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For Your Information
�A recent study shows DCs rank

highly in job satisfaction:
ChiroEco.com/myplansurvey.

�An analysis of common supplements
reveals some surprises:
ChiroEco.com/emsistudy.

More From The Web
�Chiropractic physicians respond to

global study on disease and disability.
Visit ChiroEco.com/globalchiro.

�Parker University elects new
board chairman. Visit
ChiroEco.com/newchairman.

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

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

Expert Insights
Blogs by Perry Nickelston, Mark Sanna,
Drew Stevens, Alex Niswander, Jaime
Phillips, Julie Weaver, Shawne Duperon,
and the Chiropractic Economics editorial
staff. Here’s what’s new:

Chiro Keys
Pinterest for your
chiropractic practice
Zach Zavoral
ChiroEco.com/zavoral

Patients to Profits
Why I stopped handing
out business cards
Daron Stegall
ChiroEco.com/stegall

Patient Acceleration
Tough decisions for tough times
Drew Stevens, PhD
ChiroEco.com/stevens

Resource Centers
Class IV Lasers
ChiroEco.com/klaser
�Effect of frequent laser irradiation

on orthodontic pain
�LLLT improves tendon healing

through increase of MMP activity
and collagen synthesis

Electronic Health Records
ChiroEco.com/instakare

�5 tips for effectively recruiting,
engaging, and retaining top
healthcare employees

�GAO report examines 2011 distribution
of EHR incentive payments

Nutritional Supplements
ChiroEco.com/deecee
�Be wary of low vitamin D this winter
�Mild vitamin B12 deficiency associated

with accelerated cognitive decline

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

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

Like us on Facebook at
chiroeco.com/facebook.

Follow us on twitter at
chiroeco.com/twitter.

Online Poll
Which new technology is
proving essential to your
marketing efforts?
� Customer rating sites
� Website and home page
� SMS text messaging
� Social media
� Search engine optimization

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

What’s New Online Plus

THE MOST COMPREHENS IVE WEBS ITE FOR THE CH IROPRACT IC PROFESS ION
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it’s A truisM iN BusiNess thAt iNNovAtioN is WhAt

distinguishes leaders from followers. It’s true in
healthcare, too.
In your case, as a chiropractor, you need to innovate in

multiple areas simultaneously. You need to find fresh, bold,
and creative solutions to the health challenges your patients
face. It’s critical to be aware of the latest trends in business
management. And you must stay ahead of the curve in

technology and marketing.
Even if your resources don’t allow you to

stay out on the edge of the newest trends, you
still have to be aware of what they are in order
to fully exploit the hardware and software you
do have. This is why every year we devote
several issues of Chiropractic Economics to
aspects of technology that intersect with your
life and practice.

Make no mistake: This is a moving target.
You never get “caught up” with hardware,
software, and management and marketing

techniques because they are changing all the time. This is an
area of tremendous ongoing innovation, and you may have
noticed that, in general, this works to your advantage.

The tools you use in practice continue to get better,
cheaper, and easier to use. From electronic health records to
scheduling software, cell phones to computers, you can do
so much more today with less effort. And this applies most
definitely to your marketing strategies.

You have new tools and technologies that help you reach
out and make vital connections with your patient base and
your community. This extends your reach as an advocate of
health and conservative care.

In this issue, we’ve got some ideas for you on this subject,
but one part of the equation remains up to you: Innovation
is the essential creativity and flexibility you bring to bear on
the challenges of running a practice. It’s the ultimate
expression of your personality.

To your success,

Let me knowwhat’s
on your mind:
904-567-1539
Fax: 904-285-9944
dsosnoski@chiroeco.com
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ACA celebrates 50th
anniversary
The American Chiropractic Association (ACA)
marks its 50th anniversary in 2013, an occasion
that the association will use to honor the hard
work of its dedicated volunteers and the support
of its many valued members.

ACA is planning a gala event March 7, in
conjunction with the National Chiropractic
Legislative Conference (NCLC) in Washington,
D.C., that will not only bring attention to the
achievements of the past half century but also
to the individuals whose leadership helped make
them possible.

“ACA’s golden anniversary offers the
profession as a whole the chance to reflect on
the many achievements of the past 50 years
and how they have moved the profession
forward, expanding awareness and access to
chiropractic, improving insurance reimbursement,
and defending and protecting DCs against
discriminatory treatment in many settings,”
notes ACA President Keith Overland, DC.

For more information on ACA’s anniversary,
visit ChiroEco.com/aca50th.

source: American chiropractic Association,
acatoday.org

C O L L E G E N E W S

TCC, SHSU enter into
academic partnership
Texas Chiropractic College (TCC) and Sam
Houston State University (SHSU) recently
entered into an academic partnership.

This agreement led to the creation of the
Chiropractic Early Admission Program as part
of SHSU’s Medical and Allied Health Programs
(MAHP), and facilitates the admission and
academic transfer of students from SHSU to
TCC. This program ensures a seamless transition
of students seeking to complete their Bachelor

CHIROECONEWSflash.com

T O P N E W S

Chiropractors crack top 50 for job satisfaction
According to a recent survey on MyPlan.com, DCs ranked 45th out of 300 careers as having the
highest job satisfaction among working professionals.

The survey rated careers for job satisfaction based on averages taken from the responses of 13,871
MyPlan.com users during registration. Users were asked to rate how happy they were in their current
occupation by indicating that they were either “Very Happy,” “Happy,” “Mixed/Neutral,” “Not Happy,”
or “Miserable.”

The scores were ranked on a 100-point scale with 0 being “Miserable” and 100 being “Very
Happy.” Chiropractors were ranked 45th with a rating of 66.7.

to learn more about this survey, visit ChiroEco.com/myplansurvey.
source: American chiropractic Association, acatoday.org

DCs respond to global study on disease and disability
Musculoskeletal conditions are the second leading cause of disability worldwide, according to a new
global study recently published in The Lancet.

The Global Burden of Disease 2010, authored by an international group of experts assessing the
world’s biggest health challenges, finds that the primary contributor to the world’s health burden has
shifted from premature mortality to chronic diseases such as musculoskeletal disorders and mental
health conditions. The study identifies low-back pain in particular as one of the major contributors to
disability worldwide.

“Chiropractic physicians know how dramatically overall health and quality of life can be improved
by successfully treating low-back pain and other musculoskeletal conditions,” said ACA President
Keith Overland, DC.

For more information on this study, visit ChiroEco.com/globalchiro.
source: American chiropractic Association, acatoday.org

ICA, DCs worldwide mourn loss of Sid E. Williams, DC
The world of chiropractic has suffered a grievous and historic loss with the passing of Sid E. Williams,
DC. A powerful, towering figure, Williams built a record of achievement unrivaled in the modern era
of chiropractic.

Williams served as the 7th president of the International Chiropractors Association (ICA) from
1982 to 1985, as ICA chairman of the board, and as chair of ICA’s Legislative Committee. In 1985 he
was recognized as ICA’s Chiropractor of the Year. He was also elected as a Distinguished Fellow of
the ICA (FICA) and was the recipient of numerous other awards and recognitions for his service
and leadership.

Founder of Life University and Life Chiropractic College West, Williams vaulted the chiropractic
profession to new heights with its world presence that continues to expand the global frontiers of
chiropractic.

to learn more about Williams, visit ChiroEco.com/sidwilliams.
source: international chiropractors Association, chiropractic.org
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of Science degree from SHSU, while at the same
time pursuing a Doctor of Chiropractic degree
through TCC.

The agreement will enable future and current
SHSU students to complete both degrees in six
years, with the first three occurring at SHSU and
the final three at TCC.

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

source: texas chiropractic college, txchiro.edu

Parker University elects
new board chairman
Parker University’s Board of Trustees elected
Wright L. Lassiter, Jr., EdD, DCE, as board
chairman. Lassiter will serve a two-year term in
the position. He was first appointed to the board
in 2007 and previously served as treasurer.

Lassiter’s appointment comes at an exciting
time for Parker. With a five-year strategic plan
that calls for 12 new degree programs and 2,500
total students by 2017, Parker is growing to meet
the needs of an expanding healthcare industry.

In 2013, Parker plans to launch an associate’s
degree in Radiological Technology, a bachelor’s
degree in Health Information Management, and
an MBA with a concentration in Health Care
Management.

to learn more about lassiter, visit
ChiroEco.com/newchairman.

source: parker university, parker.edu

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

Neuromechanical
Innovations launches
Tuesday Think Tank
Continuing its strategy of positioning chiropractors
to deliver enhanced patient care, Neuromechanical
Innovations (NMI) recently launched the Tuesday
Think Tank.

The weekly webinar series succinctly covers
essential topics for chiropractic practice growth
and expansion with consistency and congruency
to successful business values and principles.

“We have to be respectful of doctors’ time,”
said Christopher Colloca, DC, CEO of
Neuromechanical Innovations and host of the
broadcast. “Clinicians are busy with patients,
paperwork, and running their office. So we limit
our time in the Think Tank to under an hour
giving small bites of practical information and
insights that they can use each week
consistently to help their practice grow and

reach more people that need our care.”
Congruent with NMI’s culture of innovation,

emphasizing quality, and measurement by
statistics, practical approaches to clinical and
business management are the focus of the
discussions in the weekly webinars.

For more information on the tuesday think
tank, visit ChiroEco.com/neurothinktank.

source: Neuromechanical innovations,
neuromechanical.com

Performance Health
introduces Biofreeze
360° Spray
Performance Health recently introduced new
Biofreeze 360° Spray, which delivers the topical
analgesic one of the best spray technologies on
the market today. This new product is already
available for purchase.

Unlike traditional aerosol cans that use a
solution of a liquid product and propellant under
high pressure, bag-on-valve technology houses
nitrogen that creates pressure around a sealed
bag of product. When the can’s valve is pressed
by the user, the inside of the bag is normalized
to atmospheric pressure and the nitrogen on the
outside of the bag squeezes the bag.

This squeezing causes the contents of the
bag — Biofreeze Pain Reliever — to be forced
out thru the valve. No propellant escapes from
the can in dispensing.

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

source: performance health, biofreeze.com

Kinesio Taping introduces
Kinesio Tex Gold FP
The coming of Kinesio Tex Gold FP presents
the culmination of Dr. Kenzo Kase’s therapeutic
vision. Beginning in 1979, Kase developed
Kinesio Tex Classic to work with the Kinesio
Taping Method to mimic and stimulate
human skin.

“It has truly been a lifetime in the making,”
Kase notes. “In 1979, I began with my original
idea of a tape with unique properties specifically
for the Kinesio Taping Method.”

Manufacturing technology has caught up
with Kase’s original concept. Kinesio Tex Gold FP
is marketed as offering the most credible
advancement yet in human touch stimulation.

to read more about kinesio tex Gold FP,
visit ChiroEco.com/kinesiogold.

source: Kinesio taping, kinesiotaping.com

H E A L T H N E W S

With natural supplements,
cheap can be bad for your
health
The active ingredients in many natural
supplements are botanicals — extracts from
herbs and other medicinal plants. Some of the
dangerous potential problems that can occur
without rigorous quality control include:
�Contamination by pesticides and other

heavy metals. Exposure to these
contaminants can be hazardous to humans
and can be present if growing conditions and
plant materials are not carefully monitored.

�Radiation exposure. The ground the plants
are grown in may have radiation, which is
absorbed by the plants.

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

source: eMsi, emsincorporated.com

Winter safety tips
worth repeating
As we try to get outside and make the most of
these cold winter months, it’s important to use
basic safety tips that help minimize injury. The
Minnesota Chiropractic Association (MCA)
offers the following tips to help keep your family
injury free.

1. Shoveling snow can wreak havoc on the
musculoskeletal system. If you must shovel, be
careful. Listen to weather forecasts so you can
rise early and have time to shovel before work.
Layer your clothing to keep muscles warm and
flexible.

2. Shoveling can strain “de-conditioned”
muscles between your shoulders, in your upper
back, lower back, buttocks, and legs. So, warm-
up by stretching before you grab that shovel.
When you do shovel, push the snow straight
ahead. Don’t try to throw it.

to read the remaining tips, visit
ChiroEco.com/wintersafetytips.

source: Minnesota chiropractic Association,
mnchiro.com
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WhiLe techNoLogicAL

chANges over the LAst

three DecADes hAve

transformed the way we work — the
typical workspace remains remarkably
old-fashioned. The manager’s desk
from the Industrial Revolution era is
still the basis for today’s modern
computer station.

This is a serious problem because it
contributes to back and neck pain,
repetitive injuries, obesity, high blood-
pressure, diabetes, and other ailments.
Computer work frequently gets the
blame for these issues. But it is more
often the workspace, not the work, that
presents the greatest risk.

The office eras
When the Industrial Revolution began
in the late 1700s, there arose a need for
paper flow within company settings.

There needed to be a person in charge
of managing the workflow of several
individuals, and assisting with an
efficient flow of paper-based informa-
tion to the vendors and the boardroom.

The managers in such positions
spent a good deal of time pushing
paper around; and the manager’s desk
was born around 1800. Flash forward
to 1966, when the cubicle was invented
as a way to accommodate cathode-ray-
tube monitors in each worker’s
immediate task area.

With the explosion in the use of
personal computer (PCs) came the first
ergo-desking, allowing one to raise or
lower the entire work surface. Other
than introducing an electric motor to
do the lifting, nothing new has
emerged since the 1980s.

We’ve gone from an agrarian
economy to an industrial economy to

an information economy in 300 years.
Yet, our workspaces are largely the
same as they were in 1813.

The rise of the personal computer
PCs have been with us since 1980 and
they quickly changed the way we work.
From the dawn of their introduction,
the value of PCs was evident and
intuitive.

This bloom of machines on our work
surfaces brought other effects along
with increased productivity. Repetitive
motion disorders, also known as repeti-
tive stress injuries (RSIs) or cumulative
trauma disorders, increased in incidence
along with the growth of the PC market.
In addition, obesity and the many
diseases it breeds (high blood pressure,
diabetes, etc.) increased as well.
One in every three workers’
compensation dollars pays for RSIs. In
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Modern workspace ergonomics
What patients don’t know about the dangers of sitting all day
is slowly compromising their health.
BY CRAIG J . DYE
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all, insurers awarded an estimated 2.73 million workers’
compensation claims for RSIs, costing employers more than
$20 billion. Indirect costs to employers are estimated to be
five times that amount — $100 billion.” (Source: U.S.
Department of Labor, Bureau of Labor Statistics, circa 1993.)

When computers were introduced into the workplace
during the 1980s, RSIs became a worldwide dilemma; the
U.S. witnessed a gradual rise in RMIs from 1980 to 1986.
The incidences then skyrocketed from 50,000 in 1985 to
281,800 in 1992, according to the U.S. Bureau of Labor
Statistics.

And this trend has continued. There’s also correlation
between the rise of PCs and the rate of obesity in the U.S. A
noticeable uptick in the rate of obesity started around 1982.

Workspace ergonomics
Ergonomics as a formal discipline began in the area of
industrial engineering during WWII to help increase the
efficiency of pilots and gunners. This set the stage for
ergonomics to bloom once workers began using computer
technology more widely.

As musculoskeletal problems began to rise along with
the rate of adoption of computer technology, the field of
ergonomics began investigating how to lessen the negative
impacts of technology in the workspace.

The development of anthropometric databases in the
military helped in designing workspace layout, and also in
the design of products aimed at creating more comfortable
(and more healthy) computer hardware.

The inevitable culmination of the analysis of injuries,
workspace layout, and computer hardware is the concept
that there is one correct posture for interacting with
computers. While this might seem to be a logical conclusion
from experimentation and analysis, it actually flies in the
face of common sense.

With more than 600 muscles and 200 joints, the human
body was not made to adopt and maintain one position for
the workday; people are made to move.

A newway to work
In an agrarian economy, people do a variety of physical
work throughout the day. In an industrial economy, people
typically work on their feet and constantly use their upper
extremities. In the information economy, people sit and use
their forearms, orienting their upper torso toward a screen
at least six to eight hours a day.

This kind of limited, repetitive activity wreaks havoc on
the human body. The idea that a sedentary lifestyle leads to
the degeneration of the body’s systems was proven many
times over by NASA. When the first astronauts came home
from orbiting the earth, there were noticeable differences in
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their metabolism — sometimes after
only four to five days.

Subsequent research has found that
it takes about 14 to 16 changes from
a lying to a standing posture each day
to keep the metabolism at a high
enough rate to avoid degenerative
effects. Clearly, sitting kills and
moving heals.

What has our more sedentary lifestyle
produced in the U.S. population overall?

Risks rising across the board
In addition to the increase in RSIs, the
negative effects of a sedentary workday
include a heightened risk of diabetes.
According to John Seffrin, CEO of the
American Cancer Society: “For people
who do not smoke, excess weight and
lack of physical activity may be among
the most important risk factors for
cancer.”

In addition, obesity itself can spawn

a range of negative effects on the body,
including high blood pressure and
heart disease.

Static workspaces, coupled with the
long hours spent at them, are taking a
toll on the wellness of the information-
based workforce.

Routes to wellness
As more and more people succumb to
the degenerative effects of a sedentary
workday, and as chiropractors increas-
ingly incorporate the concept of
wellness into their practices, more
individuals will seek out chiropractic
for relief from the ailments that
affect their lives and livelihoods.
Chiropractors are well-positioned to
address the increasing wave of
computer injuries.

Practices that emphasize general
wellness and balance, coupled with
meaningful therapy and rehab
exercises, will continue to be highly
beneficial to the knowledge worker
population. These injuries will
continue to increase as they are
cumulative trauma disorders. As
more of the population is introduced
to keyboards and mice and mobile
devices soon after infancy, these
cumulative trauma disorders will
compound over time.

The answer is change. Not one
position, but many. Not resting the
frame, but making it support itself.
Not just big movements but small ones
with our legs, torso, and upper body.
The next time you are standing in
conversation, note how many times
you shift your feet and body position.

What if we could do that while
working all day? Sitting some, reclining
some, and standing more. Regular
changes in position is what increases
the metabolism to respond to an
expected demand. That change is
the path to avoid these issues and
rehabilitate from them.

While not many workspaces permit
even a little change, to the degree that
they do it is beneficial to workers’
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wellness. Keyboard trays and monitor
arms are a good start, but they need to
be easily adjustable and make sense
within the overall workspace layout.

Ideally, you should be able to offer
an array of solutions to these problems.
Obesity is a wellness issue that greatly
impacts spinal alignment. Repetitive
computer injuries require more
understanding of causality, but are

mostly treated similarly with massage
and rehabilitative exercises. While
massage and exercise have shown
promise, it is better to avoid these
conditions in the first place.

Change is frightening to most
people. Organisms tend toward
homeostasis. Yet, we know and accept
change as inevitable as it is life’s only
constant. In the workday, people

should remain vibrant, full of energy
and enthusiasm.

CRAIG J. DYE has a master’s
degree in ergonomics and is the
founder of XTension and inventor
of the XTensionDesk. The
company is launching its first

version by crowdfunding through healthcare
professionals. He can be contacted through
xtensiondesk.com.
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the poteNtiAL For NutritioNAL

suppLeMeNts to groW A

prActice is more pronounced
than at any other time in chiropractic’s
history. Look at the annual amount of
revenue supplements are generating for
DCs. In 2011, that number was a
staggering $410 million. The idea that
you cannot make any money with
nutrition in your practice is outdated.

Despite a published research study
indicating that about 90 percent of
DCs sell supplements, they do not
generate nearly as much annual
revenue as is reported by NDs. The
naturopathic community generates
more than $200 million more than
chiropractors per year.

The issue of why DCs aren’t
generating more revenue with supple-
ments than a profession 12th its size
comes down to logistics and efficiency.
The barriers that keep DCs from
achieving phenomenal success with
nutritional supplements are less
philosophical and more logistical: How
do you know what to recommend?
What company is the best to work with?
How do you manage your inventory?

If you can answer those three
questions, your potential added
revenue from supplements grows
exponentially.

Three more related questions are:
What is the best strategy for determining
the need for supplementation? What
should you recommend and how do you
determine the best company(s) to use?
What type of system can you implement
to facilitate supplement orders?

Step one: Determine the need
The most efficient way to implement
the first step to selling supplements is
to use the information you already

have; your patients’ histories and
medical backgrounds are your blueprint
for the foundational and therapeutic
supplements to recommend (founda-
tional formulas are often referred to as
the “four horsemen”: a multi, an
omega, CoQ10, and vitamin D, and
consider adding probiotics as well).
Look at the following:

Medications: Perform a drug-induced
nutrient deficiency assessment. Patients
on statin drugs may need CoQ10,
patients on painkillers may need to
have their glutathione replenished.

Past drug use: Consider probiotics for
those patients who have used antibiotics.

Lifestyle information: Patients who have
more than five drinks per night might
want to consider something to support
their liver function.

Illness: Patients who have been sick
more than four times in a year may
need additional immune support such
as a beta glucan or an arabinogalactan
product.

Family history:
�Cancer: These patients may want to
look at additional antioxidant support.

�Heart disease: These patients will
want to consider higher-dose fish oil,
CoQ10, and vitamin C.

�Diabetes: For these patients, look at
providing adequate mineral support
such as chromium, vanadium, and
biotin.

There are also signs and symptoms
that are indicative of nutrient deficien-
cies such as the indicated need for
omega-3 fatty acids as demonstrated
by dry, flaky skin or the need for B
vitamins, specifically B2, B3, and B6

A blueprint for selling supplements
Overcome the common barriers to providing adjunctive therapy.
BY ADAM KILLPARTRICK, DC
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when you observe angular stomatis
(cracking skin at the corner of the
mouth).
Contraindications and drug

interactions: If you are recommending
nutritional supplementation, you
should do a drug interaction assess-
ment and inquire of your patients if
they have any allergies or negative
reactions to any supplement they’ve
taken in the past. Drug interaction
databases are available for all health-
care practitioners. Some are free of
charge and others are available for a
small fee.

Step two:What to recommend
You should plan to start slow, and
provide what your patients expect.
Many patients have not made the
connection between your being their
chiropractor and also being a resource
for nutritional advice and
recommendations.

If you have patients who want you
to help them with a multivitamin
selection, great. But if they haven’t
made that connection, it may serve
you well to ease into doing drug-
induced nutrient deficiency assessments
(which focus heavily on foundational
recommendations such as multi-
vitamins, B vitamins, vitamin C and D,
and CoQ10) and concurrently focus
on supplements that support joint
health and down-regulate the inflam-
matory response (what they should
expect from their chiropractor).

This makes any recommendation
easy to explain; as it directly supports
the manual work you are providing to
your patient. It also opens the door to
further conversation about the myriad
added benefits that some of those
nutrients provide.

One great example is omega-3 fish
oil (EPA/DHA). This can have a
positive impact on joint discomfort

and may also aid with:
�a healthy overall inflammatory
response

�heart health support
�brain function improvement

Another great example is turmeric, a
botanical extract that aids with joint
discomfort and may also:
�support a healthy overall inflam-
matory response

�demonstrate antimicrobial properties
(during seasons that yield many
illnesses, especially of the upper
respiratory system)

�promote a healthy, vital immune
response (used by many integrative
oncologists for its effect on the
immune system)

When combined with boswellia,
turmeric can have a profound effect on
pain levels and may also ease the
discomfort associated with
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inflammatory bowel issues.
Expert education is essential:Many

nutritional supplement companies
offer practitioner lines that cater to the
various needs of physicians in the field.
The best are investing significantly in
practicing physicians who provide
outstanding education by way of
webinars, live seminars, and even one-
on-one consults.

Note: Most educational webinars
are free of charge and range in length
from 30 to 60 minutes. The trend is
shifting to shorter, more clinically
relevant presentations.

Step three: Systems for success
The most successful systems in the
field use a script pad for recom-
mending supplements, so that patients
can fulfill your recommendation at
your front desk or by shopping online.
If you don’t guide a patient to use
something by making a formal

recommendation for a specific item
and maker, they will likely visit a
supermarket or chain drugstore and
purchase an inferior-quality product.
Most companies will also provide
script pads as well, which saves you the
cost of having pads custom made.

A script pad can be brought directly
to the front desk if you stock inventory
in your practice, but a simpler, cost-
effective option for recommending
supplements is to use a virtual
dispensary. Most companies offer
online ordering, so that your patient
goes to a website (specific to you or a
general site), they input your unique
code, select the products you recom-
mended, and receive them within two
or three days. At the end of the month
you receive a commission check.

A virtual dispensary is free of
charge, requires zero overhead, houses
the entirety of your inventory, and pays
out a commission of typically 30 to 50

percent (although 50 percent is the
traditional mark-up in an office
setting, in this case it’s usually less due
to product shipping and inventory
management).

Implementing these simple yet
profound steps can overcome the most
common roadblocks to selling
supplements through your practice.
They can be the key to facilitating
tremendous growth and providing the
best possible adjunctive nutritional
support to your chiropractic care.

ADAM KILLPARTRICK, DC, is
the director of product
development for Innate Response
Formulas. He also maintains a
private practice, integrating upper

cervical chiropractic care and cranial release
technique with functional medicine, clinical
nutrition, and diagnostic testing. He lectures
nationally on these issues. He can be
contacted at adam@innateresponse.com or
through innateresponse.com.





CH I RO E CO . COM F E B R UA RY 5 , 2 0 1 3 • CH I RO P RACT I C E CONOM I C S ��

PRACTICECENTRAL

LiKe it or Not, chiroprActic,
heALthcAre, AND the WAy

BusiNess is done are constantly
evolving.

Fifty years ago, chiropractic college
was reasonable in cost when compared
to an average future income. There was
no insurance reimbursement and the
DC’s success was directly dependent
on his or her passion, communicative
skills, and proficiency of technique.
The time spent actually running the
practice was typically minimal.

Thirty years ago, chiropractic college
was still reasonable in cost if you wanted
to enjoy a prosperous future. Third-party
payment opened the gates to accelerated
income with minimal additional cost.
Many refer to these years as the
“Mercedes ’80s.” The amount of back-
office involvement increased, but the
rewards outweighed the costs.

If you graduated from chiropractic
college within the past 10 years,
however, you have a very different story
to tell. Chiropractic college has likely set
you back nearly $200,000, and opening
a practice that can generate enough
income to meet your pre-grad-school
expectations can cost near $100,000.

This presents a poor return on
investment and a future of
dissatisfaction.

The profession has changed more in
the past 10 years than it did in the
prior 100. There are more unfulfilled
chiropractors than ever before. The
experienced DCs are frustrated that
what worked years ago doesn’t work
today, and the young DCs are
unprepared for running a business
and many are already in major debt.

Many practices are getting squeezed
on all sides, and the sole chiropractor

is burdened with high overhead in rent
and insurance, and a staff that can
hardly keep up with changing policies.
Many are also burdened by outdated
technology that fails to attract new
patients, and inadequate billing
processes that make third-party payers
challenge claims.

Future success
The successful practice of today and in
the future should be the Home Depot
of healthcare. In other words, it will
maximize the economy of scale of all
components and have everything under
one roof. It will have the highest quality
of everything: professional multidisci-
pline providers, quality equipment, a
knowledgeable staff, the best marketing
efforts, and the latest technology.

The economy-of-scale savings are
reflected in the following components:

The practice of the future
It’s important to change with the times. If you don’t,
there’s a good chance you’ll get pushed aside.
BY DAVID FOSTER, DC
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Rent and insurance:Utilize your practice
for the maximum hours per week to
decrease the cost per hour dramatically.
McDonald’s wasn’t always open for
breakfast.

Multidiscipline: Position a group of
healthcare providers by your design,
with visions of care that complement
one another. Each discipline should
refer to the other when it’s warranted.

Wal-Mart sells everything under the
sun, under one roof.

Staffing: Acquire staff with a high level
of expertise. Your staff should be
committed to the vision of the practice.

Marketing and promotion: By marketing
more than your competitors, you should
attract the lion’s share of patients
looking for your services.

Technology: Current office-management
technology gives your practice the best
chance for reimbursement to battle
insurance companies. Let the system
be the solution.

Equipment: Your practice should wow
your patients — in both profession-
alism and the equipment you use. For
example: Digital X-ray should be one
of your greatest tools in diagnosing
and educating patients.

Your business model is a team of
professionals working in their field of
expertise; each wearing one hat. The
best part for you is that you will be
practicing chiropractic; wearing one
hat instead of many. And ultimately,
you’ll be more satisfied and likely
earning a higher income.

DAVID FOSTER, DC, has been in
practice for 21 years and has co-
owned 10 satellite practices. He
has consulted the chiropractic
community for the past decade in

appraisals, buy-sell, and associate agreements,
in addition to a wide variety of legal, financial,
and strategic issues related to the business of
chiropractic. He can be reached at 973-331-
8249, Dave@BackOfficeConsults.com, or
through BackOfficeConsults.com.

Quick Tip
Fish for leads
Ask the owner of a local restaurant
if you can place a small fishbowl
near the cash register so patrons
can drop in their business card for a
chance to win a free lunch.

You may collect 200 or more cards
per month. Give a free lunch as first
prize. For second prize —which
everyone wins (if allowed in your
state) — give an initial exam.

— Source: Stanley B. Greenfield, RHU
Greenfield’s Financial Power Program
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there Are MANy BeNeFits to

BriNgiNg AN AssociAte oN

BoArD. But choosing the right
person can be tricky. To avoid conflicts
of interest and later parting ways,
which can be costly, time-consuming,
and extremely disruptive to your
practice, be certain that you and your
prospective associate (and perhaps
future partner) are personally and
professionally compatible.

The following guidelines should
prove helpful.
�The first step when hiring an associate
is to decide what kind of person you’re
looking for. “What I look for will
depend on what my end goal is,” says
Ted Forcum, DC, DACBSP. “Is this

someone I want to do a specific task —
say, be an exam doctor — or is it a long-
term position, possibly someone who
will take over my practice, someone
who will be part of my exit strategy?”
�Keep it real. If you’re hiring an
associate as a salaried employee,
maintain realistic expectations about
what this person will, and possibly
won’t, want to do. By definition, a
salaried employee should not be
expected to think like an owner and,
as such, may not feel responsible for
bringing new patients into the practice
except by word-of-mouth referrals
from the patients whom he or she sees.

Asking an associate to speak at a
few functions is quite different from
asking an associate to join service
organizations or become actively
involved with local sports teams.

When these outside interests coincide,
everybody wins.
�When adding an associate — and
perhaps future partner — to your
practice, it’s especially important that
there is a good fit between your
personality and that of the incoming
doctor. As in marriage, a successful
match between partners usually
involves complementary personalities.
These need not necessarily be clones
of each other, but they should not be
opposites, either.
�Equally important is compatibility
between your respective ethical,
clinical, and practice-management
philosophies. Consider the case of a
chiropractor who believed in having

the latest equipment and an office staff
large enough to handle day-to-day
operations without stress. He felt that
such outlays were worthwhile invest-
ments in terms of patient satisfaction
and long-term growth, and he wasn’t
bothered by the increased overhead.

His younger associate, however, was
anxious for current income to pay off
her student loans and meet the
expenses of a new house and a young
family, and she was more interested in
the bottom line. This caused conflict
from day one and eventually led to
them parting ways.
�Allow for generational differences.
Today’s workforce is much more
diverse than 20 years ago and associates
most likely have different priorities.
For example: Younger chiropractors

may want more work-life balance, and

mothers of young children may be
interested in working part time or job
sharing. In addition, young doctors
may be less interested in buying into a
practice in favor of simply earning a
comfortable salary, a choice that older
practitioners may regard as a lack of
commitment.
�In addition to having the necessary
training, skills, and experience, does
your prospective associate fit into your
practice’s culture? Jack Valancy, a
practice management consultant who
is also a clinical assistant professor of
family medicine at Case Western’s
school of medicine, recommends you
find out.

“Does he or she find the practice’s
location and lifestyle attractive?
Address such issues during the
interview process,” he recommends.
“Invite your prospective colleague to
shadow you during a typical day. Most
important, assess whether your
prospective colleague is prepared to
make a commitment of five years or
longer, provided that employment as
an associate goes well.”

Recruiting and retaining the right
associate begins with understanding
your needs and priorities and then
matching them with those of an
associate or prospective partner.
Recruit high-quality candidates and
interview them carefully to avoid a
conflict of interests and, later, the
parting of ways.

BOB LEVOY’s newest book, 222
Secrets of Hiring, Managing, and
Retaining Great Employees in
Healthcare Practices, is published
by Jones and Bartlett Publishers.

He can be reached at blevoy@verizon.net.

Compatibility matters
Make the right choice when hiring an associate
by knowing your needs in advance.
BY BOB LEVOY

As in marriage, a successful match between
partners involves complementary personalities.
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When was the
last time you
thumbed
through the

Yellow Pages to find out
information about a business?
Or chose to patronize a
company because you saw
an advertisement in the
newspaper? Five years ago?
Maybe more?

While advertising gurus are not
telling their clients to completely shun
print advertising, they are strongly
recommending that they begin under-
standing, using, and investing more
heavily in technology marketing.

In a niche business like chiropractic,
people tend to stick to their local area
(typically about a five-mile radius from
the practice). With such a small
audience to capture, you have to focus
your efforts well.

There are a handful of things you
should know — like what it will cost,
what to look for in a consultant, and
what you can consider doing yourself
— to have a comprehensive, ongoing,
effective marketing strategy.

Going it alone
“There are lots of things doctors can
be doing to work on online marketing,”
says Kelly Meeneghan, public relations
manager for 1&1 Internet Inc. “These
things don’t cost anything and can
boost visibility on the Web.”

Meeneghan says she has seen a trend

among small- to medium-sized
business owners purchasing products
that allow them to do much of the work
themselves. Her organization has a
handful of products that allow business
owners to design and optimize their
own websites.

“It really does allow them to maintain
full control over their destiny on the
Web ... do-it-yourself options are
starting to be very effective for that
kind of customer,” Meeneghan says.

There are options both on the Web
and for using mobile phones that you
can do yourself and they won’t break
the bank.

Themove tomobility
It is imperative that small businesses
get the most they can out of mobile
technology.

For one thing, mobile phones are
omnipresent. People may not always
be checking email, but they have their
phone at their side most of the time.
Or a person may have four or five
email accounts, not all of which they
use; but they likely only have one cell
phone.

For these reasons, Jerry Kelly,
business developer for Madwire Media,
says that chiropractors must integrate
mobile advertising into their marketing
plan. Short message service (SMS)
marketing can be used to send
appointment reminders, birthday well
wishes, and discount coupons to
patients. And there are easy online

services that can help you do this like
EZTexting.com and Tatango.

Another smart texting strategy can
help bring in patients who have been
away from your practice for a while. If
you have a cancellation, Kelly recom-
mends sending out a text to patients
you haven’t seen in three months or
more. Tell them you have an opening
they can book and receive a 10-percent
discount.

Social skills
Another prong of do-it-yourself
technology marketing is social media.

An account on Facebook, for
instance, allows for a consistent output
of messages, even if they are small
ones. If your page is engaging, patients
might either comment or “like” your
posts, which helps spread the word.

“It is another way people can find
you online through things people are
using on a daily basis,” says Michael
Coyne,marketing manager for
TheOnlinePractice.com. “Through the
viral nature of social media, you can
leverage your current patients to get
new ones.”

Other popular options are sites that
offer a daily deal like LivingSocial or
Groupon. Many customers go on these
sites daily and get regular update
emails from them. Providing a small
discount may get you a whole new
group of customers.

Reviews are also tools that are
increasingly important for healthcare

Modernmarketing
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Once you know the basics, it’s easy to put together a cutting-edge,
technologically driven campaign for your practice.
BY TAMMY WORTH
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providers. Coyne says reviews really
engage Web users and chiropractors
should be “proactive without being
pushy” to get them from existing
patients.

“If you know you have happy
patients who come back over and over,
you can send follow-up emails or ask
them when they leave if they could
write a review,” he says. “If you just ask
people, they are more than likely
willing to help out.”

You should be listed on directories
like Yelp, Google Places, and Angie’s
List, and make sure your information is
accurate. His group goes in each month
and enters information for clients that
includes photos, business descriptions,
and practice information.

One thing to remember is that you
need to have your website information
on these pages. This creates a “back
link,” or a link from another site to
yours. These are important because

back links can help your site rank
higher on Google searches.

Other ways to back-link your site
include putting your link on member
pages of associations you are affiliated
with or physicians you work with and
physical therapists.

One note of caution from Coyne:
back links are good, but beware of
companies that sell back links; those
are known as “farms,” and they can
negatively affect your site.

The keys to content
Probably the most important
technological tool you have at your
disposal is your website. Whether you
have the technical expertise to do the
work yourself or you need to hire a
consultant, there are a few things to
know about creating a good website.

The first is search engine
optimization (SEO). This affects how
high a website ranks in a search engine

Meet the experts
KellyMeeneghan, public
relations manager for 1&1
Internet Inc., an Internet

marketing firm
�and�.com

Jerry Kelly, business
developer for Madwire
Media, aWeb design and

Internet marketing company
madwirewebdesign.com

Michael Coyne, marketing
manager for The Online
Practice, an online

marketing company for doctors
theonlinepractice.com

Matt Prados, CEO of
ChiropracticTraffic.com, an
Internet marketing firm for

chiropractors
chiropractictraffic.com
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like Google or Bing. The higher the
ranking, the better (a study from 2011
showed that the top three results listed
on the search engines receive 58 percent
of all clicks).

One of the best ways to increase
your SEO is by using keywords, which
Meeneghan says aren’t usually used to
their full potential.

Here’s how they work: Say a patient
is looking for a chiropractor who
specializes in sports injuries in
Chesterbrook, Pa. When someone
types that into Google, the results page
ranks websites based on a formula
Google uses to determine how relevant
the sites are. Keywords are one factor
in the equation.

When writing content for your site,

use keywords that will draw traffic to it
on every page so the search engines
identify them. Meeneghan says that
saying you are a sports injury specialist
in Chesterbrook once won’t work. You
should use the keywords at least once
or twice per page.

Another way to make your site more
appealing is to make it interactive.

“I have noticed that perceptions and
demands of consumers are starting to
change and sites are no longer
considered to be an online business
card,” Meeneghan says. “They want it
to be more interactive and engaging so
the use of Web apps comes off as
impressive to potential patients.”

A couple that she says might be useful
are Skype, which allows patients to call

and talk with someone face-to-face, or
Scribd, which lets patients upload
documents such as new-patient forms.

Another important aspect of your
site is building regular, unique content.
Kelly said this is one of the major
determining factors of how your site
will rank on search engines.

Coyne recommends writing and
updating a blog regularly; writing
press releases filled with appropriate
keywords, updating your home page,
or writing an article and putting it on
your site.

“Content is king — that is the
mantra of SEO,” Coyne says. “The
more relevant and engaging content
you have, the more likely it is that a
search engine will rank you higher.”

Need to know
Once you have a site in place and are
optimizing it, you need to measure
how it is working.

Probably themost important technological tool
you have at your disposal is your website.
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Kelly says programs like Google Analytics can help track
things like bounce rate (when someone enters your site,
then leaves without looking at more than one page), where
referral traffic is coming from, time spent on the site,
numbers of page-views, and conversions (people who take
some sort of action like clicking on an ad or filling out a
form). Using this data, you can focus on the keywords that
work — the ones that bring traffic in and keep people on
your site.

“You need to know if you are generating leads or getting
quality traffic on the site,” he says. “You need to put something
in place so you can use data for decision making.”

Analytics will also help you set goals, track them, and
measure your ROI.

“The overall purpose of the tool is to give you information
on who is interacting with the site,” Kelly says. “It’s a way to
measure everything so you can allocate resources back into
what is working.”

Calculating your costs
Now that you’re acquainted with the basics, you are probably
wondering what all of this marketing will likely cost. The
experts agree that it can vary widely depending on factors
like where you are located and how much competition there
is in your market. Kelly says his organization offers packages

Web writing tips 101
You likely didn’t get into chiropractic because your forte is
writing. But if you are going to put together a website on
your own, here are some tips from the experts on how to
get it done.

Keep it simple.You don’t want a novel on your home page.
In fact, it’s best to keep each page at about 250 words.
People rarely scroll down to keep reading.

Use bullet points. The eye is drawn to them and people are
more apt to scan things on theWeb and, even more so,
their phones.

Make contact simple.Have it on the home page, the
contact page, and at the bottom of other pages. Don’t
make people search for you.

Avoidmedical jargon.Don’t use a lot of industry-specific
terms. Make your page readable for anyone who comes to
your site.

Make it easy.Whatever you want people on your site to do
should be simple. For example: If you want them to fill out a
particular form, put it on the home page or create a direct
link from the home page to it. Don’t give visitors a lot of
options or too many navigation choices.



CH I RO E CO . COM F E B R UA RY 5 , 2 0 1 3 • CH I RO P RACT I C E CONOM I C S ��

that range from $500 to $1,500 per month.
Matt Prados, CEO and founder of ChiropracticTraffic.com,

says you get what you pay for when it comes to online
marketing.

“If you are paying $39 a month, you get that value in
return,” he said. “You can’t expect a Lexus for the price of
a Honda.”

The average chiropractor spends $200 to $300 per new
patient on all of their marketing, according to a survey
ChiropracticTraffic.com performed a few years ago. Prados
encourages doctors to figure out how much to spend
according to how much they make per new patient.

If your gross can be two to three times your initial
investment, that’s a good return, Prados says. For example:
If you make about $1,500 per patient and only get four new
patients in a month, you have made $6,000. A good SEO
strategy should deliver upward of 10 patients in a month,
making even a $1,500 to $2,000 investment worthwhile.

Pairing with a partner
Kelly says you can do a lot of this by yourself if you have the
technical savvy. But if you are going to do it yourself, have a
plan: Know what results you want, and know how to measure
your progress and keep at it — you can’t put up a site and
never look at it again.

If you are going to outsource the work, you should find
partners with whom you are comfortable. Prados says you
should talk with them and get a sense of how well you
mesh. But at the end of the day, it’s not about their sales
pitch — it’s their references that matter most.

“Today, everybody’s cousin is supposedly an expert in
Internet marketing,” he says. “If you are investing your time,
effort, and energy, you want to talk to at least two to three
people who have worked with the person. Make sure they
have enough testimonials that they can prove they can do
what they are talking about doing.”

Coyne says one of his clients was having problems with
their site getting on search pages and he found out they
were working with another organization that had put the
site on a link farm. Google looks for these and downgrades
or even blocks sites from its search engine.

You can set up reporting on Google that will give you
status reports so you know if something improper is going
on with your site.

“You always want to have a finger on the pulse of what is
being done on your site,” he says.

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

tiMes Are chANgiNg. Businesses
across the board are adapting
their marketing strategies to

focus on how they can best use tech-
nology and social media platforms.

The attraction is the way these new
tools allow marketers to read the minds
of their customers and study the
specifics of consumer behavior. This
leads to higher-quality products and
customer services. Thus, with the help
of advanced social media tools, it has
become easier to get information and
make better, smarter decisions to
optimize your business.

Traditional marketing concepts have
been completely surpassed by these
more advanced and effective channels
of marketing. The business card is
dying, as are other print materials used
for self-promotion.

If someone wants to know who you
are or find your phone number or
address, they will Google you. In

addition, direct mail is being used less
as costs rise, the return on investment
is lower, and it is difficult to track its
results accurately.

From Facebook to Twitter, social
media platforms have transformed the
marketing landscape. And these
technologies are driving changes in the
way individuals engage with healthcare
delivery.1 These marketing media,
combined with industry innovations,
allow you to directly engage patients,
which involves them in their health
recovery and builds stronger, long-
lasting relationships with you.

Social media places the patient at
the center of your business plan. This
enables you to cater to the needs of
your patients rather than trying to
mold patients to fit your practice.

A patient-centered care environment
inspires motivation that results in
patients who want to comply with their
treatment program and be the best

patients they can be. People will work
their hardest for something or someone
they believe in. Patients who are highly
motivated tend to advocate for their
doctor and are great referral sources.

According to a study carried out by a
major marketing firm, attracting new
customers, engaging existing customers,
and getting referrals are the top concerns
for small businesses they surveyed.
Respondents were asked to identify
which strategies they find most
effective. Here’s a quick recap:
�83 percent: email marketing
�71percent: website (content and SEO)
�68 percent: in-person interactions
�49 percent: social media
�41 percent: events
�33 percent: outbound calling
�22 percent: PR
�21 percent: direct mail
�17 percent: traditional advertising:
(TV, radio, print, etc.)

�17 percent: pay-per-click

Digital domination
The world of marketing is changing. Are you changing with it?
BY NANCY MIGGINS , DC , AND DAVID MARCARIAN
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For those using social media,
Facebook is proving the most effective.2
Therefore, DCs who want to keep pace
in this new healthcare environment
should embrace change and embark
on this new marketing strategy.

Not all social media channels are
created equal. They each have a primary
focus and purpose. While YouTube
and weblogs are great at delivering
patient information, Facebook is the
premiere choice for providing patient
reminders, wellness and recovery
support, and responses to patient
questions.

With a limited time and budget,
spend your resources on activities that
will yield the greatest return; select the
right social media channel for the job.3

One of the positive outcomes of the
economic slowdown is the innovation
that came out of it. Many of our
industry leaders are responding to
this social media marketing trend by
creating products and services that
mainstream chiropractic into our high-
tech, smartphone, connectivity-
dependent society.

These products and services are
geared toward chiropractors and
patients alike. John Cox, CEO of
Visible Health, notes that “somewhere
around the order of 80 percent of all
information communicated between a
physician and a patient is lost when a
patient walks out of the room.” Social
media gives you a more effective
means to manage the doctor-patient

relationship by providing a strategy for
communicating pertinent and appro-
priate information, consistently.

Patients can benefit greatly from
general patient education, sEMG
findings, specific condition informa-
tion, and health and wellness topics.
These tools reinforce the “why” of
seeking chiropractic care and put this
information in the hands of your
advocates so they can easily share the
information with others.1

To dominate your digital space,
invest sufficient time and resources to
implement the following:

1. Set up your profile on the main
four sites: Facebook, YouTube, LinkedIn,
and Twitter.

2. Create a personal app for your
practice and link it to all your social
media sites. Make sure your website is
searchable and frequently updated with
pertinent and compelling information.

3. Marry your email and social

Not all social media channels are created equal.
They each have a primary focus and purpose.
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media outlets. Ask for emails in your
social properties and talk about your
social properties in your email. For
example: Send people to your email
sign-up form in Facebook and send
an email to your list telling them about
the value of following you on Twitter.

4. Use video in email. You can grab
your favorite video off YouTube or use
your own device to take video of people
at work or even your employees saying
hello. Email messages with embedded
video can increase readership and spark
new conversations.

5. Find social media advocates, not
fans. A fan “likes” you on Facebook or
“follows” you on Twitter, but an
advocate talks about you and avidly
refers other patients to you.

6. At exams and re-exams, email a
summary of findings to your patients
getting them not only directly involved
in their care but reminding them of
the conclusions reached at the report

of findings. Reinforcement should be
timely so an email as soon as possible
after the exam is most effective.

The good news is you don’t need a
big bank account to go viral with your
message or create an outstanding
promotion. You just need a unique and
compelling idea. Tell a simple, bold,
creative story that is both brief and
memorable. People respond well to
freshness and new ideas.

A solid marketing strategy should not
be driven by social media but rather by
your business objectives; use the right
tools to help you reach your goals.

NANCY MIGGINS, DC, has more
than 25 years’ clinical experience.
She excels in the areas of
procedures, ethical business
practices, and management. She

developed an integrative health and fitness
center and directed it for six years. She is
currently director of clinical applications and

product development for Precision Biometrics
Inc. She can be contacted through
myovision.com.

DAVID MARCARIAN, MA, is the
founder of Precision Biometrics Inc.
and a formerNASA researcherwho
invented theMyoVision Systems.
Hewon one of the largest personal

injury awards inU.S. history, and established the
validity of sEMG in amajor State Superior Court
decision in Florida. He can be reached at 800-
969-6961, info@myovision.com, or through
myovision.com.

References:
1O’Rourke K, Heckman J, Elwood D.
Development and Exploration of a Multifaceted
Social Platform to Improve Patient Education,
Communication, and Activity. A presentation at
the Medicine 2.0 - Boston 2012 conference:
September 2012.

2Dornaus E. The Health and Wellness of Small
Business. Constant Contact white paper, May
2012.

3Berg D. Healthcare Social Media: How to Choose
the Best Tools for the Job. Annica Media.
http://aniccamedia.com/2-cents/tag/dean-berg.
September 2012.
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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.

Marketing

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.
888-463-1381
usedchiropractictable.com

aDIO Productions
800-461-2346
adioproductions.com

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

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

Axsen LLC
866-462-9736
chiropracticwebdesign.com

Backpack Safety America
800-672-4277
backpacksafe.com

BackProject Corp.
888-470-8100
backproject.com

Banner Mints
866-285-5227
bannermints.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

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

ChiroColumn
888-707-5656
chirocolumn.com

ChiroDesign Group
512-301-0821
chirodesigngroup.com

Chirokidz
631-642-1109
chirokidz.com

ChiroMedia.com
866-460-4207
chiromedia.com

ChiroPlanet.com
888-364-5774
chiroplanet.com

Chiropractic Audio Coach
902-449-4840
chiropracticaudiocoach.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
chiropracticementoring.com

ChiropracticOutfitters.com
952-270-0258
chiropracticoutfitters.com

ChiroVision
800-438-9355
chirovision.com

CommVantage
866-399-4009
commvantage.com

ConCentro Laboratories LLC
520-876-0308
neuropathyniche.com

Contact Reflex Analysis
616-669-5534
crawellness.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

Decompression Success
586-630-4040
decompressionsuccess.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

DrBarbaraEaton.com
734-255-9003
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

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

Full Potential Leadership
512-474-1895
fpl4life.com

Futrex
301-791-9220
futrex.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

Happy Birthday Call
904-438-3700
happybirthdaydoctor.com

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

Healthways
800-327-3822
healthways.com

HydroMassage
800-699-1008
hydromassage.com

Image One
800-536-3030
imageoneads.com

Inform for Life
800-234-8325
informforlife.com

Inphonite LLC
800-350-7693
inphonite.com

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

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

JTECH Medical Industries
800-985-8324
jtechmedical.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

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
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MDs for DCs
561-512-4341
mdsfordcs.com

MGV Marketing
561-392-5206
mgvmarketing.com

MicroLight Corp.
469-385-4600
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

Natural Touch Marketing
800-754-9790
naturaltouchmarketing.com

New Patients for DCs
www-nps-4dcs
nps4dcs.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
pivotalhealthsolutions.com

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

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

PrescriptionBeds.com
800-457-6442
prescriptionbeds.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

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

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

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

Schofield Management Services
800-554-3260
mochihchu.com

BUYERSGUIDE
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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

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

Supertech
800-654-1054
supertechx-ray.com

Synergy Therapeutic Systems
800-639-3539
synergyrehab.com

Talk Fusion
561-350-0902
seeyouhearyou.com

Target Coding
800-270-7044
targetcoding.com

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

TextMD
412-324-8311
gettextmd.com

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

The Markson Connection
877-740-1177
marksonconnection.com

The Masters Circle
800-451-4514
themasterscircle.com

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

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

TLC4Superteams
215-657-1701
tlc4superteams.com

Totally Booked Practice
888-234-5661
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
913-239-8465
posturepro.com

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

Ward Success Systems
925-855-1635
wardsuccess.com

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

Wellness Way
888-450-3333
wellnessway.com

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

The information in the Buyers Guide was obtained from
questionnaires completed by the listed companies. Chiropractic
Economics strives for accuracy in all reports but is not responsible
for errors or omissions. For the complete buyers guide of services
these companies provide, and to view all of our other complete
buyers guides, visit ChiroEco.com/buyersguide.
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ABusiNessMAN WAs stANDiNg

At the pier oF A sMALL

coAstAL viLLAge when a small
boat with just one fisherman docked.
Inside the boat were several large
yellowfin tuna. The businessman
complimented the fisherman on the
quality of his fish.

“How long did it take you to catch
them?” the man asked.

“Only a little while,” the fisherman
replied.

“Why don’t you stay out longer and
catch more fish?” the man then asked.

“I have enough to support my
family’s immediate needs,” the
fisherman said.

“But, what do you do with the rest
of your time?” asked the businessman.

The fisherman said, “I sleep late, fish
a little, play with my children, take a

nap with my wife, Maria, stroll into the
village each evening where I sip wine
and play guitar with my friends. I have
a full and busy life.”

The businessman scoffed, “I have a
MBA from Harvard and can help you.
You should spend more time fishing
and with the proceeds buy a bigger
boat.

With the proceeds from the bigger
boat you can buy several boats.
Eventually you would have a fleet of
fishing boats.

“Instead of selling your catch to a
middleman, you would sell directly to
the consumers, eventually opening
your own factory. You would control
the product, processing, and
distribution. You would need to leave
this small village and move to a bigger
city, where you could run your

expanding enterprise.”
The fisherman asked, “But, sir, how

long will this all take?”
The businessman replied, “Fifteen to

20 years.”
“But what then, sir?”
The businessman laughed and said,

“That’s the best part. When the time is
right, you announce an initial public
offering and sell your company stock
to the public and become very rich.
You would make millions of dollars.”

“Millions, sir? Then what?”
The businessman said slowly, “Then

you would retire. Move to a small
coastal fishing village where you could
sleep late, fish a little, play with your
kids, take a nap with your wife, stroll
to the village in the evenings where
you could sip wine and play the guitar
with your friends.”

Work less, makemore
Delegating tasks to your staff can earn you life’s most precious asset.
BY ANTHONY J. LOMBARDI , DC
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Thinkingmini-retirement
Many feel that in order to live the life
they want they must sacrifice 30 years
of their time, working 50-hour weeks.

But the truth is, in order to work less
and make more, you must change your
mindset. Change the conventional
thinking, which is “The more time I
put in, the more money I will make.”
In this model you are trading a large
amount of a limited, un-renewable
resource (time) in exchange for a
virtually unlimited, renewable resource
(money).

Second, create efficient systems in
your practice that staff members will
embrace. This allows the operational
business side of your practice to run
without your constant presence. As a
chiropractor and business owner, you
must realize that retirement or mini-
retirement is closer than you think.

The key to realizing “mini-
retirement” is to first clarify to yourself

the things that make you happy. Then
create a business system to realize your
happiness.

Create a business systemwith staff
Make use of your staff so that, in your
absence, they look forward to doing
their work and promoting your brand.
There are three critical components to
accomplishing this:

1. Autonomy
2. Effort
3. Reward

Autonomy: a self-directing freedom
Autonomy speaks volumes about your
faith in your staff ’s ability, which then
promotes confidence and pride within
those individuals. No one wants to be
micro-managed by their employer;
fully empowered employees are more
productive. In order to follow the
“work less, make more” mantra, you
don’t want to be a micro-manager.

Effort: a conscious exertion of power
Allow your staff to become involved in
work that is important to the practice’s
functioning. Train your staff to bill
insurance companies, collect funds
from patients, and process paperwork
so you don’t have to do it yourself.

Educate your associate DCs to
clinically assess patients using the same
system you use and help improve their
treatment skills. Having your staff
become stimulated by challenging
work makes their jobs more
meaningful to them and they will feel
more important to the practice.

Reward: a satisfying return or result
Paying your staff well is only the first
step toward recognizing them for their
work. Create incentives and benefits
that make your practice a unique and
valuable place of employment.
For example: Award employees with

annual education stipends.
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Do not let the accomplishments of
your staff go unnoticed. Praise and
recognize the good work of others at
staff meetings or through company
email.

Kick-start mini-retirement
1. Work one day less per week.
Restructuring your workweek by
taking an extra day off provides you
with an additional 52 days off per year.
The result is a fresher, more productive
chiropractor — and your patients will
be the ultimate beneficiaries.

2. Power down your smartphone.
The concept of working less and
making more should extend into
technology, too. Very few things are
email “emergencies.” If someone needs
to contact you right away, they will
find you.

3. Take a vacation. Going on
vacation for travel and adventure
makes it easier for you to “let-go” and

put trust into the systems you have
created to run in your absence. In
addition to your being well-rested,
vacation puts you in greater demand
with your current and future patients.

The less you work, the more your
patients will want to see you. The more
they want to see you, the more they
will value your services. Absence does
make the heart, or in this case the
“back,” grow fonder.

ANTHONY J. LOMBARDI,
DC, is the creator of the Exstore
assessment system. He has
created a multi-million dollar
corporation by integrating

systems into his multidisciplinary practice,
which focuses on the management of
musculoskeletal dysfunction. 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.

Quick Tip
Inspiration vs. motivation
Can you recall a time when you felt
completely charged up, passionate,
and ready to hit the ground running?
You went to a seminar, read a book,
tuned into a podcast, or participated
in a webinar — only to see that “fire
in the belly” disappear a couple of
days later. Where did all that
passion go?

The answer lies in whether you were
motivated or inspired. There is a
difference: Motivation gets you
going, inspiration changes you and
keeps you going. Motivation soon
peters out. Inspiration, however, is
life changing. Inspired people see life
through different eyes, permanently.

— Source: The Center for Powerful Practices
powerful-practices.com
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ANother yeAr hAs goNe By. Do
you know how your business
did last year compared to

previous years? Do you know which
systems need work? Are some of your
employees or providers in need of
coaching? Do you have concrete goals
for where you would like your practice
to be a year from now?

By creating a checklist and following
it systematically, you can have a true
working knowledge of where your
practice has been and where it can go
this year.

It is helpful to divide your checklist
into several broad areas. It’s recom-
mended to use financials, accounts
receivable, operations, marketing, and
goals. You can use other groups if you
like. However you organize your list,
just don’t leave out anything important.

Focus on the fundamentals
“Financials” include all your practice
statistics and analysis for the year in
review. Compare the year that just

ended to previous years. At a
minimum, you should compare
the amount billed and the amount
collected for the practice and for each
provider as well as the number of visits
and new patients. You can then do
more detailed analysis such as
comparing these parameters for
different services and payers.

Your “accounts receivable” with the
aging report can also be compared
with the previous year’s. Rising
receivables extending past 60 days
should be cause for concern.

You should also track your overhead
and compare with previous years.
Calculate the amount received versus
the cost for the main services you
provide and compare the net profit to
previous years.

If you do not do this analysis, you
will not have an accurate idea of how
your business is doing. That makes it
harder to take action during the new
year to accelerate positive trends and
correct negative ones.

Overseeing operations
“Operations” refers to all the day-to-
day systems at work in your practice.
These include billing and collections,
clinical, front desk, administrative, and
compliance. This basic list is by no
means exhaustive.

For each area, review the protocols
you have put in place to determine
whether they are being followed. If not,
you need to take corrective action for
the coming year. For example: Ensure
that your collections department is
keeping an accurate log so you can
always pinpoint where your money is
at each stage of the collections process.

Of course, troubleshooting your
protocols means troubleshooting the
employees who are supposed to be
following them. Identify the employees
who need coaching in the use of the
protocols you have created (and the
reason you created them).

Try to identify employees who may
be having personal problems or issues
with other staff that are preventing

The new year checklist
Your best bet for a successful year is to start with a structured plan.
BY MARC H. SENCER, MD
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them from being team players. In this
economy, you cannot afford to carry
any dead weight.

Review your compliance procedures
at least annually. If you use a quality
assurance program, make sure it is up
to date and that no entries are missing.
The same holds for your HIPAA,
compliance, and OSHA manuals. If
you are an integrated practice doing
interventional or cosmetic procedures
in your practice, there may be addi-
tional compliance requirements. Meet
with your risk manager and compliance
officer to be sure you are all on the
same page for the coming year.

Manage your marketing
Even if your practice does little
marketing, you should at least have a
plan that covers the basics. These
include making changes and updates
to your website and social networking
accounts, as well as any internal
marketing that you do. Plan on a “new
year recall” promotion to bring old
patients back in. Combine your website
activities with traditional mailings.

If you are doing external marketing,
you need to have a budget for the new
year. Every practice should base its
marketing plans on an analysis of the
various marketing efforts carried out
year to year. For example: Five years ago,

you would have allocated more money
for print ads than you do today, given
the importance of Web advertising and
search engine optimization costs.

Goals of the game
At the end of your list, make goals for
your practice for the coming year and
discuss them with your staff to get
everyone on board. Of course the
financial goals you make are important,
but you should also have spiritual goals.
These include things like spending
more time with your family — which
can be tracked year to year — or less
clearly defined goals such as increased
satisfaction and fulfillment with your
professional life.

Your checklist does not have to be
exactly like anyone else’s, but if you
take a systematic approach to analyzing
your business and creating an organized
plan for the coming year, you will reap
the rewards that come from knowing
where you are going and how you plan
to get there.

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
Check your knowledge about developing a business checklist with this true or
false quiz.

1. A new year recall program can be an effective way to bring back inactive patients.

2. You should spend more on search engine optimization than print ads.

3. An increased sense of fulfillment with your practice is a legitimate goal for the
new year.

4. You do not need to review practice operations if everything is going well.

Answers:

Nos. 1 through 3 are true.

No. 4 is false. Even if everything seems to be running smoothly, check all systems
in an organized way to look for latent problems that could grow into bigger ones.
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grADuAtiNg FroM chiroprActic

coLLege and becoming your own
boss, you’re not alone. But starting
your own practice isn’t for everyone —
it’s hard work and many new doctors
are not cut out for it; they become
associates.

Starting a new practice can be scary.
Here are a few important things to
keep in mind before you take the
plunge. If you’re wondering if starting
a practice is right for you, ask yourself
the following nine questions and see if
you can answer “yes” to each one.

1. Can I be a student every day? Your
education doesn’t stop in college. To be
successful, you need to keep learning,
experiencing, and absorbing all the
knowledge you can. Prepare yourself
for greatness by keeping your mind
conditioned with fresh knowledge and
new challenges.

2. Can I direct my own work? With a
new-practice business coach giving you
guidance and feedback, you won’t need
to figure out for yourself where your
energies should go, what isn’t worth
spending time on, and how to course-
correct when something isn’t going
well. With a startup coach this step
will not be hard, and your livelihood
depends on you getting it right.

3. Am I comfortable marketing myself?
You might be fantastic at patient care,
but if you aren’t willing to pitch

yourself to potential patients, you
might not make a viable income. Have
you thought through what it will take
to market yourself to your community?

4. Do I have a strong referral network?
If you are a student or an associate, do
you have potential patient sources lined
up as well as people who will refer you
to potential patients? If not, learn how to
find both patients and referral sources.
Setting off on your own is easier when
you know how to develop a network of
people who will refer to you.

5. Can I handle working alone?
You probably won’t have other DCs
working with you, at least not in the
beginning. If you’re someone who
enjoys the camaraderie and energy of
working with other DCs, you’ll miss it
after you start working solo.

6. Do I have savings? If you’re like most
DCs, it will take a while — potentially
months — before enough money starts
coming in to pay all of your bills.
Meanwhile, you’ll need savings to live
on and capital to get you started.

7. Can I handle financial uncertainty?
If you like to know exactly when your
next check will arrive and how much it
will be for, working for yourself will
definitely make you nervous. New DCs
tend to have ebbs and flows in their
income and sometimes go long periods
without checks coming in. Could you
handle that without too much anxiety?

8. Am I good at running a business?
Are you prepared to do your own staff
training, accounting, IT work, and
other functions, or hire someone to do
them for you? Running your own
practice isn’t just about the care you’re
providing patients; you’ll also need to
take care of the business elements, too.

9. Am I comfortable asking for money?
Whether you’re quoting prices to
patients without flinching, holding
firm when someone asks for a
discount, or following up on an
overdue invoice, you’ll need to assert
yourself in the money arena.

Before you launch your new practice,
make sure you’ve thought through the
questions above and can to answer
them with a confident “yes.”

PETER G. FERNANDEZ, DC, has
been a practice consultant for
almost 30 years. He has written
18 books and more than 200
articles on starting a practice, and

has consulted in the opening of more than
3,000 new practices. He can be contacted at
800-882-4476, DrPete@DrFernandez.com, or
through DrFernandez.com.

New practice pointers
BY PETER G. FERNANDEZ, DC

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

Click it!

The online resource for future doctors of chiropractic.

STUDENTDC

800-553-4860
footlevelers.com

Brought to you by your industry leader
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DATEBOOK

Academy of Lymphatic Studies
800-863-5935
Feb. 20–24, Palm Beach Gardens, Fla.
April 24–28, Mount Kisco, N.Y.

Apex Energetics
800-736-4381
Feb. 8, Raleigh, N.C.
Feb. 9, Charlotte, N.C.
Feb. 9, New York
Feb. 9, Del Mar, Calif.
Feb. 9–10, New York
Feb. 16, Atlanta
March 8–10, Denver
March 8-10, Portland, Ore.
March 9, Chicago

Back School of Atlanta
800-783-7536
Feb. 8–9, Atlanta
Feb. 23–24, Harrisburg, Pa.
March 8–9, San Jose, Calif.
March 16–17, Nashville, Tenn.
April 3–5, Atlanta
April 12–13, New Rochelle, N.Y.
April 19–20, Newark, Del.
April 26–27, Toledo, Ohio
May 17–18, Concord, N.H.
May 18–19, Atlanta

BodyZone LLC
770-922-0700
Feb. 7–10, Destin, Fla.
March 9, Newark, N.J.
March 14–17, Jacksonville, Fla.

California Chiropractic Association
916-648-2727
May 30–June 2, San Diego

California College
of Natural Medicine
800-421-5027
Feb. 7, Teleseminar
Feb. 8, Online Certificate Program
Feb. 15, Online Certificate Program
Feb. 22, Online Certificate Program
March 1, Online Certificate Program
March 1–3, Long Beach, Calif.
March 7, Teleseminar
March 8, Online Certificate Program
March 15, Online Certificate Program
March 23–24, TBD
March 29, Online Certificate Program
April 4, Teleseminar
April 5, Online Certificate Program
April 12, Online Certificate Program
April 19, Online Certificate Program
April 26, Online Certificate Program
May 3, Online Certificate Program
May 5, Online Certificate Program
May 10, Online Certificate Program
May 16, Teleseminar
May 17, Online Certificate Program
May 24, Online Certificate Program

CATS Workshops
705-792-1315
March 2–9, Antigua, Mexico
May 12–13, Winnipeg, Ontario
May 13–14, Kingston, Ontario

Cleveland Chiropractic College
800-969-2701
March 2–3, Overland Park, Kan.
April 12–13, Overland Park, Kan.
May 4–5, Overland Park, Kan.

Daybreak Geriatric Massage Institute
317-722-9896
Feb. 8–10, Fayettville, Ark.
March 8–10, Indianapolis

Dynamic Movement Workshop
855-668-3166
Feb. 28, Westbury, N.Y.
March 3, Westbury, N.Y.
March 21, Sarasota, Fla.
March 10, Orlando, Fla.
March 14, Fort Lauderdale, Fla.
March 14, Fort Lauderdale, Fla.

F/D Enterprise LLC
800-441-5571
Feb. 9–10, San Diego
March 23–24, Lahaina Maui, Hawaii
April 18–21, Fort Wayne, Ind.

FIT Institute
905-356-4484
March 9–10, Ottawa, Ontario
March 15–17, Vancouver, B.C.
March 23–24, Oakville, Ontario
April 26–28, Carp, Ontario

Foot Levelers
800-553-4860
Feb. 9–10, Lexington, Ky.

Feb. 16–17, Dayton, Ohio
Feb. 16–17, Denver
Feb. 16–17, Omaha, Neb.
Feb. 23–24, Greenville, S.C.
March 2–3, Wilmington, N.C.
March 2–3, Long Island, N.Y.
March 2–3, Bristol, Va.
March 9–10, Philadelphia
March 16–17, Portsmouth, N.H.
March 23–24, Newark, N.J.
March 23–24, Minneapolis
April 6–7, Boston
April 6–7, Columbus, Ohio
April 20–21, Albany, N.Y.
April 20–21, Boise, Idaho
April 27–28, Seattle
April 27–28, Cedar Rapids, Iowa
April 27–28, Austin, Texas
April 27–28, Portland, Ohio
May 4–5, Erie, Pa.
May 4–5, Phoenix
May 4–5, Chicago
May 18–19, Baltimore
May 18–19, Wilmington, Del.
May 18–19, Hartford, Conn.
May 18–19, Davenport, Iowa
May 18–19, Salt Lake City

Impulse Adjusting Systems
888-294-4750
Feb. 9–10, San Francisco
Feb. 16–17, Atlanta
Feb. 23–24, St. Louis
March 2–3, Tyson’s Corner, Va.
March 9–10, Cambridge, Mass.
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March 16–17, Seattle
March 23–24, Columbus, Ohio
April 20–21, Chicago
April 27–28, Denver
May 4–5, New Orleans

Integrative Therapeutics
800-931-1709
Feb. 12, Webinar
Feb. 20, Webinar
March 13, Webinar
March 21, Webinar
April 10, Webinar
April 25, Webinar

Kinesio Taping Association
888-320-8273
Feb. 9–10, Santa Barbara, Calif.
Feb. 9–10, Albuquerque, N.M.
Feb. 9–10, San Francisco
Feb. 23, Harlingen, Texas
Feb. 23, Houston
Feb. 23–24, Somerville, N.J.
Feb. 23–24, Greensburg, Ind.
March 2, San Antonio
March 2, Miami
March 2, Rancho Cucamonga, Calif.
March 2–3, Kennesaw, Ga.
March 2–3, Wallingford, Conn.
March 2–3, McKinney, Texas
March 17, Lamoni, Iowa
March 23, Wallingford, Conn.
March 23–24, Somerville, N.J.
March 23–24, Albuquerque, N.M.
April 6, Rancho Cucamonga, Calif.
April 6–7, Oswego, Ill.
April 12–13, Clarksville, Tenn.
April 13–14, Tulsa, Okla.
April 13–14, North Richland Hills, Texas
April 20–21, Grundy Center, Iowa
April 20–21, Burien, Wash.
April 20–21, Houston
April 27, McKinney, Texas
April 27–28, South Lake Tahoe, Calif.
April 27–28, North Bend, Ore.
May 4, Rancho Cucamonga, Calif.
May 10–11, Canton, Ohio
May 11, Burien, Wash.
May 11–12, Albuquerque, N.M.
May 18, TBD, Texas
May 18, Oswego, Ill.

Logan College of Chiropractic
800-842-3234
Feb. 9–10, Chesterfield, Mo.
Feb. 16–17, Chesterfield, Mo.
March 2–3, Chesterfield, Mo.
March 9–10, Chesterfield, Mo.
March 23–24, Chesterfield, Mo.
April 6–7, Chesterfield, Mo.
April 13–14, Chesterfield, Mo.
April 20–21, Chesterfield, Mo.
May 9–10, Chesterfield, Mo.
May 18, Chesterfield, Mo.
May 18–19, Chesterfield, Mo.

Metagenics
800-692-9400
Feb. 23, New York
Feb. 24, Pittsburgh

March 2, San Francisco
March 7, Long Beach, Calif.
March 9, Atlanta
March 10, Houston

MUAcertification.com
917-957-1708
Feb. 21–24, Orlando, Fla.

Options for Animals College
of Animal Chiropractic
309-658-2920
March 20–Sept. 1, Wellsville, Kan.

Palmer College of Chiropractic
800-452-5032
Feb. 9–10, Las Vegas
Feb. 9–10, San Jose, Calif.
Feb. 16–17, Columbus, Ohio
Feb. 16–17, Davenport, Iowa
Feb. 23–24, Davenport, Iowa
Feb. 23–24, San Juan, Puerto Rico
March 1–3, Port Orange, Fla.
March 2–3, Las Vegas
March 9–10, Davenport, Iowa
March 23–24, Davenport, Iowa
April 13–14, Port Orange, Fla.
April 27–28, Davenport, Iowa
May 4–5, Davenport, Iowa

Platinum Chiropractic
02-4365-5055
April 23–30, Tavarua, Fiji

Professional Applied Kinesiology
315-451-1152
Feb. 9–10, Daytona Beach, Fla.
March 2, Waterloo, N.Y.
March 23, Waterloo, N.Y.
April 6–7, Daytona Beach, Fla.
April 13, Waterloo, N.Y.
May 4, Waterloo, N.Y.

Target Coding
800-270-7044
Feb. 7, Webinar
Feb. 19, Webinar
Feb. 23, Webinar
Feb. 28, Webinar
March 9, Atlanta
March 19, Webinar
March 23, Philadelphia
April 2, Webinar
April 11, Webinar
April 16, Webinar
April 25, Webinar
May 7, Webinar
May 14, Webinar
May 23, Webinar

The Miami Chiropractic Conference
800-747-6479
March 8–10, Miami

The Strategic Chiropractor
800-577-0321
April 18, Seattle
April 20, Portland, Ore.
April 25, San Francisco

For a searchable list of more seminars and show dates or to submit
your event, visit ChiroEco.com/datebook.
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Sombra....................................................................................................13
Spenco ...................................................................................................23
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tgi Software...........................................................................................48
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Probiotics
Klean Probiotic from Klean Athlete is marketed
as the key to overall health of the digestive
system. Its formula promotes beneficial bacteria
in the intestinal system that help maximize
nutrient absorption while supporting the body’s
immune response so you can perform at your
highest level.
call ���-���-���� or visit kleanathlete.com.

Children’s supplement
UltraFlora Children’s from Metagenics is
formulated for daily immune health and
digestive support with a proprietary probiotic
blend of B. lactis Bi-07 and L. acidophilus
NCFM, provided in delicious, naturally grape-
flavored chewable tablets. These statements
have not been evaluated by the Food and Drug
Administration. This product is not intended to diagnose, treat, cure,
or prevent any disease.
call ���-���-���� or visit metagenics.com.

Foodmix
BioProtein Complete from BioProtein Technology
is a functional food mix that delivers 25 grams
of complete protein, 800 mg of omega 3, 600
mg of IgA, and 74 trace minerals and
electrolytes per serving. All of the ingredients
are functional foods that work together to
protect, nourish, and revitalize the body.

call ���-���-���� or visit bioproteintech.com.

Curcumin supplement
Theracurmin from Integrative Therapeutics is
marketed as the first water-dispersible curcumin
— making it more than 27 times more
bioavailable than standard curcumin. This unique
preparation of turmeric (Curcuma longa) utilizes
patented, natural colloidal dispersion technology
to enhance bioavailability and dramatically
increase curcumin levels in the blood.
call ���-���-���� or visit integrativeinc.com.

Immune support
Immuplex from Standard Process is formulated to
support a healthy immune response. Standard
Process offers a complete selection of supplements
with whole food ingredients. For everyday immune
function, Immuplex provides broad mineral support
and supports normal white-blood-cell activity.
These statements have not been evaluated by the
Food and Drug Administration.

call ���-���-���� or visit standardprocess.com.

Payment solution
Payment Accelerator from
ClearGage Inc. is an innovative
healthcare payment solutions and financial services company. They
aim to bring innovative patient payment solutions that are designed
to help enable your patients to afford the care they need, while at
the same time ensuring payment to you.
call ���-���-���� or visit cleargageinc.com.

Imaging device
3D BodyView from Foot Levelers is
marketed as the first true-color 3D
imaging device to be released in the
chiropractic profession. This imaging
system produces a 3D volumetric
image in true color to enable you to
show patients levels of asymmetry

throughout the body and relative relationships between different
components of the foot.
call ���-���-���� or visit footlevelers.com.

Rehab tool
Thera-Band Roller Massager+
from Performance Health is
marketed as an ideal tool for
myofascial release and deep
tissue massage. Its unique patent-pending ridged design helps
support both superficial and deep tissue mobilization, while
providing a massage-like experience. It’s designed for the demands
of in-clinic use and individually packaged for resale.
call ���-���-���� or visit performancehealth.com.

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

PRODUCTSHOWCASE
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call for your space today!

904-285-6020
Jeff pruitt, ext. ���

Janice Long, ext. ���
Joel Morris, ext. ���

YOUR
AD

COULD
BEHERE!

PRACTICE FOR SALE

PRACTICES FOR SALE in AK, Al, AR, FL,
GA, IN, KY, KS, MA, MO, NC, NJ, NM, NY,
PA, TN, TX, VT. I have new doctors who want
to buy your practice. $200.00 for Practice
Analysis. For more info Contact Dr. Tom
Morgan, VolumeDC@aol.com, 770-748-6084.
www.VolumePractice.com

PRACTICE FOR SALE

FT. LAUDERDALE (SUBURB) FL PRAC-
TICE FOR SALE:Well established family prac-
tice collecting $364,707.00. 287 new patients.
4,286 total visits. Solid numbers. Exceptionally
equipped and staffed. Located within Broward
County. Easy access off the I-95 and 595. Ideal
“turn-key” practice opportunity. MUST SELL
Moving out of State!! Pix Available. Please email
FLChiro25yrPractice@gmail.com

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
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PRACTICE FOR SALE

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

classified Marketplace
information

To place an ad, fax ad copywith
payment to 904-285-9944 or call
Tina Farber at 904-567-1551 formore
information.
Line Ad rates: $3.00 per word or
number group (eg: phone number)
Minimum $60.*
Boxed Display Ads: $200 per column
inch, no more than 50 words per inch
in a box ad.
payment: Full payment must
accompany all ads. Visa, MC, Check or
Money Order are accepted methods of
payment. No refunds will be issued for
classified advertisements.
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.

LOWER BACK PAIN RELIEF
• Comfortable
• Portable
• Easy to use
• Designed for patient in-home use

30 Day conditional
money back guarantee

LASHAW DISTRIBUTORS LTD
9631 Bakerview Dr.
Richmond B.C.
Canada V7A2A2
Tel: (604) 270-4263
Fax: (604) 277-2154

Toll Free: 1-800-667-7795
www.invertrac.com
invertrac@invertrac.com

C.O.D. or prepay by check

A Better Marketplace For
the Things DCs Need Now!
Savvy businesses advertise in
both print and online to
ensure they reach consumers
however they search. Promote
your products and services in
the Classifieds.












