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More From The Web
�Palmer College of Chiropractic

graduates 86 new DCs. Read more
at ChiroEco.com/86grads.

�Study has some thinking twice before
asking ‘Where’s the beef?’ Read
more at ChiroEco.com/beef.

The Tuesday Webinar 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,
Jaime Phillips, Julie Weaver, Shawne
Duperon, and the Chiropractic Economics
editorial staff. Here’s what’s new:

Results to Referrals
My chiropractic culture
Anthony Lombardi, DC
ChiroEco.com/lombardi

Chiro Keys
How to generate more leads
for your chiropractic practice
Amy LaVange
ChiroEco.com/lavange

Fearless Chiro
The pain of allowing
Perry Chinn
ChiroEco.com/chinn

Resource Centers

Practice Management Software
ChiroEco.com/eclipse
�Times are changing: Banks looking

to invest in chiro graduates
�Four common obstacles to being

booked solid

Foot Orthotics
ChiroEco.com/footlevelers

�The effect of ankle-foot orthoses
on self-reported balance confidence

�Kent Greenawalt receives World
Federation of Chiropractic award

Nutritional Supplements
ChiroEco.com/deecee
�Try natural herbs to ease allergies
�Have you had enough omega-3s

today?

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

Job Board
Visit ChiroEco.com/jobboard for
employment opportunity listings for:

�Associates
�Billing
�Chiropractic Assistants
�Doctors of Chiropractic
�Faculty
�Front Office/Reception/Scheduling
�Independent Contractors
�Marketing
�Massage Therapists
�Multidisciplinary Practice Opportunities
�Office Management
�Temporary Positions
...and More

What’s New Online Plus

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

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

LoganChiroUniv
@ChiroEcoMag Thank you for the
mention!

RedMtnChiro
RT @ChiroEcoMag: Educating
patients on the importance of
#posture can help them stay
healthier longer: ow.ly/m96eF
#chiropractic

gotoguernsey
The #Guernsey Experiment:
@ChiroEcoMag uses history to explain
why reciprocation can be the key to
business success: bit.ly/13HiOFI.

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

Judith Ann Barnes
I wanted to take a moment to thank
Anthony W. Hamm, DC, FACO,
DABFP, who has made a huge
contribution to the chiropractic
profession.

Elle Commanderr
Awesome! I actually use the example
of listening to the iPod on earbuds
that have kinks in the line when I do
consultations!

OptiMOMCoaching
Innate does its job like no other.

Social Media Shout-Outs
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WHEN WE BEGAN PLANNING THIS ISSUE, WE WANTED

to explore methods for acquiring new patients.
What kind of experts would be helpful in this

regard? What is the most successful approach?
Well, you have to market yourself so people can find you.

So advertising, speaking engagements, and meeting people
are all good ideas. Your website has to be top-notch, and

optimized for Google and other search
engines. So now we’re looking at information
technology, and social media, too.

Depending on how much competition you
face for potential new patients, you might want
to distinguish your practice from the rest of the
pack. That could involve specializing with a
niche practice, or overhauling your services to
provide a patient experience second to none.

In that case, you might want to work with a
practice management expert, an interior
designer, and possibly a trainer or coach.

Some have found success by forming integrated or multi-
disciplinary practices, offering multiple services and
modalities under one roof.

Other things you can do involve marketing exclusive and
specialized services like metabolic disorder management,
weight loss, and rehab consultation. You have the ability and
the technologies available to provide cost-effective solutions
more efficiently than other players in the healthcare space.

And the more we explored this topic, the more we could
see that it cuts through almost every facet of personal,
professional, and practice development. If you want more
patients, a higher PVA, and better ROI, then you’ll see that
you should be considering a 360-degree approach that
examines all aspects of your practice.

No, you don’t have to address everything at once, but do
consider an organized approach that addresses each of the
above issues in a careful, systematic way. Get ready to learn
how.

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 5 9 , N U M B E R 1 2

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

DIGItAl CONtENt EDItOR Andrea Paxton
apaxton@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

Joel Morris
904-567-1548
jmorris@chiroeco.com

ClASSIFIEDS tina Farber
ACCOUNt ExECUtIVE 904-567-1551

tfarber@massagemag.com

ADMINIStRAtIVE AND Joy Bellemare
SAlES COORDINAtOR 904-567-1545

jbellemare@chiroeco.com

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

DIRECtOR OF OPERAtIONS Anouk Neal
904-567-1546
aneal@chiroeco.com

BUSINESS & EDItORIAl OFFICES

5150 Palm Valley Rd., Ste. 103
Ponte Vedra Beach, Fl 32082
Phone: 904-285-6020
Fax: 904-285-9944
chiroeco.com

FOUNDED 1954
William l. luckey and helen C. luckey

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.

Irons in the fire
When it comes to enlarging your patient
base, consider a 360-degree strategy.

EDITOR’SNOTE

Daniel Sosnoski, editor-in-chief
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2 DCs treat athletes at 19th
World Maccabiah Games
With more than 7,000 Jewish athletes, 60 plus
countries, and 35 participating sports, the
Maccabiah Games is the world’s third largest
international sporting competition. And two
prominent doctors of chiropractic accompanied
the team to support and treat participants at
this elite athletic competition.

Paul J. Weber, DC, MPH, and Jeffrey Lewin,
DC, CCSP, attended the games at the request of
Richard Gakner, DC, ICSSD, MSC, the chiropractic
coordinator for the Maccabiah Games and part
of an international team of chiropractors who
have launched an effort to open the Israel
Chiropractic College.

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

Source: DynamicMovementWorkshops,
moveonenow.com

C O L L E G E N E W S

NUHS welcomes new
president
On June 22, National University of Health
Sciences (NUHS) welcomed its sixth president,
Joseph P. D. Stiefel, MS, EdD, DC. He is a
graduate of NUHS, and has contributed his
leadership skills to the university in a number of
capacities over the last decade.

Stiefel earned his first baccalaureate degree
at Ball State University majoring in biology and
pre-med, with a double minor in chemistry and
classic cultures. After Ball State his chemistry
background landed him a position as an
engineering analyst at a General Motors facility
in Kokomo, Ind. “I had to look at how things
were working, both mechanically and chemically,
and would troubleshoot any problems,” he says.

to learn more about Stiefel, visit
ChiroEco.com/stiefel.

Source: National University of Health Sciences, nuhs.edu

CHIROECONEWSflash.com

T O P N E W S

Dee Cee Laboratories
pledges $100K to the F4CP
As a major demonstration of support for chiropractic,
Dee Cee Laboratories announced the details of a
$100,000 donation to the Foundation for Chiropractic
Progress (F4CP). The gift will help the foundation to
accomplish its mission and help to bridge the gap in
public education about chiropractic care by supporting
increased production of F4CP campaign material,
including press releases, advertisements, print
advertorials, public service announcements, and
sponsored research.

When asked what prompted this support for the
F4CP, Harry Hester, DC, president and founder of Dee Cee Laboratories said, “We have been
following the F4CP’s positive press campaign for several years, and are impressed with its progress.
We probably should have been supporting this effort a long time ago.”

Kent Greenawalt, chairman of the F4CP, speaking on behalf of the foundation, said, “Through the
F4CP campaign the entire chiropractic community serves to benefit.” Accepting the contribution,
Greenawalt continued: “I sincerely appreciate and applaud companies such as Dee Cee that recognize
and stand up in support of the campaign. Collectively under the F4CP, unprecedented levels of exposure
and success can be driven to chiropractic care.”

Hester attended Lincoln Chiropractic College in Indianapolis, graduating in 1954. Established in 1962,
Dee Cee Laboratories began with a mission to help people achieve a healthier life through quality
nutritional products. Today, the company manufactures hundreds of high-quality dietary supplements
using good manufacturing procedures (GMPs) in its own state-of the art manufacturing facility.

In addition to quality-of-life promotion through its products, Dee Cee supports the environment
with a 100-percent green operation. Recently, it installed one of the largest solar panel systems in the
state of Tennessee.

to learn more about the F4CP and/or how to make a pledge, visit ChiroEco.com/f4cpdeecee.
Source: Foundation for Chiropractic Progress, f4cp.com

Researchers find link between NSAIDs, heart attack risk
According to a recent international study on nonsteroidal anti-inflammatory drugs (NSAIDs), high
dose, long term use of over-the-counter painkillers like ibuprofen and diclofenac can increase the risk
of heart attack.

The study, which was covered last week in the Washington Post and Lancet, suggests that for
every 1,000 people with an average risk of heart disease who take high-dose diclofenac or ibuprofen
for a year, about three more would have avoided having a heart attack if they had not been taking
these NSAIDs in this way.

For more information on this study, visit ChiroEco.com/nsaidsrisk.
Source: American Chiropractic Association, acatoday.org
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CHIROECONEWSflash.com

Logan College of Chiropractic
inaugurates new president
J. Clay McDonald, DC, MBA, JD, a Logan alumnus,
was officially inaugurated as the seventh president
of Logan College of Chiropractic/University
Programs at a ceremony held June 14, 2013.

During his inaugural remarks, McDonald spoke
of his vision for Logan’s future to bridge the gaps
between chiropractic and the broader medical
community. He hopes to position Logan and its
graduates at the forefront of integrated healthcare
education and integrated healthcare delivery.

“It is time to deliver on the obligation to
provide access to quality, affordable healthcare
that treats the whole patient,” he said.

For more information on McDonald, visit
ChiroEco.com/claymcdonald.

Source: Logan College of Chiropractic, logan.edu

Sherman College names
Chiropractor of the Year,
Regent of the Year
Sherman College of Chiropractic honored alumni,
chiropractors, and supporters during its 40th
anniversary Lyceum, a homecoming and
continuing education event attended by
hundreds of chiropractors throughout the U.S.
and internationally.

The awards included:
�Thom and Betty Gelardi Service Award: Helen

and Gordon Brown, DC
�Chiropractor of the Year: Shane Walker, DC
�Regent of the Year: Liam Schübel, DC
�Rising Star Award: Ryan Williams, DC
�ROAR Career Advisor of the Year: Kelvin Ng, DC

to read the remaining awards, visit
ChiroEco.com/shermanawards.

Source: Sherman College of Chiropractic, sherman.edu

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

Foot Levelers’ CEO receives
WFC award
Foot Levelers Inc. Chairman and CEO Kent S.
Greenawalt recently received an Honor Award
from the World Federation of Chiropractic
(WFC) at the organization’s 12th Biennial
Congress, which was held at the International
Convention Center in Durban, South Africa.

Greenawalt received the award to recognize the
positive impact he and Foot Levelers have had
on the chiropractic profession both within the
U.S. and internationally.

The Honor Award has been given out
annually since 1991, and of the 24 all-time
recipients Greenawalt is just the eighth from the
U.S. The award, which is the highest given by
the WFC, is designed to honor those who have
provided “outstanding services to the
international growth and advancement of the
chiropractic profession.”

For more information on this award, visit
ChiroEco.com/wfcgreenawalt.

Source: Foot Levelers, footlevelers.com

CBA announces new Total
Practice Expansion program
A information based curriculum has been
designed to open the new patient floodgates
and properly channel new patients as they come
into the practice.

The Chiropractic Business Academy (CBA)
recently began delivering a new program
designed for chiropractors who are in need of
marketing, efficient front desk and office systems,
strategic planning, and executive training. The
new low-cost program will deliver information
via webinars, emails, and one-on-one consulting.
Also included are custom-designed marketing
materials, monthly workshops, and seminars, and
corporate marketing training.

to read more about the CBA, visit
ChiroEco.com/cbaprogram.

Source: Chiropractic Business Academy,
chirobizacademy.com

Integrative Therapeutics
launches Glycation Manager
Glycation Manager is the newest innovative
nutritional supplement in Integrative
Therapeutics’ portfolio of natural therapies.

This formulation was designed to slow the
formation of advanced glycation end-products
(AGEs) associated with normal metabolism and
aging.

Glycation is a common enzymatic reaction
where simple sugars interact with proteins or
fats to produce advanced glycation end-
products, or AGEs. While glycation is a normal
part of the aging process, hereditary factors,

health status, and dietary choices can accelerate
AGE accumulation. Reducing glycation can help
support glucose metabolism and cellular aging.

For more information on this product, visit
ChiroEco.com/glycationmanager.

Source: Integrative Therapeutics, integrativeinc.com

H E A L T H N E W S

Safe in Common introduces
‘Top 10 Golden Rules
of Safety’
As part of its ongoing mission to eliminate
needlestick and sharps injuries in healthcare,
Safe in Common (SIC) has issued the “Top 10
Golden Rules of Safety.” This set of guidelines
was outlined in conjunction with supporters to
unify the industry around efforts to fight
needlestick injuries and raise awareness about
effective prevention techniques.

The list is predicated on making injuries a
“never event” and dictates that personnel using
or purchasing sharps consider the following
rules:
�The design and activation of the safety

mechanism is automatic and will not interfere
with normal operating procedures and
processes

�The device is intuitive and requires no
additional steps for use than equivalent
standard/conventional device

to read the remaining rules, visit
ChiroEco.com/goldenrules.

Source: Safe in Common, safeincommon.org
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RESEARCHRESuLTS

IN THE PAST SEVERAL YEARS, SPINAL
DECOMPRESSION THERAPY (SDC) OR

non-surgical axial spinal decom-
pression treatment (NSSD) has often
been misunderstood, misrepresented,
or poorly implemented into the chiro-
practic clinical setting. This gave it a
bit of a bad rap and few practitioners
became truly successful with it.

As a result, some patients and
doctors became dissatisfied with SDC
and have sought other solutions for
degenerative and disc-related
conditions. It’s time for a second look
at SDC, to separate fact from fiction,
and investigate whether it can be an
integral part of your practice.

SDC research results
The need for SDC arose from
unsuccessful outcomes of traditional
conservative management based on
rest, physical therapy, or other passive-
care methods. Some studies indicated
that those treatments could even

promote disability. SDC has been
utilized successfully with results
verified in peer-reviewed studies.

In one outcome study, overall
treatment was successful more than 70
percent of the time, with the original
pain reduced to a level of zero or one.1
The results showed further successes:
�with one herniated disc (73 percent)
�with multiple herniated discs (72

percent)
�for facet syndromes (68 percent)
�with failed back surgery (68 percent)
�with extruded herniated discs (53

percent)

In another low-back pain study,
chronic cases began seeing results in
just eight weeks of SDC treatment.2
The majority of the patients (almost 80
percent) reported their symptoms were
present for more than six months and
had failed at least two non-operative
interventions. Following SDC, their
pain decreased and their functionality

continued to improve even 180 days
after treatment ended.

In another long-term study,
decompression was found an effective
treatment for herniated and degen-
erative disc disease by creating negative
intradiscal pressure.3 Decompression
treatment rendered “good” to “excellent”
relief for more than 85 percent of
patients with herniated discs and for
75 percent of patients with facet
arthrosis. Whereas traction yielded no
“excellent” results in patients with
herniated discs and only 50 percent of
patients diagnosed with facet arthrosis
reported “good” to “excellent” results.

Research also suggests that the cost
of SDC care compared to outcomes
outshines any other approach, making
it a viable treatment protocol for disc
degeneration. Low-back pain treatment
initiated with a doctor of chiropractic
saves 40 percent on healthcare costs,
when compared with care initiated
through a medical doctor.4

Pre-intervention Three months re-evaluation Nine months from start of treatment

A second look
With the right approach, spinal decompression can succeed with
your patients and serve as a vital component of your practice.
BY TIM BURKHART, DC
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Uniquely qualified
According to the Manga Report,
chiropractic management is superior to
medical management in terms of
scientific validity, safety, cost effective-
ness, and patient satisfaction.5 The DC
is uniquely qualified to offer spinal-
care options such as SDC because
�DCs have an excellent understanding

of the biomechanics of the spine;
�manual methods, such as chiropractic

adjustments, are documented for
obtaining results in a conservative
and effective manner; and

�SDC is a natural extension of what
the DC is already doing for patients.

Regardless of whether you are an
acute-care DC or wellness DC, SDC
helps accomplish either goal.

What it takes
Based on the experiences of those who
have built successful SDC practices,

there are proven methods to achieve
success in providing this modality,
especially with patients who are
experiencing disc degeneration.

To become proficient with SDC in
your own practice, you will need an
SDC table with multiple treatment
protocols. Prices and reputations vary
by manufacturer. Not all tables are

created equal; you usually get what you
pay for.

Learning how to use the table for the
best possible outcomes requires addi-
tional training and support. When
considering an SDC table purchase,
investigate the customer support offered.
It takes more than just a decompres-
sion table to be truly successful.

Reducing low-back pain
A group of 296 patients with low-back pain and evidence of a degenerative or
herniated disc went through an eight-week course of SDC treatment consisting of
five 30-minute sessions per week for four weeks and one 30-minute session per
week for four additional weeks. A numeric pain-rating scale and the Roland
Morris Disability Questionnaire (RMDQ) for functionality were completed at pre-
intervention, on discharge, and at 30 days and 180 days post-treatment.2

Mean pain-index score RMDQ score
Pre-intervention 7.3 12.6
Discharge 5.0 7.0
30 days 4.7 6.0
180 days 4.3 5.7
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Some vendors offer proprietary
training to help you achieve success
with your table with both better
patient and ROI outcomes. They also
may offer certification and clinical
support consultation with doctors to
address questions that arise on SDC
techniques.

Vendors usually provide support for
operational aspects of your table
including software updates, hardware

and software troubleshooting, and a
warranty on parts.

With an existing practice, you may
already have a significant number of
candidates for SDC. Most vendors
offer educational and marketing
materials for patients, and some have
community marketing programs to
provide a quicker ROI. You can also
get insights and direction from other
SDC practitioners.

Should you choose to conduct your
own marketing efforts, however, you
will likely need to subcontract and use
more of your time as a marketer. Pre-
prepared materials are usually a better
investment of your time and money.

While there is no magic formula,
you can achieve great results with
reasonable effort. SDC offers a proven
treatment methodology, chiropractors
are uniquely qualified to deliver it, and
with the right table and training you
can experience tremendous success.
Take a second look at SDC and
investigate making it an integral part
of your practice as an effective treat-
ment protocol for patients with
problematic disc-related conditions.

TIM BURKHART, DC, has
successfully treated thousands of
patients with acute to chronic
neck and back pain since 1984.
He is an authority on the

integration of NSSD into clinical practice. He
is a member of the ACA, MAC, and serves on
the Davenport University Health Professionals
Advisory Board and is a regent at Sherman
College of Chiropractic. He also developed
the Hill DT Solutions certification program.
Learn more at hilldtsolutions.com.
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PRACTICECENTRAL

WOULD YOU BE SURPRISED TO

KNOW THAT 60 PERCENT OF

chiropractic assistants (CAs)
feel they are not adequately trained to
do the job required of them?

A lack of training can lead to
frustration, which ultimately turns into
the high turnover rate most chiroprac-
tors experience with their staff. This
turnover rate often lends to the owner’s
frustration, creating a sense of unease.

CAs should always be a key element
of your practice. As of 2012, employees
ranked “opportunities to use my skills
and abilities” as the number-one desire
in the workplace. To end staff turnover,
invest in the development of the individ-
uals who you trust to help run your
practice on a day-to-day basis. This

investment pays off with a well-
educated, well-trained team who feels
satisfied in their role as a valuable CA.

When your employees are
knowledgeable and feel like a part of
something, their performance increases.
It creates a pleasant environment and
well-cared for patients.

Practices are busy and struggle to
get each day’s tasks accomplished. Set
aside time on a regular basis for the
ongoing training that is often needed
for your employees.

The following list details the various
types of training available:

In-office training: Who is the best person
to teach your team about chiropractic
and your practice philosophy? You.

Schedule weekly or monthly training
to review industry terminology, how
chiropractic works, and anatomy
training. Also, as you develop policies
and procedures for your practice, make
time to explain your expectations.

When a new person joins your team,
have procedures in place for them to
learn how your practice functions
including phone skills, procedures,
compliance programs, how to work with
patients, etc. If their position requires
specific knowledge such as billing and
coding or insurance verification, ensure
that they get detailed information
before beginning their new role.

Remember, no team member should
ever work with protected health
information (PHI) without required

Employee investment
Investing in the development of your staff can be
an investment into the success of your practice.
BY KATHY MILLS CHANG, MCS-P
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HIPAA training. That should be
completed on the first day, before they
touch a file or answer a phone.

Out-sourced, in-office training: Are there
areas of practice in which you and your
team could benefit from additional
training?

Online training often gives everyone
the opportunity to gain additional
knowledge that can be implemented
into your practice by registering for
and viewing webinars or online
tutorials geared specifically toward the
chiropractic practice.

This is an opportunity for everyone
to learn together and strategize on ways
to implement this training in your

practice. Often, one individual may be
assigned to study a topic. They learn
new or updated information pertaining
to chiropractic and then bring that
knowledge to everyone in house by
scheduling a team training session.

You will invest in this team member
becoming the expert, and then they

can help the practice become more
empowered by sharing their new-
found knowledge with everyone on
staff. Learning from the comfort of
your practice is a cost-effective way to
stay on top of necessary training
without a major investment.

Seminars: These are a great way for you
to incorporate team-building with team

training. When you and your team
members are able to travel and immerse
yourselves into chiropractic subject
matter, it’s beneficial in two ways.

First, you are fully committed to the
subject being taught because there are
few interruptions. Second, you are
creating a bond with your team by

doing something together outside of
the normal day-to-day grind.

Seminars range from very specific
areas of practice such as compliance or
Medicare training to those that cover
several areas of practice. As with
online training, it may be beneficial to
send one or more team members to
get the full benefit of the training. The
goal is to bring those team members

As a business owner, you are responsible for ensuring that your team has
the knowledge and tools they need to properly perform their job duties.
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back to the practice and set aside an
appropriate amount of time for them
to share what they’ve learned with you
and your other team members.

Set the expectation with your team
as to what you will require when they
return. Seminars are a valuable
investment, allowing experts in your
field to empower you and your team
with knowledge.

Publications: These offer a great way to
get up-to-date information on what is
happening in the industry. Not only will
you get interesting and useful articles
written by industry experts, but you
often get information on new products
and services that are available.

Sign up to receive any publications
that are available for your field and use
them to better educate yourself and
your team.

When you find an article that would
be beneficial, make copies and spend

15 minutes during your team meeting
to discuss how the information fits
into your practice.

On-site training: There are opportunities
to have experts come in to do on-site
training with your group.

This can be a great way to learn
together as a team and get instruction
specific to your practice. When hiring
someone to come in, make sure
everyone will be present and fully
committed to learning new skills and
information.

On-site training is beneficial, and
may be just what your practice needs
to either get up-to-speed in certain
areas of practice, or to completely
overhaul what is currently not working.
Sometimes, you can even partner with
another local DC to cost share, and
have private training at a fraction of
the cost.

Throughout the year, use all of the

above training opportunities to learn
and grow your personnel and your
practice. Mix and match training styles
to suit the area of practice that you are
building through training.

As a business owner, you are
responsible for ensuring that your
team has the knowledge and tools they
need to properly perform their job
duties. Remember that training your
team helps them feel empowered as a
member of your practice. The invest-
ment for training is nominal when you
consider the pay-off: a better equipped
and more committed work force.

KATHY MILLS CHANG, MCS-P,
has been providing DCs with
reimbursement and compliance
training, advice, and tools to
improve the financial performance

of their practices since 1983. She also serves
as Foot Levelers’ insurance advisor. She can
be reached at 855-832-6562 or
info@kmcuniversity.com.
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Expand your presence to increase
referrals and your bottom line.

BY KAREN APPOLD

Where are
your patients?

THINKSTOCK



Someone once said that it is best to
attract new patients, not seduce
them, recalls Michelle Geller-
Vino, founder and president of

MGV Marketing Inc.
Expanding your marketing initiatives, improving

and augmenting your services, and increasing
referrals should bring new patients to your door
— ultimately improving your bottom line.

When you’re looking to expand your marketing
efforts, set a budget and stick to it. “Use all the
free and low-cost media that you can,” says Mark
A. Pierce Sr., DC, BCAO, CCSP, owner of Physical
Healthcare of Jacksonville. “Social media is
booming. Nowadays, people are more apt to do
a Google search than look in the Yellow Pages for
a chiropractor. Also, invest in a professional
website and learn how to get to the front page
of search engines.”

To ensure that you spend time on marketing
efforts every week, set time aside for it. “If it isn’t
on your calendar, it will be done hit-and-miss,”
says Noel Lloyd, DC, owner of Five Star
Management, LLC, The New Patient Academy,
LLC, and Sound Chiropractic Center of Seattle.
“Split your attention between internal and external
marketing efforts by selecting three of each. We
call this a marketing six pack.”

Lloyd emphasizes that you should “learn to play
and love the game,” and suggests spending three
to seven hours a week on marketing. He also
recommends hiring chiropractic assistants; hire
the first one with marketing efforts in mind. “I
take a presentable, energetic assistant to all external
events. I try to book two or three a week. If the
assistant does well, I can eventually send him or
her without me.”

Increase referrals
There are two main sources of referrals: other
medical professionals and your patients.
Chiropractors only see about 8 to 10 percent of
the population. “There is an endless supply of
new patients in medical offices,” says Michael J.
Schmitt, DC, owner of Atlas Chiropractic.

Chiropractors should network with primary
care physicians, obstetricians, gynecologists,
rheumatologists, and dentists, among others.
“This could be as simple as sending a small
narrative report with an introductory note to
your patient’s doctor or setting up an appoint-

ment with one doctor a week that you have never
met, but have a mutual patient with.”

Schmitt advises telling patients’ MDs about
advances you’ve made. In his case, these would be
digital gait analyses, digital X-rays, and lasers.
Communicate your success while mentioning
the benefits.

“Learn how to tell a medical doctor in five
minutes why you are the logical referral,” says
Schmitt. “Learn how to funnel any response the
doctor has to your favor, while validating what
they do.”

Regarding patient referrals, if patients are getting
extraordinary service and believe their chiropractor
is the best one in town, they will tell their family,
friends, and co-workers. But use caution. Only
ask for referrals at appropriate times.

“When a patient is starting to see progress, that
is a good time to ask,” says Geller-Vino. Say
something like, “You must know of someone who
could benefit just as you have.” In most cases,
they will think of someone they can refer.

While Pierce says it’s important to be present
in your community, the vast majority of your
referrals should come from your patients.
“Educate patients, teach them how to refer, and
let them know you want new patients,” he says.
“They may just assume you are too busy or do
not need new patients — like a medical office.
Never apologize for wanting to help more people
by asking for referrals.”

Be on time, adds Lloyd. Existing patients won’t
want to refer to you if they think it could increase
their wait times. When you do get a referral,
acknowledge it by verbally thanking the patient,
writing a thank-you note, and listing the patient
on a referral honor roll.

When people come to your practice for a
service other than chiropractic, they may already
understand the concept of healthy living. Now
you and your staff need to further educate these
consumers and stimulate patient conversion.

“Every time a person comes in to exercise, we
stimulate cognitive function by having them view
chiropractic education on flat-screen TVs at
every mind-body station,” says Roger Russo, DC,
president and founder of Stay Fit Seniors Inc.
“Exercisers already understand frequency and
duration for their success, which is what we, as
chiropractors, work hard at to get patients to
understand.”

C H I R O E C O . C O M AUGU ST 2 , 2 0 1 3 • C H I R O P R A C T I C E C O N O M I C S 29



30 C H I R O P R A C T I C E C O N O M I C S • AUGU ST 2 , 2 0 1 3 C H I R O E C O . C O M

To increase referrals, Paul Lunter,
founder and president of HydroMassage,
advises giving patients an experience
that wows them.

Improve and augment
your services
When it comes to services, “be a
master and not a jack of all trades,”
says Pierce. “When we graduate from
chiropractic school, we only have a
basic understanding of adjusting
procedures; if we only use the basic tools
we were taught it will keep us from
becoming experts. It is important to
continue to grow, educate ourselves,
and become a master of several
chiropractic techniques.”

But don’t necessarily limit the services
you offer. Make your practice a one-
stop-shop; hire others to work at your
practice to offer additional services.

“Today, people have limited time, so
going to a chiropractor and having

access to such services as massage,
acupuncture, physical therapy,
rehabilitation, nutritional counseling,
yoga, or a personal trainer can all
complement chiropractic care and be
offered at a practice,” says Geller-Vino.
“This will not only benefit patients, but
it will significantly increase your
revenue.”

Russo believes that you have to be
different and stand out in your
community. “Increase consumer foot
traffic into your office and then take
the appropriate opportunity to convert
them to patients,” says Russo.

To build a practice with advanced
modalities such as digital motion X-
ray, decompression, etc., provide patients
with standardized, repeatable care.
“Many patients will pay a premium for
the peace of mind in knowing they can
get consistent, high-level care no
matter which doctor is in the office on
a particular day,” Lunter says.

Meet the experts
Michelle Geller-Vino, founder and
president of MGVMarketing Inc.
mgvmarketing.com

Mark A. Pierce Sr., DC, BCAO,
CCSP, owner of Physical
Healthcare of Jacksonville
physicalhealthcarejax.com

Noel Lloyd, DC, owner of Five
Star Management, LLC
myfivestar.com

Michael J. Schmitt, DC, owner of
Atlas Chiropractic
atlaschiropracticnc.com

Roger Russo, DC, president and
founder of Stay Fit Seniors Inc.
stayfitseniors.com

Paul Lunter, founder and
president of HydroMassage
hydromassage.com
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When adding services, Pierce adds a
few words of caution. “Make sure that
it is a billable service in your state, and
that you are educated about reimburse-
ment rates,” he says. “Do the necessary
homework to make sure the new service
will not only pay for itself but become
profitable as well.”

Schmitt also suggests choosing
services that are backed by peer-
reviewed research technologies.

Think outside the box
There are endless ways to attract new
patients, and some require imagination
and planning. Consider a community
relations director, suggests Geller-Vino.
This person will plan both internal and
external events, and create a marketing
calendar for the year. Some tasks this
individual might do include
�setting up meetings with attorneys

and physicians for you to meet for
introductions

�calling schools, businesses, and
organizations to speak to employees
in the workplace about health,
wellness, and safety topics

�attending health fairs
�arranging 5K runs
�placing a massage therapist at a local

gym or health food store
�organizing an employee appreciation

day
�hosting a local support group such as

fibromyalgia, arthritis, or a moms’
group at your practice

�sending out press releases prior to
events

Lunter echoes the PR sentiment:
“Not enough doctors use it regularly,”
he says. “Reporters in local communities
are continually looking for stories to
write.” Every year HydroMassage does
a nationwide, “Free Massages for
America During Tax Week” campaign.
“The press loves it, and major news

outlets such as Yahoo, MSN, and
Oprah.com pick up the story. Over the
past five years, we’ve had approximately
475,000 hits on our website during tax
week alone. And, the best part is, it’s
free. All it requires is writing a simple
press release, and the reporters do all
the work for us.”

What works, what doesn’t
Long ago, chiropractors gave out bent
pens and free coupons, placed huge
Yellow Page ads, and similar gimmicky
things. “Building relationships, setting
a practice apart from others, having the
latest diagnostic equipment and tech-
nology, and being unique is what people
want,” says Geller-Vino. “Today people
are more educated, open-minded, and
willing to take healthcare matters into
their own hands.”

What doesn’t work is putting a bunch
of equipment in your practice and
calling it a gym and expecting it to
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generate income or bring in potential
patients, Russo says. Programs should
be designed to give consumers what
they want, while bringing them into
the practice to educate them and
convert them to patients.

Pierce has found that having a
presence in your community by
serving patients is important. “You
must be aware of the public’s perception
of you and your clinic,” he says. “Patients
want to feel that their chiropractor is
the best in town. Hire a consultant
who keeps you accountable and
walking with integrity.”

“Patients can tell if you are authentic
or just trying to build wealth,” Pierce
continues. “You need to be willing to
work hard and promote your services.
Buying expensive equipment and doing
expensive advertising won’t cut it. A
poor practice manager will promote

unrealistic visions of becoming a
multimillionaire with their system.”

Pierce also gives a thumbs-down to
buying patients from companies that
offer to place patients in your practice.
“That is not how most people make
healthcare decisions,” he says. “The
majority prefer a good reference from
one of their satisfied patients.”

In addition, he says having a rock-
solid team working in your clinic is
vital. “Is everyone saying the same
things? Does everyone share your
dream? Is your team properly trained
to be an ambassador of your clinic?”
Pierce asks.

Lunter says selling gift certificates
during the holiday season has worked
well for getting new clients.

According to one client of Lunter,
William Lentscher, DC, patients like
gift certificates because they are a

unique idea for a $10 to $20 gift. When
recipients come to your practice to
redeem their certificates, Lentscher also
gets the opportunity to meet them and
discuss any issues he can help with.
This provides a stream of potential new
patients walking right into his practice.

As a fourth-generation chiropractor
with 24 years of practice experience,
Pierce admits to spending thousands of
dollars on gimmicks, practice manage-
ment companies, and silly advertising.

“I have now come full circle and
realize that chiropractic sells itself,” he
says. “If we do a great job, practice
integrity, become masters, ask for
referrals, build an awesome clinic team,
and get results, then patients will come.
In addition, we have access to many
tools to help the practice grow.”

KAREN APPOLD, an editorial
consultant in Royersford, Pa., is
dedicated to regular chiropractic
care. She has been the president
ofWrite Now Services, which

offers writing, editing, and proofreading since
2003. Her experience includes chiropractic
marketing. She can be reached at 610-812-
3040, kappold@msn.com, or through
WriteNowServices.com.

Quick Tip
Convey a nurturing
message
Include a photo of your child or a pet
in your next direct mail campaign or
email blast advertisement. Youmight
try this on your home page, too.

Top advertisers know that a photo
with a child or an animal attracts
the right kind of attention to a
business.

The photo conveys a warm,
nurturing message.

—John Heggie, DC
Lakeside Chiropractic Seminars

dcseminars.com or 877-553-4455
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WELLNESSAPPROACH

MATTRESSES USED TO BE MADE

PRIMARILY OF COTTON

padding and springs. But
after 1950 and the invention of plastics
and foams, the modern mattress has
gone through many evolutions. From
water beds to todays’ memory foam
offerings this evolution has been quite
spectacular. But also during this time,
sleep issues have risen to almost
epidemic proportion, which raises the
question: “Is the modern mattress a
wellness product or not?”

The modern design
The modern mattress is composed of
two basic parts:
�the foundation, which is usually a

box spring, but can also be a
platform or adjustable base

�the top mattress, which has a support
layer and a comfort layer

The support layer’s job is to provide
support for the skeletal system. The
support layer can be filled with inner
springs, air, or foam core. The comfort
layer’s role is to provide pressure relief.

Synthetic foams like viscoelastic
(memory form), latex (a rubber
derivative), soy, and polyurethane —
and combinations of the above — are
used to provide these comfort layers.

In addition, federal law requires all
mattresses to contain a fire-blocker
that extinguishes open flames should a
mattress be set on fire.

Over the years, these modern
materials — primarily synthetic foams
— have replaced cotton and steel

springs as the primary materials used
in mattresses. This is due to both the
cost and availability of cotton. New
studies suggest that in the case of a
mattress, this broad-scale move to
newer materials may be causing
unintended consequences when it
comes to health, wellness, and sleep.

Sleep and wellness
From a medical standpoint, the ideal
mattress is more than just furniture —
it conveys health benefits and plays a
role in promoting wellness. Above all,
the mattress should support the spine
properly. This will both reduce
pressure and encourage deep, healing
sleep. The preferred mattress should be
made of safe, non-toxic materials, and
it should wear slowly and evenly,
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Modern mattress matters
Sleep is an often-overlooked aspect of wellness that you can address.
BY SHAWN CLARK
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offering good value and a long life. When we examine the
modern mattress against these criteria, however, a number
of problems come to light:

Alignment support. The hip and lower torso weigh more
than the shoulder area. To provide proper support the
mattress must push the hips up into alignment (i.e., level)
with the shoulders. The use of new foamed materials like
memory foam and latex to replace steel springs do not do
this. Neither does air nor water.

The fastest-growing segment of today’s mattress market is

memory-foam beds. These tend to soften with use, which
diminishes alignment support as they become worn. Thus,
the movement in the mattress market away from steel
springs presents a threat to proper back support.

Pressure relief. Synthetic foams wear at a faster rate than
cotton. This has led to the phenomenon of “body impres-
sions” that occur with use, reflecting a foam’s inability to
rebound over time.

Independent testing of mattress foams shows they can be
expected to wear out in three to eight years depending on

the amount and type of foam used.
Buyers, however, expect a modern
mattress to last for the warranty period
of 20-plus years like their old cotton
mattress did.

The warranty coverage, however,
now extends to the normal wear
pattern of the foam. As a result, many
continue to sleep on a mattress that is
worn out, and not replaced because of
budgetary considerations. Trying to
sleep on a worn-out mattress will
contribute to poor sleep and muscu-
loskeletal misalignment.

Off-gassing. Synthetic foams emit
noxious fumes as they wear, in a
process called off-gassing. The fastest
growing segment of the modern
mattress market, memory foam, is
made from polyurethane foam and an
additive to make it rebound slowly.

Almost every modern mattress uses
polyurethane foam. New research is
linking polychlorinated biphenyls
(PCBs) like polyurethane to various
health problems (e.g., some adults
report severe allergic or immune-
related reactions after sleeping on new
mattresses made with synthetic foams).

Fire retardants. Many of the materials
used to retard fire also contain known
carcinogens. By federal law, mattress
manufacturers are required to demon-
strate to the government that their
products will extinguish an open
flame, but don't have to reveal to the
consumer what materials they are
using to do it.

The least expensive way is to use a
chemical spray containing PCBs like
asbestos and boric acid. This results in
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even more toxic material being added to the polyurethane
foam used in almost every modern mattress.

This is not to say that these mattresses will necessarily
cause harm. The synthetic materials they are made from
and the fire blockers used are present in many other areas of
everyday life, including the home. However, for some people
the effects of such substances are quite serious.1-3

Protective measures
Sleep is important. It is the third leg of the wellness stool along
with exercise and nutrition. Recent studies linking the absence
of deep, healing sleep to increased risk of stroke, diabetes, and
obesity are raising your patients’ interest in this area.

A new category of wellness-quality mattress and sleep
products is beginning to emerge as a result. As patients
become more aware of the issues surrounding sleep and
wellness, their doctor is in a perfect position to advise them.

One thing patients can do is look for mattresses that reveal
all the materials used to make them. Both the fire-blocker
and other materials used should be non-toxic and non off-
gassing if possible. It is also wise to look for natural materials
that you know from experience are hypoallergenic, like
organic cotton, wool, silk, and latex rubber. When it comes
to choosing the right mattress, the more you and your
patient know about what they are sleeping on the better.

If you take the time to become familiar with the research
regarding the materials used in todays’ retail mattresses and
some of the new products that are available, it’s possible to
add the properties of deep, healing sleep to each patient’s
treatment plan.

SHAWN CLARK is executive vice president and co-
founder of Advanced Comfort Technologies Inc., a
company founded in 1998 to develop sleep wellness
mattresses. ACTI’s preferred method of distribution is
through doctors. He can be contacted at

dcprogram@intellibed.com.

References:
1U.S. Department of Health and Human Services. Hazardous Substances
Data Bank. (1993). National Toxicology Information Program, National
Library of Medicine, Bethesda, MD.

2U.S. Environmental Protection Agency Chemical Hazard Information
Profile on Toluene Diisocyanate. (1984). Prepared by Chemical Effects
Information Center, Oak Ridge National Laboratory, Oak Ridge, TN.

3U.S. Department of Health and Human Services. Registry of Toxic Effects
of Chemical Substances. (1993). National Toxicology Information
Program, National Library of Medicine, Bethesda, MD.

When it comes to choosing the right
mattress, the more you and your
patient know about what they are
sleeping on the better.
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LOOK AROUND. IF YOU’RE PLYING

YOUR TRADE IN OR NEAR A MAJOR

city or well-populated area, there
are likely several other chiropractors in
the local community vying for the very
same group of patients that you are.

Unfortunately, your talent and
expertise, coupled with a kind and
gentle manner and touch, are not the
only factors determining whether an
individual enters your practice or goes
down the street. Despite your
qualifications and credentials, people
have likely driven past your practice
hundreds of times without giving it a
second thought.

Most people are busy and typically
don’t look much farther beyond their
initial focus. Hard to believe? Try
naming all the stores in your local area
and shopping centers. You’d be surprised
at how many have come and gone
without any fanfare at all.

Marketing communications —
especially public and media relations
— should be an integral part of your
ongoing business efforts. Use it
continually to increase awareness of
the quality and depth of your services
and distinguish your practice from
nearby competition.

This includes concisely and
professionally communicating the
benefits of your services, establishing
credibility for the expertise that stands
behind them, and reinforcing your
continued dedication to meeting
patients’ needs with the latest
techniques.

Create consistent messaging through
all forms of communication. Who are
you? What do you do? Who is your
key customer base? What is your

expertise? What separates you from
other area chiropractors? Ask these
questions to several individuals,
including your staff, and you’ll likely
be surprised at the different answers.

A common problem is trying to be
everything to everyone without
exploring the benefits of a true
specialty practice that establishes a
niche that’s all your own.

If you haven’t already, take a step
back and study the demographics of
your community and their most
common needs. Next, evaluate your
services and the ability to fulfill those
demands. Once you’ve done this, you
can conduct the strategic marketing
that will help separate you from the
competition.

But don’t go overboard.
Limit your marketing to four or five

concise, straightforward statements.
Too many will confuse your audience
and dilute your overall purpose. In
addition, these statements should be
used across the board in all your
communications.

Remember, the idea is not only to
promote your practice but to build an
enduring brand designed to turn
prospects into lifelong customers who
can provide referrals for years to come.

Choose your marketing tools wisely.
Once you’ve determined your target
market, pick the tools that will best
convey your message to the most
people. Nearly every area in the
country is supported by a local
newspaper or community publication.

Advertising can be pricey, so choose
rates that ensure additional editorial
opportunities. In this instance, your
local ad representative can become
your best ally for enlisting the help of
editors to print your latest news
announcements.

Even if you don’t advertise in these
publications, many still offer free
opportunities for telling your story via
news articles and briefs. The key is to
provide timely news material that is
informative and pertinent to the
readership. Don’t wait a month or two
to alert your local paper of any events

Get the news out
Public and media relations are invaluable
for enhancing customer loyalty and
raising patient awareness.
BY WILL IAM S. CHELAK

THINKSTOCK
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or announcements.
Also, don’t be superfluous with

adjectives when writing these pieces.
Your news release will likely not be
printed if it reads like an ad or

brochure. Stick to the facts; include
only your key message points and keep
it brief. And, if possible, enclose an
image that highlights your
announcement.

Capitalize on opportunities to
address community audiences.
Throughout the course of the year,
your local associations, schools, and
civic organizations hold educational
forums. Volunteering to speak at such
venues is an invaluable opportunity
to display your expertise to the
community at large. It also provides
opportunities to generate news and
place stories highlighting your
involvement in area publications.

Start by reaching out to local
athletic directors, organized sports
administrators, and parental groups.
The trust and goodwill developed by
such activities cannot be under-
estimated and often lead to even more
speaking requests and expanded levels
of exposure.

Coat your practice walls with your
news. A blank, sterile waiting room
wall is not your friend. Use the space
to your advantage. Prominently
showcase news articles highlighting
your accomplishments as a reminder
to patients and to increase your
credibility with first-time visitors. In
most cases, public relations placements
are considered more credible than paid
advertising because they are published
free-of-charge and at the discretion of
editors.

In today’s economy, budgets can be
tighter than ever before. As a result,
public and media relations, if performed
effectively and consistently, can provide
an extremely cost-effective and reliable
strategy for expanding your outreach
to key audiences, while distancing
yourself from the competition.

To succeed, leverage milestones as
they occur and bundle your news in a
timely, informative package that editors
and local publications can use to
educate their readers.

WILLIAM S. CHELAK is director
of StarrComm Strategies. He can
be reached at 732-541-8471,
wchelak@scstrategies.net, or
through scstrategies.net.

Public relations placements are more credible
than paid advertising because they are published
at the discretion of editors.
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TECHTALK

CLINICAL TECHNOLOGY, SOFTWARE,
AND HARDWARE ALL HAVE

incredible potential to simplify
your life, increase your efficiency, and
bring fulfillment to practice. And they
can also be an incredible waste of
resources. How do you know which
hardware, software, or service is going
to lead to efficiency and fulfillment —
and which will end in frustration and
time wasted?

The secret is finding tools within the
software that lead to patient-centered
care — with doctor-centered tech-
nologies. But just how do you find
doctor-centered electronic health record
(EHR) software and hardware?

The three areas you need to consider
are: functionality, design, and vendor
commitment to the profession.

Hardware that works for you
Your hardware consists of the

computers, monitors, tablets, and other
mobile devices you use to network
your practice. Doctor-centered
hardware has to stand up to the
requirements you place on it daily.
Good intentions and a sexy design do
not matter — the hardware has to
work from a pragmatic standpoint.

Consider the example of a large
hospital that ordered more than 300
iPads. The iPad has an attractive
design and a high-tech feel that
promises portable functionality. But
after only a few weeks of use, the
hospital scrapped all of the iPads. So
what went wrong?

The iPad did not suit the hospital’s
environment. First, there is the imprac-
ticality of looking at a 10-inch screen
over a 12-hour shift. A long day in
front of any screen is fatiguing on the
eyes, and it gets worse with a smaller
screen.

Second, there is the small touch-
screen keyboard. Selecting menus and
typing in a word or two may be easy
on the iPad, but anything more than
that requires a physical keyboard,
which hinders portability.

Third is the issue of ergonomics. At
a glance, tablets work well as mini-
computers. Over the course of a long
day, however, they can be the biggest
source of tech-neck because tablets,
like smartphones, keep necks flexed for
longer than is healthy.

Patients trying to fill out forms in
the reception area end up taking three
times as long with iPads compared to
using clipboard-and-paper versions.

Lastly, like many tablets, the iPad
lacks the robust internal processing
hardware necessary to run complex
software programs. Compliant health-
care documentation often requires
more than can be captured on a tablet.
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Is your EHR you-centric?
Avoid the most critical mistake you can make
when investing in new practice technology.
BY STEVEN J. KRAUS, DC , DIBCN, CCSP, FASA, F ICC
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Convinced by marketing and the flashy design alone, the
hospital administrators had not tested the product adequately
for the environment. Once they learned these lessons the
hard way, the tablets were gone, soon to be replaced by
something more practical and doctor-centered.

This doesn’t mean tablets themselves are the problem.
They can perform remarkably well in healthcare settings.
For example: Tablets are the perfect tool for filling out
outcomes forms and other questionnaires that are mostly
touch selections or point-and-click. They are also convenient
for mobile presentation, education, and reports of findings.

The key is adopting the proper technology for the
situation at hand.

Software that works for you
Can software be doctor-centered? If it increases your efficiency
and improves patient care it certainly can. There are many
factors that create doctor-centered software, especially the
following four.

1. Was it designed for chiropractors? A powerful EHR
that was designed around a medical interaction will have a
different feel, different flow, and different function than a

program written specifically for chiro-
practic. This will be true even if the
software was upgraded to work in your
practice with a chiropractic module.

2. Does it support your workflow?
In the areas doctors use most, daily
notes, reports, and navigation through
the health record, the software should
offer options and customization that
give you freedom to choose your
favorite functions and adjusting
techniques. Workflow also includes
reminders and alerts that create the
proper documentation the first time,
promoting efficiency.

3. Can it retrieve and repopulate
data? The location of a patient visit
note, assessment outcomes, and patient
demographics should be convenient,
intuitive, and quick. Doctor-centered
software allows efficient movement and
retrieval of patient data within seconds.
It helps track the history of care in the
SOAP notes, ADLs, examination
findings, and outcome assessments.

4. Does it create compliant
documentation? Software does you no
good by increasing documentation
efficiency if the documentation cannot
stand up to scrutiny from third-party
payers, state regulatory boards, CMS,
or other providers. Are your EHR-
generated notes professional,
organized, and consistent?

EHR that does not include these
four components may cause problems.

A company with a
history and a future
When looking for doctor-centered
technology, consider the history and
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future trajectory of the company that makes the product.
For chiropractors, this area is more critical for software

than for hardware and may be most important for EHR. You
are going to spend time learning and implementing your
health records. Be sure the company will be around in the
future, because there can be changes in standards.

Expect changes in state board documentation require-
ments and workers’ compensation and personal injury
documentation. Expect new requirements from insurance
companies and new regulations from CMS. Doctor-centered
software should keep up with such changes and provide
necessary updates in both documentation and billing.

A HIPAA-compliant practice needs software that evolves
with the technology that develops in order to reduce risks.
Not every company selling software to chiropractors is
going to be around in five years.

You-centric technology
The most common mistake you can make when investing
in clinic technology is choosing a product not centered on
you. Doctor-centered hardware, software, and services will
inevitably lead to increased productivity.

Find software that works around you, from workflow to
customization, data retrieval to compliance. Look for
software designed for chiropractors first, from a company
that shows signs of being around to support you in the
future. Truly doctor-centered technology should allow you
to simplify, increase efficiency, and experience greater
fulfillment in practice. Make sure any technology you invest
in is centered on you in your work environment in order to
avoid costly mistakes.

One major purpose of being in practice is to create
positive outcomes for your patients to help them be well
through your care. Software can help you deliver these
outcomes in a patient-centered practice. But in order to be a
patient-centered practice, you need a doctor-centered set of
tools to allow you to be better with your patients.

STEVEN J. KRAUS, DC, DIBCN, CCSP, FASA, FICC, is
founder and CEO of Future Health, a company that partners
with chiropractors to deliver a comprehensive clinic
management solution, including fully integrated EHR. He
lectures to state associations and at industry events regarding

EHR and its relationship to documentation. He can be reached at 888-
919-9919, ext. 652; at skraus@FutureHealthSoftware.com; or through
FHeConnect.com/1074.

Make sure any technology you
invest in is centered on you in your
work environment in order to avoid
costly mistakes.
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Access Equipment Corp.
888-463-1381
usedchiropractictable.com

Accuthotix
888-325-3668
accuthotix.com

Acor Orthopaedic Inc.
800-237-2267
acor.com/chiro

Aetrex Worldwide
800-526-2739
foot.com

ALINE Systems Inc.
800-736-9005
aline.com

Allied OSI Labs
888-264-3338
aolabs.com

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

Amfit Inc.
800-356-3668
amfit.com

AquaStep
888-610-1584
aquastep.com

Archmolds LLC
800-930-2724
archmolds.com

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

Barefoot Science
866-420-3719
barefoot-science.ca

Bintz Company
800-235-8458
bintzco.comn

Birkenstock USA LP
800-949-7301
birkenstockusa.com

BML Basic
800-643-4751
bmlbasic.com

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

ChiroInnovations
800-667-1969
chiroi.com

Comfortfit Orthotic Labs Inc.
888-523-1600
comfortfitlabs.com

Corflex Inc.
800-426-7353
corflex.com

D-MED Inc.
800-872-3633
d-med.com

Dr. Jills Foot Pads
866-366-8723
drjillsfootpads.com

Edser Labs
866-722-3414
edserlabs.com

Ergomedic USA Inc.
305-244-2564
ergomedic-usa.com

Fastech Inc.
800-351-3668
fastechlabs.net

Foot Function Lab
800-785-3668
orthotics.net

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

Foot Management Inc.
800-468-3668
footmanagement.com

FootForm Laboratories
541-389-4547
footform.com

Footmaxx Inc.
800-779-3668
footmaxx.com

Footscan USA
850-460-2200
footscanusa.com

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

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

Hapad Inc.
800-544-2723
hapad.com

Healthways
800-327-3822
healthways.com

Healthy You
800-826-9946
healthyyouweb.com

BUYERSGUIDE

Chiropractic Economics is pleased to present the profession’s most comprehensive Orthotics 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.

Orthotics
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Hersco Ortho Labs
718-391-0416
hersco.com

Integrated Orthotic Lab
866-582-4640
io-lab.com

KLM Laboratories
800-556-3668
klmlabs.com

Langer Biomechanics
800-645-5520
langerbiomechanics.com

LBM Inc.
800-325-1153
lbmheellift.com

LifeTec Inc.
800-822-5911
lifetecinc.com

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

Massage Warehouse
800-910-9955
massagewarehouse.com

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

Meyer Distributing Company
800-472-4221
meyerdist.com

Moszkito Lifestyle Products LLC
480-502-0017
moszkito.com

Nature-Fit
800-874-4295
nature-fit.com

Nolaro24 LLC
877-792-4669
whatsmyfoottype.com

Ontario Orthotic Lab Inc.
888-873-3316
oolab.com

Ortho-Dynamics Orthotics
Laboratory
800-275-1842
orthodynamics.com

P.W. Minor
585-343-1500
pwminor.com

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

PediFix Inc.
800-356-8185
pedifix.com

PolyGel LLC
973-884-8995
polygel.com

Powerstep
888-237-3668
powersteps.com

Precision Orthotic Lab Int’l
800-336-6302
precisionorthotic.com

Scott Orthotic Labs
800-821-5795
scottorthotic.com

ScripHessco
800-747-3488
scriphessco.com

Sof Soles
919-544-7900
sofsole.com

Sole Performance
800-944-2755
shoeguy.com

Sole Supports
888-650-7653
solesupports.com

Spenco Medical Corp.
800-877-3626
spenco.com

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

STJ Orthotic Services Inc.
800-321-4STJ
stjorthotic.com

Symmetry Orthotics Int’l.
877-918-3338
symmetryorthotics.com

Tekscan
800-248-3669
tekscan.com

Vasyli Inc.
865-748-8562
orthaheelusa.com

Warwick Enterprises
800-355-3575
heellift.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

INDEPENDENT CONTRACTORS HAVE

LONG BEEN A PROVEN OPTION FOR

chiropractic practices that want to
achieve workforce flexibility and
financial savings.

Unfortunately, a recent U.S.
Department of Labor study revealed 30
percent of businesses “misclassified”
employees as independent contractors.
Cracking down on employee misclas-
sification has been so profitable that
the IRS has devoted millions of dollars
to enforcement efforts.

The employee-versus-independent-
contractor controversy boils down to
the matter of labeling a worker as an
independent contractor rather than as
an employee. By doing so, a practice
can avoid the voluminous paperwork
and payroll tax burden associated with
regular employees.

On the other hand, an independent
contractor can exclude certain types of
compensation from income or deduct
work-related expenses. It is no secret
that self-employed workers and
independent contractors contribute
greatly to the ever-increasing “tax gap.”

Under the Affordable Care Act,
practices and businesses with 50 or
more “full-time equivalent workers”
will be required to offer health plans to
employees or pay stiff penalties
(beginning in 2014) for each uncovered
worker beyond 30 employees. Some
employers may be tempted to reclassify
employees as independent contractors
as a way to sidestep this mandate. But
this strategy is fraught with problems if
the IRS comes knocking and finds that
the worker classification rules are not
being properly followed.

Who is and who isn’t
Although the courts and the IRS often
rely on a 20-factor test when deter-
mining who is and who isn’t an
independent contractor, the relevant
facts fall into three main categories:
behavioral control, financial control,
and relationship of the parties.

Is the worker subject to the control
of the service recipient, not only as to
the nature of the work performed but
the circumstances under which the
work is performed? Individuals who
follow an independent trade, business,
or profession in which they offer
services to the public are usually not
employees.

It is usually up to those practices to
create a situation in which they do not
control how the worker performs a
particular task. Misclassifying a worker

Expensive labels
Misclassifying employees can be not only an
expensive mistake but a sure route to an audit.
BY MARK E. BATTERSBY
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as a nonemployee can result in liability
not only for employment taxes but also
for the 100-percent penalty for failure
to collect and account for those
employment taxes.

Re-labeled as employees
From a worker’s standpoint, it is not
always bad for an independent
contractor to be re-labeled as an
employee. After all, a worker may
receive employee fringe and pension
benefits; may be entitled to reimburse-
ment for business expenses; may be
entitled to federal and state minimum
wage and hour standards; and may
receive coverage under nondiscrimi-
nation laws, unemployment insurance,
and workers’ compensation protection.

The IRS has a special form — Form
SS-8 — that allows either a worker or
an employer to quickly obtain an
official determination of a worker’s tax
status.

Although the IRS’s SS-8 program is
helpful, there is some risk involved.
According to the IRS, more than 72
percent of all Form SS-8 requests result
in determinations that the workers in
question are employees. Only 3 percent
result in determinations that the
workers in question are independent
contractors.

Volunteering to re-classify
Late in 2011, the IRS launched a new
Voluntary Classification Settlement
Program (VCSP) that allows employers
to prospectively reclassify — as
employees — workers they have
erroneously treated as independent
contractors or as other nonemployees
in the past. The new program carried
generous settlement terms and
provided audit relief for previous years.

Any practice or business accepted
into VCSP must agree to prospectively
treat a specific “class” of workers as

employees for future tax periods and
in exchange:

A. Pay only 10 percent of the
employment tax liability that may have
been due on compensation paid to the
workers for the most recent tax year,
determined under the reduced rates of
Code Sec. 3509;

B. Won’t be liable for any interest
and penalties on that liability;

C. Won’t be subject to an
employment tax audit for the worker
classification of the workers for prior
years; and

D. Agree to extend the period of
limitations on assessment of employ-
ment taxes for three years for the first,
second, and third calendar years
beginning after the date on which the
practice agreed to begin treating the
workers as employees as part of the
VCSP closing agreement.

The IRS’s rejection of a VCSP
application will not automatically
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trigger a federal tax audit. A rejected
practice could be audited for another
reason, but not as a result of filing
Form 8952 (application for VCSP).

Because VCSP concerns future years
only, the IRS won’t make any deter-
mination about prior years, and any
chiropractor who signs a VCSP
agreement isn’t making any repre-
sentation as to the workers’ proper
federal employment tax status for prior
years. In other words, in signing a
VCSP closing agreement, your practice
is not admitting liability or wrongdoing
for past periods.

As a reward, employers accepted
into VCSP will generally pay an
amount equal to slightly more than 1
percent of the wages paid to the re-
classified workers for the past year.

The new expanded
voluntary changes
Under the expanded VCSP, employers

currently being audited can qualify for
VCSP. Participating employers will, for
the first three years under the program,
be subject to a special six-year statute
of limitations, rather than the usual
three years that applies to payroll taxes.

To be eligible, an employer must
currently be treating workers as
independent contractors or
nonemployees and consistently have
treated them as such in the past. In
fact, until June 30, 2013, the IRS had
waived the eligibility requirement that
an employer must file Forms 1099 for
the workers they are seeking to re-
classify for the past three years.

As mentioned, employers cannot
qualify for VCSP if they are currently
being audited by the U.S. Department
of Labor or a state agency concerning
worker classification — or be
challenging worker classification in
court. The employer also cannot be
undergoing an employment tax audit.

A safe harbor from
morphing liabilities
Liabilities for violations of wage and
hour laws, discrimination, wrongful
termination, and similar rules can be
easily minimized simply by not having
employees or keeping their ranks to a
minimum. And, as some have discov-
ered, it is possible to have workers
operate as independent contractors,
thus potentially sidestepping a panoply
of taxes and other liabilities.

Relief also can be obtained with a
unique safe harbor in our tax laws.
Section 530 of the tax code provides
relief from reclassification liabilities
when an employer misclassifies
workers. It provides protection when
an employer has classified a worker
as an independent contractor and the
worker is reclassified as a result of
an audit.

The employer is relieved of liability
if the tax returns show that all similar
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workers were consistently treated as
independent contractors, and that
there was a reasonable basis for that
classification. Employers must usually
satisfy three requirements: a reasonable
basis for treating the workers as inde-
pendent contractors, a substantive
consistency requirement, and a
reporting consistency requirement.

The IRS generally relies on the
three characteristics to determine the
relationship between employers and
workers.

The independent
contractor/employee question
In today’s economy, employers are
looking for every possible way to stay
competitive while getting work done.
Choosing to classify workers as
independent contractors can be a
money saver, but it’s also a huge IRS
target and a proven way to make
expensive mistakes that can cost you
more than you saved.

Short of treating everyone as an
employee, there is no easy solution to
the employee/independent contractor
conundrum. It is clear that many
practices fail to examine their worker
relationships before being faced with
an audit. And workers rarely look
beyond the anticipated tax breaks
when assuming the independent
contractor label.

While the IRS’s recently expanded
VCSP may provide an answer, this is
one area in which a little thought, a
little preparation, and professional
guidance can be better than a cure.

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.
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LEGALEASE

IT IS BAD ENOUGH THAT THE

INSURANCE COMPANIES ARE PAYING

so little for chiropractic services
today, but now, months after they pay
mere pennies on the dollar, insurers
are sending demands for refunds. They
claim a “post-payment audit review”
has been performed and the insurer
overpaid the claim. Now, you must
refund part or all of what you received.
This is insult on top of injury.

Fortunately, there are steps you can
take to fight and win when insurers
demand their money back. First,
determine if you are a contracted
provider with the insurance plan.

If you are contracted, chances are
the contract addresses refund demands
and you must comply with the terms
of the contract. However, if you are not
a contracted provider or if the contract
does not address refund demands,
there are rights you can exercise to
protect yourself.

There really is no such thing as a
“post-payment audit review.” This is a
term made-up by insurance companies
to avoid calling it what it really is: an
“adverse claims determination,” i.e., a
claim denial.

The insurance company has opened
your claim for a second round of
review, duplicating what they did
when they originally received your
claim and approved it for payment.
This time, however, they have decided
that the claim is not payable and so
have decided to deny the claim with an
adverse claims determination.

The right of insurers to call adverse
claims determinations “post-payment
audit reviews” was foreclosed when the
Labor Department recently filed an
amicus brief in a case stating its position
that post-payment audit reviews are

adverse claims determinations.1
The Labor Department governs and

administers the Employee Retirement
Income Security Act (ERISA), which
controls all employer-based health
plans and so this opinion likely applies
to most of your cases.

The brief concluded: “Aetna’s denial
of coverage is an ‘adverse benefits
determination.’ Aetna’s denial of
coverage for the Tri3 devices constitutes
an ‘adverse benefits determination,’
thus triggering ERISA’s and claim
regulations’ administrative and judicial
appeal procedure ... Here, Aetna first
granted full benefits, which it now
seeks to reverse. Whatever the merits
of the latter decision, Aetna’s reversal
in its coverage determination and its
overpayment demand constitute an
‘adverse benefits determination.’”

Because the post-payment audit
review is an adverse benefits
determination, you have the right
under state and federal law to appeal
the claims denial. Your rights under

ERISA are extensive and described in
full in ERISA 29 CFR 2560.503-1 -
Claims procedure.

For example: When you appeal the
new claims denial or adverse benefits
determination, you must demand the
insurer comply with ERISA and supply
you with the following information:
�The specific reason for the adverse

determination.
�Reference to the specific plan

provisions on which the determination
is based; a description of any
additional material or information
necessary for the claimant to perfect
the claim, and an explanation of why
such material or information is
necessary.

�A description of the plan’s review
procedures and the time limits
applicable to such procedures,
including a statement of the
claimant’s right to bring a civil action
under section 502(a) of the Act,
following an adverse benefit
determination on review.

Fight to win
Know how to deal with post-payment audit reviews and refund demands.
BY ALAN M. IMMERMAN, DC
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The complete list can be found by
Googling the ERISA statute. Bookmark
it when you are preparing to fight a
post-payment audit review.

Most states have passed laws that
create a legal structure for appealing
healthcare claims denials. You should
file appeals using these laws as well.
For example: In Arizona, there is a
three-level appeal system with the
third level involving a review by an
independent third-party chosen by the
Arizona Department of Insurance and
paid for by the insurance company. To
see if you have a similar system in
your state, consult with your state
department of insurance and
chiropractic association.

In most cases, appealing the demand
from the insurance company as a claims
denial is sufficient to stop the post-
payment audit review. But you don’t

have to stop there: The “Innocent
Third-Party Creditor Rule” is another
effective tool.

Established in light of multiple
cases,2-4 the rule states that the onus
for a mistaken payment is on the
insurance company because the provider
extended services and accepted payment
both in good faith and without
knowledge of the insurer’s mistake.

The courts have held that providers
have no responsibility to determine
whether the insurance company was
properly tending its business. This is
because while both parties are innocent,
the insurance company created the
situation and is in the best position to
have avoided it.

The courts have concluded that
once payment is made, the insurer has
no right to reclaim it. This finding
applies to all post-payment audit

reviews and refund demands.5,6
Finally, ERISA prohibits an insurer

from withholding money due on one
patient to recoup money supposedly
overpaid on another. If that happens,
the insurer will not have paid in full
for claims due on the patient from
whom funds were withheld.

In such a case, you should invoke
your appeal rights under ERISA and
state law. Also, promptly report the
insurer to the U.S. Department of
Labor for a serious ERISA violation.5,6

Let the insurer know that if they do
not comply with the terms of your letter,
you will file appropriate complaints
with both your state department of
insurance and the U.S. Department of
Labor for violations of state and federal
law. Inform the insurer that you will be
consulting with counsel and considering
legal action including filing with small-
claims court.

Note: The information above is
general information only. If you need
legal advice, consult with an attorney.
But in the event of a post-payment
audit or refund request, don’t just roll
over and play dead. Explore all of your
rights first.

ALAN M. IMMERMAN, DC, ran
a successful private practice for
20 years, and now divides his
time between running the Arizona
Chiropractic Society, where he is

the president and executive director, and
serving as an expert witness in automobile
accident cases. He can be reached through
azchiropractors.org.
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STUDENTS IN CHIROPRACTIC

COLLEGE ENCOUNTER MANY TRIALS

and tests while struggling to get
through school, pass boards, and
ultimately obtain a license to practice.
During these struggles, classmates
become friends who have faced the
joys and sorrows of the struggle
together. Many of these friendships
will last a lifetime.

After graduation, classmates and
friends become colleagues in the
practice and promotion of chiropractic.
This is essential, as the bonding
together of friends and colleagues
helps both personally and
professionally.

It can be hard to find a good friend.
It can be even harder to find a good
friend with similar professional
interests. These relationships are to be
treasured. Even better, relationships
like this multiply as new contacts are
made once in practice. In many ways
chiropractic is a brotherhood and
sisterhood that is hard to beat.

One way of enhancing these
friendships is to form a “brain trust.”
This is a group of two or more people
who regularly get together to share
ideas; discuss goals, successes, and

failures; and in general support each
other as friends and colleagues. A
brain trust is a success support group.

Traditionally, brain trusts were
formed by individuals who lived and
worked near one another. In today’s
connected world of the Internet, brain
trusts can be formed by individuals
located around the country and
around the world.

Consider the example of three
young chiropractors who met while
writing for their state association’s
magazine. They had a great deal in
common as chiropractors, as writers,
as new practitioners, and as husbands
and fathers of young children. They
formed a monthly brain trust that
meets on a rotating basis at each
other’s practices.

Another thing they do is spend a
day in practice with each other to
observe, learn, and help. Coding books
and other materials that can be shared
between practices are purchased jointly
to help control the overhead of
running their practices. It’s a true win-
win-win situation.

Efforts like the above can grow into
support not only for brain-trust
members but also for the state and

national organizations they belong to,
leading to the betterment of the
profession.

Students should form brain trusts
before leaving college for practice.
Discuss the idea with friends. Make a
pact. There are no hard-and-fast rules
except being there for one another.
And offering mutual support during
relocation after graduation, obtaining a
license, finding and starting a practice,
etc., will be vital and appreciated.

If the members of a brain trust live
and work in the same area, they can
meet in person at least once a month.
If they are separated by distance, they
can meet by conference call or video
conference. Regardless, they can all
attend seminars and workshops
together for fellowship and growth.

Brain trusts have stood the test of
time and technology. Take advantage
of this concept for personal and
professional growth through support
and interaction with friends and
colleagues.

K. JEFFREY MILLER, DC,
DABCO, is an assistant professor
at Palmer College of Chiropractic.

The power of a brain trust
BY K. JEFFREY MILLER , DC

studentDCcom
Home Colleges Career Development Financial Preparation Job Search Practice Startup Checklists Resources
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The online resource for future doctors of chiropractic.
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Academy of Lymphatic Studies
800-863-5935
Oct. 23–27, Portland, Ore.
Dec. 11–15, Palm Beach Gardens, Fla.

Apex Energetics
800-736-4381
Aug. 17–18, Fort Lauderdale, Fla.
Aug. 21, Woodland Hills, Calif.
Aug. 21, Santa Monica, Calif.
Aug. 22, Irvine, Calif.
Aug. 22, San Diego
Aug. 24, Houston
Sept. 14, New York
Sept. 19, Dallas
Sept. 20, Raleigh, N.C.
Sept. 21, Portland, Ore.
Sept. 21, Charlotte, N.C.
Sept. 27–29, San Francisco
Sept. 28, Tampa, Fla.

Back School of Atlanta
800-783-7536
Sept. 20–21, New Haven, Conn.
Oct. 4–5, Houston
Oct. 16–18, Atlanta
Oct. 19–20, Portland, Maine
Nov. 15–15, Chicago
Dec. 7–8, Orlando, Fla.
Jan. 24–25, 2014, Pomona, Calif.
March 20–21, 2014, New Bern, N.C.
April 10–11, 2014, Indianapolis

Biotics Research Corp.
800-231-5777
Oct. 26, Bethesda, Md.
Nov. 2, Austin, Texas

BodyZone LLC
770-922-0700
Aug. 22–25, Orlando, Fla.
Oct. 4–5, Raleigh, N.C.
Oct. 26–27, Chesterfield, Mo.
Nov. 21–24, Naples, Fla.
Dec. 14–15, Charlotte, N.C.

Breakthrough Coaching
800-723-8423
Aug. 18, Oak Brook, Ill.
Sept. 21, Orlando, Fla.
Sept. 28, Pittsburgh
Oct. 19, Newark, N.J.
Oct. 26, Gulfport, Miss.
Nov. 2, Raleigh, N.C.
Nov. 9, Orlando, Fla.

California College of Natural
Medicine
800-421-5027
Aug. 16, Online Certificate Program
Aug. 23, Online Certificate Program
Sept. 6, Online Certificate Program
Sept. 13, Online Certificate Program
Sept. 20, Online Certificate Program
Sept. 27, Online Certificate Program
Oct. 4, Online Certificate Program
Oct. 11, Online Certificate Program
Oct. 18, Online Certificate Program
Oct. 25, Online Certificate Program
Nov. 1, Online Certificate Program
Nov. 8, Online Certificate Program
Nov. 15, Online Certificate Program

Nov. 19, Online Certificate Program
Nov. 22, Online Certificate Program
Dec. 6, Online Certificate Program
Dec. 13, Online Certificate Program
Dec. 20, Online Certificate Program
Dec. 27, Online Certificate Program

CATS Workshops
705-792-1315
Sept. 28–29, Toronto

Cleveland Chiropractic College
800-969-2701
Aug. 14, Overland Park, Kan.
Sept. 21, Overland Park, Kan.
Oct. 11–13, Overland Park, Kan.
Dec. 14–15, Overland Park, Kan.

CRA Wellness
616-669-5534
Oct. 12–14, Bloomington, Minn.
Oct. 26–27, Holland, Mich.
Nov. 9–10, Dallas
Nov. 16–17, Cherry Hill, N.J.
Dec. 7–8, Brisbane, Calif.

Daybreak Geriatric Massage Institute
317-722-9896
Sept. 13–15, Pittsburgh
Oct. 18–20, Worcester, Mass.
Nov. 1–3, Pittsburgh

Dr. Charles Ward’s Innate Legacy
925-855-1635
Nov. 1–2, San Francisco

Elite ProEDU
713-452-9838
Aug. 24–25, Casper, Wyo.
Sept. 7–8, Las Cruces, N.M.
Sept. 15, San Mateo, Calif.

Erchonia Corporation
888-242-0571
Sept. 14–15, Dallas
Sept. 21–22, Seattle
Sept. 21–22, Tampa, Fla.
Oct. 12–13, Scottsdale, Ariz.
Oct. 19–20, Scottsdale, Ariz.
Nov. 9–10, Portland, Ore.
Nov. 9–10, TBD, N.J.
Nov. 16–17, Bloomington, Minn.
Dec. 7–8, Boston
Dec. 7–8, Seattle

F/D Enterprise LLC
800-441-5571
Sept. 14–15, San Jose, Calif.
Oct. 5–6, Atlanta

The FIT Institute
905-356-4484
Sept. 20–22, Toronto
Oct. 4–6, Dublin, Ireland
Oct. 25–27, Fort Worth, Texas
Nov. 1–3, Toronto

Graston Technique
888-926-2727
Aug. 17–18, Tulsa, Okla.
Aug. 24–25, Charlotte, N.C.
Aug. 24–25, Newark, N.J.
Sept. 14–15, Boston

Sept. 14–15, Las Vegas
Sept. 21–22, Portland, Ore.
Sept. 28–29, Indianapolis
Oct. 12–13, Vancouver, B.C.
Oct. 19–20, Davenport, Iowa
Oct. 19–20, Minneapolis
Oct. 26–27, Boston
Nov. 2–3, Orlando, Fla.
Nov. 2–3, San Jose, Calif.
Nov. 2–3, Tulsa, Okla.
Nov. 9–10, Las Vegas
Nov. 9–10, Toronto
Nov. 16–17, Portland, Ore.
Nov. 16–17, Charlotte, N.C.
Dec. 7–8, Boston
Dec. 14–15, Newark, N.J.

Kinesio Taping Association
888-320-8273
Aug. 17, Wichita, Kan.
Aug. 17–18, Miami
Aug. 17–18, Jacksonville, Fla.
Aug. 18, Wichita, Kan.
Aug. 24–25, Rockville, Md.
Aug. 24–25, Mission, Texas
Aug. 24–25, Naperville, Ill.
Sept. 7, Allen, Texas
Sept. 8, Allen, Texas
Sept. 14, Jacksonville, Fla.
Sept. 14–15, Philadelphia
Sept. 14–15, Syracuse, N.Y.
Sept. 14–15, Grapevine, Texas
Sept. 21, Miami
Sept. 21, Baltimore
Sept. 28, Baltimore
Sept. 28, Mission, Texas
Sept. 28–29, Chicago
Sept. 29, Mission, Texas
Oct. 5–6, El Paso, Texas
Oct. 12–13, Odessa, Texas
Oct. 12–13, Seneca Falls, N.Y.
Oct. 19, Syracuse, N.Y.
Oct. 19–20, Grapevine, Texas
Oct. 20, Grapevine, Texas
Oct. 26, Chicago
Oct. 26, Soldotna, Alaska
Oct. 27, Chicago
Oct. 27, Soldotna, Alaska
Nov. 9, El Paso, Texas
Nov. 9–10, Bellingham, Wash.
Nov. 9–10, Waterbury, Conn.
Nov. 9–10, San Antonio
Nov. 10, El Paso, Texas
Nov. 16, Odessa, Texas
Nov. 16, Seneca Falls, N.Y.
Nov. 17, Seneca Falls, N.Y.
Nov. 17, Odessa, Texas
Dec. 14, San Antonio
Jan. 11, 2014, Waterbury, Conn.
Jan. 12, 2014, Waterbury, Conn.
Feb. 22–23, 2014, Somerville, N.J.
March 22, Somerville, N.J.
March 23, Somerville, N.J.

Logan College of Chiropractic
800-842-3234
Aug. 17–18, Chesterfield, Mo.
Sept. 14–15, Chesterfield, Mo.
Sept. 21–22, Chesterfield, Mo.
Sept. 28–29, Chesterfield, Mo.
Oct. 5–6, Chesterfield, Mo.

Oct. 12–13, Chesterfield, Mo.
Oct. 19–20, Chesterfield, Mo.
Oct. 26–27, Chesterfield, Mo.
Nov. 2–3, Chesterfield, Mo.
Nov. 9–10, Chesterfield, Mo.
Nov. 16–17, Chesterfield, Mo.
Nov. 23–24, Chesterfield, Mo.
Dec. 7–8, Chesterfield, Mo.
Dec. 14–15, Chesterfield, Mo.
Jan. 18–19, 2014, Chesterfield, Mo.
Feb. 15–16, 2014, Chesterfield, Mo.
March 15–16, 2014, Chesterfield, Mo.
April 12–13, 2014, Chesterfield, Mo.

Mally Enterprises
303-823-5555
Aug. 16–17, Murfreesboro, Tenn.
Sept. 20–21, Anchorage, Alaska
Oct. 5–6, Columbus, Ohio
Oct. 12–13, Overland Park, Kan.
Oct. 19, New Brunswick

MyoVision
800-969-6961
Aug. 18, Seattle

Neuro-Structural Taping Technique
416-750-1500
Sept. 14, Indianapolis
Sept. 21, Washington, Va.
Sept. 28, Newark, N.J.
Oct. 5, Boston
Oct. 12, Denver
Oct. 19, Orange County, Fla.
Nov. 2, Seattle
Nov. 9, Orange County, Fla.
Nov. 16, Boston
Nov. 23, Toronto

Options for Animals College
of Animal Chiropractic
309-658-2920
Oct. 2–Feb. 5, 2014, Wellsville, Kan.
March 26, 2014–Aug. 31, 2014, Wellsville, Kan.
July 30, 2014–Aug. 31, 2014, Wellsville, Kan.

Palmer College of Chiropractic
800-452-5032
Aug. 24, Davenport, Iowa

Probiotic Symposium
866-216-6127
Oct. 24–26, San Antonio

PulStar – Sense Technology Inc.
800-628-9416
Sept. 21, Charlotte, N.C.
Nov. 9, Clermont, Fla.

Standard Process of North Texas
817-845-8325
Sept. 28–29, Dallas
Dec. 7–8, Dallas

Target Coding
800-270-7044
Aug. 22–25, Orlando, Fla.

DATEBOOK

For a searchable list of more seminars and show dates or to submit your event, visit ChiroEco.com/datebook.
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Spenco ...............................................................................................................................19
Standard Process ...........................................................................................................2-3
Texas Chiropractic College ............................................................................................56
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Cholesterol support
Nutrim Success Kit from
FutureCeuticals Direct is designed
to easily add cholesterol-lowering
oat-beta glucans to any food or

drink. Nutrim is a fine powder that adds creamy texture. The
Nutrim Success Kit includes a one-month supply of Nutrim and a
74-page guide to help lower cholesterol naturally.
Call 815-507-1400 or visit futureceuticalsdirect.com.

Orthotics
Stabilizing Orthotics from Foot
Levelers are designed to
enhance the body’s
performance and efficiency.
They aim to reduce pain and contribute to total body wellness. The
patented Gait Cycle System offers custom support through each
phase of the gait. Foot Levelers’ Stabilizing Orthotics are now
available in new bright, bold designs.
Call 800-553-4860 or visit footlevelers.com.

Rehabilitation
A3 Whole Body Vibration from Pivotal Health
Solutions is a type of rehabilitation technology that
allows the user to gain the physiologic benefits of
exercise in a short time-frame. It helps provide
patients with the fast results they want to achieve. It
is said to be fast, effective, simple to do and learn,
and safe.
Call 800-743-7738 or visit
pivotalhealthsolutions.com.

Massage chair
Sogno DreamWave Massage Chair
from Inada is designed to melt away
patient stress and muscle strain, relieve
pain, deliver intersegmental traction,
and improve daily life. It is available in
a variety of colors and features eight
pre-programmed massage sessions and more than 1,000 possible
manual massage combinations.
Call 888-769-0555 or visit inadausa.com.

Acoustic compression therapy
WellWave from Richard Wolf Medical

Instruments Corp. is an acoustic
compression therapy device with

aptitude to locate the origin of pain and
focus treatment that should result in pain relief.

This is a low energy, portable, focused piezoelectric device that
offers easy-to-use, effective, non-invasive adjunctive treatment for
acute and chronic musculoskeletal pain.
Call 800-323-9653 or visit wellwaveusa.com.

Kinesiology tape
Kinesio Tex Tape from Kinesio is
marketed as the original elastic
therapeutic tape developed for the
Kinesio Taping Method by Kenzo Kase,
DC. used for more than 30 years,
Kinesio Tex Tape is said to be time-
tested and the only elastic therapeutic tape proven through
research and development.
Call 855-488-8273 or visit kinesioproducts.com.

Adrenal support
Drenamin from Standard Process is formulated to
support healthy adrenal gland function and help
maintain emotional balance in women with stress-
filled lives. This formula also maintains energy
production and encourages a healthy response to
environmental stresses. These statements have not

been evaluated by the Food and Drug Administration.
Call 800-848-5061 or visit standardprocess.com.

Orthotics
Comfo-Max from Verne Bintz Company is
a molded featherweight arch intended for
sport, work, and casual shoes. It provides
instant support and comfort to your
patients. It has scaphoid and metatarsal
arches, and a very deep heel cup for great hind-foot control. The
Comfo-Max is marketed as a great solution for non-insurance and
hardship cases.
Call 630-665-3113 or visit bintzco.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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CLASSIFIEDMARKETPLACE
T O P L A C E A N A D C A L L T I N A F A R B E R A T 9 0 4 - 5 6 7 - 1 5 5 1

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

ClassifiedMarketplace Information
To place an ad, fax ad copywith payment to
904-285-9944 or call Tina Farber at 904-567-
1551 formore information.
Line Ad Rates: $3.00 per word or number group
(eg: phone number) Minimum $60.*
Boxed Display Ads: $200 per column inch, no
more than 50 words per inch in a box ad.
Payment: Full payment must accompany all ads.
Visa, MC, Check or Money Order are accepted
methods of payment. No refunds will be issued
for classified advertisements.
Camera ready ads may be reformatted to fit
requirements. All copy subject to publisher’s
approval. In no event will the liability of Chiropractic
Economics exceed the cost of the advertisement.
*Restrictions apply. Call for details.

To Place a Classified Ad Call Tina Farber
at 904-567-1551 or

tfarber@massagemag.com

PRACTICE FOR SALE

GREATOPPORTUNITYINESTABLISHED
PRACTICE IN LINCOLN, NEBRASKA,
the highest-ranked U.S. city on Gallup’s
Wellbeing Index for 2012. Electronic records a
plus. ChiroPractices4Sale@gmail.com.

PRACTICESFORSALE inAL,AR,CA,CO,GA,
KY, IL, ME,MI, NC, NJ, NM, PA, SC, TN, TX, VA.
I have new doctors who want to buy your prac-
tice $300.00 for Practice Analysis. For more info
Contact Dr. Tom Morgan, VolumeDC@aol.com,
770 748-6084, www.VolumePractice.com

EQUIPMENT FOR SALE

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

EMPLOYMENT OPPORTUNITIES

COMPANY LOOKING FOR HIGH LEVEL
DC WITH PROVEN SALES SKILLS TO
manage Marketing Dept. Qualified DCs please
forward resumes to: marketingdc00@gmail.com

FUNCTIONAL MEDICINE

BecomeanExpert inFunctionalMedicine
Go to:

www.FunctionalMedicineUniversity.com
Subscribe for free clinical cases
Go to: www.clinicalrounds.com

ADMARKETPLACE

PRACTICE FOR SALE

WESTERN MONTANA SMALL TOWN
PRACTICE FOR SALE. 3 day week grosses
$65,000. Asking $27,000 DCwill finance and stay
for transition. email jthornton@blackfoot.net.
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A Better Marketplace For
the Things DCs Need Now!
Savvy businesses advertise in both
print and online to ensure they
reach consumers however they
search. Promote your products and
services in the Classifieds.

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

T O P L A C E A N A D C A L L T I N A F A R B E R A T 9 0 4 - 5 6 7 - 1 5 5 1

CLASSIFIEDMARKETPLACE








