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What’s New Online

T H E M O S T C O M P R E H E N S I V E W E B S I T E F O R T H E C H I R O P R A C T I C P R O F E S S I O N

More from the Web
�Value-based care is here to stay—

and it’s a good thing for DCs,
experts say. Read more at
ChiroEco.com/value-based-care.

�Each month we offer a free sample
from a trusted company exclusively
for DCs. Try products for free. Visit
ChiroEco.com/sample-of-the-month.

The Tuesday Webinar Series
Chiropractic Economics webinars are
always available to download and view
at your convenience.

Our latest webinar, “New detoxification
technologies,” presented by Dan
Pompa, DC, and Nikolaos Tsirikos-
Karapanos, PharmD, PhD, MD, shows
how you can use new detoxification
technologies to get patients well.

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

Expert Insights
ChiroEco.com/blogs
Blogs by Anthony Lombardi, Mark Sanna,
Drew Stevens, Josh Wagner, Kelly Robbins,
Perry Chinn, Shawne Duperon, and the
Chiropractic Economics editorial staff.

Chiropractic Marketing
Connection
The 4 trends in marketing you
MUST know for 2016
Kelly Robbins, MA

What Are You
Broadcasting?
“I think” and “I believe”
Shawne Duperon, PhD
chiroeco.com/sanna

My Breakthrough
Resolutions
Mark Sanna, DC
chiroeco.com/sanna

Paubox| @PauboxHQ
Is your communication with patients
#HIPAA compliant? via
@Chiroecomag snip.ly/xoSH
#healthit

PivotalHealth | @PivotalHealth
Value-based care is here to stay
hubs.ly/H01z_Gk0 via
@ChiroEcoMag #economics

FCAchiro | @FCAchiro
Thank you @ChiroEcoMag for being
@FCAchiro’s #1 marketing partner.
Here’s to another great year for
#chiropractic!

Our most-shared post:
Chiropractic decreases postpartum
pelvis pain 2015 case study suggests.

Neat Tweets
Follow us on Twitter at
ChiroEco.com/twitter.

Facebook Favorites
Like us on Facebook at
ChiroEco.com/facebook.

Social Media Shout-Outs

Resource Centers

Chiropractic Tables
ChiroEco.com/chiropractic-tables
�Do you need to insure your

chiropractic table?
�3 easy finance options for your

chiropractic table

Nutritional Supplements
ChiroEco.com/nutritional-
supplements

�Tell your patients don’t worry, be
happy with the help of CoQ10
supplements

�Enzyme supplements help
deficiencies

Practice Management Software
ChiroEco.com/practice-management-
software
�Is your EHR HIPAA compliant?
�Cloud vs local EHR: safe, reliable

access to patient records

Buyers Guide and Directory
Our buyers guide and directory
is now available online at
ChiroEco.com/business-directory.

Job Board
Visit ChiroEco.com/jobs 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

Plus
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IF YOU’VE BEEN IN BUSINESS FOR A WHILE, YOU’VE LIKELY

DISCOVERED THAT REPLACING A STAFF MEMBER IS NEVER AN

easy thing to do. You might think you’ve found the
perfect candidate, who has a great résumé and is dazzling
during the hiring interview. But there’s one more
component to the picture: the “fit.”

Your other staff members, associates, and partners will
have to integrate this person into the operation, and there are
so many variables that you’ll never be certain that the new

hire will work out until he or she does (or doesn’t).
This is the “chemistry” involved, that indescrib-
able process involving attitudes and personalities.

In this issue of Chiropractic Economics, we’ll
take a look at how your team can be a force
multiplier for your marketing efforts. If you can
achieve synergies with your staff, you’ll experi-
ence the magic of two and two adding up to five.
If you’ve been going it alone and marketing your
practice by yourself, we hope this issue inspires
you to enlist your staff on your behalf, if they
have the chemistry needed for the task

While we do not normally report on chiropractic news
from overseas, one item stood out and attracted our
attention: “Alternative medicine made legal.” In this article, it
states that Qatar’s board of medicine has officially adopted
the phrase “complementary medicine” instead of “alternative
medicine” to reinforce the idea that patients are not opting
out of allopathic care when they choose a complementary
modality.

The ruling names the following as disciplines to be so
regulated: Hijama (wet cupping) chiropractic, homeopathy,
Ayurveda, and acupuncture. Here in the U.S., the general term
is “complementary and alternative medicine,” or CAM, and
it may be time for us to drop the term “alternative” as well.

After all, as the adage has it, there’s a term for medicine
that’s proven to work: It’s called “medicine.” Increasingly,
we’re finding buy-in from the establishment—hospitals, the
VA, third-party payers—that chiropractic has a
demonstrated track record of clinical results.

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 good recipe is all about chemistry.
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BY THE NUMBERS

3.6%
is the number of
doctors of chiropractic
who hold staff
privileges at hospitals,
according to the
NBCE. While obtaining
such privileges is arguably difficult,
nearly 2,000 DCs have accomplished
this level of access to formal medical
institutions. This group has a unique
ability to educate MDs and the public
about the value of chiropractic.
Source: American Chiropractic Association

22 million
is the estimated
size of the U.S.
population that
annually visits
chiropractors. And
for those seeking
alternatives for
back-pain relief,
chiropractic is the healthcare option of
choice. Other common reasons people
see chiropractors include resolving pain
in the legs, arms, neck, and for relief from
headaches.
Source: WebMD

17%
is the estimated year-on-year
job growth foreseen for
doctors of chiropractic for
the period 2014 through
2024. This is on par with
that forecast for other health
diagnosing and treating
professionals. For all other
occupations, the number is
only 7 percent.
Source: U.S. Bureau of Labor Statistics

CHIROECONEWSflash.com

� THE CHIROPRACTIC PULSE
Call for doctors of chiropractic to
participate in chronic pain study
The RAND Corporation is conducting a study on the impact of
evidence, outcomes, costs, and patient preferences on the choice of
treatment for chronic low-back pain and chronic neck pain. This
study is funded by the National Center for Complementary and
Integrative Health (NCCIH), and its aims are:
�To understand better ways to assess appropriateness within complementary and alternative

medicine (CAM), such as chiropractic care,
�To determine how the inclusion of patient perspectives and cost impact measures of

appropriateness, and
�To learn about patient preferences and experiences related to treating back pain and neck pain.

The study will be conducted in and around six regions: Dallas, Texas; San Diego, California;
Minneapolis, Minnesota; White Plains and Yonkers, New York; Portland, Oregon; and Tampa, Florida.
RAND Corporation is recruiting clinics for the national study starting now through the end of 2016.

Licensed chiropractors are eligible to apply if they are working in a standalone (community)
practice, are in a solo or multiprovider practice, are part of a chiropractic-only or integrated practice,
see a minimum of 25 patients per week, and have at least five years of experience post-training.

To learn more about the study, visit ChiroEco.com/randstudy.
Source: The RAND Corporation, rand.org

F4CP names Sherry McAllister, DC,
executive vice president
The Foundation for Chiropractic Progress (F4CP), announced the
appointment of Sherry McAllister, DC, as executive vice president, effective
November 6, 2015.

McAllister, the first doctor of chiropractic to lead the F4CP positive press
campaign, has a unique professional and academic history, combining more
than 20 years as a practicing DC with a graduate degree in education and

extensive knowledge of the technological and social media landscape.
“We hand-picked Dr. McAllister based upon her seasoned experience as a practitioner in the

industry, coupled with her wealth of knowledge spanning industry research and higher education,”
said Kent S. Greenawalt, chairman, F4CP. “This distinctive combination is what sets her apart as a
leader—not only does she have key insights into what will excite the profession and help DCs at an
individual level, but she has the educational tools and technological ability to help spread our
message farther than ever before.”

To read more about this appointment, visit ChiroEco.com/mcallister.
Source: Foundation for Chiropractic Progress, f4cp.com

Prescription drugs dominate 2016 presidential debates;
F4CP responds to the conversation
As issues surrounding overprescribing and abuse of prescription drugs begin to dominate the
conversation of presidential candidates, experts at the Foundation for Chiropractic Progress (F4CP)
assert the need for evidence-based, drug-free options, including chiropractic care, to serve as a
primary approach to pain relief.

“The public must band together and create a unified movement to modify the patient care model
around pain management,” McAllister says. “It is imperative for individuals to educate themselves on
effective, nonpharmacological alternatives for pain relief to help prevent the risk of prescription drug
addiction and the 46 overdose-related deaths per day in the U.S. that are a result.”

To read the complete statement, visit ChiroEco.com/f4cpdrugpolicy.
Source: Foundation for Chiropractic Progress, f4cp.com

INGRAM PUBLISHING/
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CHIROECONEWSflash.com

� THE LEARNING CURVE
Logan University graduates 105 doctors of
chiropractic and 32 master’s degree
students at 178th commencement
Logan University held its 178th commencement for the degrees of Doctor
of Chiropractic, Master of Science in Nutrition and Human Performance
and Master of Science in Sports Science and Rehabilitation on Saturday,
December 19,
2015, in the
William D. Purser,
DC Center on the
campus of Logan
University in
Chesterfield, Mo.

The ceremony,
which included
the academic
hooding of each
graduate, honored
105 students with the conferral of Logan’s flagship Doctor of Chiropractic
degree by Logan President Clay McDonald, DC, MBA, JD. In addition, 13
students were conferred with the Master of Science Degree in Nutrition
and Human Performance and 19 students with the Master of Science
Degree in Sports Science and Rehabilitation.

Michael Wittmer, DC, director of Logan’s Health Centers, served as
master of ceremonies. The commencement speaker was Arlan W. Fuhr, DC,
chairman/founder of Activator Methods International.

The Doctor of Chiropractic valedictorian was Monique Gabrielle White.
In addition, Logan recognized Tayler J. Suydam as the valedictorian for the
Master of Science in Nutrition and Human Performance degree and
Matthew D. Clark, Travis Augustus Falkner, and Monique Gabrielle White as
valedictorians for the Master of Science in Sports Science and
Rehabilitation degree.

To read more, visit ChiroEco.com/logan178.
Source: Logan University, www.logan.edu

22 DCs pass 2015 Diplomate in Clinical
Chiropractic Pediatrics board certification
examinations
The International Chiropractors Association
(ICA) Council on Chiropractic Pediatrics
recently announced that 22 doctors of
chiropractic passed the 2015 Board
Certification Examinations conducted by the
International College of Chiropractic Pediatrics, the
testing board for the Diplomate in Clinical Chiropractic Pediatrics (DICCP).

Examinations in 2015 were held in Chicago, Illinois, and Auckland, New
Zealand. The addition of 22 new DICCPs brings the total number of DICCPs
to more than 260.

For further details, visit ChiroEco.com/va-bill.
Source: The Council on Chiropractic Pediactrics, icapediatrics.com

Life West appoints Mark Zeigler, DC,
as VP of Institutional Advancement
With a 35-year-plus career, Mark Zeigler, DC, has
worked in a variety of leadership capacities. He
worked five years in local government as mayor
of the city of Sturgis in South Dakota, was
selected as the fifth president of Northwestern
Health Sciences University, served as vice
president of the Association of Chiropractic
Colleges, and had a successful private practice for
more than 25 years.

“It’s a privilege to join the team at Life Chiropractic College West, under
the leadership of Dr. Brian Kelly. This is an exciting time to be part of Life
West as is reflected in the major capital improvements to their campus,
the commitment to clinical education, and the growth in student
enrollment,” Zeigler said.

learn more about the new services at ChiroEco.com/nuhs-va.
Source: Life West, lifewest.edu

� WHAT’S HAPPENING IN HEALTH?
Advances in anti-aging medicine revealed at 23rd Annual A4M Conference
The American Academy of Anti-Aging Medicine (A4M) held the world’s largest Anti-Aging conference in December 2015 at the Venetian Hotel in Las
Vegas, Nevada, with participation by more than 5,100 medical specialists and attendees and more than 450 exhibition booths from over 60 nations.
Now a $380 billion industry, anti-aging medicine continues to see explosive growth and is projected to exceed $1 trillion dollars before 2025. At this
pace, anti-aging medical therapies are expected to soon displace disease-based healthcare, which has been the focus of contemporary Western
medicine.

Asked about the impact of anti-aging sciences on communities across the globe, Ron Klatz, MD, DO, said, “The A4M is excited to see our decades
of research resulting in incredible achievements. We are pleased to announce that varying communities spanning the globe are now achieving
average life expectancies of 91.5 years versus the standard 68-year life expectancy for those only receiving standard care.” He continued, “This 23.5-
year difference is so substantial that I have coined it ‘the anti-aging dividend.’ ”

To learn more, visit ChiroEco.com/a4mresearch.
Source: WorldHealth.net and American Academy of Anti-Aging Medicine, a4m.com
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YOUR PATIENTS MAY NOT PAY

MUCH ATTENTION TO INFLAM-
mation, but you should. It’s

linked to chronic conditions as diverse
as cancer, Alzheimer’s, obesity,
congestive heart failure, and diabetes.
“Silent inflammation” is literally a
stealth bomber, reducing your odds of
living a long and disease-free life just
as effectively (and as silently) as if you
were breathing an invisible, odorless
poison gas.

Why should you care?
If you’ve ever stubbed your toe, banged
your head against a beam, or gotten a
splinter or an abscess, you know what
acute inflammation is. White blood
cells—also known as leukocytes—
mobilize to the injury site, surrounding
it like an army blocking off an invading
force. Specialized white blood cells
called macrophages (Latin for “big
eaters”) look and act like little PacMen,
initiating defense mechanisms and
literally swallowing up and immobi-
lizing any invading pathogens.

These activities are collectively
known as “inflammation.” And the
body needs inflammatory chemicals,
because the ability to mobilize them
effectively is an integral part of the
natural healing response.

But for most people, the inflam-
matory army is in overdrive while the
anti-inflammatory army is underfunded.

People need inflammation to heal—
it’s vital to have those white blood cells
rushing to the site of an injury. But the
body also needs anti-inflammatory
compounds to act as correctives when
there’s too much inflammation.
Inflammation and anti-inflammation
forces need to be in balance, otherwise
there’s trouble.

The slow killer
“Classic (acute) inflammation hurts,”
says Barry Sears, PhD. “Silent (chronic)
inflammation slowly kills.” In the latter
case, instead of being a transient event,
the inflammatory response persists over
time, “like an ornery child who can’t
resist picking at a scab” writes science

reporter Christine Gorman. Eventually,
chronic inflammation can and will
destroy tissue. Little wonder Time
presciently titled a cover article in
2004, Inflammation: The Silent Killer.1

Some foods, like sugar and excess
vegetable oils, have the effect of turbo-
charging the inflammatory production
pathways, while other foods (like wild
salmon with its rich content of omega-
3s, and the antioxidant astaxanthin
found in certain marine plants and
animals) have precisely the opposite
effect. This is where things get
interesting from a clinical perspective.

The body makes inflammatory and
anti-inflammatory compounds called
eicosanoids from one source only: fat.
The type of fat one consumes has a
profound effect on the eicosanoid
production factory. Omega-6 fatty
acids, the kind found in vegetable oils
like corn, safflower, soybean, and
canola oil are pro-inflammatory—
they’re the precursors for the inflam-
matory chemicals manufactured in the
body. Omega-3 fatty acids, the kind
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The silent killer
You can do a lot to fight inflammation.
BY J O N N Y B OW D E N , P H D, C N S
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CLINICALCONCERNS

found in fish, fish oil, flaxseed, chia
seed, and hempseed are the exact
opposite. They’re precursors for the
body’s anti-inflammatory compounds.

Most researchers agree that the ideal
relationship of omega-6 fatty acids to
omega-3 fatty acids is about 1-to-1, the
same ratio found in the diet of hunter-
gatherer societies. This ratio keeps the
eicosanoid production factories in
harmony, with the body producing a
nice balance of inflammatory and anti-
inflammatory chemicals as needed.

But the ratio of pro-inflammatory
fats to anti-inflammatory fats in the
typical Western diet is far from ideal.
It’s usually between 15- and 20-to-1.

Steps toward wellness
Fortunately, a great deal of inflammation
is controllable. If patients can put out
the fire within, or at least stop it from
spreading, they’ll be well ahead of the
game. And it all starts with food.

The plant kingdom is loaded with
natural anti-inflammatories. (One
example is quercetin, found in onions
and apples.) Some of the anti-inflam-
matory superstars that should be part
of any anti-inflammatory diet are the
following:
�onions
�garlic
�leeks
�leafy greens (e.g., spinach, chard, and

kale)
�tomatoes
�bell peppers
�Brassica vegetables (e.g., Brussels

sprouts, cabbage, broccoli, and
cauliflower)

�beans (all types)
�nuts and seeds
�spices (ginger, turmeric, cinnamon,

cloves)
�herbs (parsley, rosemary, thyme,

oregano, mint, tarragon, dill)
�tea (all types)

�red wine
�cocoa and chocolate (if low in sugar)
�flaxseed and flax oil

And wild salmon, which isn’t a
member of the plant kingdom but is a
great source of the two most important
omega-3s found in food, as well the
superstar antioxidant astaxanthin. Grass-
fed beef also has omega-3 fats, as do
sardines, mackerel, herring, and tuna.

Inflammation is likely to emerge as
the health concern of the decade, but
the good news is that you can do a great
deal to combat it. Healthy whole foods,
plenty of omega-3 fats, and a minimum
of sugar are a great place to start.

Many supplements can help lower
inflammation. Here’s a short guide to
the most important ones.

Omega-3. Omega-3s are among the
most anti-inflammatory substances
known and should be part of everyone’s
supplement program. Given the variety
available in the market, it’s clear that
most consumers are sold on them.

Omega-7. Omega-7 is a fatty acid
found in cold-water fish as well as
macadamia nuts and sea buckthorn
berries. It has beneficial effects on
metabolic syndrome, diabetes, weight,
triglycerides, and insulin resistance. A
study at the Cleveland Clinic found
that omega-7s lower C-reactive
protein—a marker for systemic
inflammation—by 44 percent.2

Curcumin. This extract from the Indian
spice turmeric has multiple benefits
and is highly anti-inflammatory, while
being easy to supplement. Research has
demonstrated its anti-inflammatory,
anti-oxidant, anti-thrombotic, and
cardiovascular protective effects.3 It
also reduces oxidized LDL (bad)
cholesterol.4

Magnesium. Magnesium supplements
are a must for those who want to
protect their heart. Magnesium lowers
blood pressure, helps control blood
sugar, and relaxes the lining of blood
vessels. And almost all dietary surveys
show that Americans aren’t getting
nearly enough. Because blood pressure
can contribute to inflammatory lesions
in vascular walls, it’s a good idea to
include it in an anti-inflammatory
supplement program.

Resveratrol. Resveratrol is the ingre-
dient in red wine that’s best known for
its anti-aging properties. It helps
protect the arteries, improves their
elasticity, inhibits blood clots, and
lowers both oxidized LDL and blood
pressure.5 It’s both a strong antioxidant
and an anti-inflammatory, inhibiting a
number of inflammatory enzymes that
can contribute to heart disease.6 The
recommended dose is 200 mg a day of
trans-resveratrol, the active component
of resveratrol.

Methyl sulfonyl-methane (MSM). This is
a natural anti-inflammatory that blocks
the transmission of pain signals in
nerve fibers. It’s known as being great
for joint health and reducing the pain
of arthritis. The biochemical precursor
to MSM—dimethyl sulfoxide—has
been studied extensively for pain and
inflammation.

Cocoa flavanols. Plant chemicals in
cocoa known as flavanols help the
body synthesize nitric oxide, which is
critical for healthy blood flow and
blood pressure. Nitric oxide also makes
the lining of the arteries less attractive
for white blood cell attachment.
Researchers in Germany found that
those who ate the greatest amount of
flavanol-rich dark chocolate had lower
blood pressure and a nearly 40 percent

Inflammation is likely to emerge as the health concern of the decade,
but the good news is that you can do a great deal to combat it.
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lower risk of heart attack or stroke
compared to those who ate little or no
chocolate.7

Boswellia. Boswellia is well-known for
its ability to lower inflammation. A
dose of 150 mg three times a day is
recommended for two to three
months. It has been used effectively in
combination with ginger, turmeric, and
ashwaganda, and proven beneficial for

inflammation and pain associated with
osteoarthritis and rheumatoid
arthritis.8 BosPure is an extract that is
standardized to contain more than 10
percent natural AKBA (acetyl-11-keto-
β-boswellic acid), the most powerful
form, and can be found in some
commercial products.

Gamma-linolenic acid (GLA). This is an
anti-inflammatory omega-6 fatty acid

and the active ingredient in evening
primrose oil, borage oil, and black
currant oil.9,10 GLA seems to have a
synergistic effect with the long-chain
fatty acid EPA (eicosapentaenoic acid)
and should be given together with
omega-3 fish oil. About 1000 mg a day
of GLA is recommended.

Lowering inflammation may be one
of the most important things you can
do for your overall health and the
health of your patients. Fortunately,
most of the effective tools are at your
disposal.

JONNY BOWDEN, PhD, CNS, is
a nationally known board-certified
nutritionist and expert on diet and
weight loss. His latest book, Smart
Fat: Eat More Fat, Lose More Weight,

Get More Healthy, cowritten with award-
winning patient educator Steven Masley, MD,
will be published by Harper Collins in early
2016. He can be contacted at @jonnybowden,
or through jonnybowden.com.
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THIS ARTICLE DESCRIBES THE

CAUSES AND TREATMENT OF

frozen-shoulder syndrome, with
a look at reimbursement considerations.
The implications of multilayered,
multimodal treatments are of interest
to doctors of chiropractic.

Source of the syndrome
Frozen shoulder (adhesive capsulitis) is
a common condition characterized by
insidious onset of pain, restriction of
movement of the shoulder, and restric-
tions of activities of daily living. In
frozen shoulder, the shoulder capsule
thickens and becomes stiff, forming
bands of tissue called fibrotic adhesions.

A patient will present to the chiro-
practor’s office with an inability to
move his or her shoulder due to pain,
with a restricted range of motion. A
comprehensive and thorough ortho-
pedic examination will determine
which of many potential causes has
created the condition. Possible diagnoses
of frozen shoulder include: arthritis,
bicep tendinopathy, neoplasm, torn

rotator cuff, and bursitis.1
According to the American Academy

of Orthopaedic Surgeons, frozen
shoulder develops in three stages:

1. Freezing. In this stage, the patient
slowly experiences increasing amounts
of pain. As the pain worsens, the
shoulder loses range of motion. Freezing
typically lasts from six weeks to nine
months.

2. Frozen. Painful symptoms may
actually improve during this stage, but
the stiffness remains. During the four-
to-six month frozen stage, daily
activities may be difficult.

3. Thawing. Shoulder motion slowly
improves during the thawing stage.
Complete return to normal or close to
normal strength and motion typically
takes from six months to two years.2

Routes to recovery
You have a range of modalities
available to produce results for frozen

shoulder syndrome:
1. Interferential electrical muscle

stimulation, or interferential therapy
(IFT), increases blood flow to the soft
tissue and creates a pain-reducing
analgesic effect due to blocking the
pain receptors. IFT in combination
with shoulder exercises is often
effective in treating frozen shoulder
patients.3

2. Extracorporeal shockwave
therapy, or ultrasound therapy, creates
a deep warming in the soft tissue to
accelerate blood flow and healing. This
modality can be an alternative
treatment, at least in the short-term,
for primary adhesive capsulitis of the
shoulder.4 In the Chen study, the
ultrasound group showed significant
improvement when compared to the
steroid group with regard to activities
of daily living and pain levels at the
sixth week of the study.4

3. Therapeutic exercises will create
strength to support the shoulder joint
and flexibility to enhance elasticity,
which increases ranges of motion.
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Make it work
How to provide optimal care
for frozen-shoulder patients.
BY J E F F R E Y B E N T Z , D C , A N D
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Therapeutic exercises and mobilization
are strongly recommended for reducing
pain and improving range of motion
and function in patients with stages
two and three of frozen shoulder.5

Review of reimbursement
In looking at reimbursement rates of a
national insurance company accepted
by most chiropractors, it is evident
they understand chiropractors who
perform extremity adjustments can
enhance the glenohumeral joint
function of a frozen shoulder. Expected
outcomes include decreased patient
pain and increased range of motion.
But the provider should also consider
performing modalities to both increase
patient results and practice revenue.

For example: According to the
standards of the insurer in question,
reimbursements (less copays) are as
follows:
�Extremity adjustment: $24
�Electrical muscle stimulation: $15
�Ultrasound: $13
�Therapeutic exercise: $27

This insurer reimburses for one
adjustment and three modalities or
therapies per treatment. Over the
course of one treatment schedule, this
correlates to a substantial increase in
practice revenue.

Chiropractor A, who performs an
extremity adjustment with electrical
muscle stimulation, can expect a
reimbursement of $39 per treatment.

Chiropractor B who performs the
four abovementioned billable services
will see a reimbursement of $79 per
treatment.

Over the course of a 16-treatment
schedule (less copays and examinations),
chiropractor B will be reimbursed an
additional $640, enjoying increased
practice revenue.

The ethical chiropractor will
understand the numbers and ideas
above as a call for patient education.
The idea of multilayered treatments
done over time with copays and
insurance costs is a complex one,
especially for many senior chiropractic
patients. An economic analysis that
does not include time for explanations
to patients about value for money is
incomplete. The DC who conveys the
sequence of treatments in common
language with the costs and benefits
set out clearly is acting in the spirit of
B.J. Palmer.

JEFFREY BENTZ, DC, is a
graduate of Palmer College of
Chiropractic and practices in
Pittsburgh. He practices in a
multidoctor corporation, in which

he works directly with family physicians,
orthopedists, and neurosurgeons.

V. ROBERT AGOSTINO, edD,
recently retired as a professor in
the School of education at
Duquesne university. He works on
chiropractic educational sharing

ideas for professional growth with the
chiropractic community.
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Chiropractors who perform extremity
adjustments can enhance the glenohumeral
joint function of a frozen shoulder.
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FINDING YOURSELF IN THE RIGHT

PLACE AT THE RIGHT TIME IS OFTEN

chalked up to luck, but in the
marketing world moments of perceived
serendipity are the result of meticulous
design. Coincidence, in fact, has nothing
to do with a message about your
practice that resonates with your target
audience. It signifies the success of a
carefully constructed plan.

When you enter the chiropractic
industry with little advertising experi-
ence, your efforts to attract and retain
patients can seem aimless and conse-
quently be ineffective. To get on a
productive path, you need a compre-
hensive strategy that’s measurable and
tailored to your ideal patients.

You want your community to
remember the name of your practice
when a problem that you can solve

arises. To be at the forefront of patients’
minds, people have to understand what
you do and associate your practice
with a positive experience, starting
with their first call to your office.

Begin from within
If you’re facing stagnation or wish to
increase your patient base, a good place
to start is by auditing your current
protocols. You want the structures of
your practice maximized in value. This
includes the procedures followed by
your staff for first-time patients, follow-
up calls, and etiquette across all types
of communications.

Having these procedures working at
their full potential will enhance one of
your most powerful marketing
sources—referrals. One bad patient
experience can spread by word of

mouth and exponentially via social
media and review sites.

Put an end to any glitches in the
matrix with a thorough evaluation of
your internal operations. Get a bird’s-
eye view of your systems by consulting
an outside party to conduct the review
and assist you with the necessary
modifications.

Engineer community connections
No matter how strong your patient
referral network is, your patient base
can always be more robust if your goal
is to help more people and increase
profits. “If you’re telling me your
practice is all referrals, then you’re
telling me that you can’t handle any
more new patients,” says Charles
Webb, DC, and healthcare marketing
consultant. “Referrals are part of it, but

Total recall
Healthcare marketing strategies to attract your ideal patients.
BY C A R O L I N E F E E N E Y

Innovative Ideas from the Industry Leaders
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if you can handle more patients, then
you’re going to have to go out and
market yourself.”

Webb recommends building connec-
tions with other businesses in your
community that align with your philos-
ophy, such as organic grocers. But your
approach in developing a partnership
has to benefit them at the outset. “The
mistake most doctors make is they go
out just to promote themselves,” Webb
says. “ ‘Here’s what I do; can you help
me build my practice?’”

In comparison, you might first offer
to educate customers about the benefits
of healthy eating for free as they walk
through the store. “You can come in
and help these people understand the
business,” Webb says. “And instead of
buying 20 percent of their food goods
here, they buy 50 percent. And you also
get the opportunity to promote yourself.”

Educational outreach
An educational focus should spill over
into your other efforts so that you aren’t
wasting time trying to convince people
that your services are worth their
money, Webb says. During their first
visit, patients should already understand
your values and what your care entails,
whether it’s conservative treatment for
low-back pain or counseling for an
active lifestyle. This creates less work
for you in the long run.

One way to deliver this pre-education
is through direct mail, which allows
you to target specific demographics
and keep track of the results. In the
healthcare industry, this can include
outreach aimed at patients with
specific health ailments, medication
treatments, and lifestyles in addition to
factors such as age and gender.

But it’s crucial that your mail
campaigns communicate the right
message. Webb indicates a postcard
that promotes your degrees and how
long you’ve been in practice will likely
fail to attract patients. The copy and
visuals should emphasize what you can
offer to a specific group you’re trying

to reach, such as athletes, the elderly,
or health-conscious professionals and
be crafted accordingly: “It has to be all
about [the patient],” Webb says. “That
way you don’t have to go through a dog-
and-pony show to justify what you do.”

Always test the waters
With any marketing strategy, keep track
of the time and money you’re putting
in and evaluate the ROI. Consider the
first time you try anything new to be a
test period. If one strategy fails, revise
your efforts based on metrics and
analytics to perfect your target, timing,
and message.

Webb also highlights the importance
of your promotional materials standing
out in the midst of everything your

patients are bombarded with. So don’t
let pride stand in the way of asking for
help and ensure your marketing dollars
don’t go to waste. “I’ve always sought out
advice from people who know more
than me in an area that I want to
master,” Webb says.

With this mindset, you’re no longer
at the mercy of hoping your optimal
patients find out about you. Indeed,
the newly found “luck” you discover in
bringing patients through the door
might closely reflect your professional
marketing plan.

CAROLINE FEENEY is the
former associate editor of
Chiropractic Economics. She can
be reached at 904-567-1559 or
cfeeney@chiroeco.com.

Getting your practice noticed
to receive a constant flow of
patients can be a challenge.
Direct mail marketing is
proven to produce the
greatest long-term return on
investment—if done
properly. our marketing
experts are helping many
chiropractors get 25 to 35
new patients per month!

Patient acquisition just got
easier with our affordable
monthly payment plans
starting at $44 per day. the
all-inclusive price includes:

�Custom Direct Mail Design

�targeted Mail lists

�Campaign Performance reports

�Call tracking

� Postage

your dedicated marketing consultant
will proactively provide campaign
performance reports to include:
number of phone calls, phone

conversions, and access to call
recordings, among other metrics. the
information will help you refine your
campaign strategy, avoid wasteful
spending and can also help with front-
office staff training.

our chiropractic customers see roi
between 300 percent to 530 percent!
estimate your return with our free
roi Calculator.

To learn more, contact Mudlick Mail at
877-725-6826 or mudlickmail.com/chiro.

Mudlick Mail Advantage:
Patient acquisition just got easier.
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YOU WAKE UP, LOOK DOWN, AND

CHECK YOUR WATCH—IT’S 8 A.M.
You stare at your watch for a

few seconds and then you look up.
Three minutes later you look down
and check your watch again—it’s 8:04
and you stare with your neck flexed
down for another few seconds. Now
imagine doing this look-down-and-
stare routine every four minutes until
midnight. But you’re not just looking
at your watch, you’re also checking
your smartphone.

According to a Tecmark study, the
average person looks at a smartphone
221 times a day for a total of about
three hours and 15 minutes—about
once every four minutes for 16 hours
straight. A chiropractor should find
this to be worrying because in one
year the average person will spend
almost 1,200 hours—50 days—staring
down at a screen.

Repetitive strain injury
Professionally speaking, you’d have to
agree that without a doubt the magni-
tude of this number of repetitions
could become responsible for decades
of chronic neck pain. A preliminary
study in the 2011 edition of Applied
Ergonomics shows a relationship
between mobile device use and
musculoskeletal neck pain.

Another study, from the 2012
edition of the same journal, tells us
that when people use mobile devices,
their posture is often poor (not a
surprise). Sarah Hopkins, DC, believes
the long-term side effects of text
messaging and smartphone use can
cause a person’s posture to change over
time. “The body has an incredible
ability to adapt,” Hopkins says.
“Unfortunately, when people are
hunched over their cell phone all day,
the body adapts to that posture, too.”

Not all thumbs
The general public is under the
impression that smartphone overuse
can cause conditions like “Blackberry
thumb” or “iPad finger,” but texting is
actually a full-body activity. Muscles
like the sternocleidomastoid, deep neck
flexors, pectoralis major, latissimus
dorsi, masseter, and erector spinae all
contract during the traditional texting
stance: head down and arm adducted
with the elbow bent at 90 degrees. The
continual repeated use of these tissues
can trigger the release of neurogenic
inflammation which can lead to motor
muscle inhibition.

Negative outcomes
Neurogenic inflammation in the
musculoskeletal system is generated by
nerve impulses and the release of
inflammatory substances from the
sensory axon at the site of the original

The future is looking down
Technology means you will be busy for years to come.
BY A N T H O N Y J . LO M B A R D I , D C
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injury. These substances are typically
(but not limited to): substance P (SP),
calcitonic gene-related peptide
(CGRP), and neurokinin-A (NKA).

Prolonged inflammation and pain
can lead to protective muscle spasm,
accumulation of fibrous tissue, and
muscle shortening. Accretion of
fibrous tissue can form palpable taut
muscle bands and trigger points,
creating muscle dysfunction and spasm

that leads to the compression of blood
vessels—creating nociception.1

In short, nociception is a nerve’s
reaction to the chemicals that irritate
it. Neurogenic inflammation, which
can be caused by injury or repetitive
strain, is the chemical mixture that
irritates the nerve that controls a
specific muscle. This causes that
muscle to become inhibited and forces
adaptation of the musculoskeletal

system—which contributes to long-
term degradation of mechanics.

Accelerating problems
Alpha-motor neuron muscle inhibition
occurs when the nerve that sends the
impulse to contract a muscle becomes
unable to function at its optimal
capacity because of chemical or physical
trauma. This results in a perceived
weakness of the muscle that changes
the biomechanics of the entire region.

The primary cause of motor
inhibition is a sufficient amount of
neurogenic inflammation released by
the sensory axon to inhibit the motor
neuron. So, looking down at a
smartphone over 1,500 times a week
can not only contribute to motor
inhibition but also accelerate its onset.

Incorporating texting
into patient history
You can adapt your history-taking to
incorporate texting as part of the
functional orthopedic exam. With
tech-savvy patients who are suffering
from neck and shoulder discomfort,
you can reproduce and exacerbate
their pain by taking out a phone and
texting them a series of common
history-taking questions.

For example: Text them questions
like, “When did the pain start,” “What
makes the pain better or worse,” or
“What medications are you currently
taking?”

These questions lead them to text
you the answers and even though the
exchange only takes three or four
minutes, that is usually long enough to
exacerbate their symptoms. In addition,
it reveals to them the contributing
factors to their chief complaint.

The eyes have it
Smartphone use taxes not only the
musculoskeletal system but the ocular
system as well. You want to be able to
explain this to your patients so you can
better diagnose and treat their
condition.
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Researchers from the Journal of
Optometry and Vision Science found
the average working distance for text
messages to be about 14 inches,
whereas the average working distance
for viewing a webpage was about 12
inches.

But those were both closer than the
typical working distance of approxi-
mately 16 inches when reading printed
text, as with a newspaper or magazine.
Holding smart phones at such short
distances can place increased demands
on the eyes’ ability to correct for
distance.

This is why optometrists are also
weighing in on the “text neck” debate.
Otto Lee, OD, believes the use of smart
phones, tablets, and computers is
certainly on the rise regardless of age
group. The growing concern with
smartphone and computer use stems
from the effects of increased exposure
to harmful blue-violet light.

Many digital devices use LEDs that
can emit about 35 percent blue-violet
light, says Lee. “Normal visible light
that we can detect ranges from 380 nm
to 780 nm. UVA, UVB, and UVC
ranges from 315 to 1000 nm and can
damage human tissue, including the
eyes.” This can increase the risk of
developing cataracts and age-related
macular degeneration.

Patient protection
Lee recommends that antioxidants and
vitamins can provide some protection
against blue-violet light damage. In
addition, lens manufacturers have
developed lenses that block out
harmful blue-violet light without
altering image clarity and color.

“Prevention is the key. Limiting the
use of smartphones, tablets, and

computers is obvious—if you can get
your teens or yourself away from
them,” Lee says. He also recommends
regular “eye breaks,” which will
complement good neck posture
because eye strain is usually compen-
sated by changing neck position. A
one-minute break after every ten
minutes of screen time is a good
recommendation.

Ounce of prevention
To take the pressure off of the neck
and shoulder muscles, patients need to
find smartphones they can hold and
type on using only one hand. Some of
the larger phones, known as “phablets,”
generally require two hands to use and
are less ergonomic.

Repeatedly flexing the neck
downward to operate a smartphone
will likely cause damage over time. To
combat this, patients can try using
voice dictation and auto-text options
that allow them to speak their message
or help it type itself. Also, when they
have to text, they should try sitting
comfortably at a desk or table with
their hand resting on the surface about
18 inches away from the body. This
will put the neck at a more gradual
angle, placing less strain on the
muscles.

ANTHONY J. LOMBARDI, DC,
is the creator of the eXStore
assessment system. He is a
consultant and treatment provider
to professional athletes in the

Nfl, NHl, and Cfl. He can be contacted at
info@hamiltonbackclinic.com or through
hamiltonbackclinic.com.
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Looking down at a smartphone over 1,500 times
a week can not only contribute to motor inhibition
but also accelerate its onset.
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Team
effort
transform your staff into

marketing warriors.
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Most chiropractors
don’t want to
spend much
time marketing

their practices. Instead, they’d
prefer to focus on healing
patients.

But the fact is that most chiropractic
practices need to be promoted to be
viable businesses. Turning your staff
into a team of marketing champions
(or hiring someone to do this task) is
the best way to market your practice
while minimizing your involvement.
We gathered some proven experts in
the field to show you how.

Theme of the week
One effective way to turn your staff
into a new-patient machine is to get
them to embrace a daily patient
education and referral system, says Len
Schwartz, DC. To achieve this, he
suggests choosing a specific topic each
week to discuss with patients during
their visit, such as how chiropractic
care can help to decrease headaches.

For example: After greeting a
patient, the receptionist would broach
the topic by saying something like,
“Did you know that according to the
government chiropractic care is the
treatment of choice for headaches? The
doctor will tell you more about this
when he sees you.”

If there’s a bunch of people in your
waiting room and there’s no time to
mention this to each person individ-
ually, have the receptionist stand up
when the rush is over and announce
the topic to everyone waiting.

If another staff member—such as a
massage therapist or rehabilitation
assistant—works with a patient, they
can provide additional information,
such as stating that a university’s
research found that chiropractic care is
the treatment of choice for specific
types of headaches.

When patients check out, the
receptionist can follow up by asking

them if they know anyone who suffers
from headaches. If so, they can be
asked if they would be willing to share
with them some information about
how chiropractic care can eliminate
headaches.

On the patient’s next visit, the
receptionist then asks if the informa-
tion was shared and what the headache
sufferer said about it. If the person is
interested in learning more, the
receptionist can offer a free initial
consult.

Another strategy to generate leads is
a reactivation effort. Have staff send a
series of letters to missing patients
throughout the year. The next step is
to follow up with a phone call to
confirm that they received the letter,
see how they are doing, and reiterate
the special offer (that was also
mentioned in the letter) to get them
back into the office. “This also gives
staff an opportunity to ask patients
why they have not been in recently,”
Schwartz says.

Getting staff buy-in
Another suggestion, offered by Jared
Yellin, is to compile a one-year educa-
tional and relationship-based marketing
plan. To garner staff buy-in, have them
help create it. Hold offsite meetings
quarterly or so to plan for the next
three- to 12-month period. Develop
such strategies as educational workshops
inside and outside the practice, patient
appreciation days, referral programs,
interactive community events, and
webinars or teleseminars.

Yellin advises a three-pronged
approach to building a staff that’s on
fire to grow your practice with your
marketing plan. Begin by working with
staff to create a list of leverageable
leaders consisting of local people,
groups, and associations that are
conduits to your ideal patient. Staff
should then look at the list of leaders
and determine which segment would
make the perfect partner for the

marketing campaign that month. Next,
reach out to these folks and invite
them to engage in that campaign.

The next task is to make your staff
aware that your practice is a business.
“Even when they aren’t in the office,
staff should still be thinking about the
practice and talking to people they
encounter about how it can serve
them,” Yellin says. “For example, they
should invite people in the community
to events you are holding so that they
can be exposed to your practice,
educated on how you can help them,
and eventually converted into practice
members who will have their lives
transformed.”

The third task is for you and your
staff to make declarations each month.
This means setting serious goals about
building the practice. “Most people
make goals and fall short,” Yellin says.
“Dig your feet into the ground and
commit to changing lives. If your
declaration is to change 25 lives during
the month of February, everyone on
your team will be aware of this decla-
ration and they should rally around it,”
Yellin says.

Another facet of building a
committed marketing team is to get
staff to view their position as a career
and not just a job. “Instill a sense of
purpose to come to work every day,”
Yellin says. “Share with them why you
became a chiropractor, so they can
connect with you on an emotional
level.”

During an offsite meeting, have each
staff member talk about their vision for
their life so you know their intentions.
Build a plan that will enable each person
to accomplish their vision for the next
year, as the company progresses
simultaneously.

Rewarding employees when they
reach milestones will help to maintain
buy-in. “I believe in a performance-
based compensation structure beyond
salary,” Yellin says. “This enables
individuals to make more income and

https://www.chiroeco.com
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have more freedom in their lives.”
When staff members meet weekly goals, reward them

with dinner or take everyone to a movie or sporting event.
“Always have exercises to motivate people to up their game,”

Yellin says. “Create a culture where they feel like they are
progressing.”

Working with workshops
Paul S. Inselman, DC, agrees that it’s important to get your
whole team involved, because everyone has a unique
perspective.

One way to engage staff is by conducting a workshop.
“This gets you and your team solving problems, owning the
solutions, and implementing them enthusiastically,”
Inselman says. Begin by writing a topic on a whiteboard,
such as “Who is our ideal patient?” Then, ask everyone to
silently write down bullet points addressing the topic.

Next, record on the whiteboard everyone’s ideas regarding
how to attract the ideal patient. While doing this exercise,
emphasize that no one can be ridiculed, and no idea can be
shot down. The goal is to get creativity flowing. Criticism at
this juncture is counterproductive.

After you’ve identified your target patient type, including
gender, condition, ZIP code, educational status, and hobbies,
pinpoint where such individuals can be found. Now evaluate
what methods might attract them.

For example: Free marketing—such as volunteering at a
school or church—or paid marketing—such as doing a

Meet the experts
Len Schwartz, DC, owner of Market Domination
Specialists, in Philadelphia.
pro2pronetwork.com

Jared Yellin, president of Synduit in englewood, NJ.
synduit.com

Paul S. Inselman, DC, president of inselman Coaching
in Coral Springs, fla.
inselmancoaching.com

Keith Maule, president and Ceo of integrity
Management in lincoln, Neb.
integritymanagement.com

David Singer, DC, president of David Singer
enterprises in Clearwater, fla.
dse-inc.com

https://www.eeignite.com/educationalseries
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radio show or TV campaign, might be the better route to
attracting this type of person. Ask staff to choose several
ideas from the list, rank them in importance, and then
proceed to implement the plan.

Your staff can be marketing champions by showing
enthusiasm, looking for ways to praise patients, and making
them feel better about themselves. Have them educate
patients about the goods and services offered by your
practice, share anonymous success stories of other patients,
and ask for referrals.

“Everyone has to do what they are comfortable doing,”
Inselman says. “As a leader, delegate tasks to employees who
can best handle them.” For example, you can assign an
extrovert with good communication skills to follow up with
potential patients after a screening rather than a shy introvert.

Perform a postmortem analysis following your marketing
efforts. Evaluate everything you’ve done, step by step, and if
you were to repeat the activity, what would you change?

For example: After a campaign of following up on
screened patients, Inselman found that the scripting was
good based on results, the time of day was right (people
answered the phone), but people weren’t getting engaged in
conversations. “We listened to tape recordings of the
conversations, and determined that the caller was not strong
enough to handle rejections and navigate through,” he says.

Staying on script
Keith Maule, of Integrity Management, has a different
approach. He believes that for staff to do marketing, they
must do it in a controlled environment. “We don't want
them going out and saying whatever they want,” he says.
“We don’t even want their ideas. We know what works.”

For classroom presentations, Maule has staff memorize
two prepared scripts. The classes clarify why people of all
ages benefit from chiropractic care.

But if your staff aren’t eager to market your practice, it’s
time to hire a marketing person, says Maule, who dubs this
person a “practice representative.” This individual should
introduce him-or herself with both name and title, e.g.,
“Hello, my name is Sally Smith and I represent Keith
Maule.” This way, listeners will know they are talking to
someone with authority.

“This works perfectly when answering the phone, teaching
a class, or doing a screening,” Maule says. A practice represen-
tative should operate inside boundaries, however. They should
not diagnose nor recommend care. Their role is to invite the
potential patient to come to the office for a consultation.

Another recommendation Maule has is to avoid free
marketing. “New patients have to pay, even for a screening,”
he says. “However, we let them know that we give back to
the community and care about the community.” The chiro-
practor and staff decide which cause to support. This may

https://www.euromedicausa.com
https://www.chiroeco.com


be a well-known organization or a
local person in need.

“As a result, most doctors who
adhere to our programs are awarded
the title of outstanding business of the
year or similar by local organizations
such as the chamber of commerce or
small business association,” Maule says.
This gives staff pride and confidence in
their work.

Surveying for skills
David Singer, DC, advises first asking
your staff if they want to do marketing;
don’t force them to do it. If they respond
positively, gauge their ability to market
by having them survey a dozen family
members or friends.

By this, he refers to a “stress survey”
he invented. It requires asking someone’s
name and seeing if they have any stress-
related symptoms such as fatigue, sleep
problems, or digestive issues. Then this
information is recorded on a form.

“Most staff will not complete this
task,” Singer says. “This shows that
they don’t have the propensity or
personality to confront people and get
them to discuss their health issues.”

If no one on staff is appropriate to
engage in marketing, then hire a part-
time chiropractic assistant who can go
out into the community to meet
people and survey them.

“The goal is to let people know that
your practice exists, what you can do
to help them and why they should
come and see you,” Singer says. A good
place to do this is in a mall setting.

A person who works in multilevel
marketing may make a great chiro-
practic assistant. “This person knows
how to make contact, talk to people,
and make stuff happen,” Singer says.
“Or, walk around the mall and
approach salespeople at kiosks. Ask
them about the product they’re selling

to gauge their sales capabilities.”
Before hiring an assistant, first see if

he or she has the ability to survey
people. “If she can’t do this, she won’t
be good at marketing,” Singer says.
“She needs to have the ability to talk to
people, as marketing involves setting
up lectures in the community and
getting the practice to exhibit at health
fairs.” When surveying, the assistant
should mention that the chiropractor
offers free health seminars and ask
respondents which topics would be of
interest. If enough people sign up,
you’re ready to call on them.

Proceed cautiously by retaining
someone on a part-time basis initially
to work on weekends. “That way, if they
don’t work out, they will still have their
full-time job to fall back on,” Singer
says. “You should be able to tell in a
week or two if they have what it takes.”

Use caution when giving bonuses,
Dr. Singer warns. It is not legal in most
states to compensate marketing staff
for recruiting new patients. Instead,
compensate the assistant for each
person surveyed.

The bottom line is that there are
many proven ways to engage staff in
your marketing efforts. Getting staff
buy-in and choosing the right person
for the job is key. If current staff aren’t
a good fit for your market efforts, hire
a marketing assistant.

KAREN APPOLD, an editorial
consultant in royersford,
Pennsylvania, is dedicated to
regular chiropractic care. She has
been the president of Write Now

Services, which offers writing, editing, and
proofreading since 2003. Her experience
includes chiropractic marketing. She can be
contacted at 610-812-3040,
kappold@msn.com, or through
writenowservices.com.
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A person who works in multilevel marketing
may make a great chiropractic assistant.
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CODINGQ&A

QDo insurance companies pay
for wellness care?

AYes, some carriers pay for
wellness exams and preventive
medicine services. Here are the

codes and descriptions:

1. Preventive Medicine Services—New
Patient: Initial comprehensive preven-
tive medicine evaluation and manage-
ment of an individual including an age
and gender appropriate history, exami-
nation, counseling or anticipatory
guidance or risk-factor reduction
interventions, and the ordering of
laboratory or diagnostic procedures,
new patient:
�99381: infant (age younger than one

year)
�99382: early childhood age (age one

through four years)

�99383: late childhood age (age five
through 11 years)

�99384: adolescent age (age 12
through 17 years)

�99385: 18–39 years
�99386: 40–64 years
�99387: 65 years and over

2. Preventive Medicine Services—
Established Patient: Periodic
comprehensive preventive medicine re-
evaluation and management of an
individual including an age- and gender-
appropriate history, examination,
counseling or anticipatory guidance or
risk-factor reduction interventions, and
the ordering of laboratory or diagnostic
procedures, established patient:
�99391: infant (age younger than one

year)
�99392: early childhood age (age one

through four years)
�99393: late childhood age (age five

through 11 years)
�99394: adolescent age (age 12 through

17 years)
�99395: 18–39 years
�99396: 40–64 years
�99397: 65 years and over

Codes 99381-99397 are covered by
most insurance plans when performed
by an MD or DO. These codes are not
covered by Medicare.

3. Initial preventive physical examinations
(IPPE)—aka the “Welcome to Medicare”
visit: Use the Healthcare Common
Procedure Coding System (HCPCS)
code G0402. This is a “once-in-a-
lifetime” covered Medicare benefit. It
does not include lab tests. Co-pay, co-
insurance, and deductible are waived.

G0402: Initial preventive physical
examination: face-to-face visit, services
limited to new beneficiary during the
first 12 months of Medicare enrollment.

Billing and coding for wellness care
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CODINGQ&A

4. Medicare annual wellness visits
(AWVs): Use HCPCS code G0438 for
the initial AWV. This service is covered
one time in the second year of eligibility.
It does not include lab tests. Co-pay,
co-insurance, and deductible are
waived.

G0438: Annual wellness visit:
includes a personalized prevention
plan of service (PPS); initial visit.

Use HCPCS code G0439 for the

subsequent AWV. This service is
covered one year after the initial AWV.
It does not include lab tests. Co-pay,
co-insurance, and deductible are
waived.

G0439: Annual wellness visit:
includes a personalized prevention
plan of service (PPS); subsequent visit.

A common diagnosis for wellness
examinations, preventive medicine
services, IPPEs, and AWVs is Z00.00.

This ICD-10 code is used for an
encounter for a general adult medical
examination without abnormal findings.

For wellness and maintenance chiro-
practic adjustments (non-Medicare),
consider using HCPCS code S8990.
This HCPCS code is used for a
manipulative therapy performed for
maintenance rather than restoration.
As a reminder, the only Medicare-
covered service when performed by a
chiropractor is spinal manipulation
(CPT codes 98940, 98941, and 98942).

Additional prevention and wellness
services and screenings that waive co-
pays, co-insurance, and deductibles
include:
�Bone mass measurements
�Smoking cessation counseling
�Diabetes screenings
�Glaucoma screenings
�HBV, HIV, and STD screenings
�Prostate cancer screenings
�Mammography and pap smear tests
�Abdominal aortic aneurysm

ultrasound screenings

Chiropractic spinal manipulation for
maintenance therapy is not payable by
Medicare. According to Medicare,
maintenance therapy includes services
that seek to prevent disease, promote
health, and prolong and enhance the
quality of life, or maintain or prevent
deterioration of a chronic condition.

When further clinical improvement
cannot reasonably be expected from
continuous ongoing care, and the
chiropractic treatment becomes
supportive, the treatment is then
considered maintenance therapy.

MARTY KOTLAR, DC, CPCo,
CBCS, is president of target
Coding. Kotlar is certified in CPt
coding and healthcare compliance
and has been helping chiropractors

nationwide with billing, compliance, coding,
and documentation for over 10 years. He can
be reached at 800-270-7044,
info@targetcoding.com, or through
targetcoding.com.
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BUYERSGUIDE

Chiropractic Economics is pleased to present the profession’s most comprehensive Marketing 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.
2 Imagine
480-657-8506
2imaginethis.com

2nd Cousin Inc.
413-232-3219
healthnewspodcast.com

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

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

Access Equipment Corp.
256-245-8390
chirocity.com

aDIO Productions
800-461-2346
adioproductions.com

Advanced Back Technologies Inc.
877-398-3687
extentrac.com

Advanced Medical Integration
888-777-0815
amidoctors.com

Advanced Rehab Consultants LLC
866-914-2003
advancedrehabconsultants.com

America’s Top Chiropractors
248-691-1800
americastopchiropractors.com

Anatomical Models International
877-208-9372
bagofbones.us

Axsen LLC
866-462-9736
chiropracticwebdesign.com

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

BackProject Corp.
888-470-8100
backproject.com

Banner Mints
866-285-5227
bannermints.com

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

Beyond Transformations
727-826-0946
beyondtransformations.com

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

BioPharma Scientific LLC
877-772-4362
superfoodsolution.com

BML Basic
800-643-4751
bmlbasic.com

BodyPartChart
888-712-4278
bodypartchart.com

BodySite.com
561-247-3839
bodysite.com

BodyZone.com
770-922-0700
bodyzone.com

Breakthrough Coaching
800-723-8423
mybreakthrough.com

British Institute of Homeopathy
609-927-5660
bihusa.com

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

BStrong4Life
866-515-4907
bstrong4life.com

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

Cash Practice Inc.
877-343-8950
cashpractice.com

Catchfire Coaching
817-939-8435
catchfirecoaching.com

Chiro Advance Services Inc.
715-635-5211
chiroadvance.com

ChiroColumn
888-707-5656
chirocolumn.com

ChiroDesign Group
512-301-0821
chirodesigngroup.com

Chirokidz
631-642-1109
chirokidz.com

ChiroMatrix
800-426-8749
chiromatrix.com

ChiroMedia.com
866-460-4207
chiromedia.com

ChiroPlanet.com
888-364-5774
chiroplanet.com

Chiropractic Audio Coach
902-449-4840
chiropracticaudiocoach.com

Chiropractic Business Academy
888-989-0855
chirobizacademy.com

Chiropractic Goldmine
801-983-6888
chiropracticgoldmine.com

Chiropractic Leadership Alliance
800-285-2001
subluxation.com

Chiropractic Marketing 360
888-929-3633
chiropracticmarketing360.com

ChiroPractice Marketing Solutions
866-285-2011
chiropracticemarketingsolutions.com

ChiroPractice Mentoring
608-489-7542
chiromentor.com

ChiropracticOutfitters.com
952-270-0258
chiropracticoutfitters.com

ChiroVision
800-438-9355
chirovision.com

CJ3 Consulting
512-474-1895
cjmertz.com

Clinic Artwork
715-575-4119
clinicartwork.com

CommVantage
866-399-4009
3dpractice.com

ConCentro Laboratories LLC
520-876-0308
neuropathyusa.com

Contact Reflex Analysis
616-669-5534
crawellness.com

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

Crabtree Clinic Doctor Inc.
866-999-5859
clinicdr.com

Creating Wellness
888-589-9355
creatingwellness.com

Cryoderm
800-344-9926
cryoderm.com

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

DC Doors Int’l
866-375-6786
dc-doors.com

Demandforce
800-246-9853
demandforce.com

Discover Wellness Inc.
760-208-1895
drstevehoffman.com

DoctorPromo
516-867-8237
doctorpromo.com

Douglas Laboratories
800-245-4440
douglaslabs.com

Dr. Kelley Pendleton
603-512-6395
drkelleypendleton.com

DrBarbaraEaton.com
907-444-9043
drbarbaraeaton.com

DrFernandez.com
800-882-4476
drfernandez.com

Dynatronics
800-874-6251
dynatronics.com

Essiac
561-585-7111
essiac-canada.com

eyeQuest Networks Inc.
770-933-1800
eyequestnetworks.com

EZnotes
866-821-6837
eznotesinc.com

Feeling Pretty Remarkable
416-750-1500
feelingprettyremarkable.com

Five Star Management
800-224-4876
myfivestar.com

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

Foot Professional LLC
208-375-7431
footprofessional.com

Forte Holdings Inc.
800-456-2622
emr4chiro.com

Functional Medicine Masters
888-777-3020
functionalmedicinemasters.com

Futrex
301-791-9220
futrex.com

Gallery Medica
818-761-1355
gallerymedica.com

Marketing
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Get MD Referrals
716-228-3847
mdreferralprogram.com

Get The Big Idea Coaching
& Seminar Programs
877-251-0181
getthebigidea.com

GMC Success Academy
949-699-0080
gmcsuccessacademy.com

GMP Fitness
888-467-3488
gmpfitness.com

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

Healthways
800-327-3822
healthways.com

Healthy Habits Management
877-581-448
healthyhabitsmc.com

HydroMassage
800-796-7493
hydromassage.com/eco

ICA Health LLC
888-237-3625
icahealth.com

Image One
800-536-3030
imageoneads.com

Inception Chiropractic Websites
920-857-1106
inception-chiropractic-websites.com

Inform for Life
800-234-8325
informforlife.com

Innate Legacy
925-855-1635
wardsuccess.com

Inphonite LLC
800-350-7693
inphonite.com

Inselman Coaching
888-201-0567
inselmancoaching.com

International Chiropractic
Pediatric Association
800-670-5437
icpa4kids.com

Invigo Media
844-764-4897
invigomedia.com

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

JTECH Medical Industries
800-985-8324
jtechmedical.com

Jublilant Marketing Solutions
866-625-8724
jubilantsolutions.com

Kent Health Seminars
888-574-5600
davidkent.com

Koren Enterprises
800-537-3001
korenpublications.com

Lawyers PI Program
631-786-4253
lawyerspiprogram.com

Legacy for Life
877-557-8477
legacyforlife.net

Life Strategies Coaching
916-419-9208
lifestrategiescoaching.net

Life Systems Software
800-543-3001
lifesystemssoftware.com

LifeTec Inc.
800-822-5911
lifetecinc.com

Lighthouse 360
512-730-4488
Medical.lh360.com

Lipo-Light
877-788-5476
lipolightpro.com

Living Well Labs
800-540-1674
livingwelllabs.com

Lord’s Int’l
800-222-6372
lords-international.com

Madeira Chiropractic Wellness Center Inc.
877-623-3472
madchirowellness.com

Mally Enterprises Inc.
563-823-5555
fromthedeskofdrmitchmally.com

Massage Warehouse
800-910-9955
massagewarehouse.com

MD Referral Bootcamp
704-443-2902
chiromdreferrals.com

MDs for DCs
561-512-4341
mdsfordcs.com

MGV Marketing
561-392-5206
mgvmarketing.com

MicroLight Corp.
281-433-4648
microlightcorp.com

Miridia Technology Inc.
888-647-4342
miridiatech.com

More Chiro Patients
732-928-8135
morechiropatients.com

Morgan Professional Products
800-403-5295
morganprofessionalproducts.com

Morter HealthSystem
800-874-1478
morter.com

MPower Media
888-232-9862
mpowermedia.com

Multi Radiance Medical
800-373-0955
multiradiance.com

My Receptionist
800-686-0162
myreceptionist.com

Myogauge Corp.
888-696-3539
myogauge.com

MyoVision
800-969-6961
myovision.com

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

BUYERSGUIDE
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Natural Touch Marketing
800-754-9790
naturaltouchmarketing.com

NeuroInfiniti
877-391-9662
neuroinfiniti.com

NXT Revenue
866-950-8446
nxtrevenue.com

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

OnlineChiro.com
888-932-5550
onlinechiro.com

OPS Medical Systems
800-430-0048
opsmedical.com

Optimal Health Systems
800-890-4547
optimalhealthsystems.com

Orchid Medical Spa Software
800-570-0500
medicalspasoftware.com

OUM Chiropractor Program
800-423-1504
oumchiropractor.com

Pacific College of Oriental Medicine
800-729-0941
pacificcollege.edu

Patient Call
877-643-9314
patientcall.com

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

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

Perspectis Inc.
866-586-2278
backvitalizer.com

Petty, Michel & Associates
414-332-4511
pmaworks.com

Physician Wellness Program
800-699-8106
physicianwellnessprogram.com

Pivotal Health Solutions
800-743-7738
phschiropractic.com

Point of Light Records
949-436-2718
peterkater.com

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

PreventiCare Publishing
912-897-3040
preventicare.com

Professional Survey Services
858-722-5920
professionalsurveyservices.com

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

Pulse Software LLC
908-289-9613
chiropulse.com

Ren Scott Creative Marketing
813-872-8350
renscottcreativemarketing.com

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

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

Schofield Management Services
800-554-3260
mochihchu.com

Science Based Nutrition
937-433-3140
sciencebasednutrition.com

Scientific Bio-Logics Inc.
877-724-7888
sblogics.com

Sense Technology Inc.
800-628-9416
pulstar.us

ShawneTV
877-759-4599
shawnetv.com

Sigma Instrument Methods
888-860-9492
sigmamethods.com

Sigma Instruments
724-776-9500
sigma-instruments.com

Smart Practice
800-522-0800
smartpractice.com

Social4Chiros
480-895-3500
social4chiros.com

Spinal Aid Centers of America
727-723-0040
spinalaid.com

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

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

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

Stevens Consulting Group
636-938-4486
stevensconsultinggroup.com

Stoneybrook Publishing Inc.
800-736-3632
stoneybrookpublishing.com

Strobel Technologies
812-280-6000
strobel.com

https://www.deeceelabs.com
https://www.chiroeco.com


Suna System
727-826-0946
sunasystem.com

Supertech
800-654-1054
supertechx-ray.com

Synergy Therapeutic Systems
800-639-3539
targetexercises.com

Talk Fusion
561-350-0902
seeyouhearyou.com

Target Coding
800-270-7044
targetcoding.com

Target Information Management Co.
800-258-0258
targetinfo.ws

TextMD
412-324-8311
gettextmd.com

The Body Renaissance
256-736-9286
thebodyrenaissance.com

The Family Practice Inc.
866-532-3327
thefamilypractice.net

The Integration Group
443-438-9610
integrateyourpractice.com

The Markson Connection
877-740-1177
marksonconnection.com

The Masters Circle
800-451-4514
themasterscircle.com

The Parian Co.
650-557-0071
pariancompany.com

The Perfect Patient Funnel System
800-497-5849
perfectpatientfunnel.com

TheWriterWorks.com LLC
302-933-0116
thewriterworks.com

TLC4Superteams
215-657-1701
tlc4superteams.com

Totally Booked Practice
888-243-2661
totallybookedpractice.com

TPK Inc.
800-433-4653
backsaverwallet.com

Trusted Voice
877-558-6423
trustedvoice.com

Universal Companies
800-558-5571
universalcompanies.com

Ventura Designs
888-713-2093
posturepro.com

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

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

Weight Loss Products
727-826-0946
hcgmax.com

Wellness Way
888-450-3333
wellnessway.com

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

Yodle
512-730-4488
yodle.com
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The information in the
buyers guide was obtained
from questionnaires
completed by the listed
companies. Company
listings highlighted in RED
have an advertisement in
this issue. For the complete
listing of services these
companies provide, and to
view our complete online
directory, visit
ChiroEco.com/directory.

https://www.thomastable.com
https://www.chiroeco.com/directory
https://www.chiroeco.com
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MONEYMANAGEMENT

CHIROPRACTORS ARE KNOWN FOR

THEIR PASSION AND DEDICATION

to the human body and for
providing holistic, natural treatment
solutions to complex patient problems.
Most chiropractors are also business
owners who face unique challenges in
running a practice. Successfully
balancing your duties as a healthcare
provider with your responsibilities as a
business owner can be daunting at
times. The right insurance strategies
can go a long way toward helping
address both personal and business
risks.

Business defense
To protect your business, consider
business protection and employee
practice liability insurance. Business
protection needs differ based on the
structure of the practice. For example:
An independent contractor’s insurance
needs will vary from that of a multi-
doctor practice, and similarly with a

traveling chiropractor to one with a
brick-and-mortar shop. Regardless of
your business model, there is a
business insurance strategy that can
meet your needs.

The options for business protection
insurance are broad and can be tailored
to best suit your specific risk. The policy
may cover the business’s equipment
and property, general liability such as
slip-and-fall accidents, business income,
non-owned auto, and even employee
dishonesty.

Let’s say, for example, that you asked
your office manager to stop by the bank
to make a deposit on his or her way
home from work. While turning into
the bank parking lot, she is involved in
a rear-end collision. Several insurance
policies and carriers will respond,
including the employee’s auto insurer,
your business insurer, workers’ compen-
sation, and the other vehicle’s insurer.

Because both you and your practice
are exposed to potential risk, making

sure your insurance policies are properly
structured to respond to such a complex
claim is vital to the continued success
of your practice.

Business protection insurance is
necessary for practices of all sizes;
however, for doctors with staff
members, employee practice liability
coverage plays an important role in
risk management. Any time a business
brings on more staff, the concern for
you as the owner increases. Employee
practice liability protects against
accusations of wrongdoing with staff,
including wrongful termination or
harassment claims. This type of
coverage may be written as part of
your business owners’ policy or as a
standalone policy.

And you don’t have to worry about
just your employees, but also any
vendors you are using. For example:
You have a friendly office-supply
delivery person. You have worked with
this supply company for the last five
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Cover your bases
use the right insurance strategy to
protect your most valuable assets.
BY D E N I S E H O C K M A N

https://www.chiroeco.com
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years since you first opened your
practice.

One day, one of your staff members
advises you that they feel threatened
and harassed by the person due to
continuous unwanted advances and
inappropriate jokes. Employees have a
right to work in an environment free
from such harassment.

At any time, an employee can make
an accusation—whether justified or
not—filing complaints with the EEOC
or bringing a lawsuit against the
employer. Even if vindicated, an
employer can incur thousands of
dollars in legal fees to defend such
claims. Employment Practices Liability
Insurance protects the employer for
these types of claims, as well as from
third parties if structured properly.

To protect yourself, consider professional
liability, malpractice, and disability
insurance. Similar to insuring the
business, holding professional liability
coverage goes a long way toward
defending you from potential
uncertainties—and there are plenty to
consider, from audits and board
complaints to patients alleging
professional wrongdoing.

Malpractice insurance varies greatly
and should be tailored for your
practice’s unique needs and varying
exposures. Key to knowing that your
coverage needs are being met is
communication with your broker.

For example: You have just completed
laser therapy certification and plan on
implementing it in your practice. Have
you advised your malpractice carrier?
If the answer is no, you may have a
gap in your coverage.

On a more personal note, as you
think about the professional-level
protection you can put in place, pay
special attention to disability insurance.

Your livelihood depends on your
capacity to treat patients, and practice
is physically demanding. Should
something happen that physically
limits your ability to practice, your
business and your livelihood are both
in jeopardy. Disability insurance can
help ensure your business and protect
your family in the occurrence of such
an event.

To protect your patients, consider cyber
liability insurance. Finally, in looking at
necessary insurances for your practice,
there are options to safeguard your
clients’ personal information as well.
Most practices have transitioned to
computer-based recordkeeping,
appointment booking, general office
administration, and many have adopted
electronic health records.

But the convenience and efficiency
technology affords also puts the business
in harm’s way. Oftentimes, technology
isn’t a problem until it becomes a big
problem, and your practice must safe-
guard your patients’ private information.
Cyber liability insurance is relatively
new but goes a long way toward
protecting your business and your
patients’ information from hackers.

When designing your practice’s
insurance strategy, assess all areas of
potential concern. Proper insurance
coverage can make the difference in
your business and as a healthcare
provider.

DENISE HOCKMAN is the
chiropractic program director at
NfP, a leading insurance broker. A
consultant with more than 15
years of experience, Denise helps

create tailored property and casualty
insurance solutions for chiropractic clients
across the country. She can be contacted
through nfp.com.

Malpractice insurance varies greatly and should
be tailored for your practice’s unique needs and
varying exposures.

https://www.workforceuniversity.net/480k
https://www.chiroeco.com
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IMAGINE A PRACTICE WHERE THERE IS

NO INSURANCE TO DEAL WITH BECAUSE

your patients pay cash at the time of
service. It’s a practice where you can
use all your skill and knowledge to
solve difficult clinical problems that
other doctors have failed to correct.
And one where your patients are truly
grateful for the efforts you make on
their behalf. Interested?

It gets better because much of the
income from this practice is generated
by physician extenders who can perform
their work even if you aren’t present at
the office. What’s more, your average
patient will spend perhaps five to 10
times what a typical family practice or
chiropractic patient spends in your
office now.

If you create a Functional Medicine
(FM) specialty practice, you will reap
all of the benefits mentioned above
and more. If you are ready to get rid of
your billing staff and software, along
with your accounts receivable reviews,
read on.

What exactly is FM? There isn’t one
commonly accepted definition among
practitioners, but what you will find
are multiple descriptions of how FM
doctors view health and disease and
how they treat it.

FM sees disease as a problem that
involves the whole body, and treatment
is aimed at correcting any imbalances
and problems that exist—not just
attacking the specific symptoms of the
patient’s chief complaint. Thus, a
patient with fibromyalgia may require
an endocrine workup and allergy
testing in addition to trigger-point
injections.

Common conditions
FM views most medical problems as
being strongly correlated to inflam-

mation. Doctors who practice in this
specialty believe that if chronic
inflammation is not treated, the patient
will never be truly healthy. Traditional
allopathic physicians agree that chronic
inflammation is deadly, directly causing
autoimmune disease, heart disease,
stroke, and many other conditions.
Where they differ is on the emphasis
they place on treating chronic inflam-
mation and the methods they employ.

Another cornerstone of FM is the
concept of a disordered immune system

causing or contributing to poor health.
This could be due to an overactive
immune system (which itself can lead
to chronic inflammation) as seen in
conditions such as autoimmune
thyroiditis, rheumatoid arthritis, or an
underactive immune system as seen in
many cancers and chronic infections.
There are markers of chronic and
acute inflammation that can be tested,
such as C-reactive protein. Treatment
aims at correcting such imbalances.

FM also focuses on the endocrine

The big picture
Strategies for adding Functional Medicine to your practice.
BY M A R C S E N C E R , M D
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system. Most important are the male
and female sex hormones testosterone
and estrogen, DHEA, progesterone,
thyroid hormones, and adrenal
hormones. The levels of these different
hormones may be too high or too low.

Correcting hormonal imbalances
can be complicated as they can have
multiple effects on one another. Simply
put, it is not always enough to correct
a deficiency in one hormone without
making changes to several others.

In FM it is always important to
balance hormones using bioidentical
hormones rather than standard
commercial preparations like synthroid;
these bioidentical hormones are
prepared by a compounding pharma-
cist and are tailored to each patient.

Lastly, many doctors of functional
medicine subscribe to the “leaky gut”
hypothesis of illness. The idea is that
for any number of reasons (e.g.,
autoimmune disorder, infection, or
trauma) the permeability of the
gastrointestinal (GI) wall becomes
altered, allowing small amounts of
toxic material to leak into general
circulation, where it can travel and
affect all the organs of the body.

Food allergies such as gluten
intolerance are suggestive of this
syndrome. Diagnosis may involve
testing the stool. Treatment is aimed at
reducing toxins in the GI tract and
treating the causes of increased
membrane permeability.

Getting started with FM
FM is a demonstrably complex field.
The first thing you need to do is learn
the clinical basics of FM. Fortunately,
there are several courses available that
can get you up to speed.

Moreover, a practice management
consultant knowledgeable in this area
can be a priceless resource in setting
up the practice, monitoring its
performance, and dealing with the
day-to-day issues that arise. A
consultant can also help with essential
issues such as determining whether

you have enough space, where you will
treat these patients, and how you will
schedule them. You won’t be able, for
example, to do IV vitamin therapy if
you don’t have enough space.

Adding FM to an existing chiro-
practic practice will generally add little
to your overhead, but you should still
analyze what getting set up will entail
and formulate a business plan.

You must also decide who will be
performing therapies and directly
interacting with patients, and what
their roles will be. Will you need to
have a medical doctor on board?

While it is true that you can
perform many FM procedures, an
FM practice usually works better from
a patient-satisfaction standpoint if you
have an MD involved. Also, there are
some highly profitable procedures
that can only be done with an MD
ordering or performing the therapy,
such as IV nutritional therapy and
chelation.

There is a definite tie-in between
FM, anti-aging medicine, and aesthetics,
and you may want to branch out into
these fields some day. To perform
these modalities, some level of MD
supervision is necessary. For these
reasons, it’s generally best to offer FM
through an integrated practice model.

FM billing basics
Naturally, you will have to set prices
for your services. Try to find out what
the competition (if you have any) is
doing. Some patients will want à la
carte, pay-as-you-go pricing, but it is
recommend to use discounted pay-in-
advance pricing whenever possible.

For example: You can get patients to
pay in advance for implantable
testosterone pellets for four months to
a year, where you package in tests and
doctor visits. Obviously this does
wonders for your cash flow and is
good for patient compliance.

Even though insurance will not be a
factor with your FM practice, you
should still keep proper records and

document just as you would if you had
a third-party payer looking over your
shoulder. You can still be sued and are
subject to the same board discipline if
you break any of their rules. Good
documentation is your best defense.

Functional Medicine allows you to
use your skills as a physician creatively
and serve patients who have not been
helped by traditional medicine. At the
same time, it provides you with a
lucrative practice that rewards you for
your help and avoids the headaches of
third-party reimbursement.

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 mdsfordcs.com.

Test yourself
test your knowledge of a functional
Medicine (fM) practice with this true
and false quiz.

1. in an fM practice, there is no need
for billing staff or follow-up collections.

2. An fM approach to a patient with
low-back pain would not include a
hormone workup.

3. immune deficiency or dysfunction
may be the cause of some cancers.

4. An à la carte fee schedule can
maximize your profit and cash flow.

Answers: Nos. 1 and 3 are true. Nos. 2
and 4 are false. An fM approach to
illness assumes that if imbalances of
the endocrine system and all the
functional systems of the body are
not corrected, the patient will not
have an optimal result. An à la carte
fee schedule is not as likely to
maximize profit and cash flow as well
as a pay-in-advance plan will. even
though you may offer a discount, this
is offset by guaranteed compliance.

https://www.chiroeco.com
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YES, YOU WANT A PRACTICE, BUT

YOU’RE GOING TO END UP

running a small business.
Calling it a practice rather than a
business, and calling those you help
patients rather than customers can
obscure the fact that it’s a business first
and a practice second.

Far too many chiropractors are of
the mind that the business of chiro-
practic is somehow distasteful or
uninteresting. That’s too bad, because
these chiropractors could be helping
more people if they were willing to
embrace the business aspects of
professional practice. Instead, chiro-
practors with amazing adjusting skills
can find themselves in an under-
performing practice.

Newly minted chiropractors rarely fail
because of their clinical skills. Rather, if
their practices go bust it’s almost always
due to some oversight or shortcoming
in running their small businesses.

A practice encompasses all the
clinical elements of caring for a patient:
The consultation, the examination, the
adjusting—the things you love doing.
The business part is doing all of the
above at a profit while also taking care
of the marketing, banking, taxes,
hiring, and staff training.

Falling in love
Become a student again and learn the
fundamentals. Pick up a copy of Fast
Company magazine. Pick up just about
any book written by marketing savant
Seth Godin.

When you fall in love with the
business of chiropractic you’ll be able
to help more people. Don’t forget that
the chiropractic legends who became
millionaires did so at a time when
adjustments cost less than 5 dollars.

First-hand experience
Back in the day, I consulted with a
chiropractor who owned and operated
seven associate-run clinics. Initially, we
focused on improving his daily live
call-in TV talk show about chiropractic.
Many of the chiropractic purists in town
were jealous of his domination of the
airwaves and his particular style of
chiropractic.

By mastering the business aspect of
chiropractic and actively marketing his
services, however, he not only filled his
seven clinics but also created a liveli-
hood for his practitioners and support
team of almost 50 people.

When chiropractors struggle
When I consult with chiropractors who
are feeling stuck, the problem rarely
involves their clinical skills. Often, in
fact, they report delighted patients,
steady referrals, and even a good
number of customers who stay beyond
symptomatic relief and pay cash for
wellness visits.

Rather, the problem is almost always
some aspect of the business of chiro-
practic that’s standing in the way of
real success.

And this is a shame because the
marketing advice, human resources

advice, cash flow planning, mental
outlook, and all the rest are readily
available and largely for free. All you
need is a willingness to learn.

Few struggling chiropractors wake
up one morning with an excited,
“Eureka—I need to work on my
business!” epiphany. More often, they
imagine that some new service,
technique, or gadget holds the key to
the professional income they seek.

Build it and they will come
If you’re still clinging to the belief that
delivering great clinical results is all
that’s needed to have a profitable
enterprise, snap out of it.

The key is to tell as many strangers
as possible about how the body works,
how it heals, and why lifetime chiro-
practic care makes sense. There are
many ways to do that. Some involve
spending money (a highly ranked
website) or emotional effort (public
speaking). But you must get out of
your office and into action. Market
your business, because if it fails, so will
your practice.

WILLIAM ESTEB is the creative
director of Patient Media, a
patient communication resource
for chiropractors. He is the author
of 11 books that explore the

doctor/patient relationship from a patient’s
point of view. His most recent, Recalculating!,
provides hope and direction for chiropractors
attempting to navigate today’s changing
practice environment. He can be reached
through patientmedia.com.

Practice brain, business brain
BY W I L L I A M D. E S T E B
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DATE EVENT WhERE SPoNSoR PhoNE

Feb. 13-14 Graston Technique M1 Basic Training Houston Graston Technique 888-926-2727

Feb. 19-20 CEAS I: Ergonomics Assessment Certification Workshop San Jose, CA Back School of Atlanta 800-783-7536

Feb. 20 KT3: Kinesio Taping Clinical Concepts St. Louis Kinesio Taping Association 410-777-2939

Feb. 20-21 Graston Technique M1 Basic Training Boston Graston Technique 888-926-2727

Feb. 20-21 Graston Technique M2 Advanced Training Boston Graston Technique 888-926-2727

Feb. 20-21 Graston Technique M1 Basic Training Las Vegas Graston Technique 888-926-2727

Feb. 20-21 Graston Technique M1 Basic Training Miami Graston Technique 888-926-2727

Feb. 20-21 Graston Technique M1 Basic Training Indianapolis Graston Technique 888-926-2727

Feb. 21 KT4: Kinesio Taping Specialty Sports/orthopedics (KT4) St. Louis Kinesio Taping Association 410-777-2939

Feb. 27-28 Graston Technique M1 Basic Training Miami Graston Technique 888-926-2727

March 4-5 CEAS I: Ergonomics Assessment Certification Workshop Houston Back School of Atlanta 800-783-7536

March 5-6 Graston Technique M1 Basic Training Dallas Graston Technique 888-926-2727

March 5-6 Graston Technique M1 Basic Training Charleston, SC Graston Technique 888-926-2727

March 5-6 Graston Technique M1 Basic Training Omaha, NE Graston Technique 888-926-2727

March 5-6 Graston Technique M2 Advanced Training Omaha, NE Graston Technique 888-926-2727

March 10-11 Graston Technique M1 Basic Training White Plains, NY Graston Technique 888-926-2727

March 12-13 Graston Technique M1 Basic Training Baltimore Graston Technique 888-926-2727

March 12-13 Graston Technique M1 Basic Training Chicago Graston Technique 888-926-2727

March 12-13 Posture, Balance, and Motion Knoxville, TN BodyZone 770-922-0700

March 14-15 Graston Technique M1 Basic Training Des Moines, IA Graston Technique 888-926-2727

March 17-18 CEAS I: Ergonomics Assessment Certification Workshop Charlotte, NC Back School of Atlanta 800-783-7536

March 18-20 Posture Assessment, Rehab, and Certification Orlando, FL BodyZone 770-922-0700

March 19-20 Physical Demands Analysis and Employment Testing Certification Atlanta Back School of Atlanta 800-783-7536

March 19-20 Graston Technique M1 Basic Training Minneapolis Graston Technique 888-926-2727

March 19-20 Graston Technique M2 Advanced Training Minneapolis Graston Technique 888-926-2727

March 19-20 Graston Technique M1 Basic Training Portland Graston Technique 888-926-2727

March 19-20 Graston Technique M1 Basic Training San Jose, CA Graston Technique 888-926-2727

April 9-10 Graston Technique M1 Basic Training Ann Arbor, MI Graston Technique 888-926-2727

April 9-10 Graston Technique M1 Basic Training Buffalo, NY Graston Technique 888-926-2727

April 16-17 Graston Technique M1 Basic Training Louisville, KY Graston Technique 888-926-2727

April 16-17 Graston Technique M1 Basic Training Seattle Graston Technique 888-926-2727

April 23-24 Graston Technique M1 Basic Training San Diego Graston Technique 888-926-2727

April 23-24 Graston Technique M1 Basic Training St. Louis Graston Technique 888-926-2727

April 23-24 Graston Technique M2 Advanced Training St. Louis Graston Technique 888-926-2727

April 23-24 Graston Technique M1 Basic Training New York Graston Technique 888-926-2727

April 23-24 Graston Technique M1 Basic Training Atlanta Graston Technique 888-926-2727

April 28-29 CEAS II: Aging Workforce Ergonomics Solutions Certification Phoenix Back School of Atlanta 800-783-7536

April 29-30 Graston Technique M1 Basic Training Salt Lake City Graston Technique 888-926-2727

April 30-May 1 Graston Technique M1 Basic Training Boston Graston Technique 888-926-2727

May 5-6 CEAS I: Ergonomics Assessment Certification Workshop Pittsburgh Back School of Atlanta 800-783-7536

May 7-8 Graston Technique M1 Basic Training New Orleans Graston Technique 888-926-2727

May 7-8 Graston Technique M1 Basic Training Seattle Graston Technique 888-926-2727

May 12-13 Graston Technique M1 Basic Training Chicago Graston Technique 888-926-2727

May 12-13 Graston Technique M2 Advanced Training Chicago Graston Technique 888-926-2727

May 12-13 Graston Technique M1 Basic Training Nashua, NH Graston Technique 888-926-2727

May 12-13 Graston Technique M2 Advanced Training Nashua, NH Graston Technique 888-926-2727

May 14-15 Graston Technique M1 Basic Training Tampa, FL Graston Technique 888-926-2727

for a searchable list of more seminars and show dates or to submit your event, visit Chiroeco.com/datebook.
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Foot Levelers Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .9, 68

Functional Medicine Masters . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .64

Functional Medicine university . . . . . . . . . . . . . . . . . . . . . . . . . . . . .65

Greens First . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .13

Hill Laboratories Co. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .66-67

Human Touch . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .15

HydroMassage/JTL Enterprises Inc . . . . . . . . . . . . . . . . . . . . . . . . .20

Inborne Technology-NowMD . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .33

Inselman Coaching . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .24

LiteCure . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .22

Massage Magazine Insurance Plus . . . . . . . . . . . . . . . . . . . . . . . . . .54

Michael’s Chiropractic Equipment . . . . . . . . . . . . . . . . . . . . . . . . . .48

Mudlick Mail . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .26-27

Multi Radiance Medical . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .38-39

Nutri-Spec . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .28

Omax3 Professional Strength . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .30

OnlineChiro.com . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .19

Parker Seminars . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .50

Performance Health . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .11
Progressive Labs . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .65
Ridge & Company . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .65
S.A.M. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .65
Standard Process . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .2-3
Stone Age Wellness . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .32

Systemic Formulas . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .59
The Perfect Patient Funnel System . . . . . . . . . . . . . . . . . . . . . . . . . .46
WorkForceu.net . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .52

https://www.squeakycleanreputation.com
https://www.chiroeco.com
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Patient financing
Splitit is a patented payment solution that

enables patients to pay in interest-free installments using credit
cards like Visa and MasterCard, without having to complete a credit
application or qualify for a new credit line. Splitit makes procedures
and treatments more manageable for patients, because payments
are spread over time. Healthcare providers offering Splitit see
increased patient retention, increased conversion rates, and
improved customer satisfaction.
646-838-1046 • splitit.com

Probiotic health
Patient One Flora Maintenance is a multistrain,
identity-confirmed probiotic with a potency of 25
billion live bacteria per serving at encapsulation, for
15 billion colony forming units (CFus) at expiration.
The combination of a prebiotic and a probiotic has
been clinically proven to promote enhanced
effectiveness. Our freeze-dried cultures are
provided in an acid-resistant, delayed release capsule to survive
harsh stomach acids.
877-723-0777 • patientoneformulas.com

Coaching
Your practice has many

moving parts, and we’ve found that fixing any one problem in
isolation can lead to more problems. It’s often not just a marketing
problem, or a client communication problem, it’s how all the
systems function independently and in conjunction. All of the areas
of your practice need to be designed to fit together in order to
achieve maximum performance.
415-799-7993 • nexusexecutiveacademy.com

Wellness
JointCare by Himalaya Herbal Healthcare includes
Indian frankincense, guggul, greater galangai, and
tribulus to help support active joints and muscles.
The product is formulated to alleviate discomfort
associated with aging and provide overall support
of the musculoskeletal system. In addition, the
product is intended to support normal connective
tissue function.
800-869-4640 • himalayausa.com

Omega 3 support
Ahiflower is a proprietary, refined seed oil
from the plant Buglossoides arvensis, in the
Boraginacea family. It is the richest naturally
occurring source of stearidonic acid (SDA)
and an excellent source of gamma-linoleic acid
(GLA). Ahiflower oil is a superb choice for

cardiovascular and anti-inflammatory support. The SDA in Ahiflower
oil converts more efficiently to the fatty acid found in fish oil.*
561-300-9018 • greensfirst.com/product-details/Ahiflower

Practice
management
ChiroFusion is a leading provider of affordable, cloud-based practice
management software for chiropractic professionals. Our easy-to-
learn-and-use EHR software simplifies every aspect of your practice
including scheduling, documentation and billing. Our low monthly
fee includes all software updates, training, 24/7 support and secure
data management. There are never any contracts or hidden fees.
Visit our website today for a free demo.
877-210-3230 • chirofusionsoftware.com

Nutrition
Genestra Liver Support & Detoxification
vegetable capsules provide a combination of
nutrients and herbs that promote antioxidant
support and a healthy liver. It’s gluten-free, dairy-
free, ideal for vegans, and provides standardized
extracts from milk thistle seed, turmeric rhizome,
and licorice root. Along with the active
ingredients in turmeric and licorice, milk thistle

supports and enhances the body’s antioxidant defense system.*
888-737-6925 • seroyal.com/brands/genestrabrands

Massage tool
My-O-Balls are the only product in the world
to offer 360 degrees of pressure-point pain
relief. Wrap My-O-Balls around any extremity
and experience a massage like none other.
They are designed to alleviate muscular
problems commonly associated with feet,
calves, thighs, forearms, and wrists.
877-215-1124 • myoballs.com

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

for a comprehensive, searchable products directory, go to ChiroEco.com and click on “Products and Services.” to submit your
products, go to Chiroeco.com/add-product and fill in the required information.

PRODUCTSHOWCASE

https://www.greensfirst.com/product-details/ahiflower
https://www.splitit.com
https://www.chirofusionsoftware.com
https://www.patientoneformulas.com
https://www.seroyal.com/brands/genestrabrands
https://www.nexuseexcutiveacademy.com
https://www.myoballs.com
https://www.himalayausa.com
https://www.chiroeco.com
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ADMARKETPLACE

Claim YOUR Space Today!

904-285-6020
Janice long, ext. 541
Jeff Pruitt, ext. 542

Susan Nevins, ext. 554

WE SAVED THIS
SPACE FOR YOU

Small ads have
big rewards.

https://www.chirobizacademy.com/thrive
https://www.amidoctors.com/discover
https://www.functionalmedicinemasters.com/grow
https://www.chiroeco.com
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Why Advertise Here?
Because it Works!

every ad that runs here, also runs
on our website: Chiroeco.com

to Advertise Call uS at
904-285-6020

T O P L A C E A N A D C A L L 9 0 4 - 2 8 5 - 6 0 2 0

CLASSIFIEDMARKETPLACE

Classified Marketplace
Information

to place an ad, fax ad copy with
payment to 904-285-9944 or call
904-567-6020 for more
information.
Line Ad Rates: $3.00 per word or
number group (eg: phone number)
Minimum $75.*
Boxed Display Ads: $200 per
column inch, no more than 50 words
per inch in a box ad.
Payment: Full payment must
accompany all ads. Visa, MC, Check
or Money Order are accepted
methods of payment. No refunds will
be issued for classified
advertisements.
Camera ready ads may be
reformatted to fit requirements. All
copy subject to publisher’s approval.
In no event will the liability of
Chiropractic Economics exceed the
cost of the advertisement.
*Restrictions apply. Call for details.

EQUIPMENT FOR SALE

INFRARED COLD LASERS $575 New
Infrared Cold Lasers. Priced thousands below
cold lasers with similar specs. Three 808nm
diodes/200mW (combined output). Recharge-
able. Animal Use Only. Quickly treat joints,
wounds, muscles, and pain. Lots of extras.
Acupuncture red laser (650nm/5mW),
Dr. Daniel Kamen, D.C.’s animal chiropractic
technique DVDs (horse and dog). Professional
carrying case, user manual, charts, points,
and treatment formulas. Call 800-742-8433
www.vetrolaser.com We also sell Class IV veteri-
nary lasers. Cost: $3495. www.vetrolaser4.com

PRACTICE FOR SALE

LOOKING FOR AN OUTSTANDING
PURCHASE OPPORTUNITY IN
DALLAS, TX? Well established, diversified
practice specializing in Active Release
Technique for sale in the upscale Park Cities
area of Dallas, TX.

Located in a high income, chiropractic
friendly area for 14 years. Doctor is selling his
practice, goodwill, customer list, equipment
and office furniture.

The thriving practice collected $381,243 in
2014. Doctor take home pay before taxes is
$260,634 (68%). Doctor sees, on average, 20
patients per day.

Interested parties contact Michael
Paulson at 469-766-2238.

https://www.functionalmedicineuniversity.com
https://www.progressivelabs.com
https://www.chiroeco.com
https://www.morenewpatients.com
https://www.cars4kidneys.com
https://www.ridgeandcompany.com
https://www.chiroeco.com
https://www.chiroeco.com
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