now, insurance payers have utilized special
investigations unit and claims recovery departments to

Implement a
compliance
program
By Jason B. Martin, Esq.
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provide a similar function to the
RAC. A comprehensive compliance
program should provide you the
OIG’s recommended approach to
compliance, and address each of the
fraud and abuse laws and common
acts that subject you to potential
violations of the laws. 

A compliance program should also
provide essential training on the
importance of treatment plans and
documented daily notes as well as
proper code and modifier usage.  

An important aspect of a
compliance program, as discussed by
the OIG, is for you to perform a self-
review or “baseline audit” of your
patient records. Typically, in
collaboration with an attorney and a
coding professional, you can easily
identify risk areas and take
immediate action to correct any
problem areas. It is never too late to
identify problem areas and take
corrective action. 

A compliance program is an
enormous asset for you because it can
help increase reimbursement and save
money by reducing claim denials,
prepayment reviews, and subsequent
recovery attempts. It can also help
minimize your exposure to civil or
criminal liabilities if a problem occurs
and can prevent legal problems from
occurring in the first place. 

An effective compliance program
should ultimately identify risk, educate
you and your staff, and provide
effective guidance for addressing risk
and concerns. It can also serve as a
security blanket for your practice if it
takes a continued proactive approach
to compliance. 

Jason B. Martin, Esq. is the founder of the

Martin Law Firm, P.C. The Martin Law Firm,

P.C., focuses on representing chiropractors.

Martin can be reached at 877-777-9373,

jbmartin@jbmartinlaw.com, or through

www.jbmartinlaw.com.
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liability management | ASK THE ATTORNEY

I recently received a request for a refund for
over-payment by an insurance company.
Although I received the payment several years

ago, I no longer see the patient and my income flow is
no longer what it was. Paying this money back now
would greatly affect my income. 

I don’t want to ignore this situation because I’m
afraid the insurer will just stop paying my claims
altogether. What should I do?

In this type of situation the best defense is a good
offense. It’s recommended you contact the claims
director of the insurance company in writing. In

the letter, make sure you address the following (assuming
that all the representations are in fact true):

1. Ask the insurance company to explain why it paid

you in the first place; what caused it to change its mind
about the payment; why it’s correct now when it was in
error when it first paid you; and how it can substantiate
not being in error now.

2. Explain that according to your records, the books are
closed on the claim; the claim was paid appropriately; that
there is no credit balance on the account; and that all
applicable adjustments, if any, have been billed to the
patient for any amounts for which he or she was
responsible.

3. Tell the insurance company that:
• The insurer waited too long to raise the issue and due

to the delay in providing notice of the alleged
overpayment, the legal doctrine of laches may prevent the
insurer from enforcing its request for repayment (This
doctrine provides an equitable defense where long-neglected

Response to an audit letter
By Deborah Green, Esq.

Q

A
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rights are sought to be enforced against another party and even
if the insurance company is unfamiliar with the term, the
insurance company’s lawyers most likely know all about it.); 

•  As an innocent creditor you should not be held
liable for mistakes on the insurance company’s part and
that you obtained the patient’s insurance card at the time
of service and based on that information you believed you
were entitled to third-party payment from the insurance
company; 

• You received the payment and explanation of
benefits (EOB) in good faith, and based on the EOB you
did not bill the patient for the portion covered by
insurance;

• You provided services in good faith and the funds
received have been exhausted;

• According to federal law, as a third-party creditor you
cannot be held liable for mistakes made by insurance
payors. Based on the patient’s representation, there was no
indication you could have known you might not be
entitled to third-party payment;

• A 1992 California case found that if a provider bills
in good faith and the insurance company accidentally
pays too much by the insurance company’s calculation,

the insurance company cannot collect a refund from the
provider so long as there was no misrepresentation or
fraud on the provider’s part in billing. 

See City of Hope Medical Center v. Western Life Ins.
Co., 8 Cal.App. 4th 633 (2nd Dist. 1992) and Federated
Mutual Insurance vs. Good Samaritan Hospital, 191 Neb.
212, 214 NW 2d 493 (1974); 

• You believe you have been properly reimbursed for
services rendered and will therefore not issue a refund to
the insurance company; and

• If the insurance company continues to demand such
payment or elects to deduct the alleged overpayment from
future benefits to which you are entitled, you may sue
them. 

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 and no attorney-client

relationship is hereby established.
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Blaneys Travel
250-477-3550
June 24–July 6, Fort Wayne, Ind.

BioFlex Laser Therapy
888-557-4004
July 11–12, Vancouver

Breakthrough Coaching
800-723-8423
Aug. 6–8, Chicago

CERT Health Sciences LLC
888-990-4444
July 18–19, Houston 
Aug. 22–23, Orlando, Fla.

Chiropractic Economics
904-285-6020
July 7, Webinar
Aug. 4, Webinar

Cleveland Chiropractic College
800-969-2701
June 27–28, Wichita, Kan.
July 11, Overland Park, Kan.
July 18, Overland Park, Kan.
July 18–19, Overland Park, Kan.
July 25–26, Wichita, Kan.
Aug. 8, Overland Park, Kan.
Aug. 8–9, Overland Park, Kan.
Aug. 22–23, Wichita, Kan.
Aug. 26–27, Wichita, Kan.

Colorado Functional Medicine Forum
303-875-8658
July 9, Broomfield, Colo.

F/D Enterprise LLC
800-441-5571
July 25–26, Philadelphia

Freedom Awaits LLC 
866-662-BACK
June 24–27, Fort Wayne, Ind.
July 22–25, Fort Wayne, Ind.

Integrity Management
800-843-9162
Aug. 8–9, Dallas
Aug. 22–23, Minneapolis

KMC University
888-659-8777
June 25, Minneapolis 
June 26–27, Minneapolis
June 28, Minneapolis

MUAcertification.com
917-957-1708
June 25–27, Ft. Lauderdale, Fla.

Neuromechanical Innovations
888-294-4750
Aug. 8–9, Pittsburgh

Northwestern Health Sciences University
952-885-5446
July 18–19, Bloomington, Minn.
July 25, Bloomington, Minn.

OUM Chiropractor Program
800-423-1504
July 16–18, Galveston, Texas
July 17–19, Seneca Falls, N.Y.
July 17–19, Dallas
July 30–Aug. 1, Branson, Mo.
Aug. 13–15, Davenport, Iowa
Aug. 27–30, Kissimmee, Fla.

Palmer College of Chiropractic
866-592-3861
Aug. 13–15, Davenport, Iowa

Parker College of Chiropractic
July 11–12, Dallas
July 16–19, Dallas
July 18–19, Dallas
Aug. 1–2, Dallas
Aug. 6–9, Dallas
Aug. 8–9, Dallas
Aug. 22–23, Dallas

PM&A
414-332-4511
June 30, Teleclass
July 28, Teleclass
Aug. 25, Teleclass

Target Coding
800-270-7044
June 23, Webinar
July 14, Webinar
July 21, Webinar

July 28, Webinar
Aug 4, Webinar
Aug. 5, Webinar
Aug. 15, Webinar
Aug. 18, Webinar

The Family Practice Inc.
July 17–18, Atlanta
Aug. 28–29, Jersey City, N.J.

The Masters Circle
800-451-4514
July 23–25, Chicago

The Waiting List Practice
877-832-6957
July 24–25, Scottsdale, Ariz.

Ward Success Systems
925-855-1635
July 17–18, Minneapolis

Ulan Nutritional Systems Inc.
866-418-4801
July 18–19, Philadelphia
July 25–26, Indianapolis

For a searchable list of seminar and show
dates, visit www.ChiroEco.com/datebook.

Submit your event dates at
www.ChiroEco.com/datebook/

submitevent.html.
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People make decisions based on
trust — trust builds most
relationships. 

How do we get it? Where do we get it? The answer is
really very simple. Trust is within us. 

When you open your heart and display the passion it
holds, people become empathetic to your cause and concern,
and scripting mostly lacks this component. You need to be
yourself and let your patients realize the genuine article. 

You should let your patients identify with your genuine
personality and pride in it. It doesn’t matter if you treat
laborers or royalty, rich or poor — everyone wants a
doctor they can trust.

Often people attempt to be something they’re not to
impress their classmates or colleagues, claim recognition and
wealth, or to “keep up with the Jones’”; however, patients’
confidence in you is a by-product of how much they trust
you. That trust then elevates your own confidence.

Patients would rather hear a heartfelt and honest con-
sultation from a doctor that seems concerned for their well-
being than one from a doctor who has a speech memorized
to sound eloquent and articulate to persuade them to accept
treatment. Being yourself and being genuine are two of the
most important things you can do to gain trust.

Patients will come in knowing you may not know all

the answers or use all the clinical rhetoric, but they will
know you are going to go to extraordinary lengths to help
them. They will trust you and your motives. 

It isn’t about the money; it’s about serving. Until
you’ve put others’ suffering ahead of your own success, you
can’t know the joy and satisfaction or even rewards
derived from the purpose of your life.

It is difficult to make mistakes when you’re being
yourself. You are who you are. Patients shouldn’t see
multiple personalities: one for the office and one for the
grocery store. You should always be the same, and treat
everyone equally. That speaks volumes about your heart.

Truth, honesty, and intent aren’t just words to be
displayed on your office wall, but rather words to live by.
This is what sets us apart from other disciplines. You want
to spend time with your patients and get to know them
and their problems and victories.

As new and soon-to-be practitioners, it should be your
goal to stay natural and be yourself, not try to be
something or someone you’re not. Have you ever noticed
how a patient looks at you when you turn and face him or
her and engage in meaningful conversation? Being
yourself and being genuine are what sets you apart.

Dr. Gary Daniel is a graduate of and an assistant professor at

Parker College of Chiropractic in Dallas, Texas.

www.studentDCcom
Home       Colleges      Career Development       Financial Preparation       Job Search       Practice Startup       Checklists       Resources

Staying natural: 
Doing the unexpected

By Gary Daniel, DC

Click it!

Brought to you by your industry leaders

800-553-4860
footlevelers.com

800-246-3733
biofreeze.com

The online resource for future doctors of chiropractic.

800-882-4476

studentDC.com
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Sponsored by:      Biofreeze       Dr. Fernandez        Foot Levelers

What do you want from your ultimate student resource?
Chiropractic Economics Online Editors  would love to hear from you. Reach them at onlineeditor@chiroeco.com

Your 24-hour Career Advisor

Financial Preparation Getting your personal finances
and credit in order

Job Search Types of employment and how to evaluate
employment situations

Checklists Downloadable forms and lists

Practice Startup Marketing, getting a loan, preparing
your business plan

Resources Links to helpful Web sites

Career Development About the chiropractic profession,
educational financing, and practice readiness

Don’t Miss A Single Issue! 
Sign up for your FREE e-newsletter subscription at www.studentDC.com

Enter toWIN!

Informative articles, advice, and Web links hand-picked by our editors – 
the best resources for students in one convenient location.

www.studentDCcom
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Doctors, check your mailbox for the Chiropractic Economics card pack. The
vendors below have made these special offers available to you. Review
the card pack for complete details about these discounts and limited-
time offers. Respond today or visit www.chiroeco.com/cardpack.

Offers are for a limited time and available only through the
card pack promotions shown here.

+ Savings
+ Discounts
+ Free Items

Douglas Labs
15% OFF OF FIRST
ORDER
888-368-4522
www.douglaslabs.com

Hill Labs
FREE INFORMATION
877-445-5020
www.hilllabs.com

Optimal Health Sys.
FREE CATALOG, DVD,
SAMPLES, and BOOK 
800-890-4547
www.optimalhealth
systems.com

Prescott Group
FREE CD
888-989-0855
www.prescott-training.com

Neighborhood Greetings
FREE, COMPLETE, NO
COST PROPOSAL
800-332-9200
www.neighborhood
greetings.net

Chiropractic
Economics
FREE SUBSCRIPTION
904-285-6020
www.chiroeco.com

Electronic Merchant
Services
FREE CREDIT CARD
TERMINAL
800-476-5020
www.elect-mer.com

Moszkito
FREE DISPLAY WITH
PURCHASE
480-502-0017
www.moszkito.com

Biotics Research
FREE SAMPLE OF
SCULACIA
616-669-5534
www.crawellness.com

BML Basic
FREE SAMPLES 
OF LIFT WEDGES
800-643-4751
www.bmlbasic.com

Multi Radiance
Medical
FREE IN CLINIC DEMO
800-373-0955
www.multiradiance.com

EClaims
ENTER TO WIN VIDEO
IPOD NANO
888-576-0800
www.eclaims.com

International Medical
Electronics
FREE INFORMATION
AND IN-SERVICE
800-432-8003
www.magnatherm.net

Data Trace
FREE INFORMATION
800-342-0454
www.dctracts.com

Taradel
FREE SAMPLES
888-856-2962
www.taradel.com

Laser Therapy
60 DAY RISK FREE
TRIAL
877-527-3750
www.coldlasertherapy.us

Heel USA
FREE STARTER KIT
800-621-7644
www.heelpro.net

Avalanche Newsletters
WIN 500 FREE
NEWSLETTERS
866-600-3210
www.avalanchenews
letter.com/card
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Card Pack Plus
BE THE NEXT WINNER! REGISTER TODAY

FREE
iphone

3G!
Entry Form
Enclosed
in Pack
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Eon Systems
FREE DEMO CD
800-955-6448
www.eonsystems.net

PBI/Myovision
FREE HDTV WITH
PURCHASE
866-941-8867
www.myovision.com

Sidmar
FREE MARKETING KIT
800-330-7260
www.sidmar.com

Bio-Genesis
FREE SAMPLE PACK
866-272-0500
www.bio-
genesis.com/chiropractor

Biosan Laboratories
FREE SAMPLE BOTTLE
800-634-6342
www.innateresponse.com

Chiropractic Economics
FREE WEBINAR
904-285-6020
www.chiroeco.com/
firsttuesday

3 Care Therapeutics
FREE MONTH SUPPLY
888-372-3421
www.omega3care.com

TENSnet.net
SAVE UP TO 70%
305-853-8367
www.chiroeco.tensnet.net

Douglas Labs
15% OFF OF YOUR 
FIRST ORDER
888-368-4522
www.douglaslabs.com

Visual Odyssey
FREE DEMO
800-541-4449
www.neuropatholator.com

Hill Labs
FREE INFORMATION
877-445-5020
www.hilltherapy.com

Versatile Software
Systems
FREE DEMO CD
800-367-8774
www.vssinc.com

Pro's Choice Lotion
FREE SAMPLE BOTTLE
260-359-0744
www.proschiocelotion.com

Synergy
FREE 26 PAGE
CATALOG
800-639-3539
www.synergyrehab.com

Pathfinder Business
Strategies
FREE CD
800-510-3908
www.taxslashing/card

??
Your Card could

be HERE!
call a sales

representive today

Janice Long 904-567-1541
jlong@chiroeco.com

Jeff Pruitt 904-567-1542
jpruitt@chiroeco.com

Joel Morris 904-567-1548
jmorris@chiroeco.com

Sidney Duncan 904-567-1547
sduncan@chiroeco.com 

Charles Zittin 904-567-1534
czittin@chiroeco.com

at www.ChiroEco.com/cardpack

WIN
an

iPhone
3G

V O L 5 5 :  I S S U E 1 0  •  J U N E 2 2 ,  2 0 0 9                     W W W. C H I R O E C O . C O M C H I R O P R A C T I C E C O N O M I C S 7 5

Enter 
Today!

www.ChiroEco.com/cardpack

Entries for giveaway must be 
received no later than 8/15/09

CHEC_75.ps  6/5/09  10:05 AM  Page 75



7 6 C H I R O P R A C T I C E C O N O M I C S W W W. C H I R O E C O . C O M V O L 5 5 :  I S S U E 1 0  •  J U N E 2 2 ,  2 0 0 9

products and services

E-newsletter
ChiroMatrix is designed to

strengthen doctor-patient
relations by distributing relevant
chiropractic newsletter content
to Web site subscribers on
topics of their choice. This
chiropractic newsletter system

allows you to create your own newsletter articles —
incorporating files and images — with an easy-to-use online
editor. 

Call 800-462-8749 or visit www.chiromatrix.com. 

Purified
water 

Penta water is
produced for purity,
superior hydration, and is
intended to increase antioxidant activity in your body, making
it an easy way to stay fully hydrated and get the extra
antioxidant protection you need. Penta is marketed as having
no additives, so it is naturally and fully absorbed by your
body to maximize its antioxidant effects. 

Call 800-531-5088 or visit www.pentawater.com. 

Pain-relieving cream
Dr. Harvey's Orthopedic Pain Relieving

Cream was created to be an easy-to-
apply, nongreasy, topical pain-relieving
cream. It is designed to absorb

immediately and is formulated with effective anti-
inflammatory agents. 

Call 516-801-4333 or visit http://drharveyscream.com. 

Range of motion
station

The Q-ROM Range of Motion
Station by TyQ Corporation is
developed to measure spinal
ranges of motion using advanced
dual 3-D sensors and software intended to guide patients
through their motions via a simulated instructor.
Measurements are captured by the software while statistical
calculations and patient motions are displayed in real-time. 

Call 678-519-4581 or visit www.ty-q.com. 

Chiropractic ads
Ultimate Chiropractic Ads create

high-profit ads, designed to bring in
a consistent flow of high-quality
patients that stay, pay, and refer.
They feature easy to implement ads
for niche conditions, such as
fibromyalgia, migraines, spinal

decompression, carpal tunnel, cold laser, and arthritis. 
Call 830-584-0223 or visit

www.ultimatechiropracticads.com. 

Web site design
OnlineChiro.com is a Web site design and internet

marketing company specifically for the chiropractic
profession. Each Web site is
tested for the highest
conversion and stocked with
specific content for optimal
results. OnlineChiro.com also
designs each Web site to
have practice specific, well-written content intended to help
you highlight your specialty. 

Call 888-932-5560 or visit http://OnlineChiro.com. 

Web-based
software

PayDC is an innovative Web-based software solution
aimed to revolutionize how chiropractors confidently create,
explain, and manage the entire course of care to patients.
Now you can quickly develop highly detailed care plans,
estimate insurance, customize payment plans from patient to
patient, and even automate credit card processing. 

Call 888-306-1256 or visit www.paydc.com. 

Rehabilitation
product

The new Thera-Band 9-inch Mini
Ball joins a family of premier Thera-
Band balls designed for core muscle strengthening. Tactile,
stretchy PVC makes the Mini Ball responsive to the touch and
nonslip when placed against a hard surface. This versatile
product is ideal for in-clinic or at-home use; has applications
in rehab and in wellness programs, such as yoga and pilates;
and is suited for users of all ages. 

Call 330-633-8460 or visit www.thera-band.com.
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For a comprehensive, searchable products directory go to www.ChiroEco.com and click on “Products and Services.”

Topical analgesic
Medistik by Natureteq Inc. has been

formulated to provide chiropractic doctors
with a top-quality topical analgesic and anti-
inflammatory. It is designed to be an effective
tool for managing chronic and acute pain and
sport-related injuries associated with stiff and
sore muscles, sprains and strains, backache,
tendinitis, and arthritis. 

Call 877-469-4006 or visit www.medistik.com. 

Joint support
pillow

Exclusively Yours from Foot
Levelers is a pillow designed to
promote optimal joint stability for chiropractic patients. These
pillows are custom made for each individual patient and are
intended to support you during sleep. This product is
available in three versions: for those who sleep on their
backs, sides, or both. 

Call 800-553-4860 or visit www.FootLevelers.com. 

Whole food
supplements

Sports Endurance from Standard
Process features the whole food
supplements, Ligaplex, Cataplex, and
Cardio-Plus. These products are

intended to address the demands placed on your patients’
bodies during physical activity, including stress on the joints,
lactic acid build-up, and increased oxygen demands. These
products are not intended to diagnose, treat, cure, or prevent
any disease. 

Call 262-495-2122 or visit www.standardprocess.com. 

Oral enzyme
Zyme Pro Veggie from Enzyme Process is

formulated as a vegetarian based systemic
oral enzyme. This product uses enteric
coated serrapeptase, which is a complex
digestive enzyme matrix and anti-
inflammatory ingredients like papain and
bromelain. Zyme Pro Veggis is available in
200 and 400 tablets. 

Call 800-521-8669 or visit www.enzymeprocess.com. 

Lipid support
Pro Omega LDL from Nordic Naturals is a

blend of purified fish oil combined with red
yeast rice and CoQ10 that is formulated to
support healthy lipid metabolism. This product
does not contain gluten, yeast, milk
derivatives, or artificial colors or flavors. 

Call 303-499-9665 or visit www.nordicnaturals.com. 

Management system
ChiroSuiteEHR from Life Systems Software is a chiropractic

management system that merges the ChiroOffice
management and
billing system with the
ChiroPad EMR SOAP
documentation and
narrative program. ChiroSuiteEHR is designed to increase
your income, reduce expenses, and avoid audits, while
managing and marketing your practice. 

Call 800-543-3001 or visit www.LifeSystemsSoftware.com. 

Massage machine
G5 Massage Machines from General

Physiotherapy Inc. utilizes 16 different
applicators to provide specific treatments,
including trigger-point reduction, lymphatic
drainage, and temporary reduction in the
appearance of cellulite, exfoliation, etc. This
product, which provides directional-stroking
massage, is designed to produce deep

penetration without the discomfort of “thumping.” 
Call 314-291-1442 or visit http://G5.com. 

Marketing e-book
Marketing 101: Why Successful Alternative Health

Practitioners Specialize is the newest e-book from A
Marketing Connection.
This e-book explains step-
by-step how others have
successfully specialized
and how you can do the
same thing. This product aims to teach you what has worked
before, what hasn’t, how others chose their niche, and why
they believe others have failed before them. 

Call 303-460-0285 or visit www.amarketing
connection.com/targetmarketing-campractitioners.html. 
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Advertising Marketplace

CHEC_78.ps  6/5/09  10:06 AM  Page 78



V O L 5 5 :  I S S U E 1 0  •  J U N E 2 2 ,  2 0 0 9                       W W W. C H I R O E C O . C O M C H I R O P R A C T I C E C O N O M I C S 7 9

CHEC_79.ps  6/4/09  10:18 PM  Page 79



8 0 C H I R O P R A C T I C E C O N O M I C S W W W. C H I R O E C O . C O M V O L 5 5 :  I S S U E 1 0  •  J U N E 2 2 ,  2 0 0 9

To place an ad, fax ad copy with
payment to 904-285-9944 or call 
904-567-1547 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

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.

Classified Marketplace
Information

To place an ad call 

800-533-4263 

www.ChiroEco.com

NUTRITION

PRACTICES FOR SALE

MULTIPLE COASTAL FLORIDA
OFFICES FOR SALE. Established clinics
+ newer satellite clinics available.
Collections from $10K-$65K per month.
Fully staffed and equipped clinics. Pain
Management Physician also available for
co-coordinating patient care when needed.
e-mail: DocPacko@aol.com

ANTI-AGING

ASSOCIATE WANTED

STEELER FANS: COME TO
PITTSBURGH and I will teach you how
to be successful in your career. Do you want
to own your own practice collecting over
500K/yr? This is a great opportunity for the
unseasoned doctor that wants to begin their
career on the right track. Please email
drlee@newmanchiropractic.com for further
information.

HOMEOPATHY

MARKETING 
MILLIONAIRE D.C.’s We Generate a
Substantial Income Outside the Office. We
Attract Other Positive, Driven, Like-
Minded Individuals To Our team To Create
Personal Freedom, Abundance, and
Wealth. www.AngelinaStevens.com 

WANT MORE...... Believe and You Will
Receive See Patients 2 days a week, Spend
your time how YOU want to!! Opportunity
to create the most profitable home biz. Not
MLM, training included.
www.cashwithintegrity.com 727-741-0838

Classified MarketplaceClassified Marketplace
To place an ad call 904-567-1547 or visit www.ChiroEco.com
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PRACTICE MANAGEMENT

No Contracts. No travel.
No seminars. Learn from the

best in the profession.
Direct to you.

Guaranteed results!
www.drjaymorgan.com

ONLINE PRACTICE
MANAGEMENT

MDs for DCs
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
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PRODUCTS

SUPPLIES

DON’T MISS A SINGLE ISSUE!
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

WHY ADVERTISE HERE?
BECAUSE IT WORKS!
www.ChiroEco.com
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PRODUCTS
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