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s recently as a decide ngo, most chiropraciors who had achieved

acertain level of peer and patient recognition were loath to adver-

Utilizing pu hlic tise their proctices until HMO's began to dictine patient care and

reimbursement. As the stakes in medicine were raised, even the most con-

relations can servative chiropractors knew they had to change with the times or risk an
cmply waiting room.

assist in Traditional advertising was the first phase in lh.: r."-'ullll.inn of praclice

promction fol lowed by membership on vanous chiropractic proamotional

. Weh sites. Soon, savvy practitioness realized that advertising might only
SIRtTasTtIRBILE : - - : x 3
promotmng serve lo maintain the status quo of 2 practice withoui taking it io the nexi

level, Chiropractors who sought upper income clientele began to realize

chiro pract ic that advertising did not impact their target patient. The reality is that high-
income paticnts typically find their physicians through refermals or editorial
and increasing coverage, nol sdvertising. This niche of patients has become more impor-
tant as many chiropractors have begun implementing elective alternative

vour pat ient services, Enter public relations.

Public relations differs from advertising in that it uses editorial cov-
erige in newspapers, magazines, radio, television, and health Internet
sites o ghlight chiropractons and their praclices, A campaign can focus
on new trends, technigques, controversics, salcty Issucs or any lopic
deemed press-worthy by a publicist and medin representative. Essen-
tially, a PR campaign works by taking imformation the consumer needs
and wants and presenting it in the form of actual stories related 1o chiro-
practic care.
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Midia exposure in outlets such as Elfe or Vogue magazine or
programs like *“The Today Show™ has o huge impact on prospec-
tive patients” medical choices. It reinforces a doctor's position as
the expert in his or her specialty. In addition, i1t lends a seal of
approval that cannot be achieved even through an aggressive ad-
vertising campaign.

The bottom line is that medical adventising translates ns
biased, whili it never occurs (o the average person that o doctor

could employ a public relations firm 1o secure o me

Jist spot.
Mot only can public relations and subsequent medin ex posure
Increase name recognition, it can also translate into agtual pa-
tients (increased revenue) as well as assure current paticnts that

they made the nght choice,

In every specialty, there are doctors whose names have
become synonymous with a particular arca of healih care. Have
th

The answer is usually no. Most have simply hired a skilled PR

ese doctors reinvented the wheel 1o warrant such acclaim?

firm with solid media connections, Many doctors who would
like to explore engaging a PR firm mistakenly feel that i they
are not located in big cities such as Los Angeles, Miami. New
York, or Chicago, that PR efforts will prove fruitless, This is
quite the contrary. Those in the media want to have a cross-section
of cities from which 1o |.||':L'.'.' 1,"'.\|'IL'I'I‘1_ ||| I|1|: SAMme -,--_|i|-|| SOHme hu!‘l-
urhan doctors feel that prospective patients are intent on consulting
anly with urban doctors, While media resulting from public rela-
tions will probably not lure a city dwieller (o the suburbs, it can keep
the suburban doctor’s patients in their own backyvarnd, Media expo-
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suine assure paticnts that they are receiving the same standand of care

(outside of a city), while making them feel as if a “health care siar”
i% in their own homelown.

Miny cliropraciors wonder why they simply cannot write their
own press releases or have their office managers functionin a dual
a PR pro. When

doctors attempt this scenano,

capacity s

it has negative results or sim-
“thers still
naively believe
that patient care
will speak for
itself. Times have
changed, and
chiropractic has
indeed become a
business.

ply tukes time away from the
doctor practicing chiroprac-
tic. Practitioners must under-
stand that the consumer me-
dizn 15 nod interested in the
pamstakingly technmical depic-
tions of technigues, as would
be appropriate for o medical
journal, nor are they inter-
ested i press releases thatare
eniirely sell=promotional. The
medical jargon must be trns-
lated and presented in 3 way
1|1|1t j:\ ILI I.I1a|1'l!|.' I.IFI I.I_'|' EM,"II1II,' I}I,"I'l_' Ii'li!i“g l.'|¥|1IH_'1_'|iII|'|:\ U«i lh ||'|l_' mie-
din 15 a full-time job, Only public relations firms have the time 1o
solidify connections with the press and be recognized a5 2 key sournce

[or health care stones.

Some chinopractors encounter & moral dilemma when faced with
how to best promote their practice. They may question the cthics of
hiring & public relations firm, Others stll naively be-
lieve that patient care will speak for itself. Times have
changed, and chiropractic has indeed become a busi-
Hess,

Il a ehiropractor does decide to hire o PR firm, how
can they keep iheir ethics intact? Recently, the Mew York
Timex Sivie Secrion (catured an article, which dispar-
aged doctors who gave free trestment (o

o

Jitors of mnga-
zines in exchange for editorial cove

pe.' Mot only is
this practice ill advised, it 15 bartering, and therefore
against the code of ethics of most medical socictics

Doctors who do use PR miust remcmber ol 1o SO

mise their ethics in the guest for media coverage, which
means steering clear of inapproriate media outlels be-
cause of content or editoriul slant, conducting oneself
appropriately with the media, and not compromising
philosophical beliels to satisly an editor or o particular
story. Lastly, good conduct entails not advocating a pro-
cedure or 11.'1.'|'II‘|I¢.|II:|: withot 1.|IJ'.||if':.'i|'|‘|.: comments untl
long-term efficacy has been established,

Once achiropractor decides utilize public relations,
the challenge o find a good firm begins. The 1ask is made
migre difficult because most doctors ire reluctant o admit
1o their PECEs O (mends= that I;hl,'_\' have engaged a publi-
cist, Doctors can call the Public RBelations Socicty of
Amernca for listings of public relations {ioms regisiercd
with them and the Intermet is an option, Many dociors do
get burned by public relations firms, which often occurs
beciuse the doctor chose an individuzl or corporation whio
has linde or no expenise in medicalMealth cane PR, which
15 an entirely diffcrent niche than fashicn, entertainment,
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)" _,,.«' restaurant, or corporate public relations. Just as one would not visita continuity of exposure, number of weekly hours devoted to the client, as
- chiropractor for laser resurfacing, it is unwise o utilize a firm that has~ welll as various strategics for a compaign, There should also be an inker-

not worked with doctors or some aspect of the

l health care industry.
[tis of paramount imporance that publicises
| speak a doctor’s language. If they have 1o ex-
plain medical terminology to the publicist, this
will tuke valuable time away from the campaign.
;_! In addition, while one firm may doa stupendous
<" job representing a restaurant, the same media
" contacts are not used (o represent doctors, Prac-
| titioners who seek public relations an a national
level will likely have better success with a public

ent agreement that doctors can decline any media op-
poriunity they are uncomionshbe about pursuing. Chi-
roprecions must be mindful'of that faet thit public rela-
tions is & cumulative process. One television appear-
ance or magaine article connot judge its ments, Lasly,
public relations 15 not a magical process. Those who
make this foray must be willing to be proactive parici-
puniz and respond 1o media queries in a timely manner
with before-and-nfter pictures andfor statistical evi-
dence if necessary,

Public relutions, when implemented ethically and

effectively, can truly help a practice gain an edge in
competitive markets. It can often make the difference
nied not be located in the snme city as its clients, between remaining a best-kept secret or having a full
| The majority of key media outlets onginate in patient schedule. Doctors who elect (o gothis route
J Mew York. A PR finm locaied there can more easily facilitate personal © must keep their egos in check. Is there a downside to public relations?
~ contacts with Manhatan editors and producers. Yes, chirmpructors just might becoms: sddicted to their newfound fame. B
B uf:lmch'wl'_m;m"“m%m“gwuw]mmc ml;.]'“m ’,imm' Katherine M. Rothmarn is president ard CEQ of KMB Communi-
| they should ask (o see press releases written for other medical clients, cations Ine, o Manhatian public relations firm spetializing in
::xliuﬂplr.x phmecia placemenis; as ol M_mlmgu“ LR e medicine. Kothman hos addressed the topic of doctors and public
Itisimpontant for doctors o gauge a publicist’s understinding of medical relations in both trade and consumer wedia, She can be reached ar
terminology and the climate of chiroprictic. As with adventising, there are 212-537-F51 ] oor via e-mail, knirpr@yeahoo.con.
kit that media exposure will imnsl= into additional puticnts. Py
Y. A public relations firm should be able to give prospective medical 1. Jarvell A. Docteirs who bive pribNieity, New York Times. Jily 2, 3000:ivle Section
 elients an ides of whil 1o expect in terms nf'_n:ndianmhbi i be pursued, 902,

51 relations firm whose base is New York City. This
// may come as a surprise—the public relations firm




