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�Learn how Congress is working to

expand the role of chiropractic in the
Department of Veterans Affairs at
www.ChiroEco.com/veteransact.

�The USDA and HHS have released
the 2010 Dietary Guidelines for
Americans. Learn more at
www.ChiroEco.com/dietguidelines.

More From The Web
�The right stuff

www.ChiroEco.com/stuff

�New resource on qualifying
for EHR bonus
www.ChiroEco.com/bonus

The Tuesday Webinar Series
Chiropractic Economics webinars are
always available for you to download.
You can choose from a variety of topics
that affects your practice, such as billing
and coding, growing your practice,
documentation, and marketing — all
brought to you by some of the top
experts in the chiropractic profession.

Download any of our webinars at
www.ChiroEco.com/webinar.

Expert Insights
Blogs by Perry Nickelston, Mark Sanna,
Beth Golden, Drew Stevens, Paul Varnas,
and the Chiropractic Economics editorial
staff. Here’s what’s new:

Chiropractic Breakthrough
Healthcare Reform Updates
Mark Sanna, DC
www.ChiroEco.com/sanna

ChiroEco.com Editor’s Blog
Website updates
Daniel Sosnoski
www.ChiroEco.com/blog

The HCG diet expert
Are people really against the
HCG diet?
Beth Golden, PhD
www.ChiroEco.com/golden

Resource Centers
Chiropractic Tables
www.ChiroEco.com/hill
�Decompression coding
�Flexion-Traction and the tables role

Electronic Health Records
www.ChiroEco.com/futurehealth
�Want better information tech?
�Can EMRs cut it alone?

Instrument Adjusting
www.ChiroEco.com/neuromechanical
�How important is technique?
�A new addition

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

Job Board
Visit www.ChiroEco.com/jobboard for
employment opportunity listings for:
�Associates
�Billing
�Chiropractic Assistants
�Doctors of Chiropractic
�Faculty
�Front Office/Reception/Scheduling
�Independent Contractors
�Marketing
�Massage Therapists
�Multidisciplinary Practice Opportunities
�Office Management
�Temporary Positions
...and More

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

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

Online Poll
Do you incorporate nutrition
into your patients’ plan of care?
To enter your response and
view the results of our last poll,
visit www.ChiroEco.com.

What’s New Online Plus
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ACTRESS MERYL STREEP ONCE SAID, “IT’S BIZARRE THAT

THE PRODUCE MANAGER IS MORE IMPORTANT TO MY

CHILDREN’S HEALTH THAN THE PEDIATRICIAN.” She
had a good point. Proper nutrition is fundamental to good
health and well-being.

While the adjustment works to improve communication
between the organs of the body and the nervous system,

nutrition gives the body the essential building
blocks it needs to create energy and carry out its
countless chemical processes. Little wonder that
chiropractic and nutrition have been inseparable
partners over the years.

Yet, while it is intuitively obvious that a good
diet can help us ward off illness and chronic
diseases like diabetes, trying to define what “a
good diet” is presents us with a constantly
moving target. Dietitians and nutritional scientists
regularly revise food guidelines. The FDA recom-
mendations change often enough to confirm that

the experts are regularly surprised by new discoveries.
Nevertheless, we know that something is seriously wrong.

Statistics on obesity show that our food culture promotes
bad choices. There’s an urgent need for education.

A further complication arises when we try to use the
knowledge we do have. What hormones and antibiotics are
in the beef and chicken we buy? Is there mercury in our
fish? Are the fruits and vegetables in our baskets tainted
with pesticides? Are the baked goods we consume laced
with trans fats? What about hidden sources of sodium and
high-fructose corn syrup?

By the time they come to your office, it’s likely that your
patients are concerned and have questions about diet and the
use of nutritional supplements. Are you prepared to help them?

This issue of Chiropractic Economics focuses on nutrition
from several angles, including the financial benefits of
adding dietary counseling and nutritional supplements to
your practice mix.

In the end you’ll see — it’s really just a question of finding
the right balance.

To your success,

Let me know what’s
on your mind:
904-567-1539
Fax: 904-285-9944
dsosnoski@chiroeco.com
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A moving target
When it comes to nutrition, we are still
struggling with the basics

EDITOR’SNOTE

Daniel Sosnoski, Editor
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READERRESPONSE

What are you waiting for?

IWOULD LIKE TO COMMENT ON THE

ARTICLE BY FELLOW STUDENT MARK

WADE, “Inspiring the Future of the
Profession,” which was posted on your
website. Wade did a terrific job outlin-
ing the top 10 reasons to support the
Foundation for Chiropractic Progress
(F4CP) and also in discussing past
achievements of F4CP, such as how in
2009 they distributed more than 500
million positive chiropractic messages.

With growing support, and yet still
only 3 percent of the profession
contributing, F4CP surpassed one
billion positive messages in 2010. Never
in our profession’s 116-year history has
anything like this been done before.
The foundation is raising the profile of
the profession and there are many
patients who deserve to know more
about the benefits of chiropractic care.
Wade concluded his article inquiring

why 97 percent of the profession is still
not behind the positive press campaign.

As a student, I find this high
percentage of non-contributors diffi-
cult to comprehend when the decision
to support the foundation and thus the
profession seems so sensible and valu-
able to our progress.

We should all want F4CP to be
successful. Kent Greenawalt, DC, the
foundation executive board, and a
professional marketing team have built a
vehicle for us to travel toward the future
— we just have to provide the fuel!

All it requires are more doctors and
chiropractic students saying, “I’m in” to
continue and expand the success of the
foundation. Through the generosity of
Greenawalt, who pays the overhead, the
foundation is able to use every dollar
contributed for the single mission of
positive press for chiropractic.

To borrow from Wade again, “What
are you waiting for?”

Elizabeth M. Wisniewski
National Vice-chair, Foundation for

Chiropractic Progress
Palmer College of Chiropractic

Editor’s note: Chiropractic Econom-
ics strongly supports the mission and
goals of the Foundation for Economic
Progress and encourages the magazine’s
readers to do so as well.

SEND US YOUR OPINION Do you have
questions or comments on something you’ve
read in the magazine? Let us know! E-mail
your opinions to dsosnoski@chiroeco.com, fax
them to 904-285-9944, or send a letter to
Chiropractic Economics c/o Daniel Sosnoski,
5150 Palm Valley road, Suite 103, Ponte Vedra
Beach, FL 32082.
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T O P N E W S

Action against Humana sets
precedent for other states
The American Chiropractic Association (ACA) recently announced that
following an investigation of the activities of Humana Health Plan Inc. the
Kentucky Office of Insurance identified numerous deficiencies and
violations in the insurer’s business practices. As a result, Humana was fined
$100,000 and is required by the order to take corrective action.

According to ACA officials, this action will set a precedent for other
state departments of insurance that may be hearing similar complaints,
and it also sends a strong message to health insurers everywhere about
the chiropractic profession’s willingness to confront unfair practices.

Many of Humana’s deficiencies and violations reflect complaints raised
by ACA and the Kentucky Association of Chiropractors (KAC), which were
based on information provided by doctors of chiropractic in Kentucky.

to read this article in its entirety, visit www.ChiroEco.com/humana.
Source: American Chiropractic Association, www.acatoday.org

Congress moves to expand chiropractic
to veterans, military beneficiaries
The American Chiropractic Association (ACA) and the Association of
Chiropractic Colleges (ACC) recently expressed support for newly
introduced legislation in the U.S. House of Representatives designed to
expand the availability of the services delivered by chiropractic physicians
in the federal Department of Veterans Affairs (VA) and to those who utilize
the military’s healthcare delivery system, TRICARE, run by the Department
of Defense (DoD).

Ranking member of the House Veterans Affairs Committee, Rep. Bob
Filner (D-Calif.), has again introduced the Chiropractic Care to All Veterans
Act (H.R. 329), a bill similar to legislation that was overwhelmingly passed
by the entire House in 2010 but was not considered in the Senate.

to view and learn more about this bill, visit
www.ChiroEco.com/veteransact.

Source: American Chiropractic Association, www.acatoday.org

Council on Chiropractic Education ignores
input from profession on standards
A report by Dr. Steven Welsh of the Georgia Chiropractic Council (GCC)
indicates that the Council on Chiropractic Education (CCE) has seemingly

ignored the overwhelming input from the profession at large.
In September 2010, the CCE Task Force on Accreditation Standards

released a second draft to the public for comments. At the latest meeting,
the CCE met and adopted new educational standards that will become
effective in January of next year.

Welsh, who attended the public proceedings, reports that the CCE
president announced that the council had received two complaints. No
details were provided. Council members were reminded of the need for
complete confidentiality. In October 2010, it was reported by Welsh that the
CCE had received approximately 3,000 submissions from the profession.

For more information on this article, visit
www.ChiroEco.com/CCEstandards.

Source: Foundation for Vertebral Subluxation,
http://vertebralsubluxation.health.officelive.com

Survey: Chiropractic ranks high
among career choices
As reported in the Wall Street Journal, chiropractic ranked 56 out of 200
career choices in a list of “The Best and Worst Jobs.”

The data comes from a survey by CareerCast, which rated jobs based
on income, working environment, stress, physical demands, and job
outlook. Chiropractors scored higher than several other healthcare
professionals, including physical therapists (70), physician assistants (89),
dentists (97), and registered nurses (100).

to read the article in its entirety, visit www.ChiroEco.com/careerchoices.
Source: American Chiropractic Association, www.acatoday.org

N.M. bill to permit chiropractors
to practice medicine
Bill HB127, introduced Jan 20, 2011, has been proposed in the state of
New Mexico.

If passed, this bill will authorize “certified advanced practice chiropractic
physician to prescribe and administer any dangerous drug or controlled
substances subject to approval by the chiropractic board and within the
physician’s clinical specialty.”

Additionally, “the existing statutory prohibition against chiropractors
performing invasive procedures, operative surgery, and prescription or use
of controlled or dangerous drugs is eliminated.”

to learn more about this bill, visit www.ChiroEco.com/newmexico.
Source: Foundation for Vertebral Subluxation,

http://vertebralsubluxation.health.officelive.com

CHIROECONEWSflash.com
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C O L L E G E N E W S

NUHS raises GPA requirement
for DC degree program
In an unprecedented move to increase academic
standards in the chiropractic profession, National
University of Health Sciences (NUHS)
announced it is raising the minimum grade point
average required for admission to its Doctor of
Chiropractic Medicine Degree Program from
2.50 to 2.75. The new standard will be applied
to the Fall 2012 incoming class.

National is the first educational institution
offering the DC degree to announce it will raise its
GPA standard to 2.75. Currently, the Council on
Chiropractic Education (CCE) requires a 2.50 GPA
for students entering accredited DC programs.

National’s new standard will also apply to
students seeking the Doctor of Naturopathic
Medicine Degree; the university’s other first
professional doctoral degree program.

to learn more, visit
www.ChiroEco.com/gparequirement.

Source: National University of Health Sciences,
www.nuhs.edu

TCC welcomes new clinic dean
Texas Chiropractic College (TCC) welcomed Dr.
Barry C. Wiese, DC, MSHA, as the school’s new
dean of clinics, TCC President Dr. Richard G.
Brassard announced.

At TCC, Wiese will be responsible for
overseeing the quality of patient care and
student education at the Moody Health Center
and the Campus Health Clinic. He will work on
developing additional clinic opportunities for TCC
while enhancing marketing efforts for the MHC.

Wiese will additionally be planning faculty and
staff development while working closely with the
dean of academic affairs to coordinate the clinic
experience with the pre-clinical experience.

For more information on wiese, visit
www.ChiroEco.com/wiese.

Source: Texas Chiropractic College, www.txchiro.edu

H E A L T H N E W S

USDA, HHS announce
new dietary guidelines
Agriculture Secretary Tom Vilsack and Secretary
of the Department of Health and Human
Services (HHS) Kathleen Sebelius announced the
release of the 2010 Dietary Guidelines for
Americans, the federal government's evidence-
based nutritional guidance to promote health,
reduce the risk of chronic diseases, and reduce
the prevalence of overweight and obesity
through improved nutrition and physical activity.

Because more than one-third of children and
more than two-thirds of adults in the United
States are overweight or obese, the 7th edition
of Dietary Guidelines for Americans places
stronger emphasis on reducing calorie
consumption and increasing physical activity.

For more information on the dietary
guidelines, visit

www.ChiroEco.com/dietguidelines.
Source: U.S. Department of Health & Human Services,
www.hhs.gov

Lower back disease
may be in your genes
Symptomatic lumbar disc disease, a condition
caused by degeneration or herniation of the
discs of the lower spine, may be inherited,
according to a new study published in the
Journal of Bone and Joint Surgery (JBJS).

“Previous studies, including studies of twin
siblings and subsequent genetic marker studies,
have suggested a genetic predisposition for the
development of symptomatic lumbar disc
disease but have been limited by a small number
of patients,” noted study author Alpesh A. Patel,
MD FACS, assistant professor of orthopaedic
surgery at the University of Utah School of
Medicine. “The results of this study provide
evidence based on a population of more than
two million people, indicating that there likely is
a genetic component in the development of this

disease. Additionally, the factors that
differentiate a symptomatic disc from a non-
painful disc may also be affected by genetics.”

to read this article in its entirety, visit
www.ChiroEco.com/backdisease.

Source: PR Newswire, www.prnewswire.com

I N D U S T R Y N E W S

Chiropractor featured on
Discovery Channel, CNN
Faith E. Leuschen, DC, who has been practicing
for 15 years, filmed an informational segment,
which aired on Discovery Channel, CNN, Fox
News, and other stations in February.

MAYO Communications was retained as the
agency of record by Leuschen to promote her
technique as a trainer of the Neurologic Relief
Center Technique. Leuschen has trained dozens
of doctors from the U.S. using this technique.

to read this article in its entirety, visit
www.ChiroEco.com/leuschen.

Source: PR Newswire, www.prnewswire.com

The Joint Corp. awards first
franchise in Louisiana market
The Joint Corp., a chiropractic health and
wellness center, has announced the awarding of
its 13th franchise license to Dallas Humble, DC,
noted speaker and author.

Humble attended University of Louisiana
Monroe and received his Doctor or Chiropractic
degree from Palmer College of Chiropractic in
Davenport, Iowa.

He has owned and operated more than 22
healthcare offices in five different states,
managed medical practices, owned a real estate
investing company, owned and operated a
national consulting company for healthcare
providers, and co-founded a nationwide fall
prevention and risk assessment organization.

For more information, visit
www.ChiroEco.com/humble.

Source: BusinessWire, www.businesswire.com





Lloyd A. Steffensmeier, DC, of Lloyd
Table Company gets a “thank you”
from the cheerleaders for his
generous donation to the
foundation this year.

Amanda Mitchell, Denise Medina, and
Barbra Beach of the Washington

Redskins Cheerleaders pose by the Ford
Mustang being raffled by the foundation.

General Rebecca “Becky” Halstead,
spokesperson for the Foundation for
Chiropractic Progress, meets with Liz
Peacock, DC, noted speaker and
advocate, and Carol Ann Malizia, DC,
president of Girls Gals Gurus.
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INFOCUS

Stanford Erickson, editorial director
of Chiropractic Economics,
interviews Fabrizio Mancini, DC,
and Lewis Bazakos, DC.

2011 Parker Seminars in Las Vegas

The cheerleaders give a welcome to
Gilles Lamarche, DC, vice president
of Parker Seminars.

Fabrizio Mancini, DC,
president of Parker
College and Parker
Seminars addresses
the assembly with
some help from the
cheerleaders.

Kent Greenawalt, chairman of the Foundation for Chiropractic
Progress, greets guests at a reception for the foundation.

Foundation Board Members Kent Greenawalt and Carol Ann
Malizia, DC, speak with Larry Markson, DC, co-founder of
The Markson Connection.

Daniel Sosnoski, editor of
Chiropractic Economics, speaks

with Kathy Mills Chang.
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CLINICALCONCERNS

11 ‘superfoods’ to
supercharge your practice
Added to the diet, these powerful staples can contribute greatly
to your patients’ health and well-being — and yours, too.
BY PAMELA DUNN, DC

ARE SUPERFOODS A PART OF

YOUR CLINICAL PRACTICE? They
should be. After the extra

indulging over the holiday season,
instead of going on a binge diet that
won’t last, make an effort to eat better
foods and put them at the top of your
grocery list.

Sticking to a healthy plan will benefit
you and your health. The effect that diet
can have on how you feel today as well
as into the future is priceless. Even if
you are healthy, making a few positive
alterations can have an amazing impact.

“Practice what you preach” is the key
here. By incorporating these nutrient-
packed foods into your own diet, your
patients can benefit from your experi-
ence and, in turn, your nutritional
advice. When adjusting an individual
patient, you can discuss healthy tips
about superfoods and the diet.

Bringing a superfood and its bene-
fits into awareness can offer
long-lasting benefits. If you hold group
talks, you might present a “Superfood
of the Week” to be the focus of the

special attention it deserves.
You shouldn’t necessarily eat specific

foods for specific ailments like taking a
pill; but having a healthy consistent diet
that incorporates a variety of superfoods
can contribute to combating disease,
maintaining target weight, and
increasing vitality.

Superfoods can assist in lowering
cholesterol and reducing the risk of
heart disease and cancer. And, unlike
drugs, they have no side effects.

Among the many types of super-
foods, the following are representative
of the category, readily available, and
high in phytonutrients and antioxidants.

Pumpkin
Pumpkin is packed with various nutri-
ents and carotenoids, particularly alpha
and beta carotene. Carotenoids are
naturally occurring pigments —
orange, yellow, and red-colored, fat-
soluble compounds occurring in a
variety of plants.

Carotenoids help protect against free
radicals, enhance cell-to-cell communi-

cation, and modulate the immune
response. They also protect your skin
and eyes from damage caused by ultra-
violet light.

Dark chocolate
Dark chocolate contains various
minerals including iron, copper,
magnesium, zinc, and even some
protein.

Studies have shown that both cocoa
and high-cocoa chocolate not only
taste good and stimulate endorphins,
but also help lower blood pressure.
Dark chocolate contains serotonin,
which acts as an antidepressant. It can
help lower cholesterol, among other
cardiovascular benefits.

Cranberries
Cranberries contain significant
amounts of antioxidants and other
phytonutrients that may help protect
against heart disease, cancer, and other
diseases.

Cranberries can help prevent bacte-
ria-causing infections, particularly in
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the bladder and urinary
tract. They are a great natu-
ral preventative for
recurring bladder infections.

Blueberries
Blueberries are packed with
antioxidants, which help
fight cancer and other
diseases. They can assist in
maintaining good vision and
work to prevent macular
degeneration in the eye.
They contain vitamin C,
promote and maintain diges-
tive health, urinary tract
health, help lower blood
cholesterol, assist in
Alzheimer’s prevention, and
aid with weight control.

Blueberries are also good
for the complexion, and are
anti-diabetic and anti-
inflammatory.

Red wine
Red wine has greater health
benefits than white wine.
Wines with higher tannin
levels carry more of the
protective polyphenols that
are good for blood vessel
protection. The polyphenols
in wine have a specific inter-
action with the lining of
blood vessels that is able to
dilate the blood vessels,
relax them, and have
anti-clotting and anti-
inflammatory effects.

Tomatoes
Tomatoes are loaded with
lycopene, an antioxidant that
reduces the risk of prostate,
breast, lung, and other
cancers, and has heart-
protective effects. Research
shows that the absorption of

lycopene is greatest when
tomatoes are cooked with
olive oil. In one study, a
combination of tomato and
broccoli was more effective
at slowing tumor growth
than tomatoes or broccoli
alone.

Spinach
Spinach is low in calories,
yet extremely high in vita-
mins, minerals, and other
phytonutrients. A 1-cup
serving has more than 100
percent of the recom-
mended daily allowance of
vitamins K and A and is an
excellent source of vitamins
B2 and B6, magnesium, iron
(non-heme), calcium, and
potassium as well.

It contains more than
half the daily requirements

for folate and manganese.
Spinach can also improve
brain function.

Spinach is a very good
source of dietary fiber,
copper, protein, phosphorus,
zinc, and vitamin E. It is
also rich in omega-3 fatty
acids, selenium, and niacin.

Almonds
Snacking on a handful of
almonds is a heart-healthy
habit that can help one
achieve an adequate intake
of essential nutrients while
reducing hunger. Almonds
can help to reduce choles-
terol as part of a diet low in
saturated fat and may reduce
the risk of heart disease.

Of the 14 grams of fat
found in 1 ounce of
almonds, 9 grams are



monounsaturated (good fat).
They also contain dietary
fiber, potassium, copper,
zinc, iron, vitamin E, and
protein. Almonds are also
unique in that they provide
various minerals essential for
bone health, namely calcium,
magnesium, manganese, and
phosphorus.

Cherries
Cherries have several
important health benefits,
from helping ease the pain
of arthritis and gout to
reducing risk factors for
heart disease, diabetes, and
certain cancers — particu-
larly of the colon.

Cherries also contain
melatonin, which may help
regulate the body’s natural
sleep patterns, aid with jet

lag, prevent memory loss,
and delay the aging process.
Cherries also contain other
important nutrients such as
beta carotene, vitamin C,
potassium, magnesium,
iron, fiber, and folate.

Studies have found that a
cherry-enriched diet can
help in loss of weight, body
fat (especially “belly” fat),
inflammation, and choles-
terol. All of the above
contribute to risk of heart
disease.

Broccoli
Just one serving (1 cup,
preferably raw) of broccoli
offers power-packed health
benefits of vitamins C, A, E,
K, B1, B2, B3, B5, and B6.
Broccoli is rich in minerals,
including folic acid,

manganese, potassium,
phosphorus, magnesium,
omega-3 fatty acids, trypto-
phan, iron, calcium, zinc,
thiamine, riboflavin, niacin,
and beta carotene. Broccoli
is also a source of fiber and
protein.

Garlic
Well-known for its many
health benefits, garlic
contains protein, vitamins
A, B, C, and E, as well as
the minerals iron, selenium,
and calcium. Garlic can
increase the strength of the
immune system. It has
antibiotic, antifungal,
antioxidant, and antiviral
properties. Daily doses (half
clove per day minimum)
help naturally fight off the
common cold and flu.

Garlic also helps support
the circulatory system,
which may help lower the
risk of heart disease.

Whether you choose all
or a few, the superfoods
listed above are nutrient-rich
and can provide numerous
health benefits. You and
your patients should put
them at the top of the shop-
ping list as part of a healthy
and delicious diet.

PAMELA DUNN, Dc,
is originally from
Michigan, but has
been practicing in
australia for almost

20 years. She is co-founder and
director of hillarys chiropractic,
in Western australia. She is a
chiropractor, instructor, mentor,
and writer. She can be reached
through www.chiropam.com or
www.hillaryschiropractic.com.au.
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AS THE INTERNET CONTINUES TO

DEVELOP, BUSINESSES SHOULD

ADAPT AND PROGRESS WITH IT.
One of the most significant changes
over the past few years has been the
shift in marketing strategies and
investment from print to online media.

Traditional marketing methods,
such as print brochures and advertise-
ments, can cost thousands of dollars.
However, there are now many other
marketing techniques doctors can use
at little to no cost by focusing their
efforts toward Internet solutions.

Dramatically increasing
opportunities
Before the birth of digital media,
marketing techniques such as public
displays, sponsorships, and print
opportunities, were considered the
most effective methods for marketing a
business to the public. The large
investment required for such initia-
tives, however, meant companies faced
the challenge of balancing marketing
expenses against expected return on
investment.

Today, the Internet is the forefront
of communications technology. Now
the Web is a primary target for
marketers who realize the advantage of
investing their resources into the
broadest cross-border marketing
landscape.

Placing banner ads on select Web
pages, contributing paid placements,
running special promotions online,
and communicating sponsorships to
the online community are but a few
examples that have proven effective for
businesses of all sizes.

The number of advertising opportu-
nities in general has dramatically

increased now that the emphasis has
shifted to communicating trust and
relevance instead of merely “shouting
loudest” among the competition.

Target your market
With the ability to target your market
more efficiently and affordably on the
Web, many businesses now rely exclu-
sively on online marketing.

With the right online content, you
can effectively generate “buzz” with
consumers and increase it through
social media channels and other online
forums. Any content put on the Web,
be it news, websites, or advertisements,
has staying power that can outlast
print alternatives. Attributes like these
have led many experts to argue that

the Internet offers the best form of
outreach, especially for small organiza-
tions, such as doctors’ offices.

When considering how to shift your
marketing strategy (and dollars) online,
Web host providers are a good
resource to tap for tools and products
that can help capitalize on online
advertisements.

Some larger providers offer stand-
alone marketing products and services,
while others include them in standard
hosting packages. If you already have a
website, look into what your current
Web host can provide in terms of
online marketing and search engine
optimization (SEO) services.
For example: Newsletters are an

established way to engage an audience

E-marketing muscle
Leverage the power of online tools to increase your
outreach and maximize your advertising dollars.
BY OLIVER MAUSS
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and build relationships with patients.
You will often find tools like this
bundled into a Web host’s packages.

With design templates and editing
tools, you can create professional qual-
ity e-mails incorporating news such as
updates about services, new employee
biographies, health advice, and current
product promotions into the content.

Furthermore, there are analytical
tools you can employ to gauge the

success rates of your online activities
and guide you in refining your market-
ing strategies. Online activities can
positively impact a medical practice,
and are most lucrative when used with
the right target demographic.

Think local
If you are unsure how to get started, it
may help to start small in terms of
marketing and experiment.

For example: Your clients are most
likely to be local residents, so focusing
on outreach to people in your region
is imperative. Online listings, known
as Internet Yellow Pages (IYPs), or
local search engines, present a prac-
tice’s contact and website information
instantly to perspective patients when
they search online for a chiropractor
in their area.

Some Web hosts offer easy-to-use
tools to submit your business for inclu-
sion in several directories at once. Your
information may be sent to multiple
listings and search engines.

Social media are now a standard
way for people to communicate with
all types of businesses. Through social
platforms, you can communicate
directly with your patients outside the
office. You provide a simple, direct way
to inform clients of information
affecting your care.

Cross-promotion between your
practice’s website and its social media
profiles can also boost Web traffic to
your website, while networks such as
Facebook or YouTube offer additional
ways to distribute information.

Consider taking advantage of the
opportunities offered online to raise
awareness with your audience, lower
your marketing costs, and foster your
client relationships. Communicating
through new channels can help capture
new clientele and improve the reputa-
tion of your practice.

Most Web hosts offer a wide range
of tools to assist you in your marketing
efforts, and provide support even if
you’re new to the Web.

Exploring Internet marketing strate-
gies can be one of the most effective
ways to stimulate growth for any prac-
tice, while also being a highly flexible
and cost-effective activity.

OLIVER MAUSS is the cEO of
1&1 Internet, a worldwide Web
hosting provider. he can be
reached at 610-560-1530,
press@1and1.com, or through

www.1and1.com.
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HEALTHCARE CONSUMERS,
ESPECIALLY THOSE OF THE BABY

BOOMER GENERATION, are more
willing than ever to spend their discre-
tionary income on natural health and
wellness.

Moreover, in a challenging economy,
people are seeking the most economical
ways to stay healthy. This gives those of
you who integrate nutritional supple-
ments and counseling into your patients’
plan of care a great opportunity.

While retail has experienced
decreased or flat growth in supplement
sales, sales by healthcare practitioners
have exhibited steady growth year after
year. In addition, nutritional supple-
ments provide an opportunity to
generate practice revenue independent
of health-insurance reimbursement.

Are you capitalizing?
Here are a few tips you can follow
when implementing nutrition into
your practice.

1. Let your patients decide. When
considering adding ancillary prod-
ucts or services, there are those
who believe, “My patients can’t
afford it.” Ask yourself, however,
if you want to be known as the
practice that has the lowest fees
or the practice that offers the

highest value to your patients.
Your patients will pay for what

they value. Patients will pay for
expertise, convenience, and, most of
all, good health. Offer your patients
the best and let them decide what they
can or cannot afford.

2. Develop a plan. Don’t waste time,
energy, or money with nutritional
products due to impulse buying. Don’t
rush into purchasing an inventory of
supplements without thinking through
a basic strategy.

Analyze your practice and ask
yourself, “What are my patient demo-
graphics?” Figure out how nutrition
fits into your practice style.

Targeted nutrition, focused on
specific conditions, can be costly, time
consuming, and attention diverting.
Supporting general health is key to
vitamin consumption.

The most common reason people
say they take nutritional supplements
is to aid a healthy diet. Maintaining a
large inventory of nutritional supple-
ments is a brain-drain. Instead, carry a
select line of products that provide
clear consumer-oriented benefits.

Supplements for energy, brain
health, weight loss, and women’s health
are among the top trends. Pediatric
supplements are also best sellers and
most parents give their children vita-
mins and minerals regularly to
supplement a healthy diet.

3. Educate yourself. When patients
consider you as an expert, you are no
longer perceived as a salesman.

Learn about the products you plan
to recommend to your patients. A
confident, scientific presentation of the
products you provide is crucial to
patient compliance. There are many
seminars and courses available to help
you achieve this goal.

Patients are often bombarded with
marketing jargon and misinformation
from the Internet, friends, family, and
less reputable supplement marketers.
Provide your patients with third-party
information and reference material on
the nutrients you are recommending.
This includes professionally written
articles and scientific reference material
written for the consumer.

The therapeutic benefits of many
nutritional supplements have been
scientifically established. Unfortunately,
unrealistic and fraudulent claims are
often made regarding some products.
Educate your patients on the value of
incorporating nutritional products as a
building block to good health. A
healthy lifestyle includes making
healthy choices, which include an

Are you missing an opportunity?
Combine chiropractic and nutrition to benefit your practice and your patients.
BY MARK SANNA, DC, ACRB LEVEL I I , F ICC
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improved diet, regular exer-
cise, and chiropractic
adjustments.

4. Educate your staff. Deliv-
ering nutrition can be
doctor-directed and staff-
driven.

Take the time to train your
practice team members on
the products you will be
carrying and their general
applications. Patients often
spend more time in your
practice talking with the
receptionist and CAs than
with you. Your staff should
be able to answer basic ques-
tions regarding your
nutritional products, pass on
reference materials, and refer
patients to you for more
detailed follow-up.

5. Engineer your treatment
plan. You wouldn’t bake
your favorite cake from
scratch — you’d use a recipe.
Do the same with your
treatment plan.

Utilize a “reverse-engi-
neered” system of case
management. Develop a
treatment plan template that
includes all of the proce-
dures you might perform on
the most complicated,
chronic case, including a
nutritional evaluation.

This system is called
reverse-engineering because
you customize the treatment
plan template to each indi-
vidual patient’s needs by
removing those procedures
not applicable to the patient’s
condition. This makes it

more difficult to forget to
perform necessary proce-
dures such as re-evaluations
and making nutritional
recommendations.

You can also streamline
your office procedure by
adding a section to your
patient history/intake ques-
tionnaire that asks if the
patient is currently taking
supplements. Have the patient
list the products and their
goals for taking them. Ask if
they would like information
about how taking nutritional
supplements can promote
health and well-being.

6. Set up for success. Incor-
porate an attractive,
professional display of your
products in your reception

area. This lets patients know
you carry supplements. It
also stimulates interest and
desire to purchase.

Combining chiropractic
with nutrition makes good
chiropractic and business
sense. Follow the above
steps and soon you will
develop and grow an ethical,
revenue-generating adjunct
to your practice.

MARK SANNA, Dc,
is a member of the
chiropractic Summit,
the aca Governor’s
advisory Board, and

a board member of the
Foundation for chiropractic
Progress. he is the president and
cEO of Breakthrough coaching.
he can be reached at 800-723-
8423 or through
www.mybreakthrough.com.
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From message to megaphone
This two-step approach to marketing your practice can help you
while also strengthening the profession in the eyes of the public.
BY DANE P. DONOHUE, DC

IMAGINE THAT IT’S 1963 AND ONE OF

THE GREAT ORATORS OF OUR TIME,
MARTIN LUTHER KING, JR., is giving

his “I have a dream speech” on the
steps of the Lincoln Memorial in
Washington D.C. Suddenly, his micro-
phone goes out, and only the first few
rows of the thousands and thousands
of people hear this incredible speech.

What would have happened if King
had not been able to deliver his
history-making speech? More impor-

tantly, what would have happened if he
didn’t have an incredible message that
needed to be told in the first place?
King had a vital message, a market that
wanted it and needed to hear it, and a
megaphone to communicate it loud
and clear.

King’s story was empowering to
people. It made them realize there was
something greater waiting for them
than the status quo — an inequality
between blacks and whites that was
considered the norm. Most impor-
tantly, it made them take action to
change civil rights in America. Now
that’s how marketing should work.

King wanted his four children
to live in a nation “where

they would not be
judged by the color of

their skin, but rather on
the content of their charac-

ter.” Likewise, you want to be
judged on the quality of your
results and the content of
your message.

It’s not your packaging
that you are selling —
chiropractic — it’s what’s
inside the package that
creates value for your
patients. Albert Einstein
said, “It would be a sad
situation if the wrapper
were better than the meat
wrapped inside.”

Wellness expert Patrick
Gentempo, DC, says that

research shows we have “nega-
tive brand equity.” In other words,
our packaging isn’t that attractive to
the public at large. However, what’s
wrapped inside is a product that has
the ability to improve the quality of

peoples’ lives forever.
So, isn’t it time to make sure your

packaging matches the quality of your
product and the positive results that
product delivers? It’s important to
remember that a message is only as
effective as the idea upon which it is
built. Just like King’s speech, your
chiropractic wellness message is a vital
one that Americans must hear.

However, just as not everyone
believed or wanted to hear King’s
message, despite the urgent need in
this country, not everyone may want to
hear yours either. So, consider this
two-step marketing process:

Clearly define your message
and your market
What is your message and what are its
benefits? Is there a solid market for it
so that you can attract believers? Do
you believe in your message? Can you
deliver on its promise? Many chiro-
practors want to deliver a message of
“wellness.”

In other words, they don’t just want
to correct their patients’ symptoms,
they want to improve the quality of
their long-term health by helping them
make better lifestyle decisions.

Chiropractic marketing expert Jason
Deitch, DC, says that most of us don’t
want to attract new patients based on
the traditional idea of what a chiro-
practor does, namely, musculoskeletal
pain management. Rather, you want to
help patients function at their best by
removing the obstacles that allow the
natural innate process to unfold
throughout their lives.

However, if you don’t have a clearly
defined system that gets measurable,
functional results, then you shouldn’t
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market that message. Don’t promise
what you can’t deliver.

Remember, the package can’t be
more attractive than what is inside.
When you buy a product that doesn’t
deliver on its promise, you don’t buy
it again, do you?

Making a promise and not keeping
it is a sure route to low patient referrals
and a low PVA, because you won’t
retain patients if their needs are not
being met. Deitch says “People are not
interested in the tool, a drill, let’s say.
Instead, they are interested in the hole
the drill creates — the benefit of having
a drill in the first place.”

Across this profession as a whole,
the message is not clear in the public
eye. The message that needs to be
delivered is not clear. Check for your-
self: over the next week, ask five people
you know “What do chiropractors do
and why do they do it?” Then ask five
chiropractors the same two questions.
You may be surprised at the inconsis-
tency of the answers.

The message of chiropractic has
changed radically over the past 40
years, and it seems to differ from
chiropractor to chiropractor. Are we
“pain specialists”? Are we “rehab
specialists”? Are we “family wellness
specialists”? Are we “anti-aging” or
“subluxation-correction” specialists?
Before you market to anyone, the
profession must define what it is and
what it does — clearly and concisely.

Most importantly, we must identify
why people want the service we
provide. In other words, what are the
specific benefits derived from chiro-
practic care? Are they measurable? Are
they reproducible?

People don’t make long-term deci-
sions based on what they know; they
make decisions based on how they feel.

Once you have clearly defined your
message and its benefits, then it’s time
to market that message to the masses.

Your message needs a megaphone
Marketing your message is about

amplification: getting more people to
hear your message. As most chiroprac-
tors don’t have the advertising and
marketing budgets needed to build an
effective megaphone, your marketing
efforts must be cost effective, e.g.,
internal marketing to your current
patient base through healthcare
classes, specific health topic classes,
and patient events such as patient
appreciation days and community
wellness days.

The important point is that you’ve
got to take your megaphone out of the
office, because that’s where your
market is. When was the last time you
got out of your office and did an exter-
nal event such as a screening or talk?

Print media and traditional adver-
tising, such as radio and TV, can be
effective, but they are expensive and
you may not be able to fully commu-
nicate your message. Start to think
like a big business if you want a big
business.

Big business is moving to more
social media advertising through
effective website design and applica-
tions. Social media advertising is the
way of the future.

If your dream practice is to become
your dream reality, then you must
market yourself, your practice, and
your message. Just as you can’t be all
things to all people, you can’t market
all the different messages within our
profession to all people.

Get clear on the intent of your
message, deliver on its promise with
passion, and build a megaphone that
communicates that message to the
masses. It’s time to make our packag-
ing as beautiful as our product.

DANE DONOHUE, Dc, is
co-founder of 8 Weeks to
Wellness, a national in-office
wellness program now offered in
more than 30 centers around the

country. he, along with his twin sister, runs
one of the largest multi-million dollar, cash-
based wellness centers in the country. he can
be reached at drdane@8ww.com or at 267-
980-5660.
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Keeping updated on
the latest trends in
nutrition can be an

overwhelming endeavor.
Thousands of books, articles, and

research papers are devoted to this
subject, so knowing which informa-
tion can best be applied to your
practice can be a challenge. Most
chiropractors simply do not have the

time to spend several hours a
day studying this topic.

To help you, a panel of
experts offered their
insight into nutritional
trends in the chiro-
practic profession.
You may find that
some of their
suggestions can be
incorporated into
your practice.

Back to the future
More and more

doctors are recom-
mending their patients

eat whole foods as the
primary building block

toward better nutrition.
“The real issue with nutrition is that

modern man has veered from the
consumption pattern to which he is
genetically disposed,” says David
Seaman, DC, MS, DABCN, a technical
consultant for Anabolic Laboratories.

“The vast majority of calories should
come from vegetation and animals that
eat vegetation.” This is because our

bodies are adapted to subsist largely on
wild game or grass-fed animal products,
vegetables, fruits, tubers, roots, nuts,
and spices. “When we veer from this
pattern, an inflammatory state develops
that can lead to numerous chronic
degenerative diseases. Heart disease,
diabetes, osteoporosis, cancer, and
autoimmune diseases are examples.

“Nutritional supplements are just that
— supplements to a healthy diet,”
Seaman says. “Modern research has
identified key foundational nutrients
that support the anti-inflammatory diet.
Specifically, supplemental magnesium,
omega-3 fatty acids, vitamin D, and
probiotics have proven to be particu-
larly beneficial for most individuals.”

Seaman also notes that anti-inflam-
matory botanicals such as ginger,
turmeric, and boswellia have been
shown to modulate pro-inflammatory
signaling activity. Supplements such as
coenzyme Q10, lipoic acid, and acetyl-
L-carnitine provide mitochondrial
support and antioxidant benefits,
which help to reduce the chronic
inflammatory state.

Many chiropractors are successfully
marketing whole foods to the largest
population segment in the United
States.

“One of the latest trends involves
supporting the baby boomer popula-
tion, especially in the areas of heart,
brain, and joint health,” says Mary Beth
Larsen, DC, chiropractic relations
manager for Standard Process. “I’m
also seeing a growing trend of people

moving back toward whole food and
whole food supplements as their best
source of nutrients.”

Another positive trend that has
caught on is patient education, and
getting people to be more proactive in
their health, according to Lynn Toohey,
DC, scientific board director for
Nutri-West.

“The latest trend in the nutrition
field is to educate the patient, teach
them to fish, so to speak, instead of
giving them the fish. This tends to
empower patients to take charge of
their own health,” she says.

Encouraging patients to bring in the
results from their annual blood work is
another way of making them more
proactive.

“Depending on the state, many
chiropractors can even draw the blood
in the office,” Toohey says. “But the
point is that they show their patients
that sitting around until their lab
values hit the red mark is not a good
way to take charge of their health.”
Patients need to be proactive, and get
evaluated while there is time to
improve values with diet, supplements,
and lifestyle modifications.

Hot trends can cool quickly
Although new drugs and supplements
are continuing to be developed, many
will eventually fail, Seaman says.

“Powerful drugs have not yielded
curative results, and the notion of
using supplements as a unilateral or
monotherapy approach has also not

Weighing in on nutrition
In this constantly evolving area, it can be a challenge to stay updated on the
latest trends. A panel of experts offers key insights on how to incorporate
nutrition in your practice.
BY MICHAEL L . SCHWANZ
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proven to be curative.” Seaman
acknowledges the many faddish
supplementation programs being
developed, which play off hopes that
new supplements can counteract the
negative impact of the diet-induced
inflammatory state.

“Not surprisingly, the outcomes are
usually disappointing, because most
patients require modest to substantial
dietary changes to correct pro-inflam-
matory biochemistry,” he says.

Many red-hot products simply
don’t remain viable in the long run,
Toohey says.

“I can remember hearing about
coral calcium in the early part of the
last decade, and being asked about it. It
was supposedly derived from an island
in the Far East. Some advocates
claimed that it did everything, with the
emphasis on ‘claimed.’” Like similar
things that sound exotic, with claims
and testimonials but not much science
to back it up, it was another faddish
thing. “This particular product turned
out to be a very expensive source of
calcium carbonate, with concerns
about untested toxicity levels.”

Keeping currentwith nutrition news
Attending seminars and reading indus-
try journals is a good way to stay
well-informed. In addition, reviewing
several industry websites periodically is
an excellent way to keep up with the
latest research on nutrition, Larsen says.

“For example, many manufacturers
post research findings on their
websites,” she says. “But in my opinion,
nothing beats the knowledge you will
gain from practical experience with
patients. You will see firsthand, on a
daily basis, what is helping people and
what is not.”

Toohey agrees with Larsen that
attending seminars and reading profes-
sional journals is a good start, and that
a few select websites can be very
informative.

“There is a ton of research out there
on nutritional science; the key is to

efficiently use your time and take
advantage of people and systems who
have already condensed and high-
lighted the information.” Indeed, many
companies now offer access to research
articles on their websites, along with
fact sheets, webinars, seminar sched-
ules, and training manuals.

Bringing the news to your patients
Once you have done your homework
and gained a solid working knowledge
of nutrition, communicate that infor-
mation to your patients.

“When you talk about educating a
group of patients on nutrition, I think
that holding free educational classes is
the best way to start the process,” says
Larsen. “Then, eventually, many of
these patients will want a separate
nutritional consultation. Here, you can
outline a specific program that is indi-
vidualized to meet each patient’s
specific needs.”

Larsen likes to employ a range of
media to this end. “Educational DVDs
and brochures are a big help. You need
a multidimensional approach that
keeps in mind the different learning
styles that people have. Some are more
visual and will learn better from
watching a DVD, while others would
prefer to read every research study
they can get their hands on.”

However, a practitioner must do

more than “lecture” during an individ-
ual session, Larsen says. “Listen to
your patients first, and that will give
you a good understanding of what’s
going on with them. Next, it is impor-
tant to prioritize versus trying to fix
everything all at one time.”

A good way to start an individual
program is to have the patient fill out a
detailed questionnaire, Toohey
suggests.

“Family history is important; ques-
tionnaires are able to discern
symptoms and present the starting
point,” she says. “Blood work, saliva
testing, urinalysis, and hair analysis can
expose potential problems before they
develop into red flags, with blood work
being the gold standard.”

Whether you interpret lab results or
rely on computer analysis, the health
evaluation you conduct is critical for
assessing a protocol for the patient.
“The correct diet, supplements, and
lifestyle can make a huge difference
when the next set of values are deter-
mined,” Toohey says.

Key steps to a successful program
Every chiropractor wants to be
considered a key healthcare partner
by his or her patients. Being an expert
source on nutrition is a terrific way to
achieve this goal, says James Powell,
DC, DIBAK, director of Powell
Chiropractic Clinic.

“The most-valued doctors are
providing relief and health restoration
with chronically ill patients who suffer
from obesity, cardiovascular problems,
arthritic disorders, and gastrointestinal
symptoms,” Powell says. “Patients turn
to them first to solve many of these
conditions, and will do so for many
years if they see improvements in their
condition.”

Larsen has also seen many prosper-
ous practices where nutrition is a key
component. Because she travels across
the country frequently, she sees many
chiropractors who have incorporated
nutrition into their practices and are

Contact the contributors
David Seaman, DC, MS, DABCN
contact c/o Mary Beth Guevara
marybethguevara@anaboliclabs.com
www.anaboliclabs.com

Lynn Toohey, DC
drtoohey@nutri-west.net
www.nutriwest.com

Mary Beth Larsen, DC
mblarsen@standardprocess.com
www.standardprocess.com

James Powell, DC, DIBAK
drpowell@powellchiropractic.com
www.powellchiropractic.com
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growing successfully.
“One example is a clinic in Ohio. Its

doctors host classes that are held
weekly on a variety of nutrition,
lifestyle, and wellness topics. They also
establish specific times for nutritional
consultations. Listening and under-
standing each patient’s specific needs
comes first,” she says.

Armed with that knowledge, practi-
tioners can provide their patients with
the resources that best suit their needs.
Chiropractors who successfully incor-
porate nutrition are constant students,
always studying and reading the latest
research, learning new things, and
brushing up on the basics. “They do all
of these things consistently and are
quite successful as a result,” Larsen says.

Toohey concurs, noting that the
most successful practitioners have
convinced their patients that they care,
and that the doctor is in their corner.

“The successful chiropractors I know
embrace and own what they believe;
they are sure they can make a differ-
ence in people’s health,” she says. “No
matter what techniques they use, they
own them. They let the patient know

they are there to help them, and they
give them some tough love.” One of her
favorite cartoons has a punch line that
reads, “What works into your busy
schedule better? Exercising one hour a
day, or being dead 24 hours a day?”

Avoiding common pitfalls
Like any business plan, there is a right
way and a wrong way to promote the
nutrition aspect of your practice.

“I think one mistake some chiro-
practors make is that they think they
have to be a nutritional expert, so they
choose not to include any nutrition
into their practices,” says Larsen. “They
say, ‘I don’t know enough, so I’ll avoid
it all.’ You are better off to keep it
simple and offer some nutrition than
none at all.”

Larsen recommends picking one
area in which you are interested, and
then give advice in just that area.
When you gain a solid understanding
of the products you’re using, your
confidence will grow, and your
patients’ confidence in you will grow
as well.

Toohey also agrees that chiroprac-

tors who are adding a nutritional
program to their practice should start
slowly. “The biggest mistake is trying
to do everything at once without
help,” she says. “I start beginners
slowly with training materials, and a
simple condition-of-the-month plan
that focuses on one area and concern
at a time, and promotes the nutri-
tional support and protocols for that
one condition.”

Avoid giving patients information
about nutrition while giving an adjust-
ment. “It’s better to keep the two
separate,” says Powell. “Your nutritional
advice will have more weight if it is
given in a separate session or in a
classroom environment.”

As you learn more about the science
of nutrition, you’ll be in better position
to teach your patients. In turn, you can
achieve better outcomes and a happier,
healthier practice.

MICHAEL L. SCHWANZ is a
journalist based in Milwaukee. he
specializes in health and wellness
issues, as well as general business
topics. he can be reached at

mschwanz44@wi.rr.com.

Offering nutritional classes to patients within the same age
group can be beneficial.

Lynn Toohey, DC: “Some needs are going to be similar, and
some will be different. For example: a 65-year-old woman will
have special nutritional requirements. as we age, we lose the
ability to produce as much hydrochloric acid in our stomachs,
affecting our digestive efficiency to extract nutrients. We also
start to lose bone mass. Our ability to absorb and assimilate
essential nutrients, such as vitamin D, diminishes with age.
The hormonal balance changes, and thus affects many
nutritional components.”

Mary Beth Larsen, DC: “Patients definitely have different
nutritional needs depending on what age group they are in,
and what stage they are in their life. Developing classes
based on the different demographics of your patients is
valuable. For example: It is a good idea to develop classes that
are specific to the health needs of baby boomers, and invite
the patients who fall into that age group. along those lines,

you can offer specific educational programs for athletes, or
kids, or women. Keeping track of your patients by
demographics will help you when it comes time to invite
them to different classes.”

James Powell, DC: “The younger patient who seeks help is
usually health conscious and interested in wellness. The
senior patient is trying to seek relief from chronic problems.
The successful practitioner will offer nutritional workshops
that are tailored to each age group. In any workshop, though,
it is very important that practitioners leave time so that the
participants can ask questions.”

David Seaman, DC: “Some nutritional goals cross all age
groups. chiropractors who embrace this approach understand
that pro-inflammatory biochemistry is the same whether in a
20-year-old, a 70-year-old, or a 30-year-old pregnant female. So
the approach is the same, no matter the age or condition; that
is, to reduce the pro-inflammatory state with a combination of
diet modification and key nutritional supplements.”

Age-group considerations
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Be the ‘go-to’ doctor
Position yourself as the healthcare
leader in your community
BY GILLES LAMARCHE, DC

WHAT HAVE YOU DONE

LATELY TO STAND OUT

FROM THE CROWD? Have
you developed and implemented a
strategy to position yourself as the
“go-to” healthcare leader in your
community?

Unfortunately, many chiroprac-
tors answer the above questions with
“nothing” and “no.” Though most
would relish being the healthcare
leader in their community, very few
take the needed steps to position
themselves as such.

Blending in with the crowd serves
neither you nor your community. To
create a plan and utilize your knowl-
edge to impact the health and
well-being of your community, ask
yourself:
�Am I a reflection of the message
of health and well-being that I
know to be true? If not, why not?
(If yes, how are you using this
strength to serve others?)

�Am I teaching the chiropractic
wellness paradigm to my patients

in my community? If not, why not?
(If yes, could you be doing more?)

Sharing your message
If you have a message to share —
and as a chiropractor you do —
what are you waiting for? Become a
reflection of the message of health
and well-being that so many are
striving to discover. If you “walk the
walk” and “talk the talk,” people will
want what you have to offer.

Implementing some of the follow-
ing information and strategies can
aid in your vision of becoming the
“go-to” healthcare leader of your
community.

Be congruent with your message. If
you are not living a healthy lifestyle,
not exercising regularly, your eating
habits are poor, and you are not
having your spine and nervous
system checked regularly, how do
you expect people in your commu-
nity to take you seriously?

How do you expect your patients

to take your recommendations seri-
ously? The first step to becoming the
“go-to” healthcare leader in your
community is for you to be healthy.
People are more likely to accept
healthcare advice from someone who
portrays and lives exuberant health.
Create a plan and move forward to
becoming an example for others.

Volunteer in your community. What
do you love to do? If it’s sports, where
could you choose to share your gifts
and talents? If you love music, could
you volunteer to support a music
festival, church choir, or a children’s
summer music camp?

To create change in the healthcare
paradigm, you must follow Gandhi’s
advice and “be the change you want
to see in the world.” Volunteering in
an area you love can help you create
a niche market.

Think about your marketing
strategy and then discover different
ways you can market your services
to parents. If you attract enough
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parents and teach them the value of
chiropractic care for the entire family,
they will likely bring their children in
for an examination and choose to
participate in family care.

On the other hand, if you develop a
strategy to attract children to the
office, they will be brought in by their
parents. You can then teach the chil-
dren and the parents about the value
of chiropractic care together.

Hold a sports injuries symposium. A
seminar for teaching coaches, Little
League managers, trainers, and parents
about the basics of sports injuries, and
— more importantly — how to avoid
and prevent them could position you
as the “go-to” health expert on sports
injuries.

Even if your overall goal is to build a
family wellness practice, positioning
yourself as an expert in dealing with

sports injuries can attract both patients
who are interested in healing from their
injuries, and people who are truly health-
conscious and looking for a way to regain
and maintain their health naturally.

More options
Other strategies you can implement to
further position yourself and your
practice might include:
�Regularly sharing information on
health books and making them avail-
able in your office’s lending library.

�Making health information the only
information available in your office.
In other words, don’t stock magazines
on fashion, fishing, hunting, etc.

�Writing articles and books. Becom-
ing an author can position you as an
even greater authority on whatever
subject you explore. This strategy can
have a profound impact on your
personal and professional evolution,
and on the building of your practice.
Becoming an author can also create

more opportunities for you to be
invited as a guest speaker for service
clubs, schools, teachers’ conventions,
work and safety organizations, and
multiple industries.

Natural topics include stress and
stress reduction, nutrition, exercise,
workplace safety, and ergonomics. Of
course, no matter what the content of
the presentation is, it can always
include information about chiropractic
health and the healing paradigm.

People continue to search for experts
who are congruent with the message
that they teach, and you are an expert.

Is it not time to stand firm on your
knowledge, your integrity, and your
capacity to serve your entire
community?

GILLES LAMARCHE, Dc,
practiced as a chiropractor for 25
years in Ontario and is the
director of Parker Seminars and
vice president at Parker college of

chiropractic in Dallas. he can be reached at
glamarche@parkercc.edu or through
www.parkerseminars.com.
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BOOKS ON LEADERSHIP

OFTEN WARN AGAINST

THE DANGERS OF

MICROMANAGEMENT. But
sometimes micromanage-
ment is a symptom that
suggests a problem needs to
be addressed.

If you are micromanaging
the same situation and the
same person repeatedly, it
may be time to “free that
person up” for new oppor-
tunities. Although most
employees don’t like being
micromanaged, it’s often
appropriate when faced with
new or problem staff
members.

However, it’s not appro-
priate to hover over a
problem employee’s behav-
ior without recognizing that
the employee may need to
go elsewhere. So how and
when do you know you
might need to make that
decision? The following are
a few behaviors you should
look out for.

1. A lack of interest in
improvement. Merely “not
getting it” is not the same as
demonstrating no interest.

If your employee wants to
improve, he or she will
attempt to make changes.
And even if those changes
don’t necessarily meet your
standards, you can see the
passion for improvement.

“Demonstrating no inter-
est” can be described as

doing the same thing over
and over and expecting
different results. When
employees demonstrate this
behavior and shows no
passion or interest in your
feedback, and you see no
change in performance, then
in their mind, they’ve
already quit.

2. Repeating the same thing
more than three times.
Adults learn in different
ways, and because of that,
there will be times when
you must repeat your
instructions.

But if you have repeated
your instructions or feed-
back for improvement more
than three times and in
three different ways, then
that person is probably not
going to improve. He or she

is either not listening or not
interested in making any
changes.

3. The excuses increase, but
performance does not. No
one likes to hear excuses,
least of all a leader trying to
develop a struggling
employee.

Sometimes, excuses are
actually mentions of valid
barriers. However, more
often than not, excuses are a
way of bypassing responsi-
bility and buying time until
the inevitable.

Have your employee write
down any perceived barriers
to success. Once these have
been cleared out or
explained — if excuses
increase and performance
does not — it is your
responsibility to take interest

in the growth of this
employee and help them
find that growth elsewhere.

An effective leader does
not relish the chance, or
look for ways, to let employ-
ees go. It’s not a fun task.
Yet, it is an important part
of the role of a leader, one
that must be taken seriously
and conducted swiftly.

Keep in mind that there
is a process to be followed
when considering employee
termination. It can vary by
state, by the rules you have
created, and how you have
set up your practice with
employees or contractors
and your tax status.

However, once you have
decided upon and looked at
each of those areas with
your CPA or business advi-
sor, the following process is

Mastering micromanagement
Three tell-tale signs that indicate an employee may need to “grow elsewhere”
BY MONICA WOFFORD, CSP

PERSONALGROWTH
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a general guideline:
�On a first offense, conduct a
conversation, and document in the
employee’s file that this conversation
took place.

�Add a written component to a
verbal conversation on the second
offense. This reminder is also writ-
ten down and shown to the
employee. Nothing needs to be
signed by the employee, but a copy
will again go in that employee’s file
for documentation’s sake.

�Issue a formal written warning on
the third offense. This document
should be signed by you and the
employee with a commitment on
behalf of the employee to improve or
there will be consequences in place
up to and including termination.

�On the final offense, show the
employee the documentation of steps
one through three and the signatures,
and remind him or her of the previ-
ous conversations.
At this time, the employee will have

chosen to not be compliant and you
can let them know you are terminating
employment.

Many would argue that this is one
of the toughest elements of your job.
Keep in mind that it is the employee’s
choice and something that must be
handled with care, compassion, and
professionalism.

If you allow an employee who needs
to grow elsewhere to remain as an
unproductive team member, his or her
behavior can infect the rest of those on
the team, making the problem
employee, in this case, negatively
contagious.

MONICA WOFFORD, cSP, is the
cEO of contagious companies
Inc., an Orlando-based training
and consulting firm. her 20 years
of leadership experience make her

a highly sought after coach, consultant,
speaker, and trainer. She can be reached at
866-382-0121 or through
www.contagiouschiropractic.com or
www.contagiouscompanies.com.
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THERE IS A MISCONCEP-
TION REGARDING

HERBS, VITAMINS, AND
MINERALS. Some use these
terms interchangeably to
refer to any type of supple-
ment they take. However,
there is quite a distinction
among them.

Essentials for health
Several centuries ago, during
the circumnavigation era,
many sailing voyages were
plagued by disease. One
such disease is scurvy — the
lack of vitamin C. Due to
long transatlantic routes and
poor nutrition, many sailors
suffered and died from the
disease.1

About 600 years ago,
however, the crew of the
Chinese explorer Zheng He
successfully traveled long
distances with almost no
evidence of serious sickness,
especially scurvy. Zheng He
purportedly discovered the
New World first, about 70
years before Christopher
Columbus did.2

One historian in He’s
fleet, Ma Huan, recorded
what the crew did to
prevent contraction of
disease. The Chinese supply
ships carried huge amounts

of soy beans, herbs, wheat,
millet, and rice. These types
of foods could be stored for
a long period of time with-
out losing their nutritional
value.

Even more remarkable
was the fact they carried
large open tubs where the
soy beans could sprout
under the sun. This allowed
the soy beans to develop
substantial amounts of vita-
mins. The sprouted beans,
herbs, and other plants they
brought provided the
sailors with adequate
amounts of vitamins and
minerals daily.3

The crew of Zheng He’s
fleet is a prime example of
how much vitamins are
necessary to the body’s
health. Vitamins are organic
compounds essential for the
body’s normal growth and
development.

Similarly, dietary minerals
are required by living organ-
isms. There are 13 universally
recognized vitamins and 16
minerals required by the
body to support various
biochemical processes.

When the body becomes
deficient in some vitamins
or minerals, certain bodily
processes are affected. In

mild cases of deficiency,
fruits and vegetables can be
a good source of vitamins
and minerals. In more seri-
ous cases where deficiency
can lead to certain diseases,
a vitamin or mineral
supplement may be needed
to replenish the body’s
nutrients.

The case for herbs
While herbs may not be
required by the body, they
have medicinal and thera-
peutic properties that are
beneficial when certain
diseases develop.

There is a long history of
herb use, perhaps even
predating written records.
For centuries, indigenous
cultures in Africa have used
herbs in healing rituals
while the Chinese have
developed more traditional
medicinal systems (Tradi-

tional Chinese Medicine).
In China, herb use is

both widespread and backed
by centuries of research and
experience. China’s large
geographic area allows for
cultivating virtually all types
of herbs. Depending on the
location, climate, and alti-
tude, these plants can have
varied natural chemical
compositions.

Herbs contain many
naturally occurring chemi-
cals that humans need. Not
only do they contain vita-
mins and minerals but also
saponins, triterpenes,
steroids, alkaloids,
flavonoids, anthroquinones,
coumarins, essential fatty
acids (e.g., DHA, EPA), and
polysaccharides.

Classic examples
Some commonly used herbs
include ginkgo, St. John’s

PRACTICECENTRAL

A matter of degree
When it comes to nutrition, know the
difference between herbs, vitamins,
and minerals.
BY TSU-TSAIR CHI , NMD, PHD
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wort, echinacea, saw palmetto, garlic,
and ginger. There are other plants clas-
sified as herbs, but we do not normally
consider them as such.
For example: Asparagus extract is

obtained from the whole herb, aspara-
gus officinalis. Besides being a good
source of vitamins A, B6, C, E, and K,
asparagus also contains calcium,
magnesium, manganese, iron, phos-
phorus, potassium, selenium, zinc,
glutathione, and 18 amino acids. It is
also the richest source of organic folic
acid, which makes it beneficial for
heart disease patients (to reduce
homocysteine levels) and for pregnant
women to reduce the risk of neural
defects in fetuses.

Asparagus is also a natural source of
asparaginase, an enzyme listed in the
USP DI drug information book as a
treatment for lymphoma and
leukemia.4

Another example is bamboo extract
from a special type of bamboo
containing vitamin C, calcium, phos-
phorus, iron, fiber, silica, and proteins.
It also has an active ingredient with a
similar structure to guaiacol, a natu-
rally occurring organic compound that
is excellent for respiratory symptoms.

People with conditions such as
cough, colds, and the flu will not only
get vitamins and minerals from
bamboo extract, but also experience
relief of associated symptoms due to its
restorative properties.5

In many cases, a combination of
herbs is used instead of individual
herbs for more potent therapeutic
effects.

Some broad-spectrum supplements
contain a combination of Tibetan
herbs rich in polyphenolic acids,
shown to have several mechanisms
beneficial for heart and lung health.

Some of these mechanisms include
the protection and repair of vascular
endothelial cells as well as DNA repair.
When compared to CoQ10, both are
effective in reducing oxidative stress,
but polyphenolic acids work faster
than CoQ10 in increasing energy.6-8

Vitamins, minerals, and herbs are
equally important — but for different
reasons.

Vitamins and minerals are vital to
the body’s natural processes. Herbs,
on the other hand, may not be neces-
sary, but they contain vitamins,
minerals, and other ingredients
which, in combination, provide
therapeutic effects.

TSU-TSAIR CHI, NMD, PhD, is
the founder of chi’s Enterprise Inc.,
a nutraceutical company
marketing supplements. he is the
author of Dr. Chi’s Fingernail and

Tongue Analysis, 3rd edition; Dr. Chi’s Herbal
Formulas, 2nd edition; and more than 14
scientific publications in various journals. he
also holds a patent for the detection of
antibodies against a chronic gonadotropin-like
substance. he can be reached at 714-777-
1542 or through www.chi-health.com.
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Chiropractic Economics is pleased to present the profession’s most comprehensive Nutrition Directory. The information in the
resource guide was obtained from questionnaires completed by the listed companies. Companies highlighted in RED have an
advertisement in this issue.

Nutrition

RESOURCEGUIDE

3 Care Therapeutics
888-372-3421
www.omega3care.com

A.C. Grace Co.
800-833-4368
www.acgraceco.com

A2Z Health Store.Com
888-303-3131
www.a2zhealthstore.com

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

Advanced Naturals
800-690-9988
www.advancednaturals.com

Aidan Products
480-756-8900
www.aidanproducts.com

All One/Nutritech
805-963-9581
www.all-one.com

Allergy Research Group
800-545-9960
www.allergyresearchgroup.com

Allimax Nutraceuticals US
312-421-6132
www.allimax.us

Alt Med Labs
800-876-7722
www.altmedlabs.com

American Bio Sciences Inc.
845-727-0800
www.americanbiosciences.com

Anabolic Laboratories
800-445-6849
www.anaboliclabs.com

Anson Aromatic Essentials
402-489-5064
www.therapeutic-grade.com

Anthony Robbins-
Inner Balance
800-397-6182
www.tonyrobbins.com

Atrium Biotechnologies Inc.
418-652-1116
www.atrium-bio.com

Atrium Inc.
877-434-5841
www.atriuminc.com

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

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

Be Well Homeopathic/
Green First
877-438-3042
www.web-outpatients.com

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

BioCell Technology LLC
714-632-1231
www.biocelltechnology.com

BioGenesis
425-487-0788
www.bio-genesis.com

BioPharma Scientific LLC
877-772-4362
www.superfoodsolution.com

BioResource Inc.
800-203-3775
www.bioresourceinc.com

Biotics Research
800-231-5777
www.bioticsresearch.com

Blue Spring International
866-470-4930
www.doctorspainformula.com

Bonvital Inc.
239-481-1002
www.nutribonvital.com

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

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

Carlson Laboratory
847-255-1600
www.carlsonlabs.com

Chiro Design Group
512-301-0821
www.chirodesigngroup.com

Chiro-Manis Inc.
800-441-5571
www.chiromanis.com

Chiro950 Microcurrent
by TBI Inc.
877-496-8838
www.chiro950.com

ChiroInnovations
800-667-1969
www.chiroi.com

Concept Therapy
210-698-2254
www.chiropracticprinciples.com

Control Bar
800-699-0527
www.control-bar.com

CreAgri Inc.
510-732-6478
www.creagri.com

DaVinci Laboratories
of Vermont
800-325-1776
www.davincilabs.com

Davlen Associates LTD
631-924-8686
www.davlendesign.com

Dee Cee Laboratories Inc.
800-251-8182
www.deeceelabs.com

Dermastart Inc.
866-589-2949
www.dermastart.com

Deseret Biologicals
800-827-9529
www.desbio.com

Designing Health Inc.
661-257-1705
www.designinghealth.com

Diamond Herpanacine
Associates
888-467-4200
www.diamondformulas.com

Diamond Lotus Essentials
530-459-1506
www.diamondlotusoils.com

DietMaster Pro
by Lifestyles Tech
888-286-7677
www.lifestylestech.com

Doctors Weight Loss Solution
800-224-2021
www.doctorsweightlosssolution.com

Doctors’ Research Inc.
805-489-7185
www.doctorsresearch.com

Douglas Laboratories
800-245-4440
www.douglaslabs.com

Dr. Clark’s Store
866-372-5275
www.drclarkstore.com

Dr. Garbers Natural Solutions
310-458-3223
www.drgarbers.com

DrNatura
800-493-3878
www.drnatura.com

Drucker Labs
888-881-2344
www.druckerlabs.com

Dynamic Health Labs Inc.
800-396-2114
www.dynamic-health.com

Dynatronics
800-874-6251
www.dynatronics.com

Earth Power
772-342-7808
www.earthpower.com

Echo Nova Inc.
877-936-6967
www.hacompound.com

Edom Laboratories
800-723-3366
www.edomlaboratories.com

Emerson Ecologics
800-654-4432
www.emersonecologics.com

Energique
712-647-2499
www.energiqueherbal.com

Enzyme Formulations
800-614-4400
www.loomisenzymes.com

Enzyme Process Co.
800-521-8669
www.enzymeprocess.com

Enzymes Inc.
800-637-7893
www.enzymesinc.com

Essential Formulas Inc.
972-255-3918
www.essentialformulas.com

Essiac Resperin Canada
561-585-7111
www.essiac-canada.com

Exercise To Heal LLC
866-432-5356
www.exercisetoheal.com

Fitness Fit Inc./
Chiropractics Blend
800-647-9355
www.chiropractorsblendonline.com

FlaxUSA
701-884-2732
www.flaxusa.com

Gaia Herbs
828-883-5929
www.gaiaherbs.com

Golden Sunshine USA Inc.
800-798-3977
www.golden-sunshine.com

Haelan Products Inc.
800-542-3526
www.haelan951.com

Health Logics
888-402-1600
www.health-logics.com

Healthy You
800-826-9946
www.healthyyouweb.com

Heartland Products Inc.
701-845-1590
www.heartlandnatural.com

Heel Inc.
800-621-7644
www.heelusa.com

Himalaya Herbal Healthcare
800-869-4640
www.himalayausa.com

Hollywood Health Products
800-330-0635
www.hhpdr.com

Hope Science
866-628-8725
www.hopescience.com

Huseman Distributing
219-390-7053
www.omax3.com

Hy Tech Weight Loss
866-885-5673
www.hytechweightloss.com

iHealth Products Inc.
800-930-6493
www.ihealthproducts.com

ImuPro Delayed Food
Allergy Testing
800-888-9358
www.imuprousa.com

Innate Response Formulas
800-634-6342
www.innateresponse.com

Integrative Therapeutics
800-547-4891
www.integrativeinc.com
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InteMedica LLC
800-856-7250
www.intemedica.com

Intensive Nutrition Inc.
800-333-7414
www.intensivenutrition.com

Jarrow Formulas
800-726-0886
www.jarrow.com

Kan Herb Co.
800-543-5233
www.kanherb.com

King Bio
800-543-3245
www.safecarerx.com

Legacy for Life
800-746-0300
www.legacyforlife.net

Lifestyle Nutrition Inc.
800-699-8106
www.lifestylenutritioninc.com

Loomis Institute
of Enzyme Nutrition
800-662-2630
www.loomisinstitute.com

Maitake Products Inc.
800-747-7418
www.maitake.com

Massage Warehouse
800-910-9955
www.massagewarehouse.com

Master Supplements
800-926-2961
www.therabiotics.com

MayWay/Plum Flower
800-262-9929
www.mayway.com

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

Mediral International Inc.
303-331-6161
www.mediral.com

Membrell LLC
800-749-1291
www.membrell.com

Metagenics
800-877-1703
www.thrive.metagenics.com

Morter Health Systems/
B.E.S.T.
800-874-1478
www.morter.com

MSP Research & Treatment
334-493-0420
www.mildsilverprotein.com

N.E.T. Inc.
800-888-4638
www.netmindbody.com

Natural Wellness Centers
of America Inc.
949-600-6515
www.naturalwellness.com

Naturally Vitamins
800-899-4499
www.naturallyvitamins.com

Nature Tech
800-865-1475
www.naturetech.com

NewMark
866-963-9675
www.new-mark.com

Nordic Naturals
800-662-2544
www.nordicnaturals.com

Novolife
866-759-3746
www.novolife.net

Now Foods
800-999-8069
www.nowfoods.com

Nutraceutics Corp.
877-664-6684
www.nutraceutics.com

NutraLife
877-688-7254
www.nutralife.com

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

Nutri-West
800-443-3333
www.nutriwest.com

Nutriceutical Solutions Inc.
866-674-2001
www.inflamex.com

NutriJoy
785-323-1020
www.cal-c.com

Nutrilite
800-253-6500
www.nutrilite.com

Optimal Health Systems
800-890-4547
www.optimalhealthsystems.com

OPTP
800-367-7393
www.optp.com

Original Medicine Inc.
800-465-1802
www.original-medicine.com

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

Pharmalox
866-866-3993
www.pharmalox.com

Physicians Health & Wellness
877-575-9355
www.physicianshealthandwellness
.com

PhysioLogics
800-765-6775
www.physiologics.com

Pivotal Health Solutions
800-743-7738
www.pivotalhealthsolutions.com

Pivotal Health Solutions/
Lyflo Select
877-834-2377
www.lyflo.com

Pleomorphic/SANUM U.S.A.
602-439-7977
www.pleosanum.com

PrescriptionBeds.com/
Strobel Technologies
800-457-6442
www.prescriptionbeds.com

Preventive Therapeutics
800-556-5530
www.thymic.com

Primary Source
888-666-1188
www.psopc.com

Prince of Peace/Tiger Balm
510-723-2428
www.popus.com

Priority One
800-443-2039
www.priorityonevitamins.com

Professional Complimentary
Health Formulas
800-952-2219
www.professionalformulas.com

Progena Professional
Formulations
505-292-0700
www.progena.com

Progressive Laboratories Inc.
800-527-9512
www.progressivelabs.com

ProThera
888-488-2488
www.protherainc.com

Protocol For Life
877-776-8610
www.protocolforlife.com

Rehabilitation Management
Specialists
866-734-2202
www.123rehab.com

Remington Health Products
888-333-4256
www.drinkables.com

Rocky Fork Formulas Inc.
800-630-4534
www.rockyfork.net

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

Science Based Nutrition
937-433-3140
www.sciencebasednutrition.com

Scrip Chiropractic Supply
800-747-3488
www.scrip-inc.com

Sedona Labs
888-816-8804
www.sedonalabspro.com

Solanova LLC
415-898-1704
www.solanova.com

Spinal Reflex Analysis
877-259-5520
www.spinalreflex.com

Spinal Touch Formulas
800-421-5443
www.spinaltouchformulas.com

Standard Enzyme Co.
770-537-4445
www.standardenzyme.com

Standard Process Inc.
800-558-8740
www.standardprocess.com

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

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

Sweetwater Natural
Products LLC
888-666-1188
www.sweetwaternaturalproducts.com

The Vitality Depot
866-941-8867
www.thevitalitydepot.com

Titan Laboratories
800-929-0945
www.titanlabs.com

Transformation Enzyme Corp.
800-777-1474
www.transformationenzymes.com

TriElements
888-876-3240
www.trielements.com

TriMedica International
800-800-8849
www.tmprofessionalcare.com

UAS Laboratories
800-422-3371
www.uaslabs.com

Vaxamine/Elara Nutriceuticals
800-609-5214
www.vaxamine.com

Vital Age International Inc.
208-578-0800
www.vitalage.com

Vital Nutrients
888-328-9992
www.vitalnutrients.net

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

Vitaminerals Inc.
800-432-1856
www.vitamineralsinc.com

Wai Lana
800-624-9163
www.wailana.com

Warren Labs
800-232-2563
www.warrenlabsaloe.com

Weight-a-Minute International
605-388-3755
www.weightaminute.com

Whole-istic Solutions
866-814-7673
www.whole-isticsolutions.com

World Health Products
877-656-4553
www.detoxamin.com

Wysong Corp.
989-631-0009
www.wysong.net

XelvaGEN Inc.
952-873-3725
www.xelvaGen.com

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

ZyCal Bioceuticals Inc.
888-779-9225
www.zycalbio.com

For the complete resource guide of services these companies provide, and to view all of our other complete
resource guides, visit www.chiroEco.com/directory.

RESOURCEGUIDE







QTwoFBI agents recently showed
up at a fellow chiropractor’s
practice with a search warrant.

The receptionist gave them access to
everything and then left the office, never
to be seen again. Is there a procedure I
can institute in my office somy employ-
ees knowwhat to do in such a situation
and to prevent chaos from occurring?

ABe proactive. Your receptionist
should know to contact you
immediately if agents show up

at your office. Your staff should also
know that they have no authority to
permit anyone to review the practice’s
records — ever.

Although you shouldn’t instruct
your staff not to speak to agents, they
should know they are not legally
required to do so. People tend to panic
under such circumstances and so they
should know their rights in advance.
Make sure, however, that they know
they may speak to the agents without

any fear of retaliation.
Once the agents have identified

themselves, make sure they are who
they claim to be. It has happened that
insurance company employees have
misrepresented their status.

Politely ask to see proof, such as
badges, and then look at each badge
carefully. Make sure the badge is in
fact from the agency that the agents
claim to be from.

If you still have doubts, call the
agency yourself and ask them to verify.
If they aren’t, they probably will have
cleared out by then.

Once you have established that the
agents are who they say they are, have
your receptionist call your criminal
attorney and tell him or her what is
going on. Have the name and number
of a criminal attorney who deals with
healthcare issues in advance.

Like insurance, you may never need
it, but what a relief if you have it.

In cases where search warrants are

for large practices employing 25 or
more people, grossing in excess of $5
million per annum, and that are incor-
porated, counsel may be necessary for
both the corporation and for individ-
ual members of your staff.

Although not required, the corpora-
tion will sometimes pay for its staff 's
legal fees if necessary or if any of the
staff receives a grand jury subpoena.

While the lawyer is being contacted,
get the following information and docu-
mentation from the agent in charge:

1. What is the search warrant for?
Get a copy of both the warrant and the
affidavit on which the warrant is
based. (Search warrants are based on a
sworn affidavit of alleged criminal
activity and the hope that the agents
have of finding evidence in the loca-
tion to be searched.)

The agents must show you the
warrant; they do not have to show you
the affidavit but there’s no harm in
asking.
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A warranted concern
How you prepare in advance to deal with an
investigation can make all the difference.
BY DEBORAH GREEN, ESQ.

LEGALQ&A
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2. Ask the lead agent in charge exactly what information
or records they are looking for.

3. Ask the agent to permit you to provide treatment to
any patients already in the waiting room and then cancel
the rest of your day’s appointments and send your
nonessential employees home. You do not want the rumor
mill to start grinding.

4. Make sure the lead agent has access to the information
that the search warrant permits him to have in a polite, cour-
teous way. This will result in minimal disruption to your
practice while the agents are going about their business.

5. Do not volunteer any information about anything.
Other than providing the agents with the necessary infor-
mation to locate what they are looking for, nothing should
be discussed with the agents about your practice, your
records, or any other information.

Anything you say to the agents may subsequently be used
against you at any proceeding whether it be civil, adminis-
trative, or criminal.

Do not try to “talk your way out of it” or profess your
innocence. The agents won’t care and it may come back to
haunt you by waiving one of your rights.

6. Unless the warrant specifically says so, the agents are
not permitted to see your patients’ HIPAA-protected files.

If the agent insists, politely tell him or her that you are
required by law to protect the requested information and
you will be happy to turn it over once your lawyer gets a
ruling on it from a judge.

7. This is not a television show and this matter will not be
resolved within 60 minutes.

Generally, federal investigations may take from six to 18
months to complete without any charges being filed against
you. It will therefore be necessary for you to make sure you
can continue your practice.

Keep copies of all your records off-site in addition to the
office so that if agents take your computers, you will still be
able to practice.

8. Never make any decision concerning the investigation
without the advice of a lawyer who is experienced in these
matters.

9. Keep proper records of your interaction with your
patients and the treatment prescribed so you can establish
that you are not billing for services not provided.

10. Be polite to the agents.

DEBORAH GREEN, Esq., practices law in New York and
Florida. If you have any questions concerning the above or
any other legal healthcare issues, e-mail her at
deborahgreen@thegreenlawfirm.net.

DIScLaIMEr: This column is provided for educational purposes only.
The information presented is not as legal advice and no attorney-client
relationship is hereby established.

LEGALQ&A
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Avoiding audits
Consider these helpful
strategies that can benefit
you and your practice
during tax time
BY DEBORAH S. SWEENEY, ESQ.

WITH APRIL QUICKLY

APPROACHING, every busi-
ness owner’s mind is

turned toward the impending tax
season.

Taxes present an unavoidable drain
on profit and growth and, as a result,
many entrepreneurs accept the hassle
as inevitable and overlook the numer-
ous ways to make taxes less costly.

Small businesses without an internal
accountant, such as many chiropractic
practices, suffer from this mentality.
However, tax stress can be prevented.

The following are some tips for
careful planning and preparation that
can help avoid the stress of tax season
and help you escape the only thing
worse than paying taxes — an audit by
the Internal Revenue Service (IRS).

1. Make the decision to create a business
structure. The most important step in
reducing tax liability and the likelihood
of an audit is to create an official busi-
ness structure.

When you run a business without an
official structure, your business is auto-
matically a sole proprietorship, meaning
you list all of your business income and

expenses on “Schedule C” of your
personal tax return. Schedule C is the
second most highly audited form and is
audited almost twice as much as the
national average for auditing.

S corporations, however, enjoy a
very low risk of audit — 0.3 percent.
By incorporating as an S corporation,
you lower your risk of audit by five
times below the national average and
nine times below if you file as a sole
proprietor.

2. Find a tax-friendly business structure.
Look at the type of business structure
that works best for you.

The corporation is typically the
most tax friendly, but provides some
inflexibility in operating. The LLC
provides the most operational flexibil-
ity, but can result in some unfavorable
tax results.

When picking a business structure,
pay attention to details. While most do
not, some forms of business entities
require that the business pay taxes on
money it earns throughout the year
and that the business owner pay taxes
on income he or she receives.

This results in a double taxation

scheme that costs the business twice.
When structuring your business,
choose a form that will avoid such
double taxation and help you meet
your tax-saving goals.

3. Know your deductions. Learning
potential business deductions is key to
paying lower taxes and avoiding a tax
audit.

There are many deductions for
small business owners, especially
chiropractors, that the average person
may not know about.
For example: Did you know that any

professional expenses can be deducted
by the practice? Costs such as licensing
fees, books, and professional journals,
and continuing education fees are
deductible and are more easily taken as
deductions by the practice than on the
doctor’s personal income tax return.

You should also pay attention to
deductions that can be taken for
purchased equipment, specialized
clothing, and any software. Learn the
list of deductions that apply most to
you and try to make purchases that
maximize your deductions.

Just be sure you keep receipts and
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records of this information. This will
help you prevent an audit or help you
should one occur.

4. Become an excellent bookkeeper and
“work” your books. In addition to the
importance of keeping accurate records
to identify deductions or serve as proof
in the event of an audit, thorough
bookkeeping can allow you to use
payments you already must make to
lower your tax liability.

Many practices operate on a cash-
based method of accounting, which
means revenue and expenses are not
recognized until they are received or
paid. Businesses that use this account-
ing model can thus “accelerate”
expenses by paying them before the
year and then using them as deduc-
tions in that year.

Such acceleration could include
paying regular bills for the business,
cutting employee bonuses, or even
making contributions to your pension
plan. Payments do not need to be
made before the end of the year for
them to apply, even on credit cards.

The only thing that matters is that
the pension is funded by the due date
of the return, or in the case of credit
cards, when the charge is incurred.

Optimizing your tax liability and
lowering your risk of audit by the IRS
doesn’t have to be complicated.

If you start by creating the business
structure that’s best for your practice
and pay attention to small deductions
that can save you big, a more joyful tax
season will be waiting for you.

DEBORAH S. SWEENEY, Esq., is
an attorney who owns
Mycorporation, an online filing
business that works to support
entrepreneurs and small

businesses as they formalize their corporate
structure. She can be reached at
dsweeney@mycorporation.com.

DIScLaIMEr: The author is not hereby
rendering tax, legal, or accounting advice.
Please consult your professional advisor
about issues related to your practice.
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Preparing for Medicare’s hired guns
What you need to know about Recovery Audit Contractors
and the review process
BY JENNIFER KIRSCHENBAUM, ESQ. , AND RACHEL WEINRIB , ESQ.

IF YOU HAVEN’T HEARD, MEDICARE IS

UTILIZING THIRD PARTIES, OTHERWISE

KNOWN AS RECOVERY AUDIT

CONTRACTORS (RACS), to identify
services provided by doctors who do
not meet the many documentation
requirements now required by
Medicare for reimbursement.
For example: There have been

patient’s visits denied based on lack of
qualitative measures of patient improve-
ment in plans of care or failure to
identify a medical reason for a visit,
both convictions leading to a determi-
nation of failure to provide medical
necessity for care.

Conveniently, RACs are reimbursed
a percentage of the reimbursement
recouped from the services they iden-
tify as unsubstantiated for Medicare
reimbursement, and therefore, deter-
minations of unsubstantiated care are
rampant.

By all accounts, the RAC review

process is not a fair process. Given a
big enough haystack, you are bound to
find some needles. Records are
requested and thereafter dissected and
recalibrated in ways that rattle the best
of documenters.

Of late, the results presented by
clients indicate the RACs are looking
to establish that the majority of chiro-
practic medically necessary visits
submitted for reimbursement are in
fact maintenance visits and therefore
not reimbursable by Medicare.

You may be thinking that if you are
not the target of this type of audit as of
yet, there is still time to take “preventa-
tive measures.” While this is true, the
RAC is authorized to look back at your
records for three years.

Any intentional alterations to medical
records after the fact may be construed
as fraudulent behavior. Keep in mind
that this reference is not meant to stop
you from amending a record appropri-

ately, which would include adding a
new entry signed and dated contempo-
raneously in an old visit.

What to do if you are contacted
If you are targeted by Medicare do not
panic. There are a number of defenses
available to substantiate documentation
practices.
For example: As the treating chiro-

practor, you are in the best position to
diagnose and treat the patient, which
warrants a certain amount of deference
from the get-go that is typically not
acknowledged in an initial RAC review.

Be advised that the Medicare system
has in place a number of appeals
processes, which it is highly recom-
mended you avail yourself of. Generally,
more favorable determinations have
been levied during the appeals process
than as a result of an initial review.

Do not go through this process
alone. Experienced healthcare counsel
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should be retained at the start of the
audit process to ensure your rights are
protected and potential damages are
mitigated.

Typically, malpractice carriers cover
the cost of legal defense work in RAC
audits and you would not incur addi-
tional expenses.

While the audit process may seem
daunting, keep in perspective what the
process is about. Every claim you send
to Medicare is a bill to the federal
government that every taxpayer, your-
self included, is responsible for. There
aren’t any expectations of going to a
store and not being able to inspect
what is being purchased.

It’s not unfathomable to understand
Medicare’s perspective with the RAC
audits — Medicare wants to know that
the services for its beneficiaries it is
paying for are quality goods.

However, Medicare has apparently
adopted the mantra, “The customer is
always right,” and no longer wants to
pay for its goods.

Bottom line: If no one calls security and
the store detectors are turned off,
Medicare is walking away with an arm
load of goodies, which is why if you
are audited, its important to question
any negative results and stand up for
your right to be reimbursed for
medically necessary services rendered.

This may be easy to forget in the
midst of an audit, but you, as the treat-
ing chiropractor, are the only person in
charge of care, and you are entitled to
reimbursement for all appropriately
rendered and substantiated care.

JENNIFER
KIRSCHENBAUM
and RACHEL
WEINRIB are
members of

Kirschenbaum & Kirschenbaum’s healthcare
audit defense practice. Kirschenbaum serves
as general healthcare counsel to the New
York chiropractic council. They can be
contacted at jennifer@kirschenbaumesq.com,
rweinrib@kirschenbaumesq.com, or
516-747-6700.
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ADDING NUTRITIONAL MEDICINE

TO YOUR PRACTICE CAN BE AS

SIMPLE AS giving basic healthy
eating advice, or as complex as build-
ing a full-blown nutritional medicine
practice with a multidisciplinary staff,
laboratory workup, and a range of
treatment protocols for various
conditions.

Find your niche
The first step in adding nutrition to
your practice is to decide what services
you would like to offer and then do a
business analysis on each of them.
Although nutrition encompasses a
wide field of clinical activities, there
are some basic services any nutritional
medicine practice typically will offer.

1. Food sensitivity. One of the most
interesting areas of nutrition is food
sensitivity. Food allergies have been
linked to many different conditions so
it shouldn’t be difficult to market this
addition to your practice.

In addition, you may develop a
specific niche within the food allergy
category, such as food allergy and
autism, or food allergy and depression.

Food allergy services consist of test-
ing for food allergies, treatment with
elimination diets, and desensitization
with allergy injections.

All of these can be profit centers for
the nutrition practice. In addition,
there are initial evaluations and follow-
up visits for ongoing allergy patients.
Check with your state’s board to deter-
mine which of these clinical activities
fall under the scope of practice for
your state. If there is an MD in your
practice, this will not be an issue, as
allergy services can be provided in all
states by MDs.

2. Weight management. As we all
know, obesity treatment is a multibil-
lion-dollar business and, as a
nutritional specialist, you are
perfectly positioned to help over-
weight patients. Most nutritional
practices include obesity treat-
ment as a significant portion of
their business.

The profit centers in weight-
loss practice include doctor
visits, the initial evaluation,
regular follow-ups, nutritional
supplements that support weight
loss, and for integrated practices
with medical doctors on staff, the use
of HCG and medications to help
promote weight loss.

In addition, some practices offer
consultations with a dietitian, weight
support groups, and other ancillary
services.

Cutting-edge care
Many common medical conditions
have a nutritional component. The
most well-known examples are abnor-
malities of blood glucose: diabetes,
hypoglycemia, and metabolic
syndrome. But there is also evidence
that many other diseases, from irritable
bowel syndrome to Parkinson’s disease,
can be improved or have their progres-
sion slowed with the use of nutritional
supplements.

Currently, major teaching centers,
including the University of Miami, are
studying the effects of co-enzyme Q-10
and vitamin D on Parkinson’s disease.
As a nutritional doctor, you can be a
part of this cutting-edge area of prac-
tice.

As with most nutritional therapies,
the profit centers include diagnostic

tests, doctor visits,
and nutritional supplements.

In addition, many patients visit a
nutritional specialist for the prevention
of medical problems, to support and
promote general good health, and to
slow down the aging process. These
wellness patients typically make up a
significant portion of the nutritional
practice.

Although most are in good health,
your initial evaluation may uncover
medical conditions that they are at risk
for or that are present in an asympto-
matic state. The wellness sector is also
easy to market. Competition is often
limited and demand is great.

What, you may be asking, is the role
of chiropractic in all of this? Because
chiropractic is a holistic treatment that
promotes general well-being, it should
be a part of the treatment regimen for
all of your nutrition patients. Even those
who do not have a distinct muscu-
loskeletal component can benefit.

Good medicine
Adding nutrition to your practice can pay large dividends,
while integrating smoothly with chiropractic.
BY MARC H. SENCER, MD
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Making it work
Nutritional medicine is such an excit-
ing field clinically that it is easy to lose
track of the fact that it is still a busi-
ness and must be run in a profitable
way. For each service you add, you
must know your cost to provide the
service, the reimbursement rate, and
how you will market it.

You should create protocols for the
provision of each service that you

add. Although some patients are
more challenging than others, you
and your staff should not have to
reinvent the wheel for every new
patient you treat.

Reimbursement for most nutrition
services will be direct pay. Although
insurance may cover certain proce-
dures and tests you should have the
patient pay and then have them
submit the claim for reimbursement.

One of the nice things about this type
of practice is you do not have to deal
with the hassles of third-party payers.

As with many of the services you
can add to your practice, nutrition can
run on autopilot, with most aspects
delegated to associate chiropractors,
MDs, and dietitians. Once you have
good protocols in place, the rest is
automatic.

Interesting clinical work, no hassles
with insurance, and a practice that can
be delegated. With a nutrition practice
you can have it all.

MARC H. SENCER, MD, is the
president of MDs for Dcs, which
provides intensive one-on-one
training, medical staffing, and
ongoing practice management

support to chiropractic integrated practices.
he can be reached at 800-916-1462 or
through www.mdsfordcs.com.

Test yourself
check your knowledge about how to
set up a nutrition practice with this
true or false quiz.

� 1. Most nutritional services are
covered by private insurance but
not by Medicare.

� 2. Only nutrition patients with
musculoskeletal problems should
receive chiropractic treatment.

� 3. Nutritional supplements may
prevent the progression of
Parkinson’s and other chronic
progressive diseases.

� 4. Food allergies have been linked
to many medical conditions.

Nos. 3 and 4 are true.

Nos. 1 and 2 are false. Most nutritional
services are not covered by Medicare
or private insurance. Because it is a
holistic therapy that supports
wellness, barring any contraindication
all of your nutrition patients will
benefit from chiropractic treatment
along with their nutritional program.
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IF YOU HAVEN’T ALREADY PUT

TOGETHER A RÉSUMÉ OR A CURRICU-
LUM VITAE (CV), THERE IS NO TIME

LIKE THE PRESENT. You’ll find many
uses for the résumé as you go through
chiropractic school:
�Applying for scholarships,
�Applying for special programs or
positions,

�Talking with DCs about employment
or buying practices, and

�Applying for a business loan.
Here are some common questions

and answers about résumés:

What’s the purpose of a résumé? The
résumé is a sales tool to get your
reader to grant you an interview (or a
scholarship). Along with the cover
letter, the résumé is the reader’s first
experience with you, so you want it to
be as perfect and complete and profes-
sional as possible.

What’s the difference between a résumé
and a CV (curriculum vitae)? Although
the terms are often used interchange-
ably, the two documents are different
— in purpose as well as in format.

A résumé is used in business situa-
tions for the purpose of obtaining a
job interview; a CV is used in
academic situations for academic
applications (promotions and tenure)
and for publicity.

The résumé often lists education and
experience in reverse chronological
order (most recent first) and usually
includes only the information needed to
persuade an employer to call for an
interview. The curriculum vitae (which
literally means “course of life”) is a more
detailed listing of academic, professional,
consulting, and publication experience.

Since you are preparing a business
document, it’s more likely that you are
preparing a résumé. It doesn’t matter
what it’s called, as long as it contains
the pertinent information.

Someone told me that my résumé must
be on one page. Is that true? Your
résumé should be as long as it needs to
be. It doesn’t have to be limited to just
one page, but the most important
information (your education and
professional skills and training) should
be on the first page.

If it is possible to limit your résumé
to one page and still be effective, that’s
great. Many résumés, especially for
people who have had a number of
professional positions, cannot be
limited in this way. Quantity is not as
important as quality.

Should I include only my chiropractic
experience and education? The more
information you provide to readers,
the better able they will be to assess
your work ethic and background.
Certainly include all colleges and
schools you’ve attended after high
school, and all the job experience
within the last 10 years — even that
summer job at the local fast-food
place. All of this work shows your
work habits and abilities.

to read this article in its entirety, visit
www.ChiroEco.com/Resumes.

First impressions:
the résumé and cover letter
BY JEAN MURRAY, PHD

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

Click it!

The online resource for future doctors of chiropractic.

STUDENTDC

800-553-4860
footlevelers.com

brought to you by your industry leaders

JEAN MURRAY, PhD, has been
counseling small business owners
since 1974 and is currently helping
chiropractic students and
graduates who want to start their

own practices.
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Activator Methods
800-598-0224
March 12–13, Boston
March 12–13, Columbus, Ohio
March 26–27, Portland, Ore.
April 2–3, Chicago
April 2–3, San Jose, Calif.
April 9–10, Atlanta
April 9–10, Newark, N.J.
April 30–May 1, Denver
May 14–15, Calgary, Alberta
May 14–15, Tyson’s Corner, Va.
May 21–22, Minneapolis
Sept. 10–11, St. Louis
Sept. 24–25, Minneapolis
Oct. 1–2, Chicago
Oct. 8–9, Atlanta
Oct. 8–9, San Jose, Calif.
Oct. 15–16, Phoenix
Oct. 22–23, Dallas
Oct. 29–30, Newark, N.J.
Nov. 5–6, Seattle
Nov. 12–13, Boston
Nov. 19–20, Toronto
Dec. 3–4, Costa Mesa, Calif.

Apex Energetics
800-736-4381
March 11, Sacramento, Calif.
March 12, Seattle
March 12–13, Raleigh, N.C.

March 12–13, Ventura, Calif.
March 17, Portland, Ore.
March 17, Oceanside, Calif.
March 17, San Diego
March 19–20, Minneapolis
March 24, Santa Barbara, Calif.
March 24, Ventura, Calif.
March 30, Houston
March 31, Dallas
March 31, Charlotte, N.C.
April 1, Raleigh, N.C.
April 1–3, Del Mar, Calif.
May 14, Denver
May 21–22, Del Mar, Calif.

BioSET
877-246-7381
March 24–27, Corte Madera, Calif.

BodyZone.com
770-922-0700
March 12–13, Portland, Ore.
April 2–3, Minneapolis
June 11–12, St. Louis
July 16–17, St. Louis
Aug. 13, Atlantic Beach, N.C.
Aug. 20–21, St. Louis

Breakthrough Coaching
800-723-8423
March 19, Rosemont, Ill.
April 9, Orlando, Fla.

May 12–14, Dallas
July 28–30, Rosemont, Ill.
Nov. 3–5, Orlando, Fla.

California Chiropractic Association
916-648-2727
March 12–13, Sacramento, Calif.
March 26–27, San Jose, Calif.
April 16–17, Santa Ana, Calif.
June 10–12, Reno, Nev.

CatchFireInternetMarketing.com
817-939-8435
March 18–20, San Antonio
Sept. 16–18, Dallas

Chiro Advance Services Inc.
715-635-5211
April 29–30, Bloomington, Minn.
Sept. 23–24, Bloomington, Minn.

Cox Seminars
800-441-5571
March 26–27, Orlando, Fla.
April 30–May 1, St. Louis
July 23–24, Boston
Nov. 18–20, Lombard, Ill.

DC Mentors
800-570-5272
March 25–26, Sioux Falls, S.D.

Foot Levelers
800-553-4860
March 12–13, Minneapolis
March 12–13, Monterey, Calif.
March 12–13, Topeka, Kan.
March 19–20, Colorado Spring, Colo.
March 19–20, Boston
March 19–20, Atlanta
March 19–20, Albany, N.Y.
March 26–27, Roanoke, Va.
April 2–3, Baltimore
April 2–3, Pittsburgh
April 9–10, Columbus, Ohio
April 16–17, Greenville, S.C.
April 16–17, Milwaukee
April 30–May 1, Cedar Rapids, Iowa
May 7–8, Dayton, Ohio
May 14–15, Charleston, W.Va.
May 14–15, Chicago
May 14–15, Madison, Wis.
May 21–22, Portsmouth, N.H.
May 21–22, Omaha, Neb.
June 4–5, Charlotte, N.C.
June 11–12, Portland, Ore.

Graston Technique
888-926-2727
March 12–13, Portland, Ore.
March 19–20, Indianapolis
April 2–3, Boston
April 9–10, Newark, N.J.

DATEBOOK
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DATEBOOk

April 16–17, Minneapolis
April 30–May 1, Lombard, Ill.
May 21–22, Charlotte, N.C.
May 21–22, Portland, Ore.
June 4–5, Las Vegas
June 11–12, Boston
June 25–26, Austin, Texas
Aug. 13–14, Charlotte, N.C.
Sept. 17–18, Las Vegas
Oct. 15–16, Austin, Texas
Nov. 19–20, Las Vegas
Dec. 11–12, Chapel Hill, N.C.

Hancock CranioSomatic Institute
888-824-7025
March 19–20, Tampa, Fla.
April 23–24, Tampa, Fla.
May 7–8, Tampa, Fla.

Koren Enterprises Inc.
800-537-3001
March 12–13, Columbus, Ohio
May 14–15, San Diego

Life University
770-426-2753
April 9–10, Marietta, Ga.
May 21–22, Marietta, Ga.

July 23–24, Marietta, Ga.
Aug. 27–28, Marietta, Ga.
Oct. 15–16, Marietta, Ga.

Logan College of Chiropractic
800-842-3234
March 12–13, Chesterfield, Mo.
April 2–3, Chesterfield, Mo.
April 9–10, Chesterfield, Mo.
June 4–5, Chesterfield, Mo.
July 9–10, Chesterfield, Mo.
Aug. 6–7, Chesterfield, Mo.
Sept. 10–11, Chesterfield, Mo.

Meditech International Inc.
888-557-4004
March 12–13, Vancouver, British Columbia
March 18–20, Toronto
April 15–17, Toronto
May 13–15, Toronto
May 28–29, TBA, Alberta
June 7–8, Toronto
June 9–11, Toronto
July 15–17, Toronto
Aug. 19–21, Toronto
Sept. 16–18, Toronto
Oct. 14–16, Toronto
Oct. 22–23, Vancouver, British Columbia

Nov. 12–13, TBA, Alberta
Nov. 18–20, Toronto
Dec. 9–11, Toronto

MS Chiropractic Association
601-276-3336
April 9–10, Bay St. Louis, Miss.
Oct. 8–9, Jackson, Miss.

Neuromechanical Innovations
888-294-4750
March 12–13, Costa Mesa, Calif.
March 19–20, Columbus, Ohio
March 26–27, Cambridge, Mass.
April 2–3, Seattle
April 16–17, Toronto
April 30–May 1, Vienna, Va.
May 14–15, Burlingame, Calif.
May 21–22, Rosemont, Ill.
June 11–12, Denver

Palmer College of Chiropractic
866-592-3861
Aug. 11–13, Davenport, Iowa

Parker College of Chiropractic
800-266-4723
May 5–8, Dallas

June 9–12, Dallas
July 7–10, Dallas
Aug. 4–7, Dallas

ProPractice Partners
520-575-0207
April 1–2, Phoenix

SpiderTech/Nucap Medical
416-490-4000
March 18, Phoenix
April 9, Denver
April 16, Chicago
April 30, Philadelphia
May 7, Kansas City, Mo.
May 14, Minneapolis
May 21, Boston

Standard Process Nutrition of
Minnesota
651-226-5864
May 21, Bloomington, Minn.
Sept. 10–11, Bloomington, Minn.
Nov. 12, Bloomington, Minn.

TRX
888-878-5348
March 13, Frisco, Texas

For a searchable list of more seminars and show dates or to submit your event, visit www.ChiroEco.com/datebook.





84 C H I R O P R AC T I C E CO N O M I C S • M a r c h 4 , 2 0 1 1 W W W.C H I R O E CO . CO M

8 Weeks to Wellness...................................................................................48
Amway/Nutralite..........................................................................................62
Anabolic Laboratories ..................................................................................59
Axial Trac .......................................................................................................43
Ayush Herbs Inc. .........................................................................................87
Biosan Laboratories/Right Foods................................................................29
Biotics Research.............................................................................................21
Botanical-Wisdom........................................................................................86
Brain Core Therapy.......................................................................................35
Breakthrough Coaching ...............................................................................64
Carlson Labs..................................................................................................86
Cell Science Systems LTD............................................................................52
China-Gel.......................................................................................................26
Chiro One Wellness ......................................................................................31
Chiro Secure ..................................................................................................82
ChiroMatrix ....................................................................................................17
ChiroPlanet ....................................................................................................73
Douglas Laboratories ....................................................................................19
DrNatura........................................................................................................68
Drucker Labs...................................................................................................11
Erchonia............................................................................................................9
Essential Formulas........................................................................................65
Foot Levelers Inc...............................................................................13, 46, 92
Foot Levelers Inc. ..........................................................................................86
GW Heel Lift Inc. .........................................................................................80
H2O Massage Systems...............................................................................87
HealthSource Chiropractic...........................................................................57
Heel Inc..........................................................................................................84
Hidden Story of Cancer ...............................................................................86
Hill Laboratories Co. ...............................................................................90-91
Impac Inc. ...............................................................................................24-25
Laser Allergy Relief .......................................................................................76
Lifestyle Nutrition Inc. ..................................................................................36

MedicFusion ..................................................................................................32
Metagenics..............................................................................................38-39
Morgan Professional Products....................................................................86
MPN Software Systems...............................................................................45
Multi Radiance Medical................................................................................14
NCMIC...........................................................................................................37
Neuromechanical..........................................................................................28
Northwestern Health Sciences University .................................................81
Now Foods.....................................................................................................79
Nutri-Spec......................................................................................................53
Nutri-West .....................................................................................................74
Nz Manufacturing........................................................................................72
OnlineChiro.com...........................................................................................54
Parker College/Parker Seminars.................................................................66
Performance Health/The Hygenic Group..................................................15
Platinum System C.R. Corp........................................................................4-5
ProThera ........................................................................................................49
Prothotics.......................................................................................................86
Rejuvenation...................................................................................................71
Schiek Sports.................................................................................................87
SOMBRA ........................................................................................................51
SpiderTech .....................................................................................................83
Standard Process ..................................................................................2-3, 86
Texas Chiropractic College ..........................................................................68
The Vitality Depot .......................................................................................6-7
Titan Laboratories.........................................................................................72
UAS Labs .......................................................................................................77
Ultra Tables....................................................................................................33
Vertejust.........................................................................................................86
Wristrac .........................................................................................................87
Writepad........................................................................................................22
XelvaGEN Inc. ...............................................................................................61
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Adjustment tool
VerteJust is designed to be used for
anterior adjustments. It targets the
subluxation and aims to save your joints
from excessive pressure. Two pads cradle
the spine at the target area, supported by
a ¾-inch thick, oak-veneered base. It’s
manufactured to offer comfort to your

patients’ backs without sacrificing the health of your hands.
Call 813-436-9252 or visit www.vertejust.com.

Daily supplement
General Health Daily Fundamentals from
Standard Process are single-serving
convenience packets containing three
Standard Process supplements. The three
supplements include Catalyn whole-food
multivitamin, Trace Minerals-B-12, and
Tuna Omega-3 Oil. Each box of Daily
Fundamentals contains a 30-day supply. These statements have
not been evaluated by the Food and Drug Administration.
Call 262-495-2122 or visit www.standardprocess.com.

Patient education
The Hidden Story of Cancer from Pinnacle Press
is a book featuring Nobel Prize-winning
biochemist Otto Warburg, MD, PhD. In the
book, he describes the prime cause of cancer,
how the American medical community
confirmed it, and how today’s cancer
physicians and oncology journals are aware of

it, but don’t know how to solve it.
Call 800-456-9941 or visit www.brianpeskin.com.

Insoles
Comfort Gel insoles from Atlantic Footcare
feature a top layer of plastozote designed to
self-conform to the shape of the foot,
which helps evenly distribute pressure
and reduce irritation from bunions,
calluses, or other foot problems. SATRA
tested, this product helps provide maximum cushioning and helps
relieve lower body pain.
Call 401 568-4918 or visit www.prothotics.com.

Liver oil
Cod Liver Oil from J.R. Carlson Laboratories is
marketed as naturally rich in vitamin A, vitamin D3,
EPA, and DHA. The oil is separated from the liver
tissues without the use of chemicals. To ensure
freshness of Carlson Norwegian Cod Liver Oil, the
air inside the glass bottle has been replaced with
nitrogen.
Call 847-255-1600 or visit www.carlsonlabs.com.

Exercise guide
Stretch Guides from
Morgan Professional
Products are designed to
help implement an
effective, convenient, and
professional home exercise program. They help provide an
extensive set of well-explained and clinically relevant stretching and
strengthening exercises. It features eight different books: low back,
neck, shoulder, hip and knee, ankle and foot, forearm and hand, core
floor, and core ball exercises.
Call 800-403-5295 or visit www.morganprofessionalproducts.com.

Joint pillow
Exclusively Yours Pillow from Foot

Levelers is designed to promote
optimal joint stability for your

patients. It helps provide therapeutic traction and support for the
cervical spine. Four simple-to-perform measurements are taken,
along with specific patient information, and a pillow is handmade
for each patient.
Call 800-533-4860 or visit www.footlevelers.com.

Respiratory support
Respiratory Strength from Botanical
Wisdom is formulated to help reduce
coughing and other allergic respiratory
conditions through an anti-
inflammatory process. It aims to block
the release of histamine and stabilize
the membranes of mastocyte. It also
helps normalize asthmatic conditions by allowing the lungs to be
cleared of excess mucus.
Call 949-588-6388 or visit www.botanical-wisdom.com.

For a comprehensive, searchable products directory, go to www.chiroEco.com and click on “Products and Services.”
To submit your products, go to www.chiroEco.com/products and fill in the required information.

PRODUCTSHOWCASE
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Why advertise here? Because it works! www.ChiroEco.com

PRACTICE FOR SALE

BUYING OR SELLING A PRACTICE. Visit
our website for information on selling and cur-
rent listings nationwide. The Paragon Group
www.eparagongroup.com or call 1-800-582-1812.

BEAUTIFUL NM CASH WELLNESS
PRACTICE est. 28 yrs - low force work - 100+
avg patient visits/20 hr wk - $112K http://con-
nect2pro.com/NM-practice/

Chiropractic Practice Appraisals
Transaction Consulting

Call Loren Martin
Practice Opportunities, Inc.

Phone: 952-953-9444 • www.practiceop.com
email: martin@practiceop.com

All inquiries held in confidence.

MARKETING

SPINAL DECOMPRESSION MARKETER 
EXTRAORDINAIRE Could you use a talented, 
honest, hard working, experienced, competent 
Spinal Decompression marketer with great refer-
ences? Given the chance, I’ll help you build a 
more profitable Decompression practice! Avail-
able Immediately. 

ASSOCIATE CHIROPRACTIC

ASSOCIATE POSITIONS AVAILABLE IN
CHATTANOOGA AND NASHVILLE
AREAS. Chiropractic, exercise & rehab clinics
have career opportunities for highly motivated
individuals. E-mail CV to carberryent@com-
cast.net. Positions available for newly gradu-
ated as well as experienced chiropractors.

HELP WANTED

PRODUCT CHAMPION Passionate, pro-
active product champion for recognized home-
opathic company. Must have market, sales and
public speaking skills. Must be a complete evan-
gelist for homeopathy (or homeopathic disci-
pline) for the alternative medical niche. Lots of
travel. Full benefits, competitive salary and
quarterly bonuses. Send resume with why you
are the “one” to PO Box 2623, Ponte Vedra
Beach, FL 32082.

NAME ON CREDIT CARD

PHONE #

CC #

CIRCLE ONE: VISA MC EXP. DATE

check off the issues you want your
ad to run in.
*Add 2 weeks from mail date for arrival date

ISSUES ADDEADLINE MAIL DATE*
� 6 March 19 April 6
� 7 April 12 April 28
� 8 May 3 May 20
� 9 May 18 June 11
� 10 May 25 June 11
� 11 June 15 July 2
� 12 July 6 July 23
� 13 July 27 Aug. 13
� 14 Aug. 10 Sept. 3

CHIROPRACTORS -
PLACE YOUR $60

CLASSIFIED AD TODAY
$60 flat rate for 25 words, $1 for each
additional word. Doctors only for help

wanted, practice or equipment for sale ads.
Go to www.chiroeco.com/myad and fill out
our secure form or fill out the form below

and fax it to 904-285-9944.

Ad heading: � Associate Wanted
� Practice for Sale
� Equipment for Sale
� Products
� Supplies
� Marketing

HEADLINE:

AD COPY:

To place an ad, call Tina at
904-567-1551, fax this form to

904-285-9944, or e-mail your ad to
tfarber@massagemag.com

massagessd
Cross-Out
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To place a classified ad call
Tina Farber at 904-567-1551

SUPPLIES

PRODUCTS

WHAT’S YOUR EXIT STRATEGY?

NEW BREAKTHROUGH TECHNOLOGY
reverses and prevents aging at the genetic level.
Launched January 2011. Clinicals available.
Addition to practice or an exit strategy.
Call/Write NOW! Dr. Bill Toth 1-888-891-2878
www.CreateYourFate.com

PRACTICE MANAGEMENT

DO YOU WANT ONLINE CONSULTING
ASSISTANCEWITHMINIMALEXPENSE?
If so, eChiroCoaching.com is for you! Manage-
ment, Consulting & More. Professional Services.
24/7 Online Support. We provide the best solu-
tions! www.eChiroCoaching.com

PRODUCTS

EXCELLENT BUSINESS OPPORTUNITY
$5,000 + per month. Take your Business to the
next level! Fight Intracellular Inflammation,
Strengthen the Immune system, Detoxify the
body with Max GXL www.wellness.max4U.com,
757-233-4219, wellness@max4u.com.

PRODUCTS-TECHNIQUE DVDS

MASTER THIS “COMPLETE FULL SPINE
ANDEXTREMITYADJUSTINGCOURSE”
from 2 DVDs by Leonard “John” Faye D.C.,
F.R.C.C.S.S.(C)Hon., F.I.C.C. 55’ interview, 6 hours
demo and 5 hours MP3 audio lectures, $289.00
Order form at www.chiropracticmentor.com

WhY aDVErTISE
hErE? BEcauSE IT

WOrKS!
Every ad that runs here, also runs

on our Web site:
www.ChiroEco.com

CHIROPRACTIC BILLING
AND COLLECTIONS

Is your Prm under paid?! Not getting paid
in these tough economics times?!

Let HMR Inc. make a positive inQuence and
conduct and efficient process in your cash Qow.

For information on collecting your past due
receivables please contact Mr. G. Hernandez.
Phone: 845-343-9600 • Fax: 845-343-9614

Website: www.HMRmedical.com








