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More From The Web
�ICD-10 update: Is your practice ready

for October 2014? Read more at
ChiroEco.com/icd10update.

�Three reasons to select a cloud-
based EHR over a server-based
system. Read more at
ChiroEco.com/cloudehr.

The TuesdayWebinar Series
Chiropractic Economics webinars are
always available for you to download.
You can choose from a variety of topics
that affect 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 Anthony Lombardi, Mark
Sanna, Drew Stevens, Alex Niswander,
Kelly Robbins, Daron Stegall, Shawne
Duperon, and the Chiropractic Economics
editorial staff. Here’s what’s new:

What are youbroadcasting?
Facebook - Posting what works
Shawne Duperon
ChiroEco.com/duperon

Fearless Chiro
Why football does it for us
Perry Chinn, DC
ChiroEco.com/chinn

Results to Referrals
The chiropractors guide to:
spending, collecting, and saving
money
Anthony Lombardi, DC
ChiroEco.com/lombardi

Resource Centers

Activator Methods
ChiroEco.com/activator
�Instrument adjusting versus manual

adjusting, part 1: physics
�Instrument adjusting versus manual

adjusting, part 2: bottom line benefits

Foot Orthotics
ChiroEco.com/footlevelers

�Foot orthotics benefit diabetics
�Foot orthotics may ease shin splints

Practice Management
ChiroEco.com/eclipse
�ACA spurs interest in healthcare

investment
�Voice-recognition and touch-screen

capabilities make mobile EHR easier

Resource Guide
andDirectory
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

What’s New Online Plus

THE MOST COMPREHENS IVE WEBS ITE FOR THE CH IROPRACT IC PROFESS ION

activatormethod
Activator Methods seen in Issue #1
of @ChiroEcoMag #Chiropractic
chiroeco.com/article/2014/C…
pic.twitter.com/MzR6PkTWx1

AlbertaChiro
Who has #Olympic fever? Alberta’s
own Dr. Greg Uchacz is a 3x
Olympic chiropractor: ow.ly/to5GF
(via @ChiroEcoMag) #GoCanada

eClinicalWorks
Is your chiropractic practice ready for
#ICD10? Here are steps you need to
take before October via
@ChiroEcoMag: bit.ly/1nHRt0x

Scott Gallagher
I'm hosting a webinar specific for
chiropractors and what a practice
needs to do to rank highly in Google
searches.

Lipo Light Pro
Janice Long at Chiropractic Economics
ROCKS!

Mark Smith
I just found this nice chiropractic info
page here in Facebook. There are
some great videos about different
aspects of Chiropractic. Take a look:
www.facebook.com/ChiroBuzz.

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

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

SocialMedia Shout-Outs
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THE TWO PRIMARY SCHOOLS OF EVIDENCE FOR THE

EFFICACY OF CHIROPRACTIC CARE ARE THE ANECDOTAL

and the scientific. Until fairly recently, the anecdotal
variety was more prevalent, but that’s changing. And this is
to your benefit.

For most of the century-long history of the profession,
the dramatic and profound results of the chiropractic

adjustment have been attested to by satisfied
patients and their doctors. Indeed, positive word-
of-mouth advertising is what keeps most DCs in
business.

Yet the keen interest in this model of health-
care shown by Olympic athletes testifies to the
measurable, replicable, and dramatic effects of
chiropractic care. World-class athletes and their
coaches rely on chiropractic because it is drug-
and surgery-free, and its positive results are
manifest on the field of competition.

Where the stakes are this high, there’s no room
for wasted time or effort. The success of your colleagues and
their patients at the 2014 Sochi Winter Olympics has been a
tremendous boost for the profession and your prospects.

To your success,

Let me know what’s
on your mind:
904-567-1539
Fax: 904-285-9944
dsosnoski@chiroeco.com

V o l U M E 6 0 , N U M B E R 4

EDItoR-IN-ChIEF Daniel Sosnoski
dsosnoski@chiroeco.com

ASSoCIAtE EDItoR Melissa heyboer
mheyboer@chiroeco.com

ARt DIRECtoR Christine Wojton
cwojton@chiroeco.com

PRoDUCtIoN ASSIStANt Amy olivieri
aolivieri@chiroeco.com

DIRECtoR oF DIGItAl Robert Enriquez
MARkEtING renriquez@chiroeco.com

WEBMAStER Nick louckes
nlouckes@chiroeco.com

ACCoUNtANt Brenda Murphy
bmurphy@chiroeco.com

NAtIoNAl ACCoUNt Jeff Pruitt
ExECUtIVES 904-567-1542

jpruitt@chiroeco.com

Janice Ruddiman long
904-567-1541
jlong@chiroeco.com

Robert McWalters
904-567-1548
rmcwalters@chiroeco.com

ADMINIStRAtIVE AND lorie J. Mckown
SAlES CooRINAtoR 904-567-1545

lmckown@chiroeco.com

PRESIDENt/CEo Joseph D. Doyle
jdoyle@chiroeco.com

DIRECtoR oF oPERAtIoNS Anouk Neal
904-567-1546
aneal@chiroeco.com
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5150 Palm Valley Rd., Ste. 103
Ponte Vedra Beach, Fl 32082
Phone: 904-285-6020
Fax: 904-285-9944
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BPA Worldwide Chiropractic Economics’
subscriptions are now audited by BPA Worldwide,
the most dominant global media auditing company
for B2B publications in the world. BPA certifies that
Chiropractic Economics has the highest number of
requested readers in the profession. More doctors of
chiropractic choose to read Chiropractic Economics
than any other BPA-audited publication serving
chiropractic.

Tested in battle
Chiropractic is embraced by
a key demographic.

EDITOR’SNOTE

Daniel Sosnoski, editor-in-chief

A decade of chiropractic progress
A countdown of the past 10 years in chiropractic history.

November 2006 The U.S. Congress passes legislation requiring the
Pentagon to conduct a study evaluating chiropractic care for all members
of the Armed Forces, their families, and reservists.

December 2006 Kent Greenawalt joins Frank Nicchi, DC, at New York
Chiropractic College to dedicate the Foot Levelers Biomechanics Research
Laboratory at the school’s campus in Seneca Falls, N.Y.

January 2007 Christine Goertz, DC, PhD, is named executive director of
the Palmer Center for Chiropractic Research.

February 2007 The Foundation for Chiropractic Progress launches a 30-
second TV commercial featuring chiropractic advocate andMs. Fitness
2006 Sarah Harding on the Fox Sports Network, reaching an estimated
150 million households. Sherman College of Chiropractic makes a $350K
investment to convert to digital radiology. New York Chiropractic College is
awarded a federal research grant of more than $1 million.
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today by removing tobacco products from our
retail shelves further distinguishes us in how we
are serving our patients, clients, and healthcare
providers and better positions us for continued
growth in the evolving healthcare marketplace.”

to learn more about this decision, visit
ChiroEco.com/caremark.

Source: PR Newswire

C O L L E G E N E W S

Northwestern Health
Sciences University enrolls
largest class ever
Enrollment Rx, the leading provider of cloud-
based constituent relationship management
(CRM) solutions for higher education,
announced that Northwestern Health Sciences
University enrolled its largest class in fall 2013.
Despite a nationwide decline in inquiries and
therefore a smaller pool of prospective students,
Northwestern experienced a 30-percent increase
in applications, leading to the university’s largest
enrolled class.

Enrollment Rx contributed to that success by
supporting the staff’s timely communication and
highly personalized engagement with
prospective students.

A leader in natural and integrative healthcare,
Northwestern is faced with a unique challenge,
as students applying for the chiropractic
program, for example, may remain in the
pipeline for up to two years. In response to the
need for more consistent, responsive contact
with students, the university replaced paper
records and disparate spreadsheets with
Enrollment Rx in May 2012.

to learn more, visit
ChiroEco.com/enrollmentrx.

Source: Yahoo! Finance

CHIROECONEWSflash.com

T O P N E W S

Chiropractic ranks second on ‘Forbes’ magazine list
Chiropractic offices were recently second on a Forbes magazine list of the “20 most-profitable
industries and their pretax margins.”

The data for the listing was based on information gathered from January 2003 through January 2011 as
the magazine attempted to determine the “profit-making ability” of small businesses across the nation.

The list was generated with the help of an accounting consultancy and private-company data
provider. The information was gleaned from financial statements from more than 275,000 companies
with revenue under $10 million.

to read this article in its entirety, visit ChiroEco.com/chiroforbes.
Source: Cleveland Chiropractic College, cleveland.edu

F4CP supports holistic approach to a healthy lifestyle
The Foundation for Chiropractic Progress (F4CP) is pleased to support Raising Fit Kids: Healthy
Nutrition, Exercise, and Weight, an educational guide sponsored by WebMD and Sanford Health.
Designed for parents and children, this new resource provides information on how to achieve a
holistic approach to fit living through the practice of better health habits.

“This guide helps to bring greater attention to the importance of physical activity, sound
nutritional approaches, and balanced living for children and teens to achieve better health,” says
Gerard Clum, DC, spokesperson, F4CP. “As an organization of doctors of chiropractic, we fully support
the goals of Raising Fit Kids! Adopting a holistic approach to fit living that includes chiropractic care
can provide additional health benefits and overall improved quality of life. Adopting the strategies
suggested by Raising Fit Kids and the Foundation for Chiropractic Progress can help to successfully
address consequential conditions such as diabetes, hypertension, and heart disease, which are
commonly associated with obesity and poor health.”

For more information on this guide, visit ChiroEco.com/fitkids.
Source: Foundation for Chiropractic Progress, f4cp.org

CVS Caremark to stop selling tobacco at all locations
CVS Caremark announced that it will stop selling cigarettes and other tobacco products at its more
than 7,600 CVS/pharmacy stores across the U.S. by Oct. 1, 2014. The move makes CVS/pharmacy the
first national pharmacy chain to take this step in support of the health and well-being of its patients
and customers.

“Ending the sale of cigarettes and tobacco products at CVS/pharmacy is the right thing for us to
do for our customers and our company to help people on their path to better health,” said Larry J.
Merlo, president and CEO, CVS Caremark. “Put simply, the sale of tobacco products is inconsistent
with our purpose.”

Merlo continued, “As the delivery of healthcare evolves with an emphasis on better health
outcomes, reducing chronic disease, and controlling costs, CVS Caremark is playing an expanded role
in providing care through our pharmacists and nurse practitioners. The significant action we’re taking
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CHIROECONEWSflash.com

Parker University hires
executive director of
Parker Professional
Parker University has appointed Mark Mandell,
DC, as its executive director of Parker
Professional. Mandell, a third-generation
chiropractor and experienced business
developer, will oversee Parker Professional,
which encompasses Parker Seminars, Parker
SHARE Products, and Parker Knowledge,
including continuing education courses and
other professional education opportunities.

“We’re excited to welcome Mark to Parker,”
said Brian McAulay, DC, president of Parker
University. “As a chiropractor and someone who
also has significant experience in business
development, professional education, seminars,
and sales, he’s going to play an important role
as we continue to support chiropractors and
other health and wellness professionals.”

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

Source: Parker University, parker.edu

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

Performance Health
announces acquisition
of Bon Vital’ Inc.
Performance Health, manufacturer and marketer
of TheraBand, Biofreeze, Perform, Cramer, and
Hygenic branded products, recently announced
their acquisition of Bon Vital’ Inc. Bon Vital’ is a
leading formulator, manufacturer, and marketer
of topical products serving the massage therapy
and spa professions.

“Bon Vital’ is recognized for its broad offering
and commitment to superior quality and
performance. Their investments in innovation,
education, and therapist support programs have
resulted in a very strong and loyal customer
base, similar to what we have done with our
Biofreeze, TheraBand, and Cramer brands,”
stated Marshall Dahneke, president and chief
executive officer of Performance Health. “This
common approach and combined commitment
to the massage therapy and spa professions
create a powerful partnership enabling us to
offer more than any other company … more
innovation, more education, more practice
building, more therapist support.

“Strategically, we plan to combine and
leverage the strengths of Performance Health

and Bon Vital’ in the massage therapy and spa
markets through product bundling, cross-
promotions, improved school support, and more
value-added services. In addition, we will
explore opportunities to promote certain Bon
Vital’ products through Performance Health’s
international and retail distribution channels,”
continued Dahneke.

For more information on this acquisition,
visit ChiroEco.com/bonvital.

Source: Performance Health, performancehealth.com

Essential Formulas receives
NSF Certified for Sport
designation
Essential Formulas Inc.’s CHIA OMEGA line
recently earned the NSF Certified for Sport
designation from NSF International.

Scientists at NSF International tested
Essential Formulas’ CHIA OMEGA products to
verify that these products comply with strict
standards of NSF/ANSI 173, the only American
national standard for dietary supplements, which
was developed through a consensus process
involving input from regulatory, industry, sports,
and consumer groups. This included testing to
verify label accuracy and that the product did
not contain any harmful levels of contaminants.

Additionally, to earn NSF Certified for Sport
certification, CHIA OMEGA products were
screened for more than 180 banned substances
such as narcotics, steroids, stimulants,
hormones, and other related substances along
with diuretics and other masking agents.
Essential Formulas’ manufacturing facility also
was inspected to verify compliance with NSF’s
current Good Manufacturing Practices (cGMP)
facility registration program.

to read more about this designation, visit
ChiroEco.com/essentialnsf.

Source: Essential Formulas, essentialformulas.com

A new approach to corporate
wellness takes root with
launch of Cultivate
Building on a rich history in whole food
supplements, Standard Process recently
launched a new business unit to help improve
employee wellness, organizational efficiencies,
and the financial bottom line for companies
through onsite wellness centers led by
chiropractors.

Cultivate by Standard Process will be the first
company of its kind that combines an onsite

chiropractic professional as a part of an
organization’s wellness offering. This expert
serves as the point person in providing core
elements of an effective wellness program to all
employees, including the physical activity,
nutritional, supplemental, and health education.

The concept of a dedicated, onsite
professional is designed to drive innovation in
corporate wellness. It will address both the
ongoing battle of increased healthcare costs for
employers while also supporting long-term
health benefits for employees.

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

Source: Standard Process, standardprocess.com

H E A L T H N E W S

BCM-95 curcumin improves
cancer chemotherapy
treatment
A recently published study has shown that a
special form of curcumin (BCM-95) may
improve cancer treatment, both directly with its
activity against cancer cells, and indirectly by
sensitizing cancer cells to the effects of
chemotherapy.

In a cancer preventative role, BCM-95
curcumin was also shown to reduce cellular DNA
damage that can lead to cancer. [Shakibaei M,
Buhrmann C, Kraehe P, Shayan P, Lueders C,
Goel A. (2014) Curcumin Chemosensitizes 5-
Fluorouracil Resistant MMR-Deficient Human
Colon Cancer Cells in High Density Cultures.
PLoS ONE 9(1): e85397.
doi:10.1371/journal.pone.0085397].

The study involved colorectal cancer cells
that were treated with either 5-Fluorouracil (5-
FU), which is a common chemotherapeutic
agent used for colorectal cancer, or a
combination of 5-FU and curcumin.

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

Source: Dean Drazin Communications
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INFOCUS

WHILE ATTENDING PARKER
SEMINARS LAS VEGAS 2014,
we caught up with the three

largest donors to the Foundation for
Chiropractic Progress (F4CP) for 2013,
and asked them about their reasons for
supporting the F4CP so strongly.

What led you to give so generously to
the foundation in 2013?
Kent Greenawalt, CEO, Foot Levelers
and chairman, F4CP: Well, for me it was
an evolutionary process and it started
at age 7, when I went to swimming
class and the teacher taking roll called,
“Greenawalt?” I raised my hand and
she asked, “Is your dad the quack?”
And I said, “No, he’s a chiropractor,”
and she said, “No, that’s a quack.” From
that day forward I’ve remembered and
that’s why in 2002 I decided to start
the foundation and the giving has been
evolutionary since then.

The point being we can make the
world a better place by letting people
know about the value of chiropractic
and I can’t think of a better investment
you can make for both your business
and humanity than to contribute to the
foundation.

Charles DuBois, president, Standard
Process: I am still very excited about the
foundation’s campaign. Professionally
and personally, I have seen the value of
chiropractic. I believe it plays a key
role in improving a person’s quality of
life. By being a part of a campaign that
educates and encourages the public to
consider and ultimately use chiropractic,
I am doing what I can to be a part of a
solution to improve the quality of
healthcare in our country.

I also think it is important to
support the chiropractic profession.
Standard Process is celebrating its 85th
anniversary this year, and chiropractors

have been a reason for our success since
the start. By being involved with the
foundation, I am helping chiropractors
across the country to build and main-
tain successful practices and position
themselves as leaders in healthcare.

Robert Moberg, president,
ChiroTouch: Really it’s the doctors.
They’ve made the decision to advance
and upgrade their practices, they’ve
really supported our software in a
remarkable way and we feel our
responsibility is not simply to bring
them software but reaching back to
help them find new patients.

As they’ve rewarded us with their
support and trust, we absolutely feel it’s
our commitment and requirement to
give back, and be a responsible vendor
and give back any place we can where
they’ll put the money toward
broadening the name of chiropractic.

And it doesn’t take that much, last
year we sponsored a program that was
half us and half the doctors, we gave
$125 for every doctor who signed up
in the fourth quarter and that created a
nice contribution, so there’s a lot of
people who participated and didn’t
even know that they did. It was a
challenge grant kind of program.

What are some foundation activities
that impressed you during the year?
Greenawalt: You always have to look at
the result. The mission of the founda-
tion is to have positive press for chiro-
practic and last year we received over
31 billion positive impressions for the
profession.

Going forward, the TIPS [Toward
Injury Prevention in Sports] program,
which is a neighborhood marketing-
type initiative, can help the doctors
who become involved not only grow
their practice but educate their

Answer the call
It’s time to step forward and be counted.
BY CHIROPRACTIC ECONOMICS STAFF

Kent
Greenawalt

Charles
DuBois

Robert
Moberg

Continued on page 68
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WITH THE PATIENT PROTECTION
AND AFFORDABLE CARE ACT

(PPACA) stressing wellness
care, chiropractors have the opportunity
to offer preventive services and reverse
the downward spiral in the nation’s
health.1 All providers have some ability
to detect and prevent chronic, debili-
tating, and costly diseases associated
with an aging population. They can
identify comorbidities, decrease
mortality, and reduce healthcare costs.

Furthermore, the Council on
Chiropractic Education (CCE) has
implemented standards of health
promotion and wellness.2 The wellness
provider needs such tools to proactively
identify and advise patients at risk,
refer to appropriate providers and
resources, and screen and refer patients
with clinical indications necessitating
further investigation.

Colorectal cancer
Colorectal cancer (CRC) is the second
most common cause of cancer-related
death and the third most common
cancer worldwide.3,4 CRC often results
from poor health habits (and the
Western lifestyle in particular),5 which
is also increasing the general cancer
burden in developing countries.6

Many CRC risk factors have been
identified, including red meat,
processed meats, alcohol use, obesity,
and abdominal fat. Consequently, risk
reduction strategies include exercise,
increased fiber intake, and possibly
garlic, milk, and calcium consumption.7

CRC is difficult to diagnose in the

early stages because its symptoms may
be insidious and attributable to other
health issues. Inadequate screening
occurs in the highest at-risk demo-
graphic (those 50 to 75 years of age)
with approximately one in three not
being screened at all.8

Despite inadequate screening rates,
death rates for CRC are declining.9
Still, with serious symptoms frequently
not manifesting until advanced stages,
early CRC detection is necessary to
ensure a more favorable outcome.10

Several patient characteristics increase
the likelihood of screening, such as
higher education, insurance coverage,
and regular care providers.11 Other
demographics do not fare as well and
are frequently not screened until later
stages, which increases both costs and
mortality rates.

CRC survival rates improve with
early detection. The stage of CRC when
detected determines the survival rate.
The stages are as follows, where the
cancer:

Stage 0: Is only in the innermost lining
of the colon or rectum.

Stage I: Has not spread beyond the
inner wall of the colon or rectum.

Stage II: Has spread into the muscle
wall of the colon or rectum.

Stage III: Has spread to one or more
lymph nodes in the area.

Stage IV: Has spread to other parts of
the body, such as the liver, lung, or
bones. This stage does not depend on
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Ounce of
prevention
The chiropractor can play
a vital role in colorectal
cancer prevention and
detection.
BY JOHN H. RIGGS , I I I , DC , FACO

RESEARCHRESULTS
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RESEARCHRESULTS

how deep the tumor has penetrated or if the disease has
spread to the lymph nodes near the tumor.

Stage I has a 75-percent survival rate, whereas stage IV
has a 6-percent five-year survival rate. However, stage III
with metastasis to the nodes is still considered curable.12

Screening
It is imperative to understand and look for red flags and risk
categories that necessitate screening and follow-through by
taking a thorough medical history. In general, there are
three major causes that should be considered for screening:
lifestyle risks, heredity, and wild genetic mutations.

Awareness of these factors can help patients fend off
potentially devastating, costly, and life-threatening health
problems. Look for the following in the medical history to
help reduce mortality.
�Age demographic of 50 to 75 years of age. (Nearly 80

percent are diagnosed after age 55.)
�Lifestyle concerns: obesity, smoking, drinking, sedentary

lifestyle, and red meat consumption.
�Red-flag warnings: persistent or worsening constipation,

diarrhea, blood in stool (hematochezia), rectal bleeding
(rectorrhagia), changing stool character, anorexia,
ulcerative colitis, polyps (adenomatous overgrowth), rectal
pain, and Crohn’s disease.

�Family history of CRC.

Studies have shown that screening allows precancerous
adenomatous polyps to be removed, and for CRC to be
identified and treated in the early stages, which reduces
mortality. It also allows for better risk prediction, improved
preventive strategies, and identification of at-risk individuals.13

CRC develops via a series of alterations in suppressive
genes over 10 to 15 years before adenomas (polyps) develop
into carcinomas.14 This long period allows for numerous
screening opportunities and life-saving interventions.

There are various screening tools to consider, such as fecal
occult blood testing (FOBT), sigmoidoscopy, and colonoscopy.
If used with an at-risk demographic, these exams are effective
in detecting adenomatous polyps and early-stage cancers.15

Routine screening is discouraged in the 76-to-85 age range
and is not recommended above age 85. Some screening tools,
namely fecal DNA testing and CT colonoscopy, are not
recommended due to insufficient evidence of their efficacy.
Screening risks are minimal for FOBT and increase for
sigmoidoscopy and colonoscopy, especially with older
patients. The U.S. Preventive Services Task Force (USPSTF)
recommendations include
�Annual high sensitivity (specificity 90 percent-plus) FOBT
�Flexible sigmoidoscopy — five year intervals with three-

year FOBT
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�Colonoscopy — 10-year intervals (direct visualization
preferable)

Prevention
You can serve as a conduit to proper screening and treatment
for those patients who fall into the non-screened risk groups
and exhibit red flags that require further investigation. By
being aware of screening recommendations and vigilant to
recognize risk factors you have the opportunity to help
patients ward off potentially devastating, costly, and life-
threatening health problems.

An opening also exists for dietary counseling as a
preventive measure for at-risk populations. Dietary
recommendations include increasing fiber and avoiding
excessive consumption of red meat, animal fats, processed
meats, sugar, and alcohol. Other lifestyle considerations
include counseling patients to increase physical activity and
dietary fiber, avoid smoking, and lose weight. Unfortunately,
dietary recommendations are mainly observational with
little research support.

Non-steroidal anti-inflammatory drug (NSAID)
consumption may decrease polyps, or regress existing
polyps; however, daily NSAID consumption poses
numerous other health risks and is not recommended.

Treating CRC and metastatic CRC patients requires
awareness of treatment side effects and the patient’s physio-
logical needs. Chemotherapy, radiation, and surgical
intervention result in numerous clinical, nutritional, and
other health considerations.

CRC treatment protocols are extremely challenging to a
patient’s health. Decreased appetite and anorexia, cachexia
(wasting), peripheral neuropathy (caused by oxaliplatin),
pain, infections, and nausea are just a few of the side effects.

Other considerations include metastatic extension to
other organs and bones. Osteopenia from chemotherapy or
radiation increases spontaneous fracture risk. Strive for at
least a basic understanding of the chemotherapy drugs in
use and how they affect a patient. Your awareness of the
stages of disease progression can help you identify cases that
require medical intervention.

You may also have the opportunity to help with pain
management and nutritional support. Although cachexia
cannot be reversed in cancer patients, early nutritional
support in consultation with oncologists may help the patient
maintain body weight and energy longer in the early phases.

Low-force manipulative methods and soft-tissue
manipulation may help patients with temporary easing of
their pain from long periods of inactivity and
hospitalization. Therapy modalities are not advised in
cancer locations and awareness of therapy contraindications
is important. General wellness counseling may help patients
with coping skills. Patients not coping with their disease
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should be referred for psychological or
psychiatric intervention and may
require depression and anxiety
medication.

Speed is essential
The graying of Americans and the
diseases concomitant with an aging
population place wellness and
awareness of risk factors at the
forefront. For example: A patient I
know was diagnosed with stage IV
CRC in March 2013, at age 30. The
cost of the first week in the hospital
was $72,000, with current totals more
than $500,000 and rising. One stint in
the hospital for two weeks was
$172,000 alone.

Aging also increases the prevalence
of comorbidities. Healthcare cost
reduction efforts require diligence in
identifying and screening at-risk
patients to reduce costs associated with
late detection of high-cost diseases.

JOHN H. RIGGS III, DC, FACO,
is a board-certified chiropractic
orthopedist and a certified laser
practitioner. He practices in
Midland, Texas; is appointed to

the Texas Board of Chiropractic Examiners;
and has published numerous articles in
professional journals. He also teaches
university online classes in human resources
management for healthcare administration.
He can be contacted at 432-570-8792 or
through drjohnriggs.com.
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PRACTICECENTRAL

IN A NATIONAL SURVEY, CONSUMER

REPORTS ASKED 1,000 AMERICANS

to rate typical complaints about
doctors on a one-to-10 scale, with one
meaning “am not bothered at all”
and 10 meaning “am bothered
tremendously.”

Before reading further, which
complaint about doctors would you
guess received the highest rating?

Seminar audiences often guess
“waiting,” or “inconvenient office
hours.” They’re indeed bothersome to
people but not as much as an “unclear
explanation of the problem,” which was
number one on the list of patients’
gripes (reaching a score of 8.3 on the
one-to-10 scale).

Other complaints included being

“rushed during the office visit” (7.8);
“long wait for the doctor in the exam or
waiting room” (7.6); “inconvenient office
hours” (6.5); and “doctor takes notes
on device, not looking at patient” (6.2).

Action steps: To get a handle on
patients’ complaints — if any — about
your office, ask your staff and especially
your receptionist for any feedback
they’ve heard from patients.

To go even further, have your
receptionist ask patients as they are
paying the bill at the conclusion of
their visits, “How did everything go
today?” When asking such a question,
it’s important to hold eye contact with
the patient and look genuinely
interested. Otherwise, the patient may

not attach any importance to the
question and simply say “fine.”

Your receptionist is sure to hear
compliments and, very possibly, some
of the above complaints. Both types of
feedback are useful in the pursuit of
practice growth.

The teach-back technique
Let’s tackle the number-one patient
complaint: “unclear explanation of the
problem.” Lack of understanding may
cause patients to delay or decline
treatment. In the case of home-care
instructions, this could even lead to
non-compliance.

One approach to dealing with this
communication gap is the teach-back
technique recommended by consultant
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Patients’ problem with doctors
If patients delay or decline treatment, there may be a good reason.
BY BOB LEVOY
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PRACTICECENTRAL

Wendy Leebov, EdD, and pulmonologist
Carla Rotering, MD, in their 2012 book,
The Language of Caring Guide for
Physicians: Communication Essentials
for Patient-Centered Care.

To determine what patients under-
stand, the authors suggest asking open-

ended, not short yes/no questions. For
example: If you ask “Is that clear?” or
“Do you understand?” many people
will say “yes” even if it isn’t clear
because they may feel rushed or perhaps
guilty about taking more of your time.
Or, they might be afraid of appearing

unintelligent. Others will say “yes”
because they think they do understand
(when in fact they don’t).

What Leebov and Rotering
recommend instead is to ask patients
to repeat, in their own words, their
understanding of what they heard you
say. They suggest that as you ask, try to
sound supportive and non-threatening,
so your patients don’t feel tested or
embarrassed. The following examples
illustrate the point.
�“I want to be sure I’ve explained this

well. At this point, what’s your
understanding of your condition?”

�“I want to be sure I’ve been clear.
What do you understand to be the
most important thing to do when
you get home?”

�“Mr. Simpson, I bet when you get
home your wife will ask what we
talked about today. What are you
going to tell her?”

Then listen to what the patient says;
clarify any information gaps or misun-
derstandings, and tactfully check their
understanding again.

For example:
�“Yes, and I just want to emphasize

one important thing I might not
have explained well enough ...”

Leebov and Rotering say that if a
visit ends and the patient is left with
the impression that she has understood
your explanation or home-care
instructions, but in fact hasn’t, then she
will not comply with your recommen-
dations or instructions.

Takeaway lesson: “The biggest problem
with communication,” said George
Bernard Shaw, “is the illusion it has
been accomplished.”

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.

Ask patients to repeat, in their own words, their
understanding of what they heard you say.
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Reap the rewards of determining
your practice’s target market.

BY KATHY SIMPSON

Spotlight on
specialization
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THINKSTOCK

Depending on
where you look,
whom you ask,
and what you’re

doing, the word “specialist”
can be defined a number of
different ways.

So when the question, “Are DCs
specialists?” gets asked, don’t be
surprised if it’s met with a few blank
stares.

To the healthcare industry, the
answer would likely be “yes”. But
within the chiropractic profession,
there’s a growing distinction between
those who generalize and those who
advance their skills in fields ranging
from neurology and nutrition, to
sports, rehabilitation, and pediatrics.

Twenty to 30 percent of the
American Chiropractic Association’s
(ACA’s) active members are in one or
more of its 12 specialty councils,
according to Keith Overland, DC,
CCSP, president of the ACA. This is a
positive trend for patients seeking
specialty-trained clinicians who offer
natural, non-invasive alternatives to
conventional medicine.

For DCs, specialization can also
mean helping patients with special
needs and boosting your business, too.

“Specializing makes you more
competitive,” says Overland, who has a
private practice in Norwalk, Conn. “It
sets you apart from others, gives you a
niche you hope to fill for a certain target
population. Patients will choose the
most highly skilled professional in that
area. The greater your skill level, the
greater the likelihood.”

What are the options?
There are many opportunities to
specialize and a growing number of
ways to earn specialist credentials.

Many chiropractic colleges offer
master’s programs in such fields as

acupuncture, nutrition, sports health,
and radiology. The ACA also recognizes
and offers diplomate-level certification
in 12 areas of specialization. (See page
30.)

Of special note is integrative
medicine, the latest addition to the
ACA’s specialty councils. It represents a
significant step forward in recognizing
the potential for chiropractors to join
forces with other healthcare providers
in a multidisciplinary or integrated
practice.

“General chiropractors have tremen-
dous opportunities here,” Overland says.
He cites primary care centers, military
bases, hospitals, and spine clinics as
places with potential for collaboration.
The goal is “to integrate what we all
know to attain the best possible
healthcare.”

But many other specialty practices
can also complement chiropractic’s
natural model of healthcare. For
example: spinal decompression, massage
therapy, and weight-loss programs.

Longevity management medicine is
an emerging field that is also gaining
attention. Endocrinologist and longevity
medicine expert Natalie Chekalska, MD,
PhD, chief of the anti-aging department
at the Ana-Cosmo clinic in Kiev,
Ukraine, describes it as a preventive
approach to helping healthy people
stay healthy and youthful as they age.

Choosing your specialty
But with so many options, how do you
choose?

1. Follow your interest. More often
than not, a specialty will find you
rather than the other way around.

“You can grow your practice
however you want,” says Elise Hewitt,
DC, DICCP, CST, FICC, president of
the ACA Pediatrics Council, “but the
best way to choose is by your interest.
If it really lights you up and you’re
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really good at what you do, you’ll attract patients.”
Hewitt speaks from experience. Pediatrics, especially

newborn babies, is her specialty and her passion, and the
exclusive focus of her practice, Portland Chiropractic Group
in Portland, Ore.

2. Take your time. A special interest can often take a little
time to reveal itself. For students and recent grads, Hewitt
suggests holding off on making a decision until you’ve got a
little practical experience under your belt.

“Get a sense of what it’s like to see a patient through to
the completion of their care and what it means to run a
business,” Hewitt says. “At that point, your interest may have
been piqued.”

Don’t let income potential be the deciding factor. Put the
patient first and foremost in your decision-making process,
Overland says. Income is a consideration but it’s secondary
to patient needs.

3. Don’t dabble. “There’s a difference between dabbling
and mastery,” says John Hayes, Jr., DC, DABCO, CEO of
Perfect Practice Web. Decide you’re going to become a
master in your selected niche and become one.

And mastery is unquestionably essential if you’re going to
grow a reputation in your specialty area.

“The more you do one thing, the better you get at it,” says
Anthony DiCesaro, DC, owner of Whitehall Health Centre
and Laser Spa, a multidisciplinary practice in Whitehall, Pa.

Meet the experts
Keith Overland,DC, president of the American
Chiropractic Association, owner of Norwalk
Chiropractic in Norwalk, Conn.
acatoday.org and norwalkchiropractic.com

Natalie Chekalska,MD, PhD, endocrinologist, chief of
the anti-aging department at Ana-Cosmo clinic in
Kiev, Ukraine.
anacosmo.ua

Elise Hewitt,DC, DICCP, CST, FICC, president of the
ACA Pediatrics Council, co-owner of the Portland
Chiropractic Group in Portland, Ore.
acapedscouncil.org and
portlandchiropracticgroup.com

John Hayes, Jr.,DC, DABCO, CEO of Perfect Practice
Web, owner of a private practice inNorwell,Mass.
perfectpracticeweb.com and neuropathydr.com

Anthony DiCesaro,DC, owner ofWhitehall Health
Centre and Laser Spa inWhitehall, Pa.
whitehallhealthcentre.com

Robert Lupo,DC, owner of Physical Medicine Center
in Tampa, Fla.
mybackinplace.com
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“Do one thing and do it well. Support
your staff in doing other things well.”

Finding success
The path to specialization is different
for everyone, but it generally involves
equal parts passion, commitment, and

determination. And our experts are
proof.

Help for neuropathy patients. Hayes,
who has a private practice in Norwell,
Mass., immersed himself in the study
of neuropathy in 2003, when he
learned of the millions of people in
the U.S. who are debilitated by the
condition.

“Chiropractors were telling me they
were seeing higher numbers of
neuropathy patients but they weren’t
getting better,” Hayes says. “There are
25 to 45 million patients with
neuropathy; 100 million with chronic
pain. It’s an enormous segment of our
society.”

The causes of neuropathy include
diabetes, chemotherapy, and Lyme
disease — all of which are on the rise
in the U.S.

Hayes spent years in research and
working with neuropathy clients,

eventually pulling his knowledge and
experience into a comprehensive
treatment program that can be
customized to each individual patient.

He’s also taken it a step further by
sharing his protocols with DCs and
other healthcare providers who treat or
wish to treat neuropathy patients in
their own practice. “We’ve seen so
many miracle cases,” he says.

Weight-loss technology. DiCesaro, who
specializes in chiropractic rehabilitation,
is also a technology enthusiast and an
early adopter of laser weight-loss
therapy. He loves gadgets and physics,
even going so far as to create his own
device.

“It’s definitely a niche,” he says. But
it’s one he enjoys. “It’s fun. We do it for
a fair price, and thousands of patients
are extremely happy. Everyone wants
to do weight loss now. Why not do it
well?”

ACA-recognized
specialties
1. Diagnosis and internal disorders
2. Occupational health/ergonomics
3. Rehabilitation
4. Diagnostic imaging
5. Acupuncture
6. Nutrition
7. Orthopedics
8. Forensic sciences
9. Clinical neurology
10. Sports
11. Pediatrics
12. Integrative medicine
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Multidisciplinary collaboration.
According to Robert Lupo, DC,
growing his multidisciplinary practice,
Physical Medicine Center in Tampa,
Fla., was just a natural development.

When he started his practice in 1987,
he offered general chiropractic services,
but things quickly evolved to spinal
decompression, then massage therapy,
and eventually breakthrough tech-
nologies in the fields of nutrition,
addiction recovery, and bio-identical
hormone replacement therapy. He has
a number of specialists on staff —
including a medical doctor.

“We’ve figured out how to integrate
alternative and traditional healthcare,”

Lupo says, and the many different
treatment modalities and tools at his
practice’s disposal have led to greater
success treating patients.

His decision to purchase a decom-
pression table, for instance, was driven
by both demand and opportunity.

“It was a big investment,” he says,
“but I’ve been able to treat and retain
many patients who would have been
headed for surgery. We’ve had it so
long I don’t know how we could do
without it.”

Training is essential
Once you’ve homed in on a specialty
that interests you, start raising your

skill level to expand your treatment
protocols. Advanced training is
essential.

“Training is all about protecting the
public,” Hewitt says. “It helps ensure
that those who call themselves
specialists really have the knowledge
and the skills.”

So before settling on a course of
study, do your homework, Overland
says. Investigate how extensive the
program is. Do you want a master’s
degree, diplomate credentials, or will
you be happy with a certificate of
attendance?

Make sure you know who is
approving the course: Is it the owner of

General chiropractors have tremendous opportunities to join forces with the
rest of the medical community through residencies, hospitals, veteran
affairs — collaboration that integrates what we all know to attain the best
possible healthcare.
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a technique? A college? Also, verify
that the course is properly certified
through the Federation of Chiropractic
Licensing Board’s Provider of
Approved Continuing Education.

According to Overland, three levels
of post-graduate training are generally
available: weekend or evening
programs that give hours but not
credentials, one-year certificate
programs with 100-plus hours in the

classroom plus hands-on work, or
diplomate programs with 300 to 400
hours of coursework that is completed
over a three-year period.

Practical matters
So you’ve got your inspiration, but are
you ready from a business standpoint?
Before you make the leap into a
specialty practice, make sure your core
business is solid.

“You don’t want your stream of
income to change because you
specialize,” DiCesaro says. “Consider
how specialization will change the rest
of your practice.”

Also be prepared financially with
ample funding. “Save up and work
yourself into the investment in a smart
way,” Lupo says. Anticipate the costs of
training, equipment, advertising, and
staff.

Another practical consideration is
marketing. Before you put your plans
in place, familiarize yourself with the
rules and regulations that govern
industry advertising, Overland says. It’s
easy to over-promote, and you can
wind up in hot water for overstating
your experience or pushing the
boundaries of your license.

Getting the word out
Spreading the word about your specialty
can take many forms — from traditional
advertising to simple networking, but
education is the key to building a solid
patient base, Hewitt says, especially for
a chiropractic specialty.

“The better you do at educating, the
quicker your practice will grow,” she
says. Meet with groups that are involved
in your specialty area and talk with
them about how chiropractic can help.

Make sure the medical community
knows what you do and why, DiCesaro
says. Talk with civic organizations and
other chiropractors, and try different
ways of reaching out to the lay
audience.

Overland says there’s no better way

There are 25 to 45
million patients with
neuropathy [in the
U.S.], 100 million with
chronic pain. It’s an
enormous segment of
our society.
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to market your business than getting
involved in your own community. For
example: If you specialize in sports
chiropractic, join the YMCA or a local
sports team. Share your skills as a
volunteer.

“Show through your work how
effective you are and you will never
have a lack of patients,” Overland says.
“That’s what built my practice.”

Maintaining your practice
You’ve launched your specialty, but
now what?

Give yourself a good three to six
months before evaluating your success,
Lupo says, and then adjust as required.

Don’t lose yourself in your specialty.
For some chiropractors, their specialty
becomes their sole area of focus, but
for the majority this is not the case,
Overland says. In order to keep your
business thriving, maintain your
general practice.

Continue learning — it’s vital for
your practice. “You need to stay on top
of things all the time,” Lupo says. “You’re
never really at the pinnacle. You always
need to be looking for new ways to help
your patients and to make your
practice better.”

Be fair, honest, and consistent with
your patients. Go above and beyond.
Do everything you can to help them
with their conditions.

And perhaps most importantly,
remember to have fun at the same
time. “Specializing can make practice
really enjoyable,” Hewitt says. “You get
to see the patients you love all day,
every day. You’re able to follow your
passion, and that enhances your
practice.”

KATHY SIMPSON is an
independent writing and editing
professional in Hartford, Conn.,
and the owner ofWriting Matters.
She has written for The Hartford

and specializes in small businesses. She can
be contacted at simsoka@att.net or through
smallbizahead.com.
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WELLNESSAPPROACH

CENTURIES BEFORE CHIROPRACTIC

CAME INTO EXISTENCE, A TRAVELER

came upon three stonecutters,
each working hard with sweat pouring
off his brow. Each was asked, “What
are you doing?” The first answered
without hesitation, “I am cutting this
stone.” The second one answered, “I
am building a wall.” The third man
looked up, eyes sparkling with intent
and purpose, and replied, “I am
building a cathedral.”

Each stonecutter was doing the
required work to build a cathedral, but
only one saw himself as an integral
part of the bigger picture and worked
with a vision. You are a chiropractor.
But what are you doing? Are you using
your skills to adjust patients and build

a practice, or are you “building a
cathedral”?

Building cathedrals is a noble,
lifelong task. In medieval times,
cathedral workers rarely expected to
see the results of their work because it
often took decades, if not centuries, to
complete a project. As a chiropractor,
to build something greater than what
your eyes see begins with a profound
dedication to your profession. This is
not for the faint-hearted. You want to
see the potential for each “individual
stone” within the scope of the bigger
picture. Finally, it takes precision to cut
the stone to fit into a predetermined
part of the whole.

Cathedrals were historically built to
reflect a society’s faith and channel its

creative energy. In a similar way, to be
a chiropractor and build something
more than a practice means seeing you
are part of a bigger picture.

You are dedicated to the profession
and called to be part of a task greater
than yourself. This belief can transform
your practice into a cathedral in which
your patients become masterpieces.

Each patient is a unique individual
needing the wisdom and skills of chiro-
practic to reveal the masterpiece within.

“Many have the eyesight of a hawk and
the vision of a clam.” — B.J. Palmer

Beyond knowing a patient’s name and
the location of each spinal subluxation,
you need to see your patients as whole
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What are you building?
Are you filling your practice with patients or
creating a cathedral with masterpieces?
BY DICK VERSENDAAL, DC , DACBN, AND DAWN VERSENDAAL-HOEZEE
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WELLNESSAPPROACH

beings made up of body, mind, and spirit. Hear their stories,
know their hearts, so your chiropractic hands can do the
careful work of restoring, maintaining, and promoting tone
so all the cells vibrate at their proper frequency. This is
vision: the ability to see what is invisible to others.

In the 1400s, a large block of marble was found abandoned
in a cathedral courtyard. Over the years, several sculptors
had attempted to create something with the piece, but
found it flawed. Yet with this “flawed” piece, Michelangelo
saw something greater and used his sculpting skills to reveal
to us the famous statue of David.

“In every block of marble I see a statue as plain as though it
stood before me, shaped and perfect in attitude and action. I
have only to hew away the rough walls that imprison the lovely
apparition to reveal it to the other eyes as mine see it.” —
Michelangelo

Some patients will have been abandoned by other health
professionals, yet a thread of hope keeps them going. To
bring them wellness you must know them and have a vision
that sees them “perfect in attitude and action.” That is both
a physical and an emotional vision for the patient as a
masterpiece.

You might begin by asking, “What can I do to make you
happy?” Don’t be surprised if the answer seems to have
nothing to do with the patient’s pain or health issue, e.g., I
would be happy if my son would get a job. I would be happy
if I became a grandparent. I would be happy if my best friend
didn’t have to deal with cancer.

To know a patient is to know his or her heart. To know
the heart is to uncover the root of those things that can
cause health issues.

Using D.D. Palmer’s Triad of Health, you can use your
skills to hew away stone and reveal your patients as
masterpieces. Wellness is a body with balanced emotions
(thought), nutritional chemistry (toxins), and structures
(trauma). Imbalances in any of these areas need to be
uncovered and addressed.

Many chiropractors focus on the structural aspect of the
triad, yet so much more can be done. If the root cause of a
subluxation is not addressed, the body will continue to
subluxate.

B.J. Palmer taught that a subluxation was like a jack on
the bumper of a car with a flat tire. You must first fix the
problem before you remove the jack. Recurring subluxations
can be due to nutritional imbalances, emotional imbalances,
or structural imbalances in a different area in the body.

The structural body (trauma)
Structural imbalances can cause dis-ease, by way of the
vertebral subluxation complex (VSC). Even with regular
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precision adjustments, a patient’s spine
may continue to subluxate as it
compensates for an imbalance in
another area.

One of the most common sources of
imbalance is the feet, which function
both as shock absorbers and as energy
pumpers. When in balance, the feet
create a foundation of ease when we
walk. When out of balance, the
internal structures twist and experience
stress. And when the feet move freely,
they support the heart by continually
pumping energy up and around the
body.

Another common structural
imbalance stems from the hip sockets.
The right hip socket is energetically
connected to the heart and the left hip
socket is connected to the brain.
Structural issues in either location will
require the heart or brain to compensate
and eventually result in symptoms and
syndromes manifesting in those areas.

The nutritional body (toxins)
Toxins are a component of VSC, too.
Our food choices are poor, our environ-
ment is inundated with pesticides,
chemicals, and electromagnetic radia-
tion from cellphones and computers.
Our bodies are stressed and using up
the nutritional reserves that are needed
to promote healing. To get the nutri-
tional resources we need from the food
we eat is a difficult task.

A healthy selection of high quality,
natural, and organic foods is optimal.
With diligence, wellness may be restored
and maintained in this manner. For
many, however, the expense, time, and
effort to do this creates even more
stress. Nutritional supplementation is
often necessary to support the body so
it can heal itself.

Even in this area, providing for exact
nutritional needs can be problematic.
One can easily have an inventory of
hundreds of different products, each
one for a different organ, symptom, or
syndrome. This does not have to be
the case if one focuses on the main

systems and backup systems of the
body. There are high quality nutri-
tional formulas available designed to
support specific systems and their
backup systems so minimal inventory
is needed.

The emotional body (thought)
Another component of VSC is auto-
suggestions and emotions. Life is filled
with pain and stress — and no one

gets by unscathed. Even if someone
thinks he or she has dealt with certain
issues, sometimes the cells continue to
spin in an unhealthy frequency. This
imbalance leads to dis-ease.

Counseling, coaching, a listening ear
along with nutrition, essential oil, and
specific spinal adjustment support will
enable the body to release the pain and
ease cells back into a healthy spin and
frequency.



38 C H I R O P R AC T I C E CO N O M I C S • MARCH 1 1 , 2 0 1 4 C H I R O E CO . CO M

WELLNESSAPPROACH

A unified whole
The body wants to maintain home-
ostasis (wellness). One must only “hew
away the rough walls that imprison the
lovely apparition.” Sometimes the body
requires a specific adjustment.
Sometimes it requires a specific nerve
energy technique to balance the
nervous system. Sometimes it needs
specific nutritional adjustment.

A master chiropractor will use the
needed techniques and tools to reduce,
stabilize, and correct the imbalances
that cause the symptoms of illness and
VSC. A master chiropractor is
committed to building a cathedral by
working to reveal each patient as a
masterpiece displaying their full
wellness potential.

One chiropractor sees a patient,
another sees a masterpiece. The
difference is vision.

DICK VERSENDAAL, DC, DACBN,
is a pioneer of chiropractic who
studied under B.J. Palmer at Palmer
College of Chiropractic. He is the
creator of Contact Reflex Analysis.

DAWN VERSENDAAL-HOEZEE
is the owner of CRAWellness.
Visit CRAwellness.com and
VerVitaProducts.com to learn
more.

Quick Tip
Fiber makes a difference
Most patients need to compensate
for the fiberless processed foods,
meat, and dairy that are in the
typical diet. Two top sources of
soluble fiber are psyllium seed
husks and freshly ground organic
flaxseed meal. One tablespoon of
psyllium each day or 1.5
tablespoons of ground flax in the
morning and evening with juice will
keep your patients regular. Flax also
provides omega-3 essential oils.

—The Baseline of Health Foundation
JonBarron.org
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MARKETINGMATTERS

WITH CONVENTIONAL

HEALTHCARE IN SOMEWHAT

of a crisis, now is a great
time to be in natural healthcare.

The U.S. medical model has typically
resembled that of a car repair shop.
When something on the body breaks
or malfunctions (the car’s red warning
light), you visit the doctor (mechanic)
who either operates on it (to repair,
replace, or remove the malfunctioning
part) or prescribes drugs (which often
simply mask the underlying problems).

The public knows there are potential
problems with prescription medication.
They have more access to information
than ever before, and they are looking
for alternative options. This is your
chance to stand out from the crowd —
and specialize.

Most people think about

specialization as an “exclusion.” A
specialist excludes everything but one
or two areas of focus. Even the word
“specialization” can have a negative
connotation.

But instead of specializing in an
exclusive way, try specializing in an
“inclusive” manner. Think of it this way:
In order to help the whole person, you
must be able to see the whole person.

Patients then have to fill out an
appraisal of their body, and are required
to answer questions regarding their
lifestyle, body, mind, and emotions. As
a doctor, you are a partner on the the
patient’s journey to better health — but
you’re not a mind reader. Without
including all of that information in the
health assessment, how could you
possibly begin to help them? If they
know you’re committed to helping,

they will happily comply.
Once you have all the intake

information, what do you do with it?
As a chiropractor, you understand

the profound healing difference that
correcting spinal subluxations and nerve
interferences can make. You know
nutritional supplements and lifestyle
changes can also pay huge dividends in
helping patients at the deepest levels.
You are committed to educating your
patients and taking them beyond the
“car repair” mentality.

Another opportunity to stand out
from the crowd is by offering
homeopathic solutions.

Homeopathy has been shown to
produce profound changes in healing
and symptom relief. Homeopathic
medicines have even been known to
heal permanently.
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Specialize to include more patients
Consider adding homeopathy to your practice
and discover new ways to stand out.
BY FRANK KING, DC, ND
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Homeopathic remedies have always been shown to
correct at the deeper levels where the hands of a chiro-
practor cannot reach.

They are created with natural substances from the plant,
animal, and mineral kingdoms. And homeopathy is based
on the principle of “likes are cured by likes,” also known as
the “law of similar.” This is the same premise on which
vaccines and allergy desensitization treatments are based.

In other words, that which causes symptoms in a healthy
person will also cure someone ill who is exhibiting those
symptoms. And, if that substance goes through the homeo-
pathic process of serial dilutions and succussions (vigorous
shaking), the medicine will be both potent and nontoxic.

For example: Everyone knows the symptoms of
Toxicodendron radicans, or poison ivy. The plant’s oils cause
intense itching, fluid-filled vesicles, and rash. But it can also
affect one internally, causing listlessness, sadness, and even
suicidal ideation. It can cause apprehension at night, and
extreme restlessness — even delirium.

Long before the American Medical Association was
established, homeopaths were the first to devise and carry
out double-blind, placebo-controlled drug trials. For the
past 200 years, homeopaths have carefully tested hundreds
of natural ingredients from the plant, animal, and mineral
kingdoms. They also recorded the symptoms of illness at all
levels: physical, mental, and emotional.

After preparing these natural substances to homeopathic
standards, homeopaths found that these remedies safely
corrected symptoms on multiple levels, just as chiropractors
know what can happen with spinal corrections.

Today, the U.S. Food and Drug Administration (FDA)
recognizes homeopathic medicine as a specialization in a
class of its own, i.e., “natural medicine.” Note that nutritional
and herbal supplement manufacturers are not permitted to use
the word “medicine” in relation to their products. Additionally,
nutritional and herbal products cannot legally list health
claims on the label. But homeopathic medicines can.

Because they have been safely used around the world for
more than 200 years, the FDA recognizes the approximately
1,300 ingredients listed in the Homeopathic Pharmacopoeia
of the United States.

This specialization is worth your time to explore. Consider
“including” not “excluding” homeopathic medicine and see
what a difference it can make for your patients and your
practice.

FRANK KING, DC, ND, a nationally recognized researcher,
author, and lecturer, is the founder and director of King Bio,
an FDA-registered homeopathic manufacturing company in
Asheville, N.C. His Physician’s ReferenceManual,which
outlines how to easily incorporate homeopathy into your

practice within days can be downloaded at SafeCareRx.com. He can be
reached at 866-298-2740 or ProCSR@SafeCareRx.com.
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MARKETERS FOR CHIROPRACTORS

AND OTHER PROFESSIONS

looking to get a handle on
social media as a promotional tool
have found an easy solution: integrate
the medium into existing email-
marketing programs.

Specifically, these pioneers say a little
creative contact with current and
potential customers on social networks
like Facebook and Twitter can add new
muscle to tried-and-true email.

For example: Companies like
StrongMail1 and GreenArrow2 enable
chiropractors to match email addresses
in their databases with top influencers
— people who have a lot of active
friends online — and then reach out to
them with rewards, offers, and word-
of-mouth promotional programs.

A number of marketers have already
used these types of programs to invite
influencers to alert their Facebook
friends about discounts and

promotions, and then give rewards to
those influencers who generate the
most conversions in terms of referred
sales or other desired actions.

“The real value of social media
marketing is to move beyond merely
listening, to start driving actual
revenue,” says Paul Bates, managing
director at StrongMail.

Granted, you need to tiptoe lightly
between being seen as reaching out to
socially active customers as opposed to
invading their privacy. But the ability
to monitor practically every public
move a person makes on the Internet
can already be discovered — and then
turned into a marketing opportunity.

In fact, some of the more sophis-
ticated programs now offer marketers
dashboards they can use to create,
monitor, and manage integrated
campaigns across digital media,
including email, social, mobile, and
the Web.

The interactive marketing hub
Companies like ExactTarget,3
Responsys,4 and Hootsuite5 offer social
modules that enable you to manage
multiple Twitter and Facebook accounts,
track conversations, schedule posts,
and more, all while monitoring the
activity with analytics and reports.

Some packages let you create, design,
and deploy static, interactive, or socially
enabled landing pages to support
marketing campaigns. And still other
modules offer enhanced interactivity
and monitoring via email and mobile.

For some, this fusion of email
marketing and social media seems
inevitable. One study found that active
social networkers are also likely to be
avid email users.6 Among its findings:
Slighty more than 40 percent of social
networkers check their email four or
more times a day, compared to 30
percent of those who don’t socialize
online.
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Soup up
your marketing
with social media
Taking advantage of the new tools available makes it easy.
BY JOE DYSART
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Winning strategies
As this technology becomes main-
stream, here are some strategies you’ll
find marketers already using to combine
email and social media, either by using
pre-configured programs, or putting
together applications of their own.

Don’t forget the links: This is step one
and should be a part of every email
and social marketing campaign. This
can be as easy as adding links to your
key social networks in your emails,
including your Facebook, Twitter, and
YouTube accounts. There’s also a
“ShareThis” button7 you can add to
your emails that offers one-click access
to the major social networking sites.

Twitter and Facebook contests: The
immediacy of these platforms perfectly
lends them to time-sensitive contests.
Hold a weekly answer-the-question
contest and reward the first right

answer with a consult or product (if
permitted in your state), and watch the
tweets and posts come in. Use email to
alert your list to these contests.

Tout your testimonials: Customer
accolades look good on practice
websites, but even better on customer
Facebook pages. Aggressive marketers
start by emailing a customer for a
testimonial on a product or service
shortly after it is purchased. Those
who respond with glowing reviews
(and often a related photo), get their
testimonial posted to the practice’s
website. In addition, you can ask the
authors to re-post the testimonial to
their Facebook page or tweet it to their
friends. Consider giving those who
participate a small reward for their
service (if allowed in your state).

Embed social testimonials: Sometimes,
spontaneous testimonials pop up on

Facebook and Twitter without any
prodding. These can be easily cut and
pasted into your next marketing email
— along with a grateful nod, of course,
to the author.

Tap your top influencers: Now able to
monitor social networking like never
before, marketers are getting more
creative about reaching out and
partnering. For example: Many of the
email and social media suites allow
you to input your customer email list
and identify the addresses of those
who have hundreds, thousands, or
even tens of thousands of friends
on Facebook and similar social
networks.

Reach out to this group via email,
and partner with them on word-of-
mouth promotions. Some programs
can also track the referrals these
influencers generate, and verify which
influencers are creating the most
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conversions. Reward the superstars
most heavily, priming them for future
promotions.

Fish where the fish are: Running an
email database through some of these
more sophisticated programs can also
reveal where your customers “hang
out” online. For example: You may find
that most of your patients spend time
on Twitter instead of Facebook.
Consequently, you’d put your digital
marketing dollars where they’ll reach
the greatest percentage of your
patients.

Let them “Like” you: The “Like” button
on Facebook has become one of the
most coveted clicks in the marketing
world. When someone “Likes” your
practice on Facebook, your brand
becomes quantifiably more important
— and more desirable. Many
Facebookers click the “Like” button in

the hopes they’ll get a freebie from a
business. Don’t disappoint your fans:
always offer if possible a coupon or
some other tangible reward for their
endorsement. And ask your “Likers” to
sign up for your mailing list when they
“Like” your practice’s page.

JOE DYSART is an Internet
speaker and business consultant
based in New York City. He can
be reached at 646-233-4089,
joe@joedysart.com, or through

joedysart.com.
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1 strongmail.com.
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3exacttarget.com.
4responsys.com.
5hootsuite.com.
6Merkle. “View from the Social Inbox.”
www.merkleinc.com/news-and-events/press-
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2010. Accessed June 2013.

7 sharethis.com.

Quick Tip
Avoiding back pain
It’s better to avoid back pain than
need to cure it. Top prevention tips
include:

• Maintain a healthy diet and weight.

•Warm up or stretch before
strenuous physical activities.

• Maintain proper posture.

•Wear comfortable, low-heeled
shoes.

• Lift with your knees and do not
twist when lifting.

• Ensure that your computer
workstation is ergonomically
correct.

—American Chiropractic Association
acatoday.org
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WEBSITE DESIGN IS CRITICAL

FOR ANY BUSINESS, AS FIRST

impressions can either help
or hurt your practice’s potential reach.
Today’s savvy healthcare consumers are
turning to the Internet to learn more
about chiropractic and the doctors
who practice it.

It is not difficult to find online
resources that will teach you the major
elements of a great website. And the
following will help you identify key
areas that can transform your website
from good to great.

In 2013, four attending clinicians at
Texas Chiropractic College surveyed
20 chiropractic websites from 10 major
cities across the U.S. Each website was
evaluated on 54 points with an emphasis
on the projection of a professional image
and healthcare leadership. These
websites scored well on the basic
elements of a good website but received
low scores in several key areas.

When image counts
The white coat has served as the
preeminent symbol of healthcare for
more than 100 years. But surprisingly,
less than 15 percent of chiropractic
websites display this symbol of profes-
sionalism and trust. When images of
the DC were present, 40 percent were
not dressed professionally or the
photographs were low quality.

Saving money by using your smart-
phone’s camera instead of investing in
professional photography may seem
like a good idea, but it will hurt you in
the long run.

Demonstrate your commitment
Evidence of professional and commu-
nity leadership was slim on the
majority of websites reviewed. Getting
involved with your local community
will increase public awareness and
engender trust.

Use your website to promote a local

community organization or include
your service in the community. Doing
so will only strengthen your appeal.

Professionals are natural leaders and
strive to contribute. Search out oppor-
tunities to demonstrate your leadership
by getting involved in healthcare panels,
discussion groups, research projects, and
teaching. And when you do, don’t hide
it; let the public know that you are an
industry leader by prominently tagging
your website with evidence of your
professional and community
involvement.

Let your networking show
Healthcare consumers have more
resources for empowerment than ever
before. Wise consumers look for
Verisign or other encrypted security
before making an online purchase. Yet,
only 5 percent of chiropractic websites
display a quality assurance certification
such as the National Association for
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Appearances count
Is your website attracting new patients?
BY DAVID J . SCHIMP, DC, DACNB, DAAPM
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Healthcare Quality or the National
Committee for Quality Assurance.

The pioneering days of quality
assurance programs are just beginning,
so enterprising chiropractors will seek
opportunities to jump on the wagon of
reporting clinical outcomes and
promoting best practices and
guidelines. The fast-approaching trans-
formation in healthcare will bring more
providers into direct communication

with one another as the trend to
integrate pushes forward.

Healthcare consumers know that
when providers work together,
accountability and outcomes improve.
Stamp your website with evidence of
your collaboration efforts and your
willingness to coordinate care with
other healthcare providers. This lets
potential patients know they will be
safe in your hands.

Show your versatility
The survey found that 75 percent of
chiropractic websites promote wellness
(e.g., fitness, nutrition, weight loss), and
65 percent serve as a resource for
information about common health
problems. This is an important key to
increasing your recognition as a
healthcare expert.

And this can be further strengthened
by highlighting advanced training,
board certifications, and training or
work you have completed in an
integrated healthcare setting.

Be inclusive
As the baby boomer generation ages,
you may find a niche as a geriatric
neuromusculoskeletal health expert.
None of the websites reviewed
contained any information catering to
the needs of this growing population.
Dedicating a small segment of your
website to geriatric needs may help
identify your clinic as a gateway to
health for the elderly.

Do no harm
Finally, avoid false advertising and
misleading arguments. Many of the
websites reviewed contained infor-
mation that could be perceived as
unscientific and dogmatic. Inaccuracies
or exaggerated claims are inherently
risky and carry a strong potential for
harm.

Double check your website for
professionalism and evidence of
healthcare leadership. Simply investing
money into a website is not enough. A
careful review of your website and a
critical analysis of the image it projects
will help ensure your advertising
dollars add value and attract patients
to your clinic.

DAVID J. SCHIMP, DC, DACNB,
DAAPM, is an associate professor
and attending clinician at Texas
Chiropractic College, where he is
actively involved in patient care and

classroom instruction. He is also a member of
the American Chiropractic Association.
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Abundant Health
916-725-3999
abundanthealth.com

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

American Chiropractic Board
of Sports Physicians
844-372-2255
acbsp.com

American Chiropractic Neurology Board
254-773-2103
acnb.org

Amrex
310-527-6868
amrex-zetron.com

Anabolic Laboratories
800-445-6849
anaboliclabs.com

Apex EDI
800-840-9152
apexedi.com

BioHealth Laboratory
800-570-2000
biodia.com

BioPharma Scientific LLC
877-772-4362
superfoodsolution.com

Biotics Research
800-231-5777
bioticsresearch.com

BodyZone.com
770-922-0700
bodyzone.com

Breakthrough Coaching
800-723-8423
mybreakthrough.com

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

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

California Chiropractic
Association
916-648-2727
calchiro.org

California College of Natural Medicine
800-421-5027
cconm.com

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

Catchfire Coaching
817-939-8435
catchfirecoaching.com

CATS – Turner Wellness
705-792-1315
catsworkshop.com

Cert Health Sciences
866-990-4444
spinemed.com

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

ChiroCredit.com
860-463-9003
chirocredit.com

Chiroschool.com
707-927-4611
chiroschool.com

Cleveland Chiropractic College
913-234-0600
cleveland.edu

ConCentro Laboratories LLC
520-876-0308
neuropathyniche.com

Concept Therapy Institute
210-698-2254
zonedoctors.com

BUYERSGUIDE

Chiropractic Economics is pleased to present the profession’s most comprehensive CE & Post-grad Programs directory. The
information in the resource guide was obtained from questionnaires completed by the listed companies. A companies
highlighted in RED have an advertisement in this issue.

CE & Post-grad Programs
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Council on Extremity Adjusting
208-375-7431
kevinhearon.com

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

DC Hours
800-511-0269
dchours.com

Diowave Laser Systems
877-481-5928
diowavelaser.com

DNFT Seminars
310-657-2338
nonforce.com

DrBarbaraEaton.com
907-444-9043
drbarbaraeaton.com

D'Youville College
716-829-8000
dyc.edu

Erchonia
888-242-0571
erchonia.com

Expert Clinical Benchmarks
800-814-8712
expertclinicalbenchmarks.com

F/D Enterprise LLC
800-441-5571
coxtechnic.com

Florida Chiropractic Association
407-290-5883
fcachiro.org

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

Georgia Chiropractic Association
770-723-1100
gachiro.org

GMP Fitness
888-467-3488
gmpfitness.com

Gonstead Seminar of Chiropractic
800-842-6852
gonsteadseminar.com

Graston Technique
888-926-2727
grastontechnique.com

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

Heel Inc.
800-621-7644
heelusa.com

IMPAC Inc.
503-581-3239
impacinc.net

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

JTECH Medical Industries
800-985-8324
jtechmedical.com

Kinesio USA
505-856-2029
kinesiotaping.com

King Bio
800-543-3245
safecarerx.com

KMC University
855-832-6562
kmcuniversity.com

Koren Enterprises
800-537-3001
korenpublications.com

Life Chiropractic College West
800-788-4476
lifewest.edu

Life University
800-543-3202
life.edu

Logan University
800-782-3344
logan.edu
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Loomis Institute of Enzyme Nutrition
800-662-2630
loomisinstitute.com

Lypossage
877-346-1156
lypossage.net

McMaster University Health Sciences
905-521-2100
mcmaster.ca

Med Tech USA LLC
407-875-2000
medtechusa.com

Meditech International Inc.
888-557-4004
bioflexlaser.com

Metagenics
800-877-1703
metagenics.com

MicroCurrent
602-952-1560
microcurrentresearch.com

MicroLight Corp.
469-385-4600
microlightcorp.com

Mighty Oak Technology Inc.
952-374-5550
mightyoakinc.com

Mojo Interactive
866-626-3867
locateadoc.com

Morter HealthSystem
800-874-1478
morter.com

Multi Radiance Medical
800-373-0955
multiradiance.com

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

National University of Health Sciences
800-826-6285
nuhs.edu

NCMIC
800-769-2000
ncmic.com

Neuro-Structural Taping Technique
416-750-1500
nstaping.com

Neuromechanical Innovations
888-294-4750
neuromechanical.com

Neuromuscular Reeducation Seminars
805-637-8033
nmrseminars.com

New York Chiropractic College
315-568-3052
nycc.edu

Northwestern Health
Sciences University
952-888-4777
nwhealth.edu

Nutri-West
800-443-3333
nutriwest.com

Ohio State Chiropractic Association
800-837-6721
oscachiro.org

Palmer College Continuing Education
& Events
800-452-5032
palmer.edu/ce

Palmer College of Chiropractic
–Davenport, Iowa
800-722-3648
palmer.edu

Palmer College of Chiropractic
–Port Orange, Fla.
866-585-9677
palmer.edu

Palmer College of Chiropractic
–San Jose, Calif.
866-303-7939
palmer.edu

Parker Seminars/Parker University
800-438-6932
parker.edu

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

Pettibon Systems Inc.
888-774-6258
pettibonsystem.com

Pneumex Inc.
800-447-5792
pneumex.com

PrescriptionBeds.com
800-457-6442
prescriptionbeds.com

Real Bodywork
888-505-5511
realbodywork.com

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

Science Based Nutrition
937-433-3140
sciencebasednutrition.com

ScripHessco
800-747-3488
scriphessco.com

Sherman College of Chiropractic
800-849-8771
sherman.edu

Sigma Instrument Methods
888-860-9492
sigmamethods.com

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

Southern California University
of Health Sciences
562-947-8755
scuhs.edu

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

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

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

Stevens Consulting Group
636-938-4486
stevensconsultinggroup.com

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

Synergy Therapeutic Systems
800-639-3539
synergyrehab.com

Systemic Formulas Corp.
800-445-4647
systemicformulasmedia.com

Target Coding
800-270-7044
targetcoding.com

TeamCME
541-276-6032
teamcme.com

Texas Chiropractic College
281-487-1170
txchiro.edu

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

The Masters Circle
800-451-4514
themasterscircle.com

The McKenzie Institute
315-471-7612
mckenziemdt.org

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

Trigenics Institute
of Functional Neurology
416-481-1936
trigenicsinstitute.com

Ultimate Practice
866-797-8366
ultimatepractice.com

University of Bridgeport
888-822-4476
bridgeport.edu/chiro

University of Western States
800-641-5641
uws.edu

Upledger Int’l
800-233-5880
upledger.com

Vital Nutrients
888-328-9992
vitalnutrients.net

Ward Success Systems
925-855-1635
wardsuccess.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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MONEYMANAGEMENT

HARD WORK ALONE DOES NOT

GUARANTEE FINANCIAL SUCCESS.
A business plan and budget

are essential and can help you under-
stand the finances of your practice,
which ultimately ensures a more
profitable future.

Successful chiropractors develop
budgets in order to monitor their
progress, help control spending, and
predict cash flow and profit.

Not only are budgets a plan of
action, but they are a tool for
performance evaluation at the end of a
specific time period. At its most basic,
a budget can systematically allocate
financial, physical, and human
resources to achieve strategic
business goals.

Developing a budget
Many chiropractors begin their careers
with an office lease, basic equipment, a
line of credit, and the best of intentions.
Too often, however, finances aren’t given
the attention they deserve — especially
as things start to slide downhill.
Chiropractors typically believe things
will work out if they simply work
harder.

Unfortunately, working harder is not
always the solution, especially if you
haven’t kept your eye on the funda-
mentals of your practice.

Rent, salaries, and other bills have to
be paid on time or you risk losing
access to credit and possibly even your
practice. When overdue bills are
combined with patients who refuse to

pay or are delayed in making
payments, it’s easy to get caught in a
financial squeeze.

A budget should include all of the
expenses that you know of, anticipate
having, and state when they are due.
An amount for unexpected expenses
should also be included in the budget,
as unexpected costs will always
interfere with your plans. Also, build in
marketing time and expenses and,
most of all, build in a “draw.”

Finally, comparing total expenses to
anticipated revenue will often be
sufficient.

The nuts and bolts
A monthly budget that coordinates
and estimates expenditures for the year

Budgeting for profits
Financial success is often achieved by using one of
the world’s oldest resources — an effective budget.
BY MARK E. BATTERSBY
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is essential to your bottom line.
Unfortunately, this is often ignored or
done improperly. A common oversight
is not being realistic when planning a
monthly budget.

Some chiropractors tend to over-
estimate income and underestimate
expenses and don’t have a good handle
on their books. For this reason,
consider having a third party review
your estimations. You can benefit from
experts who have the knowledge,
resources, and tools for creating a
realistic budget for your practice,
drawing from industry standards on
practice revenues and expenses.

You typically develop a master — or
static — budget with the numbers
based on the planned inputs (income
or revenue) and outputs (expenses).
You’re looking at what the practice will
take in from revenue and what will be
paid out in expenses. The budget is
done for a specific period of time,

perhaps a month, a quarter, or a year.
Having a monthly budget in place is

a good start. However, it is important
to remember that a monthly budget is
only a projected guess. So accept
missed projections as a learning tool.

Living within a budget can be
informative, but knowing how much
cash is needed as a reserve and timing
your payments will take some time.
Review your budget at least once a
week. It should take no more than 15
minutes to compare the results of
activities to what has been budgeted
for them.

After all, the most important reason
for a budget is to make your financial
situation more predictable. Preparing a
monthly budget doesn’t have to be
difficult, but it is vital. Eventually, there
will be a time to take on a new
employee or expand your practice, and
because you have been budgeting, you
will be prepared.

Control the future
Budgets are often used for control. If
you have a master budget to follow,
expenditures can be tightly controlled
during the budget period by comparing
them to the master budget. While
budgets help prevent overspending,
they also give you a benchmark for
evaluating your practice.

Budgets cannot always be static.
There are times when expenditures
must change from the budgeted
amount. And revenue forecasts can
also change. You know when a budget
is developed that there will be changes
in just about every line item by the end
of the time period. Budgets do,
however, provide a guideline.

Types of budgets
A budget depicts what you expect to
spend (expenses) and earn (revenue)
over a time period. Amounts are
categorized according to the type of
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activities or accounts. For example:
telephone costs, advertising or
marketing expenses, sales of products,
and salaries.

While budgets are useful for planning
and tracking your practice’s finances,
they are also useful for projecting how
much money will be needed for a major
initiative, such as buying a facility or
hiring a new employee. There are yearly
(operating) budgets, project budgets,
cash budgets, etc.

A financial budget is based on how
much income is going to be generated
minus your costs, which equals net
income and, hopefully, how much
money goes in the bank. A sales or
income budget, on the other hand, is a
goal — something to shoot for. In other
words, it’s what you hope your practice
will do.

An income budget is created by
looking at individual patients and
realistically estimating the income
from each during the next period.
With a financial budget, costs don’t
materially change as a percentage of
income or sales. Wage dollars are
similar, overhead is more or less the
same, and the principal’s compensation
is the same, with additional withdrawals
made from time to time.

Within the broad category of
budgeting, you may want to do some
specialized budgeting, particularly
when it comes to cash flow. In fact,
this is the one type of budget that is
almost essential for the survival of
your practice. Often developed on a
month-by-month basis, a good cash
budget allows you to see short-term
financial needs and opportunities. One
month you may have extra cash and
be able to save money, while another
month you may fall short and be
forced to withdraw some money from
savings or apply for a short-term loan.

Budget reviews
Review your budget regularly to
determine if money is being spent as
wisely as possible. Certain costs may

have been overestimated, which can
free up money to grow your practice.

Budgets are a valuable tool to
evaluate the performance of your
practice at the end of the time period
covered by the budget. Look at actual
expenses, for example, as compared to
budgeted (planned) expenditures.
Doing so helps you see how much
your actual expenses varied from
planned ones, letting you improve the

budgeting process in the future.
The same is true for the revenue

side of the equation. You want to see if
planned revenue equals actual revenue,
as this will help plan revenue inputs in
the future.

So-called “variance analysis” regularly
compares what was expected with what
was actually spent and earned. The
variance analysis can help greatly when
detecting how well reality compares to
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predictions, how to more accurately
budget in the future, where there may
be upcoming problems in spending, etc.

A budget is the world’s oldest
management tool, and every chiro-
practor needs one. Don’t create a budget
and then stick it in a drawer and forget
about it. Budgets only work if they are
used. And taking an active role in
managing the finances of your practice
is critical for building a successful
business.

MARK E. BATTERSBY is a tax
and financial advisor, freelance
writer, lecturer, and author located
in suburban Philadelphia. He can
be reached at 610-789-2480.

DISCLAIMER: The author is not engaged in
rendering tax, legal, or accounting advice.
Please consult your professional advisor
about issues related to your practice.

Quick Tip
Successful screenings
One of the most important things
that will attract attention to your
booth is energy and activity. If
people are queuing up and there is
a lot going on at your booth, the
energy will naturally attract others
wanting to know what the activity
is about.

As well as local shop owners, line
up local practice clients, friends,
family, and CAs to drop by
throughout your time there. If the
activity level is low, get them
checked (multiple times if
necessary).

The success of spinal screenings
can often be determined by the
preparation you put into creating
the right energy at your booth. Be
prepared and have fun.

—The Center for Powerful Practices
www.powerful-practices.com







C H I R O E CO . CO M MARCH 1 1 , 2 0 1 4 • C H I R O P R AC T I C E CO N O M I C S 63

CHIROBIzQUIz

BY NOW EVERYONE KNOWS THE

HEALTH RISKS OF CIGARETTE

smoking, yet there are still
millions of people in the U.S. who
regularly smoke a pack or more of
cigarettes per day. While some have no
desire to quit, many others do but can’t
break the cycle of nicotine addiction.

For those who do wish to quit, you
can offer them help and, at the same
time, create a new cash income stream
for your practice.

A difficult challenge
Nicotine is a highly addictive substance
that binds tightly to the body’s nicotine
receptors. In one study, nicotine was
found to be approximately 100 times
as addictive as heroin.

Although the symptoms of nicotine
withdrawal are relatively mild and not
life-threatening compared with those
associated with opiate withdrawal, they

can persist for months, and recurrent
cravings may never completely
disappear.

Treatment for nicotine addiction
has a physiological component —
withdrawal — and a behavioral
component. A good smoking cessation
program must address both of these
factors.

Approaches to consider
If your practice incorporates a medical
doctor or physician you may choose to
treat withdrawal using an FDA-
approved medication called Chantix
(varenicline), which can ease the
symptoms of withdrawal. If you prefer
not to use drugs, or you are not part of
an integrated practice, there are other
options available.

Auricular acupuncture has been
shown to be especially helpful in
treating both cigarette withdrawal and

cravings. Therapies that promote
endorphin release such as massage,
biofeedback, and chiropractic are also
helpful.

There are many all-natural detox
regimens available; you may want to
use these or modify them as you see
clinically fit. Most recently, electronic
cigarettes are being studied as cessation
aids, and have been found to be as
helpful as nicotine patches.

Smokers are typically sedentary —
often couch potatoes. Part of your
program should include some type of
aerobic exercise to get these patients
moving. Studies have linked exercise
with more favorable treatment
outcomes.

The behavioral component of
cigarette smoking is more difficult to
treat than the symptoms of physical
withdrawal. This is partly because for
those who smoke, the act of smoking

Breathing easier
What you should know before implementing
a smoking cessation program in your practice.
BY MARC H. SENCER, MD
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becomes an integral part of their lives.
(e.g., the morning cigarette and after-
dinner cigarette).

The American Cancer Society and
the American Lung Association have
excellent programs that address the
behavioral component of smoking
cessation. You can incorporate these
into your program.

As with any new venture, first look
at the business aspects of adding
smoking cessation to your practice. You
must decide exactly what services you
will provide. Next, calculate the
profitability of those services. Some
will be profitable, some maybe not, but
you may still need them as part of a
comprehensive program.

For example: If you are planning to
offer acupuncture, a big question is,
“Who will provide the treatment?” It is
desirable (if state regulations permit) to
use physician extenders and keep
overhead low. Before you can calculate
profitability, you have to determine
what to charge and how long a
program to create.

Use the Internet to see what your
competition is doing. Find out who is
offering smoking cessation programs
in your area and what they are
charging. In the beginning, position
your program in the low-middle range
of the market to attract new patients. If
demand increases over time, you can
gradually increase your fees.

Making it work
Run your smoking cessation business as
a cash-only, fee-for-service operation.
Even if some payers will pay something,
it’s preferable to avoid the hassles of
insurance reimbursement and simplify
payment processes.

The past year has seen a trend
toward drastic cuts in reimbursements
to chiropractors from Medicare and
third-party payers. This trend will
likely continue, so providing cash-
based services is essential to your
practice’s well-being.

There is a definite need for smoking
cessation treatment programs. Many
people are reacting to employment-
based incentives as well as increasing
social pressure to stop smoking. More
municipalities are limiting smoking in
public. And these trends will only get
stronger.

You can tap in to this market, help
people with a serious life-shortening
problem, and create a steady cash
income stream for your practice by
adding smoking cessation to your
repertoire.

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 establishing a smoking cessation program with this
true or false quiz.

1. You must have anMD in your practice to offer a smoking cessation program.

2. Smoking cessation should be offered as a cash-based service.

3. Your cessation program pricing need not be competitive.

4. Nicotine cravings may persist throughout a patient’s life.

Answers:
Nos. 2 and 4 are true.
Nos. 1 and 3 are false. You can have a program that is medication free. Pricing
should be competitive for your market, especially when starting out.
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IF YOU ARE GOING TO VENTURE INTO

THE WORLD TO START A PRACTICE,
it’s important that you know the

rules and follow them. Many new
doctors make up their own rules —
and fail as a result. There are few new
doctors who start a practice without a
new-practice consultant and survive.
And they are extremely lucky. The
majority tend to fail because starting a
practice today is so complicated that
specialized help is virtually mandatory.

Don’t depend on luck — follow the
rules of a successful practice launch.

School rules
Your chiropractic college or university
has rules. You can’t matriculate the
college without having your pre-medical
subjects completed. You have to attend
all the classes and can only miss a
certain percentage of them. Then, you
have to pass the exams. If you don’t
follow these rules, you will flunk out.

There is a good reason for these
college rules. The colleges want to
graduate qualified doctors of
chiropractic. And, there are many
other school rules you must follow
before you graduate.

State board of examiners rules
You must pass your state board exam-
inations or pass parts I thru IV of the
national boards. Without following this
rule, you won’t be allowed to practice
in your chosen state. Then, there are
approximately 40 to 50 rules concerning
your professional conduct, record

keeping, etc. The state boards enforce
those rules to protect the public.

Location rules
Where you decide to establish, your
practice has a large bearing on whether
or not you will succeed. There are at
least a dozen rules that must be followed
to find a good location, otherwise you
risk picking the wrong one — which will
harm your practice. Consider the doctor
who located his practice behind a
convenience store. (He did not succeed.)

Leasing rules
The landlord is not your friend. He or
she will want to get the maximum
amount of money out of you for rent
and then tie you up with a restrictive
leasing contract. Many doctors, when
moving out of their offices, have had
to leave their equipment, X-ray
machine, and furnishings behind
because of restrictions in their leases.

Remodeling rules
Usually, you have to remodel an office
space to turn it into a practice. The
city in which you practice will have
rules about this, too, called “building
codes.” Many DCs do the remodeling
themselves or have their friends and
relatives help, ignoring the building
codes. The penalties for this can be
severe.

Consider the doctor who remodeled
his facility by himself. After six months,
when he tried to open his practice, the
city wouldn’t let him because he didn’t

have enough parking spaces. The doctor
then hired a lawyer to try and change
the city’s zoning rules, spending upward
of $30,000 attorney fees. (He lost.)

Another doctor who ignored his
city’s building codes couldn’t open his
practice because the city condemned
his building and made him tear out all
the remodeling he did. As he couldn’t
use his building for a year and a half,
he suffered a $300,000 loss.

Start-up rules
There are many more rules regarding
how to start a practice. They pertain to
the order and timing of your first steps,
your advertising, how you obtain
financing, and your networking efforts.
The new practitioners who struggle
either don’t know or don’t follow the
rules of starting a practice.

PETER G. FERNANDEZ, DC, the
“start-up coach,” has been a
practice consultant for almost 30
years. He has written 20 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 through The Practice
Starters Program at 800-882-4476,
DrPete@DrFernandez.com, or through
PracticeStarters.com.

Follow the rules
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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communities. It’s a fabulous program
and it’s just starting to get legs now.

Moberg: Absolutely, as Kent’s already
said, 31 billion impressions is a
phenomenal number when you think
about how many people are potentially
reached. Now there’s an opportunity
to do what chiropractic has done for
decades, to mobilize an initiative
delivered from their practices into their
communities. TIPS is a great program
and we think it’s going to be a remark-
able way in 2014 to continue to grow
and bring sports to the chiropractic
profession.

DuBois: I too am especially impressed
by the foundation’s work to launch
Athletic TIPS. Injury from sports or
physical activity is a growing concern
as more Americans take a greater
interest in getting or staying physically
active. This program will help expand
awareness that chiropractic care is
fundamental to keeping a body’s
structure functioning in sports or
physical activity and enhancing its
ability to perform.

Why should other industry leaders follow
your lead? How about DCs in the field?
DuBois: Raising awareness in the public
about the benefits of chiropractic
should be a priority for anyone involved
in the chiropractic profession. As I said
before, I believe chiropractic care is a
key solution to our country’s healthcare
concerns.

Moberg: Many people with a little
can make a lot of opportunity. And
sometimes we feel we can’t make a
significant contribution so we don’t
make any contribution. But it doesn’t
take much. It just takes a little from a
lot to make a huge difference.

Greenawalt: The other thing is you
want to “get in.” To show that you’re a
part of the profession. The value you
can receive has a multiplier effect with
the foundation, and it’s one of the best
investments you can make. I would
encourage the doctor to view this as
“practice insurance.” Get the word out

there about chiropractic and let the
power of numbers work for you, on
how important and what a good job
you do. It’s practice insurance for
pennies a day.

DuBois: Without continued support
from industry leaders, the progress the
foundation has made in the public eye
will come to an end. Every chiropractor
in the country benefits from the positive
press the foundation has generated,
whether it’s through increased patient
visits, or an improved professional
reputation. To ensure this trend
continues, everyone needs to be
aware and be involved.

Moberg: Sometimes the question is,
“What do I get for it?” We see it as
potentially a marketing issue or a
question of exposure but it isn’t that.
You’re not getting — you’re giving.
“Nothing” is not an answer.

Having companies that are building
a business within the chiropractic
community not give something
financially back is not an answer, it’s a
statement. One of the most effective
methods of getting something started
and funded today is crowd sourcing.
Mobilizing our crowd with a lot of
people giving a little is the answer. It
doesn’t take much, but it does take
something.

Greenawalt: There are the people
who are innovators, there’s a middle
group, and there’s the laggards. There’s
also another category: It’s called the
“free ride.” The free riders step back
and let everybody else do something.
We’re a small enough profession that
we can’t have too many free riders. As
the foundation’s been around for 10
years, the ride’s about over.

Those of the vendors who are not
involved need to be. If you want to be
socially responsible, you need to be in.
If you want to be part of the profession,
you need to be in. If you want to really
see it grow, you need to be in.

to read this article in its entirety, visit
ChiroEco.com/f4cpcall.

Continued from page 15
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DATEBOOK

Apex Energetics
800-736-4381
March 30, Portland, Ore.
April 11–13, Atlanta
April 25–27, Fort Lauderdale, Fla.
April 26, New York
May 2–4, Tampa, Fla.
May 17–18, Raleigh, N.C.
June 5, Portland, Ore.
June 14, New York
June 20, Raleigh, N.C.
June 21, Charlotte, N.C.
June 21, San Francisco

Back School of Atlanta
800-783-7536
March 28–29, Indianapolis
April 10–11, Indianapolis
May 14–16, St. Augustine, Fla.
June 7–8, Jacksonville, Fla.
June 21–22, Los Angeles
June 28–29, Las Vegas
July 25–26, Dallas
Aug. 9–10, Atlanta
Sept. 14–15, Oakland, Calif.
Sept. 26–27, San Francisco
Sept. 27, Houston

Back School of Atlanta
800-783-7536
June 28, Oceanside, Calif.
July 12, Atlanta
Sept. 19–20, St. Louis

BodyZone
770-922-0700
March 28, Orlando, Fla.
April 5–6, Portland, Ore.
April 10–13, Jacksonville, Fla.
May 2–5, Traverse City, Mich.
June 12–15, Boca Raton, Fla.
Aug. 21–24, Orlando, Fla.

Breakthrough Coaching
800-723-8423
March 29, Pittsburgh
April 12, Raleigh, N.C.
May 3, Gulfport, Miss.
May 17, Newark, N.J.
June 28, Orlando, Fla.
July 26, Dallas
Aug. 9, Pittsburgh
Sept. 13, Chicago
Sept. 20, Orlando, Fla.

California Chiropractic Association
916-648-2727
May 29–June 1, San Diego

California College of Natural
Medicine
800-421-5027
March 27, Online Seminar
April 1, Online Seminar
April 6, Online Seminar
April 13, Online Seminar
April 14, Online Seminar

April 20, Online Seminar
April 26–27, Irvine, Calif.
April 27, Online Seminar
May 1, Online Seminar
May 6, Online Seminar
May 13, Online Seminar
May 14, Online Seminar
May 20, Online Seminar
May 27, Online Seminar
June 1, Online Seminar
June 6, Online Seminar
June 14, Online Seminar
June 20, Online Seminar
June 27, Online Seminar

Cleveland Chiropractic College
800-969-2701
April 5–6, Overland Park, Kan.
April 12–13, Wilmington, Del.
April 26–27, Overland Park, Kan.
May 3–4, Portland, Ore.
May 17–18, Hartford, Conn.
May 17–18, Cedar Rapids, Iowa
May 31–June 1, Overland Park, Kan.
June 6–7, Overland Park, Kan.
June 14–15, Overland Park, Kan.
July 19–20, Overland Park, Kan.
Aug. 9–10, Overland Park, Kan.
Sept. 20–21, Overland Park, Kan.
Sept. 27–28, Overland Park, Kan.

Cox Seminar by F/D Enterprise LLC
800-441-5571
April 24–27, Fort Wayne, Ind.
July 17–20, Fort Wayne, Ind.

Foot Levelers
800-553-4860
March 29–30, Columbia, S.C.
March 29–30, Minneapolis
April 5–6, Denver
April 12–13, Boston
April 12–13, Wilmington, Del.
April 12–13, Pittsburgh
April 26–27, Boise, Idaho
April 26–27, Phoenix
May 3–4, Wilmington, Del.
May 3–4, Portland, Ore.
May 3–4, Philadelphia
May 10–11, Salt Lake City
May 17–18, Dallas
May 17–18, Hartford, Conn.
May 17–18, Cedar Rapids, Iowa
May 17–18, Albany, N.Y.
May 31–June 1, Baltimore
May 31–June 1, Omaha, Neb.
June 7–8, Bristol, Va.
June 14–15, Chicago

Freedom Fast Track
801-214-9663
May 2–4, Salt Lake City

Full Circle Coaching & Consulting
705-495-3330
March 27–30, Santa Barbara, Calif.

Graston Technique
888-926-2727
March 29–30, Stamford, Conn.
March 29–30, Cincinnati
April 5–6, Buffalo, N.Y.
April 5–6, Chicago
April 12–13, Vancouver, B.C.
April 12–13, Houston
April 12–13, Indianapolis
April 26–27, Des Moines, Iowa
April 26–27, Arlington Heights, Ill.
April 26–27, Atlanta
April 26–27, Baltimore
May 3–4, Providence, R.I.
May 3–4, St. Louis
May 3–4, Tampa, Fla.
May 17–18, Minneapolis
May 17–18, Clinton, N.Y.
May 17–18, Akron, Ohio
May 31–June 1, Boston
June 7–8, Worchester, Mass.
June 7–8, Nashua, N.H.
June 14–15, Seattle
June 24–25, Indianapolis
July 12–13, Anaheim, Calif.
July 19–20, Minneapolis

Kinesio Taping Association
888-320-8273
March 29, Tulsa, Okla.
April 4, Sharon, Pa.
April 5, Sharon, Pa.
April 12, New York
April 12, Hartford, Conn.
April 12–13, Braintree, Mass.
April 13, Hartford, Conn.
April 26, Dallas, S.D.
April 26, Beatrice, Neb.
April 26–27, Bethany, Okla.
April 26–27, Brookfield, Ill.
April 27, Dallas
May 3–4, Odessa, Texas
May 17–18, Albuquerque, N.M.
June 7–8, Great Falls, Mont.
June 21, Farmington, Mass.
June 22, New York
July 26, Albuquerque, N.M.
July 27, Albuquerque, N.M.
Sept. 6, New York

Koren Specific Techniques
800-537-3001
March 28–30, Philadelphia
May 16–18, San Diego
May 30–June 1, St. Louis
Sept. 5–7, Chicago

Logan College of Chiropractic
800-842-3234
March 29, Chesterfield, Mo.
April 12–13, Chesterfield, Mo.
June 21, Chesterfield, Mo.

Minnesota Chiropractic Association
952-698-2351
May 2–4, Minnetonka, Minn.

Neuromechanical Innovations
888-294-4750
Aug. 16–17, Pittsburgh

Northwestern Health Sciences
University
952-885-5446
March 27–30, Bloomington, Minn.
March 29–30, Bloomington, Minn.
April 5–6, Bloomington, Minn.
April 12–13, Bloomington, Minn.
May 3–4, Bloomington, Minn.
May 10, Bloomington, Minn.
May 10–11, Bloomington, Minn.
May 17–18, Bloomington, Minn.
June 21–22, Bloomington, Minn.
July 19–20, Bloomington, Minn.
Aug. 9, Bloomington, Minn.
Aug. 21–24, Bloomington, Minn.
Sept. 20–21, Bloomington, Minn.

Options for Animals College of
Animal Chiropractic
309-658-2920
March 26–Aug. 31, Wellsville, Kan.
July 30–Aug. 31, Wellsville, Kan.

Parker Seminars
888-727-5338
June 5–7, Dallas
Sept. 18–20, Charleston, S.C.

Schofield Chiropractic Training
800-554-3260
April 4–5, Chicago
May 9–10, Tempe, Ariz.
July 18–19, Chicago
Sept. 13–14, Costa Mesa, Calif.

Sigma Instruments
724-776-9500
March 29, Austin, Texas
May 10, Atlanta
May 16–17, Los Angeles
Aug. 9, Denver
Sept. 13, Buffalo, N.Y.
Sept. 19–20, Salt Lake City

TLC 4 Superteams
215-657-1701
April 4–5, Princeton, N.J.
May 10, Detroit
June 13–14, Phoenixville, Pa.
July 26, Princeton, N.J.
Aug. 16, Providence, R.I.
Sept. 26–27, Princeton, N.J.

Wellness Center
866-962-6484
March 27–31, Ojai, Calif.
May 17, Chicago
May 17, Online Seminar
July 12, Orlando, Fla.
July 12, Online Seminar

World Federation of Chiropractic
416-484-9978
Oct. 29–Nov. 1, Miami

For a searchable list of more seminars and show dates or to submit your event, visit ChiroEco.com/datebook.
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Purification kit
21-Day Purification Kit from
Standard Process is designed to
purify from the inside out. This
program aims to help patients purify,
nourish, and maintain a healthy
weight. Purification kits include

supplements with whole food ingredients and a patient guide
detailing the program. These statements have not been evaluated
by the Food and Drug Administration.
Call 800-848-5061 or visit standardprocess.com.

Imaging system
V7+3D from Foot Levelers is a 3D
BodyView imaging system designed to
help you show patients the connection
between the feet and the overall
wellness, making it easier to
recommend Stabilizing Orthotics.
Call 800-553-4860 or visit footlevelers.com.

Women’s supplement
Sedona Pro iFlora Multi-Probiotic YC-7 from
Douglas Laboratories contains NutraFlora scFOS
prebiotic fiber and seven probiotic strains that have
been carefully selected to maintain healthy vaginal
and intestinal microflora balance for women. YC-7
is formulated to be rich in lactobacilli.
Call 800-245-4440 or visit douglaslabs.com.

Digestive support
Digestive from Whole-istic Solutions is
designed to break down all food groups and
supply healthy probiotics. It contains 12
different digestive enzymes designed to break
down all food groups, plus eight different
strains of probiotics to supply your intestinal
tract with the healthy flora everyone needs.
Call 866-814-7673 or visit whole-
isticsolutions.com.

Exercise pillow
Pillow 123 - Plus from Plus Pillow
Inc. is an innovative neck exercise
pillow designed for in-clinic use.

Pillow 123 - Plus is ergonomically designed to contour the patient’s
neck curve while exercising. It can assist healthcare providers during
progressive cervical adjustments and can be used after adjustments
to educate muscles on different joint motions.
Call 847-228-3030 or visit pillow123.com.

Software
Herfert Software is an EHR
package designed to meet the
needs of the chiropractic community. A growing number of DCs are
turning to EHR solutions to enhance their practice and meet
deadlines for implementing electronic medical records. This feature-
rich, paperless system with advanced billing will help save you time,
cut costs, increase efficiency, and more.
Call 586-776-2880 or visit herfertsoftware.com.

Massage chair
WholeBody HT-5040 Massage Chair
from Human Touch is designed to deliver
therapeutic relief with three invigorating
pre-programmed massages, which
expertly incorporate the four techniques
used by back and spinal care

professionals. Focus the quad-roller massage where it’s needed
most for targeted relief from the neck down to the lower back.
Call 800-742-5493 or visit humantouch.com.

Financial tool
Chirowealth Learning Strategies from
Chirowealth Learning Systems is designed to
empower you to be financially successful. It
is an educational process that goes on over
the course of six months to a year and is
broken down into a series of carefully
crafted one-on-one consults.
Call 800-787-7087 or visit chirowealthguide.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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ADMARKETPLACE
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WHYADVERTISE HERE?
BECAUSE ITWORKS!

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

NAME ON CREDIT CARD

PHONE #

CC #

CIRCLE ONE: VISA MC EXP. DATE

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

ISSUESADDEADLINE MAIL DATE*
� 6 March 12 April 1

� 7 March 31 April 18

� 8 April 16 May 6

� 9 May 5 May 23

� 10 May 21 June 10

� 11 June 9 June 27

� 12 June 24 July 15

� 13 July 14 August 1

� 14 July 30 August 19

� 15 August 15 Sept. 5

� 16 Sept. 3 Sept. 23

� 17 Sept. 22 Oct. 10

� 18 Oct. 8 Oct. 28

� 19 Oct. 27 Nov. 14

� 20 Nov. 11 Dec. 3

CHIROPRACTORS - PLACE YOUR $60 CLASSIFIED AD TODAY
$60 flat rate for 25 words, $1 for each additional word. Doctors only for help wanted,
practice or equipment for sale ads. Go to ChiroEco.com/myad and fill out our secure

form or fill out the form below and fax it to 904-285-9944.

Ad heading: � Associate Wanted

� Equipment for Sale

� Marketing

� Practice for Sale

� Products

� Supplies

� Other _______________

HEADLINE:

AD COPY:

To place an ad, call 904-285-6020, fax this form to 904-285-9944.

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

ASSOCIATE WANTED

EAGER ASSOCIATE WANTED for well
established family practice in South Central
Jersey. Solid opportunity for growth. Potential
future buyout. Will stay for transition. Email:
barbaraladagona@gmail.com

ALL THE EQUIPMENT & FURNISHINGS
YOU NEED to open a new practice or satel-
lite office. Like new, state of the art equipment
and office furniture, almost everything was
purchased brand new 4 years ago and has been
barely used. Doctor is changing career paths
and would like to sell everything as a package,
if possible. Save $30,000 over buying the same
equipment new. Free delivery anywhere is the
U.S. except Alaska or Hawaii. Call/text 724-
331-5921 for equipment list/prices/pictures or
email docnutrition@comcast.net.

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

CLASSIFIEDMARKETPLACE

ClassifiedMarketplace Information
To place an ad, fax ad copy with payment to 904-285-9944 or call 904-567-6020 for more
information.
Line Ad Rates: $3.00 per word or number group (eg: phone number) Minimum $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.








