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Hel | o Doct or!

Geetings fromDr. Ed Plentz and Dr. Kevin Pallis of
The New Renai ssance. Thanks very nuch for ordering and
reading this consunmer guide to selecting a Chiropractic
coach. W’re grateful for the opportunity to share

wi th you information about sone of the common pitfalls
to which many DC s unknowi ngly fall prey. This guide
will help you choose the right coach for you and your
of fice.

Ed and | are the owners of The New Renai ssance and head
coaches for the Mentor |V Coaching Program W have a
conbi ned clinical experience of 35 years and have

coached hundreds of Chiropractors just |ike you. In
that tinme, we have |l earned that the successful practice
of Chiropractic is the subject of nmuch confusion. In

fact, DC s have so many m sconcepti ons about being
successful in practice that Ed and | decided to offer
this consunmer guide so that you can educate yourself in
order to nmake an inforned intelligent decision.

On the follow ng pages, we will share with you five
costly m sconceptions about how to be successful in
practice. W will also offer four recomendati ons on
how t o becone nore successful. Lastly, we wll give
you questions you should ask a coach before you hire
them Enjoy the guide and renenber the end result is
t hat your increased success will allow nore people to
experience the benefits of Chiropractic care in your
communi ty.

Varn y,

Ed and Kevi n



Who Are Dr. Kevin Pallisand Dr. Ed Plentz of
The New Renaissance?

A combined 35 years of experience as Chiropractors

Ultra high levels of success as practitioners (200+ patient visits a
day)

Full-time coaches and developers of the Mentor IV Coaching
Program

Have coached hundreds of DC’s from almost every state and
Canada. Theyknow Chiropractic and they know your situation.
They can help you!

We are in the relationship business. We happen to be
life coaches for Chiropractors. We develop long-
term relationships by listening to your concerns and
providing solutions to your challenges.



In this guide you will learn the five deadly misconceptions Chiropractors believe
about their practices and how you can avoid them. These are the very
misconceptions that make selecting a coach so difficult...that is, until you have

the answers. Then the solutions appear right before your eyes. Following our list
of common misconceptions, you will then be given four recommendations that

will help you achieve the results you want in your practice

Misconception #1
Chiropractors must struggle to be successful

Misconception #2
The public knows what Chiropractic is

Misconception #3
| have to be all things to all people

Misconception #4
| don’t have to offer wellness in my office

Misconception #5
| don’t need a coach



Misconception #1
Chiropractors must struggle to be successful

Many DC’s think that to be successful in practice they have to be chained to
their offices. When they are not in their offices they still worry about them. “I
wonder if any new patients will come in tomorrow”... “l wonder if their will be
insurance checks in the mail”... etc. It’s like they are owned by their practices.
As a result, their families and relationships deteriorate and it seems as though the
office is always on their mind. They stop enjoying sports, recreation and hobbies
because they are so preoccupied with their practices. Some DC’s don’t even
take vacations and, if they do, they don’t really enjoy themselves because they
are thinking of the negative consequences of taking a vacation. All this and
more contribute to misconception #1... Chiropractors must struggle to be
successful.

This misconception is simply not true. Properly trained and prepared, a DC will
be able to be successful and create balance in their personal and professional
lives. You did not go through all the time, effort and expense to graduate from
Chiropractic College to struggle. Most Chiropractic schools today concentrate
on training you to be a Chiropractor and not on introducing you to the mindset
you need to have to be successful. Many college professors perpetuate this
myth. As a result, many wonderfully skiled and caring DC’s have small,
unfulfilling practices. Ouir first task in educating DC’s to our identity is removing
the fear from selecting a Chiropractic coach.

Many coaches and practice management companies have a different take on
how to build your practice...from the outside. These experts show you a
seemingly endless array of external ways to increase your income at the
expense of your practice. Mall screenings, scripts, hard sales, and giveaways all
fall under the heading of how to become a salesperson. After all doctor, you
didn’t go to Chiropractic school to become a salesperson did you?

FACT:

You don’t have to become a salesperson
to be successful in Chiropractic.

The solution is amazingly simple. You must learn to educate your patients and
create an internal mental mindset for success. With a complete educational
system in place, your patients will get the big idea automatically without the
need to pressure or sell. Practice becomes fun and highly profitable. You work



fewer, more concentrated hours and you end up being happier. People
approach you for care instead of you chasing after them.

Some of the pitfalls of these approaches are:

1) Single entities of patients rather than families... would a family dentist see
only single patients? Of course not! Thisis a red flag signifying a lack of
education and communication in your office, doctor.

2) Doctors know they have what it takes to see more patients and earn
more income... they just need someone to show them the way and to be
there for them. This is one of the most popular reasons for joining our
Program.

3) Low patient visit average... the leaky bucket practice.

4) High CA turnover or lack of team morale.

5) The need for expensive advertising and marketing to attract new patients

6) Mall screenings, giveaways and coupons as a way of life necessary to
attract new patients.

7) Frustration, boredom, practice is no longer fun... it’s merely a job.

8) Patients keep asking the same “dumb” questions.

9) Let’s make a deal finances.

To achieve the results you want in practice, you need to take these four action
steps:

1) You must make the commitmentto act. When you find a coach that
“fits,” you must take the action step. Many DC’s think that by
struggling or not reaching their true potential that things will somehow
turn out OK. This naive way of thinking is what prevents many DC’s
from achieving their true potential. If you find a coach that fits, hire
them!

2) If you want to become a salesperson and not an educator, there are
many coaches and programs that will fit your needs. If, however, you
want the tool to make lasting emotional connections with your patients
you need to learn to be an educator.

3) Don’t be afraid to ask specific questions. If your potential coach
seems “bothered” by your questions, you may be talking to the wrong
coach for you.

4) When you find the “right” coach for you don’t procrastinate... ACT.
You don’t have to compromise your integrity to be successful. Doctor
means teacher, not salesperson. Feel good about yourself and your
profession.



The last topic necessary to discuss under this section deals with how you are
treated after you sign up with a coach. After you sign up for a program, you
should feel welcomed and appreciated. Many DC’s report a lack of support
and enthusiasm from their coaches once their credit card has been run. Next,
does your coach have a guarantee and how long is the contract? The
guarantee is for the DC who doesn’t feel the right fit and wants to find another
coach. Long-term contracts take the choice away from the consumer. Many
DC’s feel trapped with multiyear contracts. If the relationship is based on trust
then DC’s want to be part of the program. You can’t force a person to be

committed. Be wary of programs no guarantees and with long-term contracts
to sign.



Misconception #2
The public knows what Chiropractic is

This is where the problem originates. The public does not know what health is
and what Chiropractic’s relationship is to health. People have a very specific
idea of what the identity of Chiropractic is: short-term care for bad backs or a
crick in the neck. When some Chiropractic authorities state that 10% of
Americans have experienced Chiropractic care, it’s just not true. The visits
registered among DC’s are multiple visits for one patient, not different patients.
Most Americans who have had the experience of going to a Chiropractor, went
for a bad back or an automobile accident for a few visits only.

Different marketing groups in our profession believe that more marketing will
change the identity of Chiropractic. All the marketing in the world will only
reinforce the identity of Chiropractic as a last resort solution for back pain. As a
DC selecting a Chiropractic coach, you want to know if that coach is a
marketer or an educator. Mall screenings, coupons, giveaways and packages
of care are all signs of a marketing firm. With patient education, each new
patient learns about a new identity of Chiropractic that includes sickness... and
wellness. They are allowed to make the decision that best suits their health care
needs. There is no need for pressure and sales. When people understand the
true identity of Chiropractic they approach you about having their family under
care. Isn’t that a switch!

When looking for the right “fit” in a Chiropractic coach, you must know his or her
philosophy about the public perception of our profession. Many coaches go
along with this faulty perception of us as Chiropractors as long as they profit
financially. They allow the public to tell you who to be and how to act, as long
as there’s something in it for them. Almost like today’s concept of political
correctness, they teach you to say nothing so you don’t offend anybody. By
trying to be all things to all people you are actually hurting yourself and your
practice over the long run. As a result, this lost identity continues to erode the
true identity of Chiropractic and your self-respect.

On the other hand, the benefits of finding the right philosophy in a coach
include: pride in your profession, profit, purpose back in your life and not having
to beg for patients. It seems when you identify yourself as having a different
identity than other DC’s, people are attracted to you for your uniqueness. We
have a saying, “If it’s not good for the planet, it’s people or our profession, you
won’t find our name on it.”



Misconception #3
| have to be all things to all people

When the public has a distorted image of Chiropractic, they have many
unrealistic expectations. They want you to be responsible for their poor health
and they want to be healthy, yesterday. Instead of educating people to what
Chiropractic really is, we give people what they want (symptom relief only), not
what they need (a way to stay healthy). All progress starts with telling the truth.
When you walk into Chiropractors’ offices today, you notice that they take on
many different looks. Some offices look like a GNC store, while others look like a
spa. Then there’s the rehab center, a physical therapy center, the gym, and the
laser beam center. C’mon doctors, did you really go through all the time and
effort to become a Chiropractor to sell a jar of vitamins or some ointments to rub
on people? Most DC’s today think they have to be all things to all people.
Hence, the lost identity of Chiropractic. The more things we do other than
actual Chiropractic, the more confusion there will be about our identity.

Some office’s survival depends on activities other than Chiropractic. So many of
our DC’s are falling prey to this tragedy in their offices. Now for DC’s who want
to have all these multiple streams of income, go for it. The money you make or
don’t make will come right out of the Chiropractic part of the equation. Just like
a steroid, the user only learns of the deadly consequences after it’s too late.
Your uniqueness is being a Chiropractor, not a distributor.

Some of the warning signs of an educational deficiency syndrome in
Chiropractic offices are:

1) Multiple streams of income for survival. Vitamins, herbs, rehabilitation,
massage, agua beds, sharing space with other professionals,
acupuncture... these are all wonderful activities outside of your office.
But, be honest with yourself... did you go to school for seven to nine
years and incur $125,000 - $150,000 in debt t o sell a jar of vitamins?

2) As a Chiropractor, you think that if you could just get a few more
patients you will be OK. You push harder and harder and learn to be a
salesperson, instead of an educator of a new health concept: how to
get and stay healthy.

Pre-paid discounts, yearly care plans, packages and the like are the
mark of a financially driven practice with no patient education.



3)

4)

You allow your patients to tell you who to be and what to do.

Adjusting on the first visit, “let’s make a deal” finances and forgetting
about the co-pays are all signs of a patient-driven office.

Slowly but surely, you’ve been stereotyped as a “back cracker” - a
musculoskeletal manipulator instead of a family Chiropractor. Can you
imagine a family dentist only seeing adults? You spend your days
reactively treating and listening to people’s problems. Problems that
education would have prevented.



Misconception #4
| don’t have to offer wellness in my office

Oh yes you do. Offering crisis care only is a burning ship that’s sinking. Why not
offer crisis care and wellness? Many DC’s did not learn about wellness care in
Chiropractic College. Your coaching should be considered your post-graduate
training. With or without your participation, wellness is here to stay. By not
offering wellness care, you are cutting yourself off from tremendous
opportunities for growth and increased income as well as creating a lasting
identity for yourself and your profession in your community.

Fact:

Most DC’s were not trained in wellness in Chiropractic College so, because it’s
unfamiliar to them, they naturally shy away from it.

One of the skills you must acquire is how to speak the language of the patient.
It’s not X’s and O’s. You must learn to create an emotional connection with
each and every patient. Until you learn to “crack” the code of the language of
the patients, you will not be able to develop relationships of trust with your
patients. The end resultis they’ll come in for back pain and the like, but bring in
their kids for wellness... forget about it.

Fact:
There is a huge hidden cost to not educating
your patients.

Every patient that leaves your office uneducated about wellness costs you
thousands of dollars in referrals. Think of the four deadly objections from
patients: Does insurance cover it?; | can’t afford it; | don’t have the time/I’m too
busy; It’s too far to travel. Without a complete system of office procedures and
patient education, you will be a victim of these objections for the rest of your
career. The solution to this is surprisingly simple: educate people about wellness
instead of trying to sell to them. The cornerstones of our educational materials
and our Mentor IV Coaching Program are:

1) People have no idea of what wellness Chiropractic is all about .
Because of this people have a low opinion of Chiropractic and are
naturally hesitant to participate. This is what all know, until someone
takes the time to educate them about wellness.



2) You must give your office and Chiropractic a new identity that is
unique...wellness. That way you won’t get the four deadly objections
(“I don’t have the time,” “It’s too far,” “I’m too busy” and, of course, “I
don’t have the money”), people will pay cash if they don’t have
insurance and you will have no competition from other DC’s, MD’s,
PT’s, etc.

Marketing and selling the idea of what people want Chiropractic to be is a
dangerous game. By not educating people about wellness, you are eating your
young. You allow people to tell you what to do and how to doit. Itis no
wonder there is so much frustration in our profession today. Not only does this
de-value Chiropractic, but it causes your own self-esteem to plummet. The key
is to re-educate people to what Chiropractic is in your office... not to what other
offices are doing or offering. That’s what our educational materials and our
coaching program are all about. They create a unique factor that your patients
can’t get anywhere else. They remove the selling factor and replace it with a
system of educating patients about Chiropractic so that they can make their
own decisions. The effect of our educational materials and systems are to
deliver ideal patients predictably, dependably and almostautomatically with
no stress. No tricks, no gimmicks, and no schemes: treat people like you want to
be treated and you will be rewarded with profits beyond your wildest dreams
and the practice you always dreamed about.




Misconception #5
| don’t need a coach

That’s a stubborn attitude that shuts you off from a world of possibilities and
opportunities. Every DC has a diploma in being a Chiropractor, but most do not
have diplomas in being successful. They are two different worlds, two entirely
different concepts. Many DC’s were taught in school that if they mastered the
clinical aspects of Chiropractic, people would beat down the doors to their
offices. Thisis another misconception promoted by many Chiropractic Schools.
Some DC’s who earned the best grades have less than satisfying practices. This
builds frustration and resentment inthe doctor. Many DC’s have described our
training and tools as post-graduate training in being successful. If Tiger Woods
needs a coach, so do you.

Some of the problems with not having an objective person in your corner are:

1) We notice habits—good or bad—that are invisible to you. If you can’t see
them yourself, you can’t change them! The result s little or no
improvement and frustration by the bucket load.

2) We can help you with any problem you get yourself into ... we have
successfully coached doctors just like you.

3) You can seemingly jump over any hurdle! When you have a coach that
believes in you, you begin to feel like you can accomplish anything!

4) You stop wasting energy re-inventing the wheel and worrying... your job is
to be the Chiropractor. When you are free to be the Chiropractor, a
world of possibilities opens up.

5) We hold you accountable. As an adult you’re on your own. That can be
good or bad. We show you how to be accountable. When you say
you’re going to do something... you do it.

6) We push you harder than you are used to ... and we make it fun. Much
like a personal trainer you always work out or strive to excellence just a
little bit harder with a coach.

7) No more wasting time looking for the next new marketing trick or short-
term solution. Think of the reduction in stress when you can easily predict
where your next new high-quality new patients are coming from.

8) Everybody feels good about training... there is a sense of
accomplishment and purpose. It’s almost like gradually getting out of
shape. You don’t notice it until you are out of shape. When you start
training, everybody in your life notices. Your spouse/significant other, your
patients, your CA’s and of course, yourself.




9) If you find yourself in a hole... help is a phone call away. Brooding about
problems and searching for answers are emotionally draining and a waste
of time and energy. We have the solutions at our fingertips.

10) Finally, you can answer the question; “how good can | be?”



Recommendation #1

Make a commitment to yourself to find a coach that fits your individual needs.
By making this commitment to yourself you will break through behavior habits or
patterns that limit your growth. Forinstance, many reading this guide have
never hired a coach. This behavior necessarily limits your growth. For some,
they have had a coach, but have had less than satisfactory results, or they
didn’t feel that special connection with their coach. Not only do we teach our
family members how to create an emotional connection with their patients, we
also form our own close emotional connections with each and every one of our
family members. We are as proud of our people as they are of us. Isn’t that
what you really want from a coach?



Recommendation #2

To move from where you are to where you want to be, you first have to know
where you are right now. Many DC’s don’t know their patient visit average, the
number of new patients they see per month, the average dollar they get per
adjustment, etc. Many DC’s mistakenly feel that, by not paying attention to
these “indices” of their practice, somehow everything will just work out fine. This
is very common with people who have never considered a coach. One of the
first things we do as coaches is to have you find out where you are. This gives
you a mental picture of your own present position and gives us a mental picture
of what you are currently doing right and what needs work. You will be faxed or
e-mailed a six page questionnaire that will “iluminate” where you are presently.
It will help you identify your strengths and weaknesses. This audit is not only
about X’s and O’s. It will point out areas in your office that are not performing
optimally. It will be one of the most eye-opening experiences of your life!




Recommendation #3

If you know who you want to be... then why aren’t you that person? Most DC’s
say they want to earn more income, but they don’t want to improve themselves
personally. New levels of achievement require new levels of input. Many DC’s
don’t want to pay the price of being successful. Many are searching for
shortcuts. It’s almost like there must be some invisible barriers to your behaviors
and beliefs that are preventing you from being the DC you always wanted to
be and from earning the income you deserve... and there are.

There are three basic types of DC’s:

Type three DC’s are uncertain, fearful and have small practices and lives. They
are followers, not leaders. They let society tell them who they are and what
Chiropractic is. They are frustrated, often skeptical and negative, and they
don’t show a fraction of the talent they possess. The longer they stay this way
the less chance they have of picking up the phone and asking a coach for
help. Some of our greatest successes come from this group. They undergo life
transformations. Their spouses, children, and friends are amazed at the change
once they reach out for help and call us.

Type two DC’s are usually somewhat successful. However, they have to market,
sell, perform screenings, etc. to create income. Yes, they make good income,
however they don’t like what they have become to earn thisincome. Many
don’t feel good about themselves. They don’t participate in life like they used
to and many become hardened and arrogant. Their personal relationships
have slipped and have been replaced by socializing with people they don’t
really like, (the “in crowd”). Patient education and family care has been
replaced by sales for short-term back care. Their integrity is constantly being
compromised by insurance adjusters, attorneys, and low quality patients that
take, take, take. Practice has become just a job. They started out with a dream
and they watched as the dream slipped away and was replaced by the cold,
aseptic “reality” of becoming a salesperson. Again, some of our greatest
successes come from this group. Talk about life transformations... their practice
and their life get back and stay on track.

Type one DC’s are unique. They create their own environments of greatness
and attract high quality patients who love to participate in their offices. They
take responsibility for their lives and their success. They are constantly improving
themselves. They constantly share with other DC’s and are not jealous or in
competition with anyone. They encourage other DC’s to take the journey they



have and show them the path. They have great personal and professional
relationships. They work hard and they play hard. They don’t work 16-hour days
5 days a week. They take more vacations than most DC’s. Everyone seems to
want to be around them... they are people magnets. These are the DC’s who
live high quality lives. These are the DC’s who are attracted to our Program.
Our values are the same as theirs. Many of these DC’s find themselves in other
Programs that don’t fit their needs. And, much like computer repair service,
they put up with mediocre coaching and inconsistent values... until they hear
about us and make the call.



Recommendation #4

Make a commitment to ask questions before you select a coach. These
guestions will serve as a guide for you when selecting a coach.

1) Isthe coaching program guaranteed? Oursis. We guarantee that if,
after five months of coaching, you are not totally satisfied, you can
discontinue coaching and keep all the educational materials.

2) Are the coaching calls one-on-one weekly calls or conference calls?
We have 15 minute weekly one-on-one calls with one of the owners
and creators of the Mentor IV Program... who’s your coach?

3) Isthe coach a proven achiever who can show you how t o create the
practice of your dreams? Since 1977, Renaissance has been delivering
the goods in every state in the country and every province in Canada.

4) Are the materials a part of a complete system or is it mix and match?
Most DC’s have no idea what this means. Every office procedure,
pamphlet and patient education tool is a building block for the next.
They work together in synergy to create a seamless complete system in
your office. The results are happy inspired patients that stay, pay and
refer.

5) Is your coach accessible? We are. Through e-maill, fax, or phone, help
is right around the corner.

6) Are the program’s seminars and Boot Camps fluff or are they a critical
part of your growth? Ours are the latter. They are the experiential part
of your behavior change. We create permanent change by
reinforcing what you have learned. There is no substitute for
experiential learning. It’s like trying to learn how to sing by reading a
book... good luck.

7) Doesthe coach have a purpose other than a financial one? We have
what we call Purpose Cubed... “If its not good for the planet, its
people or our profession you won’t find our name on it.”



By followwing this quide, you' | | gain all t he
I nformation you need to nake an inforned, intelligent

deci si on. If you want to continue to stay where you
are, there are all kinds of semnars out there that can
hel p you. | f, however, you want to inprove yourself

and your office, then we invite you to call us.

W' Il be happy to address any questions and concerns
you may have. W can also arrange for you to receive a
personal i zed practice audit at no cost and with no
obligation of any kind. To reach us call

1. 800. 525. 3879 and ask for Erin, Dr. Kevin's assistant.
It will be her pleasure to hel p you.

On behalf of The New Renai ssance and the Mentor |V
Coachi ng Program thanks very nuch for reading our
consuner guide. W hope you found it hel pful.

Warmy,

Ed and Kevin
The Renai ssance Quys





