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It’s a common complaint: Chiropractors are 
always playing the underdog. “We’re our own 
worst enemy,” is a phrase you’ve probably heard. But 

you’re hearing it less today. The move toward evidence-
based, research-based health care is paying off—in your 
favor. Recently, we’ve seen some rather high-profile exam-
ples that deserve your attention.

First, a study on the outcomes of chiropractic treatment 
for female veterans found significant benefits for the popu-

lation under review.1 The researchers examined 
70 courses of care for female veterans who were 
presenting with low-back pain. The threshold 
for clinical significance was set at a minimum of 
30 percent improvement. On review, nearly 50 
percent of cases met or exceeded this guideline. 
Note that of the remainder, most experienced at 
least some measure of improvement as well.

Second, a non-profit association for corporate 
health centers conducted a project to determine 
the value of placing doctors of chiropractic on 

the clinical teams that serve workplaces. Eligible employees 
and their family members were included in the study. 

Among the findings, some 80 percent of employers and 
health care providers reported that musculoskeletal issues 
were among the most expensive aspects of coverage, and 
more than half of employees were interested in obtaining 
chiropractic services at corporate clinics.

Among those companies providing chiropractors in 
their clinics, it was found that health care costs were 
lower as compared to other providers treating the same 
conditions. As you would expect, patient satisfaction with 
chiropractic care was “very high.”

Given the above, it’s little wonder that Fulcrum Health’s 
ChiroCare network this year was named a Guardian of 
Excellence Award winner by Press Ganey. The award 
recognizes top-performing health care providers who 
consistently achieve the 95th percentile or better in the 
patient experience category. 

Patients come to you because you deliver consistent 
results, and the numbers above bear this out.

To your success,

Let me know what’s  
on your mind:
904-567-1539
dsosnoski@chiroeco.com
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BY THE NUMBERS 

CHIROECONEWSflash.com 
z THE CHIROPRACTIC PULSE
NAWHC releases research on value of chiropractic 
in employer worksite clinics
The non-profit National Association of Worksite Health Centers (NAWHC) is releasing the results 
of a project examining the existing and future use and value of doctors of chiropractic as part of 
clinical teams. The initiative examined services provided for employers and vendors offering onsite 
health and wellness centers for their covered employees and family members.

“As employer-managed health care becomes more prevalent with onsite health and wellness 
centers, we are seeing a greater interest by employers in expanding the service line to include 
chiropractic care to address musculoskeletal conditions and reduce the use and cost of unnecessary 
opioids and surgeries,” said Larry Boress, NAWHC executive director. “Our project explored these 
areas and offered recommendations for employers and the chiropractic profession around concerns 
and expectations.”

To read more, visit ChiroEco.com/NAWHCresearch
Source: Foundation for Chiropractic Progress, f4cp.com

Study shows chiropractic services relieve 
low-back pain in female veterans
A new study finds that female veterans—one of the fastest growing 
populations receiving treatment through the Veterans Administration 
(VA) health care system—experience improvement in low-back 
pain with a course of chiropractic care, according to the American 
Chiropractic Association (ACA).

Published in the Journal of Manipulative and Physiological 
Therapeutics, the study’s authors note that musculoskeletal conditions 
such as back pain are the most common ailments among female veterans. They also report that 
female veterans on average access VA medical care more frequently than male veterans, have a 
higher outpatient cost per patient and have a higher rate of service-connected disability.

“Although further research is warranted,” the study said, “chiropractic care may be of value in 
contributing to the pain management needs of this unique patient population.”

To read more, visit ChiroEco.com/ChiroVets
Source: American Chiropractic Association, acatoday.org

Ira A. Shapiro, DC, named to ACA 
Sports Council Hall of Fame
Ira A. Shapiro, DC, director of the Plaza Chiropractic 
Center in Old Bridge, New Jersey, was inducted into the 
American Chiropractic Association (ACA) Sports Council 
Hall of Fame during ceremonies held October 14 at the 
organization’s annual symposium in Denver. Shapiro is 
only the 11th chiropractor in the association’s 45-year 
history to be honored with this prestigious distinction.

“This is a truly special honor,” said Carly Zuehlke, DC, the newly named ACA Sports Council 
president. “Dr. Shapiro is among the very few ever awarded this achievement. There is no higher 
recognition in sports chiropractic.”

“Dr. Shapiro was a unanimous selection,” said Tom Hyde, DC, who was inducted into the ACA 
Sports Council Hall of Fame in 2001. “Every year, the committee meets to consider new inductees. 
There are thousands of very successful and dedicated sport chiropractors practicing in the U.S. Dr. 
Shapiro’s selfless dedication to the betterment of the profession and the many athletes he treated 
on the local, national, and international stage made him an extremely worthy recipient and the first 
honoree since 2013.”

To read more, visit ChiroEco.com/halloffame
Source: Plaza Chiropractic Center, plazachiro.com

10.4 
The percentage of people in the 
U.S. under the age of 65 who do not 
have health insurance.   
Source: Centers for Disease Control and 
Prevention

12
The hours per day that the average 
person spends sitting.    
Source: JustStand.org  

422 
The millions of people who are 
affected by type 2 diabetes 
worldwide.    
Source: Time 
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CHIROECONEWSflash.com 
z THE LEARNING CURVE
14th Annual IRAPS gathers leaders in 
chiropractic philosophy, research
Sherman College of 
Chiropractic recently 
hosted the 14th Annual 
International Research and 
Philosophy Symposium 
(IRAPS), a peer-reviewed 
conference on vertebral 
subluxation research and the philosophy of chiropractic, in Spartanburg, 
South Carolina. About 70 doctors of chiropractic attended the event, and 
were eligible for 12 hours of continuing education credit.

“This year’s IRAPS showcased diverse topics in philosophy and 
research led by Drs. Bill Decken, Matt McCoy, Joel Alcantara and Chris 
Kent,” said Sherman College Director of Continuing Education Jillian 
Kersh, DC. “As a chiropractor, I found the event to be robust, thought-
provoking and cutting-edge for the profession.”

The goal of IRAPS is to bring together leaders in philosophy and 
research as well as practitioners who are centered on the vertebral 
subluxation practice, to build a stronger academic community worldwide 
regarding the subluxation model of chiropractic. 

To read more, visit ChiroEco.com/IRAPSgathering
Source: Sherman College, Sherman.edu

Life U pleased to announce three-year 
sponsorship of Georgia Swarm lacrosse 
Life University (LIFE) takes pride in 
partnering with the Georgia Swarm 
with sponsorship of its 2017–18, 
2018–19 and 2019–20 lacrosse 
seasons.

The Georgia Swarm are a box lacrosse team in the National Lacrosse 
League (NLL) and play at the 11,190-seat Infinite Energy Arena (formerly 
The Arena at Gwinnett Center) in Duluth, Georgia.

Team owner, John J. Arlotta, stated that, “The sport of lacrosse is 

growing at a rapid pace in Georgia, and we’re thrilled to bring the fastest 
game on two feet at the professional level to the arena.”

It is due to this amazing growth that Life University is pleased to 
sponsor the team for the next three years. LIFE also supports and 
promotes the sport of lacrosse on its campus with the recent addition of 
the University’s own women’s lacrosse team that will begin competition 
in early 2019.

To read more, visit ChiroEco.com/lifeulax
Source: Life University, life.edu

Seven students receive pride awards from 
Sherman College
Thanks to the generosity of Sherman Pride 
Day sponsors, Sherman College has awarded 
seven students with School Pride Awards. 
These seven students will each receive a $500 
tuition credit for the winter 2018 quarter: 
Kathleen Costello, Jimmy Craft, Taylor Fortune, 
Russell Goff, Hui Zhen Lim, Christian Ortiz and Teena Rowe. The funding 
for these awards comes from money raised through sponsorships for 
Sherman Pride Day, which was held on October 12.

To be considered for the Pride Awards, students were asked to 
show how they share or exemplify Sherman Pride in their lives, using 
words, photos or videos. They were encouraged to be simple, direct 
and heartfelt in their submissions, which could show Sherman Pride 
in the local community; in students’ hometowns; as interns in the on-
campus Chiropractic Health Center; via essay, poem or song; or however 
best expressed their school spirit. The winners submitted photos, 
presentations, videos, poems, and even a song performance.

Alumni Association First Vice President Jaime Browning, DC, ’09, was 
happy to see a strong turnout of applicants sharing their love for the 
college. “My life was changed and molded by my time at Sherman,” she 
said. “It is humbling to see how Sherman continues to do such in the lives 
of our future chiropractors.” 

To read more, visit ChiroEco.com/schoolpride
Source: Sherman College, sherman.edu

z WHAT’S HAPPENING IN HEALTH? 
Report: Industry hid decades-old study showing sugar’s unhealthy effects

Big Sugar seems to have copied the Big Tobacco playbook, a new report contends. More than four decades ago, a study 
in rats funded by the sugar industry found evidence linking the sweetener to heart disease and bladder cancer, the paper 
trail investigation reports.

The results of that study were never made public. Instead, the sugar industry pulled the plug on the study and buried 
the evidence, said senior researcher Stanton Glantz, PhD. He is a professor of medicine and director of the University of 
California, San Francisco (UCSF) Center for Tobacco Control Research and Education.

Glantz likened this to suppressed Big Tobacco internal research linking smoking with heart disease and cancer.
“This was an experiment that produced evidence that contradicted the scientific position of the sugar industry,” Glantz said. “It certainly would 

have contributed to increasing our understanding of the cardiovascular risk associated with eating a lot of sugar, and they didn’t want that.”
To read more, visit ChiroEco.com/sugareffects
Source: HealthDay News, consumer.healthday.com

A
D

O
BE

 S
TO

C
K

14 C H I R O P R A C T I C  E C O N O M I C S   •   J A N U A R Y  1 9 ,  2 0 1 8    C H I R O E C O . C O M

http://www.chiroeco.com/lifeulax
http://www.chiroeco.com/irapsgathering
http://www.chiroeco.com/schoolpride
http://www.chiroeco.com/sugareffects
http://www.chiroeco.com


http://www.wardphotonics.com


http://www.cashpractice.com


CLINICALCONCERNS

The field of functional medi-
cine (FM) is growing rapidly 
within chiropractic. It is 

showing promise not only as it relates 
to life-saving results but also as a 
tool that allows DCs to reshape their 
financial future. In addition, FM also 
allows the DC to interact with the 90 
percent of the population that does 
not use chiropractic services.

To understand whether FM fits into 
the profession of chiropractic depends 
on your stance. The long-standing 
debate between mixers and straights 
continues to exist in the profession. 

Interestingly, parties on both sides 
of the issue have given value to the 
profession as a whole, with fervent 
advocates for straight chiropractic 
working to preserve the heart of a 
great profession. The mixer approach 

has expanded the profession into 
many new areas.

To understand whether FM has 
a place in chiropractic depends on 
what this clinical model offers the 
profession and the patient popula-
tion. FM is a clinical model in which 
the practitioner treats the patient 
as an individual, finds the root 
cause (mechanism) for their health 
problems through comprehensive 
diagnostic testing, and constructs a 
customized treatment plan for each 
patient. The doctor then prescribes 
nutritional supplements, dietary 
programs, chiropractic adjustments, 
and various lifestyle modifica-
tions to remove the interference to 
self-healing.

Indeed, it sounds a lot like chiro-
practic. We can call it “Functional 

Medicine,” clinical nutrition, or 
chiropractic. The bottom line is that 
it works for the patient. It’s what the 
broader patient population (the 90 
percent) wants and needs, the patient 
is willing to pay out of pocket for the 
service, and it gets patients into the 
practice.

When applied mindfully, FM can 
remind you of the authentic chiro-
practic philosophy that started a 
great profession. This reconnection 
with your roots and core philosophy 
has the potential to reinvigorate the 
spirit of individual chiropractors and 
inspire the masses to take a fresh look 
at the profession.

It’s all about how chiropractic 
decides to get the word out to the 
marketplace. For the profession to 
grow and substantially serve, it must 

The right space
Functional medicine may be the future of chiropractic. 
BY BRANDON CREDEUR,  DC
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consider redefining itself to compre-
hensively address the needs of the 
marketplace while maintaining its 
unique and authentic philosophy. A 
behind-the-scenes look at FM in a 
chiropractic office should make this 
clear.

Marketing to mega niches
One of the many strengths of FM is 
that it allows the doctor to commu-

nicate with patients who suffer from 
chronic conditions and respond quite 
favorably to an FM-plus-chiropractic 
approach. 

One way for chiropractic to expand 
its market share is to meet the patient 
base where they are so that you can 
take them where they ultimately need 
to be. 

Clearly, chronic disease is what 
the masses are dealing with, and the 

“mainstream” drug therapy model of 
healthcare is failing miserably in this 
arena. These failures have created a 
huge gap that the chiropractic profes-
sion can easily and effectively fill.

Compared to other healthcare 
professions, chiropractic is better 
equipped philosophically and educa-
tionally to serve the needs of the 
chronically ill. Turning your attention 
to the chronically ill will not only 
reconnect you to your core philos-
ophy and purpose but will also allow 
chiropractic to make its greatest 
contribution.

Diagnostic testing
A common and necessary practice 
for chiropractors practicing in an FM 
model is the use of diagnostic testing. 
Thorough testing allows you to form 
an objective opinion about what the 
root causes of the presenting problem 
may be. Not only are the tests valu-
able on a clinical level but they allow 
you to communicate with the patient 
in a way that is familiar.

Typical testing includes blood, 
urine, saliva, and stool. It should 
be noted that most clinics do not 
perform such testing in house but 
rather refer the patient to an outside 
laboratory. The analysis and presen-
tation of laboratory findings coupled 
with a thorough explanation as to 
why each patient is dealing with poor 
health is a compelling experience for 
the patient. They have an opportunity 
to discover the level of detail that will 
shape their care, and immediately 
begin to develop a comfort level with 
the skill level of the DC.

Chiropractors working in an FM 
model report having an easier time 
with new patient acquisition and 
their willingness to pay out of pocket. 
Treatment plans on average are 
structured for six months, with the 
patient paying up front for care upon 
admission. The average case fee can 
range from $8,500 to $12,000 with 
daily office visits ranging from $375 to 

http://www.cbdclinic.co
http://www.chiroeco.com
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$500. Although each doctor is free to set fees according to 
his or her comfort level, it is helpful that there is tremen-
dous flexibility available when setting prices in an FM 
model. Finally, it is worth noting that the average lifetime 
value of a functional medicine patient can be anywhere 
from $12,000 to $30,000.

The first place every chiropractor should look is within. 
After all, chiropractic is philosophically oriented to grasp 
and implement FM, because it provides an educational 
foundation that serves as a platform for more advanced 
clinical knowledge and application. 

There are many post-graduate programs that offer excel-
lent opportunities to expand your clinical toolbox. And 
there are several educational programs sponsored by repu-
table supplement companies that can provide a less formal 
introduction to the clinical material.

Many of the most successful chiropractic-plus-FM prac-
tices have connected with a coach or mentor. This can be 
useful for understanding the real-life clinical applications 
of FM, plugging into an established and successful business 
model, masterminding with like-minded chiropractors, 
and ensuring that marketing efforts remain fresh and 
effective.

There are many ways that chiropractors can increase 
their impact on their communities and, in turn, expand 
their practices. It certainly appears that the clinical and 
business model of functional medicine is allowing many 
chiropractors to serve in a new way that allows the indi-
vidual chiropractic practice to grow, which will effectively 
help those patients who have life-altering and life-threat-
ening conditions. 

The current healthcare gap created by the immense 
dysfunction of the dominant model has created the  
opportunity for chiropractic to make its greatest  
contribution yet. 

BRANDON CREDEUR, DC, is a 2002 graduate of Parker 
University and a leader in the space of Functional 
Medicine. He has treated over 5,000 individual cases 
and has been indirectly involved with thousands of other 
cases all over the U.S. In addition to his substantial 

contributions in patient care, he has guided hundreds of clinicians 
to success. He can be contacted at team@
functionalmedicineaccelerator or through 
functionalmedicineaccelerator.com.

Compared to other healthcare 
professions, chiropractic is better 
equipped philosophically and 
educationally to serve the needs of 
the chronically ill.

http://www.bintzco.com/chiro
http://www.chiroeco.com
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The thought leader for the 
functional phytotherapy 
movement in the U.S. is argu-

ably Kerry Bone, BSc (Hons), Dip 
Phyto. Recently he’s been giving talks 
on the subject of “stealth pathogens.” 

This term was first used in 1994 by 
Justin Radolf, and later popularized in 
2000 by Lida Mattman.1,2 The stealth 
pathogens were defined during the 
early years as bacteria without cell 
walls, like Borrelia, Proteus, Rickettsia, 
Myobacteria, Chlamydophila, 
Helicobacter, Streptococcus, and 
Bartonella.

After years of research, study and 
contemplation, Bone created a new 
definition of stealth pathogens. He 
concludes they are “any pathogenic 
microorganism employing strate-

gies to persist in the body by hiding 
from, evading, misdirecting, or even 
suppressing immune responses, 
leading to chronic disease or lack of 
well-being.”3

This led to a fascinating connec-
tion drawn between today’s complex 
health conditions and ancient tribal 
systems of health care. He compares 
what those civilizations did to treat 
the afflicted with how we treat the 
same problems today. He believes the 
wisdom and insight of the ages can be 
embraced by studying the history of 
other health care systems and building 
on that knowledge with current 
research.

Bone’s lectures also examine how 
ancient cultures identified which 
parts of the herbs contained the most 

active compounds for maximum effi-
cacy. This was largely done through 
observation, tradition and lore. This 
was also a reason why ancient traders 
dealt in medicinal herbs, teas and 
plants from various places. 

Herbs from different parts of the 
world have different concentrations of 
active compounds. Ancient shaman 
and medicine men only used the most 
potent parts of medicinal herbs. They 
knew that to get the proper results, 
they had to use the right herb, the 
right part of the plant, from the right 
area of the world, and in the right 
dosage. 

Another concept Bone describes 
is a “stealth pathogen soup,” which 
contains multiple infectious agents 
that aren’t identified by routine 

Past sense
Using the wisdom of ancestral medicine to recover your health.
BY BILL HEMMER,  DC
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Clockwise from upper left: Echinacea, 
Artemisia annua, and myrrh. 
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medical testing. Many people carry 
multiple infectious agents that cause 
overlapping symptoms. This has led 
to frustration for both patients and 
practitioners. He couldn’t find a 
comprehensive strategy to decrease 
or eliminate the multiple infectious 
agents in this “soup,” so he turned to 
the past for clues. 

Enter the herbs
One hallmark of Bone’s career 
has been his passion to promote 
Echinacea as a healing herb. His 
comprehensive strategy begins with 
Echinacea to strengthen innate 
immunity. Then he uses other ancient 
herbs to stimulate specific parts of 
the acquired immune response. By 
providing support for different parts 
of the immune system, his hypothesis 
was that he could effectively drain 
the “soup” from the stealth pathogen 
bowl.

His search for effective acquired- 
immunity stimulating herbs uncovered 
an ancient Chinese herb called qing 
hao or Artemisia annua. This herb has 
been used since at least 168 BC. 

Recent research shows Artemisia 
to have anti-parasitic and antiviral 
effects.4,5 The second ancient herb 
Bone examined was myrrh, which you 
may recall is mentioned in the Bible 
as one of the three gifts of the Magi. 
Several clinical studies suggest high 
doses of myrrh can be effective for 
treating parasitic infections.6 Other 
anti-parasitic herbs, such as worm-
wood and black walnut can also be 
used. 

He then added other antiviral herbs 
such as licorice, St. John’s Wort, Thuja 
occidentalis, and antibacterial herbs 
such as oregano oil, philodendron, 
garlic, and Andrographis. All of these 
herbs have been used for centuries, 
and modern science has finally caught 

up with what traditional healers have 
been providing their tribes.

Bone has been researching and 
formulating protocols to combat 
stealth pathogens in his native 
Australia, and is now looking to bring 
these protocols to the U.S. market. 
His results in Australia have been 
nothing short of amazing. Using the 
active compounds found in the herbs 
and not modifying them from their 
original state is providing the best 
therapeutic benefit with the fewest 
side effects.

Throughout the testing of his 
protocols with his patients, he found 
the most important strategy to 
employ was pulse-dosing the different 
herbs to affect the acquired immune 
system response. In other words, by 
launching smart bombs at stealth 
pathogens, he was able to kill as many 
as possible before they could morph 
again and hide. 

http://www.meyerdc.com/sleep18
http://www.chiroeco.com
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A moving target
Stealth pathogens have many ways to remain viable in 
the body. Certain viruses reduce cell surface major histo-
compatibility complex (MHC) molecules that activate and 
recruit cytotoxic T lymphocytes to the infected cell.7 

Other viruses selectively methylate and silence regions 
of the cell genome to enable viral persistence.8 Stealth 
pathogens have poorly antigenic and non-inflammatory 
surfaces, and they can vary their antigenic profile to evade 
host defenses.9 

These nasty bugs can evade detection by the acquired 
immune system after a short period of time, even if the 
innate immune system is fully charged and ready. This is 
why short bursts of therapeutic levels of immune-system 
boosting herbs are effective. They lessen the components of 
the stealth pathogen soup a little at a time.

This strategy is one of the latest advances in functional 
phytotherapy. Over time, this strategy will likely be further 
refined and improved. Having the innate immune system 
ready to attack stealth pathogens and shooting them with 
selected herbs may help patients get their quality of life 
back. 

BILL HEMMER, DC, has been in private practice for 
more than 28 years. His passion for chiropractic began 
with a cervical compression fracture at age 15. He has 
expanded his practice to include customized health 
recovery plans within his functional membership 

practice model to meet the needs of a changing healthcare 
environment. He can be contacted at drbillhemmer@hotmail.com. 
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These herbs have been used for 
centuries, and modern science 
has finally caught up with what 
traditional healers have been 
providing their tribes.
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Ideally, the design of your prac-
tice should increase the success 
of your business. Consequently, the 

success of your practice is directly 
related to the quality of your space. 
And the quality of your space is 
shaped by the depth of forethought 
and experience that is put into the 
process of designing it. From your 
location, through the space plan, to 
the sound systems, every detail is 
important to the efficiency and effec-
tiveness of the environment.

How do you achieve quality in 
the design of your office to elevate 
your success? Two key points must 
blend together for quality design to 
happen—efficiency and effectiveness. 
In the design world, this is called 
“function and form,” and a quality 
space incorporates both.

For the successful chiropractic 
office, efficiency is achieved through 

comprehensive 
understanding of 
the “function,” 
while effective-
ness of the space 
is accomplished 
through the 
creation of the 
“form” that conveys the practice 
mission and desired image and creates 
a culture.

The architect Louis Sullivan coined 
the phrase, “form follows function,” 
thus we start with function.

Finding the function
A highly functional and efficient space 
maximizes the square footage avail-
able and streamlines the flow of work. 
Consider how these are related. 

Maximizing the space: Every square 
foot of space is an expense. You want 
to make sure you don’t have too 

much space, as 
this will be a waste, and yet you need 
to balance that against having too 
little space to function properly. There 
is a fine balance between the two.

Start with calculations and ideal 
sizes for each space. The size needed 
for each space is determined by the 
activities, people, and items it will 
contain. Each piece of equipment has 
a minimum ideal space around it for 
use. Too little space will slow down 
your efficiency and create discomfort 
for your patients. Too much space is 
an obvious waste of money. Each case 

PRACTICECENTRAL

Success by design
An efficient interior can foster  
a thriving practice.
CAROLYN BOLDT,  I IDA
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must be analyzed.
For example, sometimes the 

number of spaces desired can be 
achieved by shaving inches off the 
ideal size of each space, which can 
free up space for another functional 
room. This slightly below ideal-sized 
space could still be functional by 
using custom smaller work cabinets or 
mounts that use vertical space instead 
of floor space—this is the theory of 
open office design.

Custom-built cabinets and quality 
mounting equipment are also an 
expense; that cost must be weighed as 
well. Typically, when there is a choice, 
you will find that the money spent 
on such items in the space that is 
undersized or the cost of the rent of a 
slightly larger space is a better choice 
than space that is not efficiently used.

Streamlining the flow: The flow of 
your space impacts your efficiency 
and thus your productivity. Flow is 

best created by clearly defining both 
desired space adjacencies, and the 
flow of people through the space.

Space adjacencies are catego-
rized to the designer as primary and 
secondary. A primary adjacency 
would be those spaces that must be 
next to each other to support the 
function of each space. The most 
obvious primary adjacency is the 
waiting space next to the front desk. A 
secondary adjacency would be a lower 
priority, but it is still important. An 
example of this for some practices is 
that the adjusting room is ideally close 
to the exam room.

The people flow in a typical chiro-
practic office consists of new patients, 
existing patients, and the staff. The 
new patient, often on day one, day 
two, etc., is typically escorted through 
the space and the flow is part of the 
first impression. Existing patients 
are typically unescorted, and the key 

here is to define the flow so it is not 
confusing, is efficient in the patient 
care process, and does not detract 
from the new patient experience or 
interfere with staff flow. 

The staff flow is the most 
important. Wasted time is a direct 
expense to the practice, and it is frus-
trating to the doctors and staff.

Good flow and efficiency are also 
embodied in the thoroughness of 
thinking through the ergonomics of 
the space, the users, the details (such 
as the location of electrical outlets), 
implementing the sound system, and 
determining storage needs.

Every space and practice is unique 
and the decision of the placement of 
the rooms and areas within a space 
becomes a hierarchy of needs, inten-
tional decisions, and compromises. 
In general, there are about 10 to 15 
different viable configurations of a 
space, and each needs to be explored 

http://www.chironutritionalguidebook.com
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to determine what will maximize the 
space and the flow.

Finding the form
The form creates the environment. 
While the functional aspects and 
space plan are measurable, the envi-
ronment is more experiential and 
emotional. The effectiveness of the 
design is found in its ability to attract 
and retain your ideal patient and be a 
successful practice environment.

The form encompasses the three- 
dimensional aesthetic space that 
builds up from the floorplan in the 
elevation of the walls, ceilings, etc. It 
should never be a secondary thought, 
but rather an integrated initial 
purposeful thought inherent to the 
interior and architectural design.

In designing a quality space, 
consider the key principles of 
design—defined as balance, emphasis, 
proportion, rhythm, and harmony. 

For example, a well-designed space 
is always balanced, but the inten-
tional use of a specific type of balance 
evokes different reactions, such as 
authority in symmetrical balance, a 
homelike comfort through informal 
balance, or a sense of community in a 
radial balance.

To further enhance an effective 
environment, quality design uses such 
elements as line, shape, volume, scale, 
texture, pattern, light, and color to 
promote the desired response. Each 
element can have a variety of effects. 

Using the design element of line as 
an example, a dominant lower hori-
zontal line will make you want to sit 
down, while a vertical line will make 
you want to stand up. You’ll likely 
find that color and lighting are the 
two elements that achieve the highest 
return on investment when creating 
an effective space. Still, the well- 
designed space is not based on one or 

two elements, but the total compo-
sition of these items, while following 
good design principles.

The successful chiropractic office 
environment is not just a pretty space; 
it is a powerful representation of your 
internal image. It either breeds success 
or detracts from it. 

Does your office environment 
represent the quality and vision of 
your practice well? 

CAROLYN BOLDT, IIDA, LEED 
AP, has over 35 years’ 
experience as a commercial 
interior designer. Over this time, 
she gained a complete 

understanding of the industry, which 
includes retail, hospitality, healthcare, 
corporate, sustainability, and relocation 
design. She is a registered designer, and is a 
principal for CrossFields, with the mission 
to create practical and impactful 
environments that elevate chiropractic 
success. She can be contacted through 
chiropracticofficedesign.com.
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The road  
to wellness
Provide your patients with more treatment options.
BY TAMMY WORTH
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H 
ave you ever 
adjusted a patient 
numerous times 
only to realize 

you aren’t making the kind of 
progress you would like? 

Maybe they are improving only a 
little or not at all, even though you 
know you are providing good treat-
ment. It may be that you need to 
think about working on more than 
their structural issues alone. 

“If you are only getting so far, they 
may be struggling through a divorce 
or their kids have gone off to college 
and they aren’t handling it well,” 
says Stephanie Zgraggen, DC. “You 
can provide adjustments but it is not 
going to change the way they process 
their situation. Sometimes bringing in 
other parts is important for effective 
care.”

Providing your patients more 
treatment options—offering well-
ness services—may be the key to 
keeping them healthier, retaining 
them over time, and increasing your 
overall income. Luckily, wellness is a 
relatively short jump for many chiro-
practors who already lean toward 
holistic care, and there is no shortage 
of options you can incorporate into 
your office.

“It really starts with looking at what 
you are passionate about,” Zgraggen 
says. “Figuring out what are other 
modalities or techniques that comple-
ment what you are doing that you can 
offer to patients.”

First steps, first
Delving into the wellness landscape 
can be daunting because the options 
are expansive. You could look to 
rarer offerings like practicing Reiki or 
Ayurveda, or selling air purifiers. Or 
you can choose practices that may be 
more familiar to most patients, such 
as nutrition, yoga, and meditation. 

“Universally, mind, body, and spir-
ituality are the three big buckets of 
wellness,” says Sam Wang, DC. “It’s 
fairly broad in terms of scope and 
often depends upon the providers’ 
education and their own personal 
beliefs on wellness.” 

The first tack you can take when 
determining what to offer is to 
provide treatment or services that 
you are educated about or personally 
practice. This is relatively common, 
according to Dane Donohue, DC, who 
began discussing meditation with 
patients after he began meditating.

“I didn’t see the value before so I 
didn’t promote it to patients,” he says. 

If you like to exercise, you may 
consider offering yoga, tai chi, or 
CrossFit classes. If you have found 
supplements are beneficial to your 

diet and improve your health, you’ll 
be more convincing when you offer 
them to your patients. Zgraggen, 
for instance, says she wouldn’t offer 
anything she hasn’t researched and 
used herself. 

“Your patients respect you and if 
you live your life that way … they will 
see that,” she says. 

The second path to take is to 
provide what you know your patients 
need. You can do this by giving 
them a health questionnaire during 
a visit or just by being an inquisitive 
caregiver. 

Donohue says he sometimes asks 
his patients, “If I could turn my pen 
into a magic wand and could wave 
it and change something that would 
improve your life or extend your life, 
what comes to mind for you?” 

DelRae Messer, DC, recommends 
talking with patients during an adjust-
ment visit to see if they are already 
incorporating wellness into their 
lives —or if they even have an interest 
in doing so. If so, try to understand 
the results they are looking for 
and work backward from there to 
determine how you can help them. 
For example, if a large number of 
patients say they want to lose weight, 
you might want to create a six-week 
program that includes supplements 
and a cross promotion with a local 
fitness center. 

Reach out with referrals
Once you decide what you want 
to offer, you’ll need to dive into 
the details. The easiest way to get 
your feet wet is by creating strategic 

alliances in your community and 
offering cross-referrals with other 
practitioners. 

Whether you think yoga, nutri-
tional services or spirituality is 
important, you need to find good 
people to whom you feel safe referring 
patients. This creates a sense of quid 
pro quo, making it likely they will 
return the favor and refer their clients 
seeking chiropractic to you. 

Zgraggen recommends meeting 
personally with anyone you are 
considering for referrals and seeing 
why they do what they do. Make sure 
you know they are good at what they 
do and that your philosophies of care 
are in alignment. 

“You need to make sure it helps 
complement what you are doing in 
your practice,” she says.
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Providing your patients more treatment 
options—offering wellness services—may  

be the key to keeping them healthier. 
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Working well with others
A step further into wellness would 
be bringing people into your office 
to offer their services or hiring 
employees. If you go this route, you’ll 
need a business model to ensure the 
viability of your efforts. 

“A proper business thesis would 
be crucial,” Wang says. “They have to 
have a financial projection statement 
to see if there is a good ROI. A lot 
of chiropractors come with all heart 
and no head and say they just want 
to have something available to their 
patients, but they don’t recognize the 
amount of labor and expense. This 
can end up negatively impacting their 
practice.”

You’ll need to look at what the fee 
structures are for the services you 
would be providing to determine the 
potential costs and revenue. Do you 
truly have the space to have someone 
else in your office? And when could 
classes or other offerings be held? 

For instance, Donohue said yoga is 
a great loss-leader, but not a money-
maker: it brings people in but won’t 
make you rich. Personal training 
and rehab, on the other hand, will 
generate more income. Supplements, 
too, can pad your bottom line. 
Donohue said his group makes about 
$10,000 a month from their sales. 

If someone is coming into your 
office to offer services, there are a 
couple of ways to accomplish this. 
You can rent your space by the hour 
or take a percentage of the profits. For 
example, if a yoga instructor makes 
$12 per student per class, the office 
can take 30 percent of those earnings. 

“With this option, chiropractors 
themselves don’t have to have a ton 
of knowledge, they just have to vet 
whoever is coming in,” Zgraggen says. 
“Whoever owns the office should be 
making some income … you have 
liability as soon as someone walks in 
the door.” 

She recommends making sure 
someone like an LMT or physical 

therapist has current certification and 
malpractice insurance if needed. 

A more expensive—and more prof-
itable—option is to hire employees to 
provide your wellness services. 

“You get to make a lot more 
profit and there is a lot more quality 
control,” Donohue says. “The chiro-
practor needs to be the quarterback of 
the wellness team and the team will 
run their plays.”

Wang recommends starting this 
process by seeking legal counsel 

from a lawyer who specializes in 
co-ventures. You can also work with 
a consultant who performs prac-
tice integration. State associations 
often have resources that can help. 
And you can talk to colleagues who 
have successfully done this in their 
practices. 

On your own
If you decide to offer wellness treat-
ments yourself, you need to ensure 
that you have the knowledge required 
to offer these services. There are many 
educational opportunities available to 
help you become certified or well- 
educated in almost any area.

You can become certified to teach 
yoga with about 200 hours of training. 
The International Chiropractors 
Association has a certification 
program to become a wellness 
provider. Associations offer webinars, 
conferences, and other training. Wang 
recommends working with credible, 
reputable groups. 

“When you go to conferences there 
is always a vendor or two peddling the 
next shiny thing and a lot of it isn’t 
backed by published research or any 
significant data outside of their own,” 
he says. “Be skeptical if it sounds too 
good to be true.” 

Services you provide should be 
evidence-based and anything you 
sell should come from a reputable 
organization.

He also notes to be cautious about 
claiming to be an “expert” at some-
thing unless you truly are. A weekend 
class on eating well won’t make you a 
nutritionist. 

Taking the plunge
Each time you adjust a patient, you 
have an opportunity to bring them 
into the wellness side of your practice. 
But if you want to introduce them to 
other services, you have to know your 
patients first. Get a complete health 
history and listen to them when 
you’re with them. 

For example, if someone is in for a 
back adjustment, and you see in their 
records that they are taking medica-
tion for depression or gastrointestinal 
issues, ask them about it. 

“Talk with them about that and 
why they are on it,” Donohue says. 
“You can say something like, ‘Maybe 
we can see if I can help you in a more 
natural way. Is that something you 
would be interested in?’” 

He then uses a wellness prescrip-
tion pad where he circles items the 
patient needs to manage their various 
health issues. After the visit, they take 
it directly to the front desk and get 
their “order” filled. 

Meet the experts
 Stephanie Zgraggen, DC, 
MS, CNS, CCN, is the 
founder and clinical director 
of Lime and Lotus, LLC, in 
Charleston, SC. 
limeandlotus.com

 Sam Wang, DC, is the CEO 
of Chicago-based Medulla, 
Inc. 
medullallc.com

 Dane Donohue, DC, is a co-
owner of Wellness Solutions 
Center in Newtown, Penn.,  
wscenters.com

DelRae Messer, DC, is a 
wellness entrepreneur who 
practices in Lakeville, MN.
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On top of offering à la carte 
services, his group uses a wellness 
program that encompasses chiro-
practic and other modalities including 
yoga, nutrition, massage, supple-
mentation, and meditation. He also 
provides a 10-day detoxification 
plan that is particularly popular in 
the summer and after the holidays. 
Offering wellness as a package or part 
of a program makes it less confusing 
for patients, Donohue says. 

It’s also more profitable to package 
things up: Donohue’s wellness plan 
costs $3,400. In order to make it more 
affordable, they offer a 10 percent 
prepay discount. Patients who want 
to pay over time can use a credit 
service to finance it interest-free for 
12 months. 

Most of these services won’t be 
covered by insurance, meaning you 
have some leeway on discounting 
them. Zgraggen says good options 
include allowing people to pay a flat 
fee per month—such as $100—and 
come in for unlimited classes, offering 
reduced prices for buying a package 
of classes instead of just one at a 
time, and offering family packs at a 
discount. 

Keeping your patients 
On average, you probably spend 
about 15 minutes with patients when 
they come in for an adjustment. One 
benefit of offering wellness services 
is that it gives you one more oppor-
tunity for patient contact. The more 
time they spend in your office, the 
more likely they are to come back or 
refer friends and family your way. 

Zgraggen said chiropractors she 
consults with don’t like the idea of 
“selling” to their patients. Instead, 
she recommends thinking of it as 
providing them with something 

they are already doing on their own; 
the supplement industry has been 
reported to take in $132 billion glob-
ally each year. 

“There are so many people out 
there spending money in the wellness 
industry and we have an incredible 
ability to influence positively what 
people are consuming and spending,” 
Messer says. “I would rather they get 
nutritional supplements from a chiro-
practor than go to a drugstore and get 
them there.”

Messer also recommends events 
like monthly healthy happy hours 
because of their versatility. You can 
talk with patients about nutrition or 
wellness or provide healthy recipes. 
These can be tailored to the seasons or 
for holidays. 

“This lets people come in and see 
the energy and environment of the 
practice,” she says. 

Sometimes wellness treatments 
can even bring in patients who aren’t 
believers of chiropractic, Donohue 
says. More people see their medical 
doctor than a chiropractor for back 
pain. If you can get them into your 
office for acupuncture or yoga classes, 
it may give you the opportunity to 
connect them with chiropractic as 
well. 

“Chiropractic is always going to be 
what our backbone is, but you can’t 
push it down their throat,” Donohue 
says. “A lot of people come into our 
wellness program, but don’t want to 
do the chiropractic part; through the 
process we are often able to change 
their mind.” 

TAMMY WORTH, a freelance 
writer based in Kansas City, 
Missouri, specializes in business 
and healthcare subjects. She can 
be contacted at tammy.worth@

sbcglobal.net.

The chiropractor needs to be the quarterback 
of the wellness team and the team will run  
their plays.
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Understanding your options
A marketing masterplan for chiropractors.
BY ROB BERMAN

You’ve seen changes in 
how you code and bill for 
services. You’ve seen changes 

in reimbursement. And you’ve seen 
changes in the software you use to 
run your practice. So of course it 
makes sense that there are changes in 
the world of marketing as well.

As with the other aspects of making 
a business work, it’s important to 
keep up with trends and changing 
consumer behaviors. And not all 
patients are the same—you need 
to tailor your message and your 
medium to best match your target 
demographic. Keep this in mind as 
you consider the following marketing 
strategies.

Print advertising
Make your advertising stand out 
so you don’t look like every other 
chiropractor. Study the words of 
John Wannamaker: “Half the money 

I spend on advertising is wasted; the 
trouble is, I don’t know which half.” 
Numerous studies show that single 
ads aren’t effective. You need to run 
a consistent series of ads to break 
through the clutter and resonate with 
the reader. 

Color ads are generally more 
expensive than black and white ads, 
so spend your precious advertising 
dollars wisely. That extra money for 
color could be used with another 
marketing strategy or tactic, thus 
improving the odds of achieving your 
goals.

In-office marketing
Patients will pass through your 
reception and waiting area during 
each visit. Your treatment rooms 
or treatment bays are additional 
places to display messages. An LED 
message board by the front desk can 
scroll through short messages to alert 

patients about educational or treat-
ment opportunities. 

Posters, brochures, and reprints 
of your bylined articles can lead 
patients to consider other services you 
provide. How about a flat-screen TV 
looping educational videos? You can 
create your own loop or ask one of 
the companies that specialize in them 
to customize a video for you.

It’s even easier to list your services 
on the back of your business and 
appointment cards. Patients will think 
about how the services can help their 
friends, family, and themselves.

Networking basics
People like to conduct business with 
people they know. You are in the 
“business” of chiropractic care. So 
meet your future patients and referral 
sources at chambers of commerce 
events, and while you are speaking 
at local community gatherings and 
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regional carnivals, festivals, and other 
places you can address a crowd. 

What about the physical therapists, 
massage therapists, acupuncturists, 
and yoga instructors near you? These 
connections can be multipliers to your 
marketing. And these professionals 
are already working with patients 
who could benefit from chiropractic 
and are interested in improving their 
health. 

Don’t forget to network with other 
chiropractors who have specialties 
different from yours. Instead of 
competition, see them as a source of 
referrals.

The golden rule of networking is 
“give before you get.” Be prepared to 
help others first. Your goal is a rela-
tionship—not a transaction—with the 
people you meet. Effective networking 
takes time, but it is a proven way to 
form and build profitable and lasting 
relationships. 

Online tools and techniques
Website: You may remember when 
websites were basically online 
brochures. The static and boring 
nature of those websites does not 
engage today’s customer. Your 
website should be easy to navigate and 
contain relevant information. A quick 
test is to ask: Is your Yellow Pages rep 
designing your website? 

Many patients will “shop” you by 
visiting your website. The internet is 
what the Yellow Pages used to be—
the go-to resource to find providers 
of services. It’s unlikely you’ll be first 
engaging patients in person or on the 
phone, especially those born in the 
1980s onward. 

Use technology to meet them with 
video. A smart phone is all you need 
to create a video of you welcoming 
potential patients while explaining 
your healthcare philosophy. Add 
more sizzle by filming a video tour 

of your practice. The first time they 
walk in your doors will actually be the 
second time.

The proliferation of smartphones 
and tablets means that many of your 
website’s viewers will be using a 
small screen. Your content, graphics, 
and look and feel need to be mobile 
friendly. Avoid stock photos that look 
like those on other chiropractors’ 
websites. 

Blogging: Unlike advertising, blogs 
(short for “web logs”) are effectively 
free. Your blog should be on your 
website and promoted in your 
Facebook posts. 

For length, 250 to 300 words is 
enough for a blog post. You can 
write even less if you have a video 
to share. A few button clicks can 
post your updates automatically on 
Facebook and LinkedIn. If you like to 
use Twitter, you can grab short parts 
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of your post and tweet them (with a 
link). Search engines like Google rank 
websites higher when they regularly 
add new content.

As patients and other interested 
parties subscribe to your posts, your 
emails won’t be considered spam. 
Your blog sends a regular reminder 
to your patients that your practice is 
there to help them.

Blog topics can include health-
care tips, chiropractic care, various 
modalities, and wellness. Think of the 
keywords and phrases your patients 
are searching for online 

Ebooks: Your ebook content is 
mostly written already if you’ve been 
blogging regularly. Combine your 
blog posts and add some graphics to 
create one or more ebooks. Then offer 
the ebooks as downloads on your 
website in exchange for the reader’s 
contact information (usually a name 
and email address). These names can 
be added to your potential patient list. 

Facebook: Share photos of your 
new equipment or before-and-after 
photos for nutrition and weight-
loss programs. Make special offers 

available only to your followers on 
Facebook. 

Use Facebook to hold a conver-
sation. Solicit feedback about your 
practice to gather quotes and testimo-
nials you can use in your marketing 
materials.

YouTube: Post your videos on 
YouTube and link to them in your 
blog posts, ebooks, and website. You 
can use videos posted by distributors 
and manufacturers to demonstrate 
their products or tools you use. 

Text messaging: Use text messaging to 
confirm appointments or create new 
ones. It can help you fill open time on 
the schedule when a patient cancels. 
Text news about upcoming talks or 
educational events you’re holding. 
There are apps for this.

Review sites: There are many sites 
like Yelp and Angie’s List where 
consumers rate providers. Consider 
the more medically oriented ones 
like ZocDoc, Healthgrades.com, and 
Wellness.com. 

Potential patients can find infor-
mation about you on these sites. Is 

your information complete and up to 
date? What are reviewers saying about 
you? Tip: Acknowledge each positive 
review with a call, personal note or 
email. If you spot a negative review, 
acknowledge that there was an issue. 
Take the review as constructive crit-
icism with a chance to improve and 
grow, not as a complaint. 

Bringing it all together
All plans start with step one. You 
need to take action to cause a reac-
tion. Writing the perfect marketing 
plan is great, but it won’t add one 
more patient to your practice. Write 
down your ideas and then implement 
them. Change course if you develop a 
better idea or if a particular tactic or 
strategy is not performing up to your 
expectations. Marketing is as much an 
art as it is a science. 

ROB BERMAN is a partner at 
Berman Partners LLC, a medical 
device sale, service, and 
marketing company. Berman 
Partners specializes in new and 

preowned therapeutic lasers. He can be 
contacted at 860-707-4220, rob@
bermanpartners.com, or through 
bermanpartners.com.
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Chiropractic Economics is pleased to present the profession’s most comprehensive supplies directory. The information in the 
resource guide was obtained from questionnaires completed by the listed companies. 

Supplies

2 Imagine
480-657-8506
2imaginethis.com

20/20 Imaging
866-734-6234
2020imaging.net

3 Care Therapeutics
888-372-3421
omega3care.com

3B Scientific
888-326-6335
a3bs.com

3DRX Inc.
360-909-3709
3drx.com

A-Cute Derm Inc.
800-922-2883
a-cutederm.com

A2Z Health Massage Therapy Schools
888-303-3131
a2zhealthstore.com

Accuflex Tables
573-557-2626
accuflextables.com

Ace Massage Cupping
828-232-1622
massagecupping.com

Activator Methods Int’l
800-598-0224
activator.com

Acuball
866-444-2255
acuball.com

AcuInternational Supplies Inc
888-322-8468
acuinternational.com

Airpacks Inc.
978-921-5566
airpacks.com

Alivee Massage Tables and Chairs
231-267-6570
aliveemassagetable.com

Allman Products Inc.
800-223-6889
allmanproducts.com

ALLPro Imaging
888-247-8481
allproimaging.com

Alternative Products
866-223-0098
alternativeproducts.us

AMD Technologies Inc.
800-423-3535
digitalams.com

American Anatomical Corp.
800-344-5904
americananatomical.com

Anabolic Laboratories
800-445-6849
anaboliclabs.com

Analgesic Healthcare
888-208-9155
analgesichealthcare.com

Antos & Associates
386-212-0007
antosdmebrace.com

Aqua Massage
800-248-4031
aquamassage.com

AquaJogger
800-922-9544
aquajogger.com

Ari-Med Pharmaceuticals
800-527-4923
ari-med.com

Aspen Medical Products
949-681-0200
aspenmp.com

Asteeza
877-384-9494
asteeza.com

Austin Medical Equipment Inc.
800-382-0300
austinmedical.com

Avant Wellness
949-682-8268
lz30laser.com 

B&B Marketing
800-737-9295
sacrowedgy.com

Back Support Systems
800-669-2225
backsupportsystems.com

Back Talk Systems Inc.
800-937-3113
backtalksystems.com

Back2Sleep
904-335-8008
chiropractor-services.com

BackProject Corp.
888-470-8100
backproject.com

Ball Dynamics Int’l
800-752-2255
fitball.com

Banner Mints
866-285-5227
bannermints.com

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

Bax-U
866-866-2225
bax-u.com

Beaumont Products Inc.
800-451-7096
citrus2.com

BelleCore
800-867-7414
bellecore.com

Bennett X-Ray
800-972-9776
bennettxray.net

Bibbero Systems Inc.
800-242-2376
bibbero.com

bio2 Cosmeceuticals
800-499-1372
oxymist.com

BioActive Nutritional Inc.
800-288-9525
bioactivenutritional.com

BioElectronics Corp.
866-757-2284
bioelectronicscorp.com

BioEx Systems Inc.
800-750-2756
bioexsystems.com

BioProtein Technology 
800-280-2456
bioproteintech.com

Biotics Research
800-231-5777
bioticsresearch.com

BIOTONE
800-445-6457
biotone.com

Blue Ridge X-Ray
800-727-7290
blueridgex-ray.com

Blue Spring Int’l
866-470-4930
bluespringwellness.com

BML Basic
800-643-4751
bmlbasic.com

Body Balance of Winter Park
407-671-7974
bodybalancewp.com

Body Logic
214-378-6100
ebodylogic.com

Body Sense
877-816-3615
shopbodysense.com

Bodyline Comfort Systems
904-262-4068
bodyline.com

BodyPartChart
888-712-4278
bodypartchart.com

BodyZone.com
770-922-0700
bodyzone.com

BQ Ergonomics
877-938-9034
bqe-usa.com

Bruder Healthcare Co.
888-827-8337
bruder.com

Bryanne Enterprises Inc.
877-279-2663
bryanne.com

Business Industrial Chiropractic Services
404-518-4338
bics2020.com

Canadian Memorial Chiropractic College
416-482-2340
cmcc.ca

CDM Sport
817-448-8908
cdmsport.com

Chattanooga
800-592-7329
chattgroup.com

CHI Institute
800-743-5608
soundvitality.com

China-Gel Inc.
800-898-4435
chinagel.com

Chiro Discount Warehouse
800-406-7276
chirodiscountwarehouse.com

Chiro One Source
866-318-3251
chiro1source.com

Chiro-Matic
800-526-5116
chiromatic.com

ChiroCity.com
256-245-8390
chirocity.com

ChiroDesign Group
512-301-0821
chirodesigngroup.com

Chiroflow
800-308-3069
chiroflow.com

ChiroInnovations
800-667-1969
chiroi.com

ChiroPlanet.com
888-364-5774
chiroplanet.com

Chiropractic Images
514-277-3546
stephenshortt.org

ChiropracticOutfitters.com
952-270-0258
chiropracticoutfitters.com

ChiroSlumber
888-958-2008
chiroslumber.com

ChiroSupply
877-563-9660
chirosupply.com

Chirotables.com
800-553-0057
chirotables.com
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Clinical Health Services Inc.
888-249-4346
clinicalhealthservices.com

Clinically Fit
866-983-6767
thextensor.com

Collagentex
450-622-4004
collagentex.com

Comfort Craft
800-858-2838
comfortcraft.com

Concept Therapy Institute
210-698-2254
zonedoctors.com

Core Products Int’l Inc.
800-365-3047
coreproducts.com

Corflex  Inc.
800-426-7353
corflex.com

Corganics
866-939-9541
reliefcream.com

Cox Technic Resource Center Inc.
800-441-5571
coxtrc.com

Creative Comfort Inc.
855-842-6154
creativecomfortstore.com

Cryoderm
800-344-9926
cryoderm.com

CuraMedix
877-699-8399
curamedix.com

Custom X-Ray Digital Service
602-439-3100
customxray.com

C’est Si Bon Co. 
888-700-0801
bestchlorella.com

D-MED Inc.
800-472-0604
d-med.com

Davlen Associates Ltd.
631-924-8686
davlendesign.com

Deseret Biologicals
800-827-9529
desbio.com

Digital Motion X-ray
800-839-6757
dmxworks.com

Diowave Laser Systems
866-862-6606
diowavelaser.com

Discount Chiropractic Supplies
888-444-6741
discountchiropracticsupplies.com

Discount DME
813-889-0000
discountdme.com

Doctor Hoy’s 
480-357-4300
drhoys.com

DoctorPromo
516-867-8237
doctorpromo.com

Dodgen Mobile Technologies
800-247-1835
dodgenmobiletech.com

Dr. Cool
855-805-4328
drcoolrecovery.com

Dr. Soothe
888-749-4749
drsoothe.com

Dynamic Disc Designs
250-751-0897
dynamicdiscdesigns.com

Dynatronics
800-874-6251
dynatronics.com

E-Z BIS Inc.
800-445-7816
ezbis.com

EarthLite
760-599-1112
earthlite.com

Edom Laboratories
800-723-3366
edomlaboratories.com

Electromedical Technologies
888-880-7888
electromedtech.com

Elite Chiropractic Tables
800-689-4730
elite-chirotables.com

Eniva USA
888-295-9519
enivausa.com

Enzymes Inc.
800-637-7893
enzymesinc.com

Erchonia
888-242-0571
erchonia.com

Everyway4all
909-606-8889
everyway4all.com

Face Cradle Insert
701-775-2854
facecradleinsert.com

Fitness Together Franchise Corp.
877-663-0880
fitnesstogether.com

Foot Levelers Inc.
800-553-4860
footlevelers.com

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

Functional Remedies
303-981-6893
functionalremedies.com

GMP Fitness
888-467-3488
gmpfitness.com

Golden Sunshine USA Inc.
800-798-3977
pain-terminator.com

Goodmark Medical
866-214-5880
goodmarkmedical.com

Graston Technique
888-926-2727
grastontechnique.com

Great White Bottling Inc.
888-295-6457
greatwhitebottling.com

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

H.F. Hill & Associates Inc.
800-434-4551
usedchiroequip.com

Harlan Health Products Inc.
800-345-1124
harlanhealth.com

Harvey Professional Supply Co.
631-585-1234
harveyprofessionalsupply.com

Hausmann Industries Inc.
888-428-7626
hausmann.com

Health Gear Inc.
800-272-0035
healthgearweb.com

Health Visions Inc.
888-480-1350
healthvisions.com

Healthways
800-327-3822
healthways.com

Healthy You
800-826-9946
healthyyouweb.com

Hill Laboratories Co.
877-445-5020
hilllabs.com

Himalaya Herbal Healthcare
800-869-4640
himalayausa.com

Hockert Sales
800-451-5739
hockertsales.com

Human Touch
866-369-9426
humantouch.com

IIHS-Institute for Integrative 
Healthcare Studies
800-364-5722
naturalwellnessonline.com

IMPAC Inc.
503-581-3239
impacinc.net

Innersense Organic Beauty
877-254-7385
innersensebeauty.com

International Academy 
of Medical Acupuncture 
800-327-1113
iama.edu

iSleep
800-219-3151
isleep.com

Jones & Bartlett Learning
978-443-5000
jbpub.com

Judah Manufacturing Corp.
800-618-9793
judahmanufacturing.com

K-LaserUSA
866-595-7749
k-laserusa.com

Kinesio USA
505-856-2029
kinesiotaping.com

King Bio 
800-543-3245
safecarerx.com

Kool Fit America Inc.
800-852-5665
koolnfit.com

Kustomer Kinetics Inc.
800-959-1145
kustomerkinetics.com

Leander Health Technologies
800-532-6337
leandertables.org

Legacy for Life
877-557-8477
legacyforlife.net

Lhasa OMS Inc.
800-323-1839
lhasaoms.com

LifeTec Inc.
800-822-5911
lifetecinc.com

Lippincott Williams & Wilkins
800-638-3030
lww.com

Living Well Labs
800-540-1674
livingwelllabs.com

Lotus Brands Inc.
262-889-8561
lotusbrands.com

LSI Int’l
800-832-0053
lsiinternational.com

LZR7
888-333-7511
lzr7.com

Mad Dogg Athletics Inc.
800-772-5233
bodyblade.com

MagEyes Inc.
800-210-6662
mageyes.com

Massage Envy
866-950-9899
massageenvysupplies.com

Massage Warehouse
800-910-9955
massagewarehouse.com

Master Massage Equipment
888-710-7206
mastermassagetables.com

Material Gurl
805-382-2229
materialgurl.biz
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Mavidon
800-654-0385
mavidon.com

Med-Fit Systems Inc.
800-831-8665
medfitsystems.com

Medi-Stim Inc.
800-363-7846
medi-stim.com

Medical Arts Press
800-328-2179
medicalartspress.com

Medical Electronics Inc.
866-633-4876
meditronics.net

MediMax Tech
855-633-4629
medimaxtech.com

Medlink Imaging Inc.
800-456-7800
medlinkimaging.com

MedX Health
888-363-3112
medxhealth.com

Membrell
800-749-1291
membrell.com

Mettler Electronics Corp.
800-854-9305
mettlerelectronics.com

Meyer DC
800-472-4221
meyerdc.com

MicroLight Corp.
281-433-4648
microlightcorp.com

Mirion Technologies Inc.
800-307-7909
instadose.com

Morgan Professional Products
800-403-5295
morganprofessionalproducts.com

Mother Earth Pillows
800-344-2072
motherearthpillows.com

MPower Media
888-232-9862
mpowermedia.com

Mt. Capra Products
800-574-1961
mtcapra.com

Mueller Sports Medicine
800-356-9522
muellersportsmed.com

Multi Radiance Medical
800-373-0955
multiradiance.com

Myo-Breathe
800-803-1535
myo-breathe.com

MyoNatural
866-276-6058
myonatural.com

MyoVision
800-969-6961
myovision.com

Nano SRT
888-444-6781
nanosrt.com

Naomi Digital X-Ray by RF 
System Lab
888-320-0602
naomidigitalxray.com

National Health Education Society
800-241-7705
voiceforhealth.com

Noromed Inc.
800-426-0316
noromed.com

North American Bancard
877-274-7933
nabancard.com

North Coast Medical
800-821-9319
ncmedical.com

Nutraceutics Corp.
877-664-6684
nutraceutics.com

Nutri-Spec
800-736-4320
nutri-spec.net

NZ Manufacturing Inc.
800-886-6621
nzmfg.com

OPS Medical Systems
800-430-0048
opsmedical.com

OPTP
800-367-7393
optp.com

OxyRub Pro 
888-349-0397
meyerdc.com/oxyrubpro

Pain & Stress Center
800-669-2256
painstresscenter.com

Parker Laboratories Inc.
800-631-8888
parkerlabs.com

Parker Share Center
972-438-6932
parkersharecenter.com

Patient Media Inc.
719-488-6663
patientmedia.com

Patterson Medical Holdings Inc.
866-472-4476
pattersonmedical.com

PEL Supply Co.
216-267-5775
pelsupply.com

Performance Health/Biofreeze
800-246-3733
biofreeze.com

Performance Health/Bon Vital’
262-367-2711
bonvital.com

Performance Health/Thera-Band
800-321-2135
thera-band.com

Performance Health/Thera-Pearl
877-732-7509
therapearl.com

PerformTex Kinesiology Tape 
505-400-9440
performtex.com

Perspectis Inc.
866-586-2278
backvitalizer.com

Pharmax/Seroyal
888-737-6925
seroyal.com

Pillow of Health
630-338-1327
pillowofhealth.com

Pivotal Health Solutions
800-743-7738
phschiropractic.com

Platinum Medical
800-201-6719
platinummedicalllc.com

Plus Pillow Inc.
847-228-3030
functionalpillow.com

Polar Products Inc.
330-253-9973
polarsoftice.com

PolyGel
973-884-8995
polygel.com

Positive Touch
972-480-0678
positivetouch.org

Posture Medic 
877-215-1124
posturemedic.com

Posture Perfect Solutions Ltd.
604-985-0634
evolutionchair.com

Practice Makers Products Inc.
800-345-3099
practicemakers.com

PrePak Products Inc.
800-544-7257
prepakproducts.com

Prince of Peace Enterprises Inc.
510-723-2428
popus.com

Professional Co-op Services Inc.
866-999-4041
professionalco-op.com

Professional Suppliers Inc.
800-332-4696
professionalsuppliers.com

Professional Therapy Products
888-818-9632
piptp.com

Proper Pillow
800-961-7527
properpillow.com

Pulse Software
908-289-9613
chiropulse.com

Pulsed Energy Technologies
818-982-2021
pulsedenergytech.com

Qpuncture Inc.
714-685-0900
qpuncture.com
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Rapid Release Technology
949-415-4778
rapidreleasetech.com

Rayence Inc.
201-585-0290
rayenceusa.com

Real Bodywork
888-505-5511
realbodywork.com

RelaxoBak Inc.
800-527-5496
relaxobakpro.com

Renua Medical Inc.
888-923-6438
renuamedical.com

Richmar
888-549-4945
richmarweb.com

RMXC Inc.
800-822-7692
rmxc.com

RockTape
408-213-9550
rocktape.com

Roscoe Medical
800-871-7858
roscoemedical.com

Rosen Coaching
808-878-8384
rosencoaching.com

RSI Radiology Specialty Imaging
866-715-6770
integrateyourclinic.com

Sarati Int’l
800-900-0701
sarati.com

Schiek’s Sports
800-772-4435
schiek.com

ScripHessco
800-747-3488
scriphessco.com

Select Comfort Corp.
800-693-0059
selectcomfort.com

Serola Biomechanics Inc.
800-624-0008
serola.net

Smart Practice
800-522-0800
smartpractice.com

Soft-Tex Manufacturing
844-291-7392
pillowise-usa.com

Solutions4
877-817-6074
solutions4.com

SOMBRA
800-225-3963
sombrausa.com

Soothing Touch
505-820-1054
soothingtouch.com

SpiderTech/Nucap Medical
416-494-1444
spidertech.com

Spinal Care Products
800-877-6953
spinalcareproducts.com

Spinal Reflex Institute Int’l
877-259-5520
spinalreflex.com

Squip Inc.
908-534-1101
squipusa.com

Starwest Botanicals Inc.
800-800-4372
starwest-botanicals.com

Step Forward Co.
253-631-0683
stepforward.com

StopNeckPain.com
800-995-8865
stopneckpain.com

Straight Arrow Products Inc.
800-827-9815
straightarrowinc.com

Strobel Technologies
812-280-6000
strobel.com

StrongLite 
800-289-5487
stronglite.com

STYMCO Technologies
855-672-4176
stymco.com

Suncoast Bioresearch
877-918-3687
suncoastbio.net

Sunset Park Massage Supplies
813-835-7900
massagesupplies.com

Surface Medical Inc.
888-550-6320
nuvaply.com

Swedish Backcare System Inc.
770-888-9796
mastercare.se

Sybaritic Group
800-445-8418
sybaritic.com
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TENSnet
877-341-8367
tensnet.com

Texas Biostetic Instruments Inc.
877-496-8838
texasbeautyinstitute.com

The Jojoba Co.
207-832-4401
jojobacompany.com

The Physical Therapy Equipment Co.
800-282-0590
thepteco.com

The Pillow Place
800-832-2022
thepillowplace.com

The Spa Exchange
952-938-2652
thespaexchange.com

TheraLase
866-843-5273
theralase.com

Therapeutica Inc.
800-348-5729
therapeutica.com

TheWriterWorks.com
302-933-0116
thewriterworks.com

TopMassageTables.com
877-589-0048
topmassagetables.com

TOTOTEC
732-754-5342
tototec.net

TPK Inc.
800-433-4653
backsaverwallet.com

TruGen3
844-387-8436
trugen3.com

Trusted Voice
877-558-6423
trustedvoice.com

TruWell Health & Wellness
866-878-9355
truwell.net

UMG/Del Medical
800-800-6006
delmedical.com

UPC Medical Supplies Inc.
800-790-4888
goacupuncture.com

UprightGolf.com
319-268-0939
uprightgolf.com

Ventura Designs
888-713-2093
posturepro.com

Visual Odyssey Inc.
800-541-4449
neuropatholator.com

Vitaminerals Inc.
800-432-1856
vitamineralsinc.com

VoxxLife
905-672-8699
voxxlife.com

Warren Labs
800-232-2563
warrenlabsaloe.com

Watt Media Inc.
800-250-8233
watt-media.com

WAVE Manufacturing
866-420-7546
wavexercise.com

Waxelene
415-453-1500
waxelene.com

Wei Laboratories Inc.
408-961-9223
weilab.com

Wellness Belts Inc.
705-241-1481
wellnessbelts.com

Westside Barbell
614-801-2060
westside-barbell.com

White Sky
888-884-4256
haloposture.com

Wise Woman Herbals 
541-895-5172
wisewomanherbals.com

Worldwide Chiropractic Repairs
770-899-7239
chiropraticrepairs.com

Yamuna Body Rolling
800-877-8429
yamunabodyrolling.com

Young Innovations
888-279-9904
envypillow.com

ZICO
201-483-8467
zico.com

Zimmer MedizinSystems
800-327-3576
zimmerusa.com

BUYERSGUIDE

Companies highlighted in RED have an advertisement in this issue. For the complete listing of services these companies  provide, 
and to view our complete online directory, visit chiroeco.com/buyers-guide. 
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Breaking down the codes
Active-care rehab can be an excellent addition to any practice.
BY KATHY MILLS CHANG, MCS-P

CODINGKEYS

There are many things to 
consider when determining 
whether active-care rehab is 

a service you would like to provide 
for your patients. Among them, and 
perhaps most importantly, is how to 
describe the various services with 
the correct coding. Most exercise 
options available in a typical chiro-
practic rehab room will fit into three 
categories: Therapeutic exercises, 
coded 97110; Therapeutic activities, 
coded 97530; and Neuromuscular 
reeducation, coded 97112. Each has 
specifics that must be considered 
when selecting the appropriate code 
that best describes the context.

These service codes fall in the CPT 
category of therapeutic procedures. 
These procedures are usually coded 
and billed based on the intended 
outcome instead of the device or 
equipment used. You must docu-
ment the intended outcome, how the 
procedure is performed, and how the 
patient is progressing with their care 

plan using the exercises prescribed by 
the doctor.

The patient’s treatment plan should 
indicate a direct functional goal or 
outcome that results from performing 
this service. For example: “The patient 
will be able to ambulate 300 feet with 
minor discomfort, and without an 
assistive device or rest period.” 

In the treatment plan, detail the 
intended outcome with the equipment 
used (e.g., treadmill for endurance, 
balance ball for flexibility, wobble 
board for stability, or isokinetic exer-
cises for range of motion). Standard 
treatment for these procedures could 
be 12 to 18 visits within a four- to 
six-week period. If these activities are 
performed with multiple patients at 
once, use code 97150 for group exer-
cise. When billing these procedure 
codes, keep in mind they are timed 
codes. 

You must document the time spent 
performing the service. If the exercise 
service is performed for less than 

eight minutes, as required by these 
codes, you may not bill for it.

97110: Therapeutic exercise
CPT code 97110, therapeutic exercise, 
is a therapeutic procedure that treats 
one or more areas. The exercises 
are used in patient care to develop 
a single-exercise parameter that 
includes strength, endurance, range of 
motion, and flexibility. These activities 
are performed one-on-one with the 
patient. This code is for a distinctly 
separate and unrelated procedure 
and is not considered inclusive of the 
CMT codes 98940–98943. 

The activities involved, as described 
by this code, may include free 
weights, treadmill, balance balls, 
wobble boards, stretching, range 
of motion, isometric exercises, and 
others. Code 97110 is usually consid-
ered medically necessary for loss or 
restriction of joint motion, strength, 
functional capacity, or mobility that 
has resulted from disease or injury. 
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CODINGKEYS

Each third-party payer may define 
medical necessity; therefore, be aware 
of the payer’s definitions before billing 
on behalf of the patient. 

If only one outcome or parameter 
is intended by the exercise, CPT code 
97110 is used. If one or more param-
eters are addressed (such as balance 
and strength, range of motion and 
flexibility), and there is one-on-one 
contact with the patient, CPT code 
97530 is used. Noting the specific 
functional goal or activities of daily 
living (ADL) that you intend to 
improve helps substantiate the use of 
97530.

97530: Therapeutic activities
The code for therapeutic activities is 
used when multiple parameters are 
trained—including balance, strength, 
and range of motion. The provider 
must include goals that are specifi-
cally related to a functional deficit in 
the treatment plan if improvement 
is expected, based on the patient’s 
chief complaint and exam find-
ings. Functional deficits, as well as 
the improvements, can be reported 
through any measurable outcome 
assessment tools (OATs).

When procedures involve func-
tional activities (e.g., bending, lifting, 
carrying, reaching, pushing, pulling, 
stooping, catching, and overhead 
activities) to improve performance 
in a progressive manner, this code 
is appropriate. The activities are 
usually directed at a loss or restric-
tion of mobility, strength, balance, 
or coordination in the patient, based 
on the measure reported by an 
updated OAT. This code requires 
the professional skills of a provider; 
it is designed to address a specific 
functional need for the patient, as 
indicated in the initial documentation 
and OATs.

A provider may decide thera-
peutic activities are appropriate after 
a patient has completed exercises 
focused on strengthening and range 

of motion, but still exhibits a need to 
progress to a more function-based 
activities therapy to improve func-
tional goals. Dynamic activities 
directed at a specific outcome must be 
part of an active treatment plan and 
documented in the patient’s notes.

97112: Coding neuromuscular 
reeducation
The proper reporting of neuromus-
cular reeducation (NMR) is one of 
the more significant coding dilemmas 
chiropractors face. This is in part 
because there are so many defini-
tions of NMR and ways they are 
interpreted. 

Although NMR seems to have 
no universally accepted definition, 
it generally refers to a treatment, 
technique, or exercise performed by 
an individual with the purpose of 
improving communication between 
the body and the brain via the 
nervous system. Part of the NMR 
process during this phase are activities 
referred to as proprioceptive training.

Proprioception is the awareness 
of the position of one’s body or the 
sensing of the relative position of 
neighboring parts of the body. The 
proprioceptive system provides feed-
back solely on the internal status of 
the body. It is the sense that indicates 
whether the body is moving with 
required effort and where the various 
parts of the body are in relation to 
one another. 

There are excellent clinical indi-
cations for a chiropractor to provide 
proprioceptive training. This raises the 
bigger question of how to report that 
you’re doing this type of work and if 
it should be coded 97112.

The American Medical Association 
defines NMR as follows: “97112: 
Therapeutic procedure, one or more 
areas, each 15 minutes; neuromus-
cular reeducation of movement, 
balance, coordination, kinesthetic 
sense, posture and/or proprioception 
for sitting and/or standing activities.”

http://www.deeceelabs.com
http://www.chiroeco.com


http://www.footlevelers.com


58 C H I R O P R A C T I C  E C O N O M I C S   •   J A N U A R Y  1 9 ,  2 0 1 8    C H I R O E C O . C O M

CODINGKEYS

In describing the services that 
can be included under this code, the 
AMA clarified that “Some common 
examples of this service include 
Proprioceptive Neuromuscular 
Facilitation (PNF), Feldenkrais 
therapy, Bobath treatment, BAPS 
boards and desensitization tech-
niques.” Given that this code is a 
therapeutic procedure, it requires 
complete one-on-one attendance 
during the therapy. Depending on 
your state’s rule, that could mean with 
the doctor or a qualified and properly 
trained team member.

Because the description of this 
code includes PNF stretching, it is 
often billed in chiropractic offices 
as muscle work performed by the 
doctor or a massage therapist. The 
AMA has stated that the description 
of the service is more specific. From a 
CPT coding perspective, code 97112 
is intended to identify NMR. It was 

designed to reeducate the muscle for 
some function it was previously able 
to do, but it was not intended to iden-
tify massage to increase circulation, or 
a non-NMR purpose. For this reason, 
you are strongly advised against 
using 97112 for muscle-related work 
within the confines of a chiropractic 
treatment plan. There are other codes 
better suited to describe this type of 
work.

Doctors who practice certain tech-
niques may use a wobble chair or 
a vibration plate. They describe the 
work as NMR and code it 97112. 
Because most patients use the wobble 
chair or vibration plate without direct 
one-on-one attendance and without 
proper documentation of why these 
services are being provided, using 
code 97112 is problematic. From an 
insurance billing perspective, using 
code 97112 requires a significant 
amount of medical necessity and the 

ability to meet the medical review 
policy of the carrier (e.g., Aetna has a 
highly specific medical review policy 
concerning the use of 97112).

Active care rehab is an excellent 
service provided by chiropractic prac-
tices. Careful attention to coding, 
documentation, and description of the 
work performed is critical to keep you 
compliant and confident. 

KATHY MILLS CHANG is a 
certified medical compliance 
specialist (MCS-P), a certified 
chiropractic professional coder 
(CCPC), and a certified clinical 

chiropractic assistant (CCCA). Since 1983, 
she has provided chiropractors with 
reimbursement and compliance training, 
advice, and tools to increase revenue and 
reduce risk. She leads a team of more than 
25 at KMC University and is one of the 
profession’s foremost experts on Medicare, 
documentation, and compliance. She can be 
contacted at 855-832-6562 or info@
kmcuniversity.com.
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Hiring staff for your chiro-
practic practice can be 
time-consuming, challenging, 

and stressful as, ultimately, you lean 
on your employees to create a positive 
patient experience.

Background screening services 
conduct a deep-dive into an appli-
cant’s history, helping practices make 
more-informed hiring decisions. 
A variety of services are available 
and the relevance of each screen 
is predicated on the position or 
job responsibilities. These different 
screening services can delve into 
criminal history, drug testing, employ-
ment and educational verification, 
credit history, professional licenses, or 
driving records, and more. And when 
it comes to background screening, 
one size does not fit all. 

Basic background screening
One of the most common types of 
searches that employers conduct 
is a criminal background screen. 
Looking into the criminal history of 
a job applicant can be confusing and 
complicated, and too many employers 
merely go through the motions with 
their background checks rather than 
taking the time to perform a strategi-
cally tailored and detailed screen and 
carefully analyzing the data. 

A misunderstanding of criminal 
information can be detrimental to 
an organization, as vital information 
regarding an applicant’s background 
may be downplayed or entirely 
overlooked. The type of background 
screening a company performs should 
be tailored to the specific position and 
should take the potential risk of the 
job applicant into account. 

Risk assessment
When assessing risk, it’s important 
to rank a position from low-risk to 
high-risk based on specific respon-
sibilities such as working with 
vulnerable populations like children, 
elderly, frail, or sick individuals; 
accessing confidential information; 
or handling prescription medications. 
It’s important to consider the poten-
tial risk that associates within your 
particular chiropractic workplace 
may carry and deploy the appropriate 
search that the risk factors indicate is 
necessary. 

You should organize your criminal 
background screening in ways that 
are cognizant of the level of risk your 

practice is or isn’t willing to absorb. 
Job-specific screening packages 
help promote hiring consistency by 
applying the same screening require-
ments to all applicants for that job. 

A low-risk position may not call 
for the extensive checking required 
for a medium- or high-risk job cate-
gory. With that in mind, you can 
still consider a more thorough back-
ground screening process to ensure 
job applicants are both qualified and 
have an acceptable criminal history 
for the company.

Additionally, failing to perform 
the proper background check, or a 
background check at all, can lead to 
reputational harm to your organiza-

LEGALEASE

ADOBE S
TOCK

Down to the bare bones
Follow best practices with criminal  
screening for optimal hiring.
BY BRET JARDINE,  JD

C H I R O E C O . C O M  J A N U A R Y  1 9 ,  2 0 1 8   •   C H I R O P R A C T I C  E C O N O M I C S  61

http://www.chiroeco.com


62 C H I R O P R A C T I C  E C O N O M I C S   •   J A N U A R Y  1 9 ,  2 0 1 8    C H I R O E C O . C O M

LEGALEASE

tion, if not potential injury to your 
employees or patients. 

A criminal history, however, should 
not necessarily suggest a barrier to 
hire. The EEOC guidelines issued in 
2012 suggest that employers perform 
an individualized assessment of each 
applicant and take into consideration 
factors such as the age of the criminal 
history, job-relatedness, and the seri-
ousness of the criminal offense. 

Better hiring, improved ROI
Performing a background check 
not only provides a safeguard, but 
Aberdeen Group research results 
show that screenings lead to improved 
retention rate of new hires, better 
overall hires, and more secure and 

compliant business practices. In fact, 
the first-year retention rate of new 
hires who are screened is 89 percent 
compared to 58 percent of new hires 
who are not screened. 

Additionally, 87 percent of screened 
candidates are considered “top-ranked 
candidates” by employers. Verification 
of a candidate’s educational back-
ground and employment experience 
can be key to assuring that proper fit. 

Lean on your legal advisors 
and background screening service 
provider to determine the potential 
cost and hiring impacts a screening 
process may have, as well as to estab-
lish or implement a background check 
differentiation strategy and protocol.

Background screens, like criminal 

records checks, may seem straightfor-
ward, but the process is not 
one-size-fits-all. Your screening 
processes should be as unique as you 
are and reflect the qualifications you 
are looking for in candidates and the 
values you want them to bring to your 
practice. 

BRET JARDINE, JD, is the 
executive vice president and 
general counsel at First 
Advantage, the world’s largest 
provider of background 

screening services and technology. He can 
be contacted at bret.jardine@fadv.com. To 
download First Advantage’s free white 
paper on background screening best 
practices, go to fadv.com/resources/wp-
employment-screening-best-practices.aspx

Research results show that screenings lead to improved retention 
rate of new hires, better overall hires, and more secure and compliant 
business practices.
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There are few things more 
nerve-wracking than leaving 
the comfortable bubble of 

college and setting out on your own. 
This is true for any new grad, but 
especially true for new DCs. The 
pressure is on to start making some-
thing of oneself—and start paying off 
those loans.

Don’t worry, you’ve got this. Setting 
a course for success can be as grati-
fying as it is challenging, but it’s well 
worth the time and effort. Here are 
a few pearls of wisdom I wish I had 
known before starting out.

Smart small
You might have dreams of a multi-
million-dollar practice (and there’s 
nothing wrong with that), but you 
have to build toward that. Meanwhile, 
consider joining an existing practice 
to keep your costs low and get expe-
rience. Ideally, find one that does a 
good job marketing and has a great 
reputation—these are your first step-
ping stones on your way to success, 
so try to make sure they’re as solid as 
possible. Of course, you won’t want 
to start out empty-handed: a table, an 
adjusting instrument, orthotics starter 
kit, and laser technology are good 
initial investments to consider.

Hint: Many of the major chiro-
practic vendors (tables, orthotics, 
laser, adjusting instruments, etc.) offer 
screaming good deals for new docs. 
Search the web for “chiropractic grad 
pack” and “chiropractic starter kit” 
and similar terms.

The people business
Memorize this statistic: Nearly 70 
percent of patients leave their chiro-
practor because of a feeling of indif-
ference (only 14 percent leave because 
they are unhappy).1 Remember that 
people are your business. You need 
to make them feel appreciated and 
valued as well as help them feel 
healthier, stronger, or less in pain. A 
patient who receives caring service—
who is made to feel like the No. 1 
patient in your world—will return 
and urge their friends to follow.

The key to great outcomes
When patients know why they must 
follow a regimen for healing, they 
comply. When patients comply, they 
get better faster. Avoid using overly 
clinical language. Make sure you 
explain why a certain procedure or 
exercise is necessary, and link it to 
how the patient will benefit. 

Use clear, everyday metaphors to 
illustrate your points such as, “the 
feet are the body’s foundation” or 
“the spine is the body’s ‘command 
central.’ ” These truisms are easy for 
patients to remember and understand. 

Get product-ive
Whether foot orthotics, supplements, 
pillows, or at-home rehab tools, prod-
ucts can establish a healthy revenue 
stream while improving your patient 
outcomes. Start small to see what 
patients respond to. Don’t invest in a 
huge stock of inventory unless you’re 
sure it will sell. 

A fairly sure-fire investment is 
custom orthotics—you don’t have to 
order ahead or keep any inventory in 
stock, and many companies make it 
easy with free or low-cost starter kits.  

Get communal 
Use free tools like Facebook, Twitter, 
and Pinterest (all linking back to your 
practice website, which you can build 
easily on sites like wix.com). Meet and 
talk to as many people as possible. 
Offer spinal or postural assessments 
at health fairs, fitness clubs, and other 
places where people come together.

Find a mentor
There are plenty of doctors out there 
who are eager to help the next genera-
tion. Make connections within your 
professional or graduate associations 
and don’t be afraid to ask about best 
practices, lessons learned, and 
anything else that comes to mind. 
When the time comes and you’re well 
on the road to success, be sure to 
return the favor. 

KEVIN WONG, DC, is an expert 
on foot analysis, walking and 
standing postures, and orthotics. 
He discusses spinal and 
extremity adjusting at speaking 

engagements. He can be contacted through 
orindachiropractic.com.

Reference
1  McDermott E. “They’re Just Not that Into 
You: Why Patients Churn (and How to Stop 
Them).” WebPT. www.webpt.com/blog/post/
they-re-just-not-that-into-you-why-patients-
churn-and-how-to-stop-them. Published July 
2017. Accessed November 2017.
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DATEBOOK

DATE EVENT WHERE  SPONSOR PHONE

Jan. 20-21 Cox Technic Part I Newark, NJ Cox Seminar 800-441-5571

Jan. 28–29 Spinal Ligament Injury in Motor Vehicle Injuries Phoenix American Academy of Motor Vehicle Injuries 480-664-6644

Feb. 3-4 Honors Course: Cox Technic and Activator Maui, HI Cox Seminar 800-441-5571

Mar. 1–2 CEAS 1: Ergonomics Assessment Cert. Workshop San Antonio The Back School 404-355-7756

Mar. 1–3 Parker Seminars—Las Vegas 2018 Las Vegas Parker Seminars 888-727-5338

Mar. 10–11 Spinal Ligament Injury in Motor Vehicle Injuries Lombard, IL American Academy of Motor Vehicle Injuries 480-664-6644

Mar. 15–16 CEAS 1: Ergonomics Assessment Cert. Workshop Phoenix The Back School 404-355-7756

Mar. 22–23 CEAS 1: Ergonomics Assessment Cert. Workshop San Bernardino, CA The Back School 404-355-7756

Mar. 24 CETS: Employment Testing and Job Site Analysis Cert. Workshop Atlanta The Back School 404-355-7756

Mar. 24–25 Medical Legal Issues in Motor Vehicle Injuries Phoenix American Academy of Motor Vehicle Injuries 480-664-6644

Mar. 24–25 Spinal Examination for Motor Vehicle Injuries Phoenix American Academy of Motor Vehicle Injuries 480-664-6644

Apr. 21-22 Cox Technic Certification Course in Cervical Spine - Part 3 Fort Wayne, IN Cox Seminar 800-441-5571

Apr. 21–23 Radiology for Motor Vehicle Injuries Phoenix American Academy of Motor Vehicle Injuries 480-664-6644

June 9–10 Documentation for Motor Vehicle Injuries Phoenix American Academy of Motor Vehicle Injuries 480-664-6644

June 9–10 Radiology for Motor Vehicle Injuries Lombard, IL American Academy of Motor Vehicle Injuries 480-664-6644

June 23-24 Cox Technic Seminars Honors Course Chicago Cox Seminar 800-441-5571

July 12-15 Cox Technic Certification Course in Lumbar Spine - Parts 1 & 2 Fort Wayne, IN Cox Seminar 800-441-5571

July 14–15 Outcomes and Assessment Tools for Motor Vehicle Injuries Phoenix American Academy of Motor Vehicle Injuries 480-664-6644

Aug. 11–12 Extremity Exam for Motor Vehicle Injuries Phoenix American Academy of Motor Vehicle Injuries 480-664-6644

Aug. 16–17 CEAS I: Ergonomics Assessment Certification Workshop Denver The Back School 404-355-7756

Sept. 1–2 CEAS 2: Expanded Ergonomics Assessment Skills Cert. Workshop Atlanta The Back School 404-355-7756

Sept. 3–4 Documentation for Motor Vehicle Injuries Davenport, IA American Academy of Motor Vehicle Injuries 480-664-6644

Sept. 6–7 Spinal Ligament Injury in Motor Vehicle Injuries Davenport, IA American Academy of Motor Vehicle Injuries 480-664-6644

Sept. 8–9 Radiology for Motor Vehicle Injuries Davenport, IA American Academy of Motor Vehicle Injuries 480-664-6644

For a searchable list of more seminars and show dates or to submit your event, visit ChiroEco.com/datebook.
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PRODUCTSHOWCASE 
Resistance bands
RockBand resistance bands can be used 
for resistance training as well as mobility 
exercises and techniques, and they feature 
five levels of resistance. In some cases, 
bands are used to assist in bodyweight 
exercises such as pull-ups. With the wide 
range of resistance level and band widths 
available, it’s easy to assign corrective 
exercises to improve strength and range of motion. 
408-912-7625 • rocktape.com

Leg support
Lounge Doctor Leg Rest is 
marketed as the ultimate leg 
rest for comfort, relaxation, 
and venous health. Patented 
by a board-certified vascular 
surgeon, the Lounge Doctor Leg 
Rest is designed to position the legs in a patented position 
that maximizes venous and lymphatic flow, while reducing 
leg swelling. Who needs to elevate their legs? People who are 
pregnant or have lymphedema, back pain, foot and leg injuries, 
pregnancy, varicose veins, phlebitis, chronic venous insufficiency, 
and deep venous thrombosis.
336-285-6111 • loungedoctor.com

Relaxation supplement
Kleerhead from Botanical Wisdom is 
designed to help alleviate migraine 
and other types of headaches. It helps 
enhance cerebral circulation and 
increases the cerebral flow of oxygen. 
Its blood-thinning properties help 
enhance blood circulation, reduce 
pain, and allow beneficial blood flow. 
Kleerhead has anti-inflammatory, anti-
spasmodic, and muscle-relaxing properties. These properties 
can soothe tension, thereby reducing anxiety and stress, and 
promoting sound sleep.*
949-588-6388 • botanical-wisdom.com

Drug test
Drug Testing T Cup from American 
Bio Medica Corporation (ABMC) is 
an instant, accurate, cost-effective 
immunoassay test kit to detect drugs in 
urine. It is a one-step process that can 
detect up to 14 different drug classes per 
test. It is fast, inexpensive, and easy to 
use. It comes in both cup and dip-card 
format.
800-227-1243 • abmc.com

Documentation software
This software is perfect for cash-
based practices or those who only 
need documentation. Easy to use and 
customizable, ChiroWrite enables 
your office to run efficiently. The documentation is designed 
to work on touchscreen platforms so you can produce SOAP 
notes and examination narratives quickly. Scheduling and patient 
check-in modules provide cash-based practices with a complete 
suite of software to run their offices. Produce superbill receipts 
for patients and text message reminders about appointments.
800-642-6082 • softworxsolutions.com

Massage creme
Bon Vital´ Complete Massage Creme 
is a premium dual-purpose creme that 
combines the features of an oil and 
lotion, making it extremely versatile 
and ideal for techniques and modalities 
ranging from high glide to deep tissue. 
It is formulated with a unique blend of 
ingredients to benefit you and your client. It’s hypoallergenic and 
unscented. It doesn’t have a greasy feel, is paraben-free, easy to 
wash out, and is also cruelty-free.
800-253-6466 • www.bonvital.com

Class 4 laser
The new EXPi therapy laser is the 
high-power industry standard, 
allowing clinicians to deliver 
treatments quickly and efficiently. 
This new laser therapy system comes 
with industry-leading influence technology, a 
comprehensive two-year warranty, 0.5–25 watts of therapeutic 
power, and comprehensive training resources. Intuitive built-in 
protocols facilitate optimal dose delivery for numerous common 
conditions, while the Perfect Protocol feature allows for added 
dosing precision when further customization is required. It is 
complete with an instant-replay feature that allows users to save 
custom protocols for quick access and replicability.
877-627-3858 • lightforcelasers.com

Vegan supplement 
Detox-N-Cleanse from Doctors’ Research is 
a 100-percent vegan food supplement that’s 
a synergistic blend of foods and food extracts 
intended to help support healthy colon and 
urinary functions, and promoting metal and 
other detoxifications. Pollution is a serious 
issue; so many naturally minded individuals are 
justifiably concerned about detoxification. This 
product helps support cellular health.*
805-489-7185 • doctorsresearch.com

*These statements have not been evaluated by the Food and Drug Administration. These products are not intended to diagnose, treat, cure, or prevent any disease.

To search for more products, or to submit a product, go to ChiroEco.com and click on “Products and Services.”
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ADMARKETPLACE 

Claim YOUR Space Today!

904-285-6020
Janice Long, Ext. 541
Jeff Pruitt, Ext. 542

Susan Nevins, Ext. 554
Jennifer DeRusso, Ext. 573

Elise Welle, Ext. 578

WE SAVED THIS 
SPACE FOR YOU 

Small ads have 
big rewards.
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T O  P L A C E  A N  A D  C A L L  9 0 4 - 2 8 5 - 6 0 2 0
CLASSIFIEDMARKETPLACE 

Why 
Advertise  

Here? 
Because it Works!

Every ad that runs here, also runs  
on our Web site: ChiroEco.com

To Place a Classified Ad Call  
904-285-6020
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