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Disclaimer
Nothing in this book pretends to offer personal or professional business or financial or
legal advice.
Everything represents my opinion. I cannot guarantee anybody’s results.
You and only you are responsible for what happens in your business.

Introduction
First of all, I want to express my appreciation for your choice to help people in the
field of integrative or functional medicine.
But as somebody who’s always been interested in maximizing my own health and
longevity . . . and as a 30+ year claims representative for the Social Security
Administration who knows far better than most outside the medical field how
common complaints and illnesses affect people’s work and their daily lives . . . and
as the son who saw what happened to his mother when she died of cancer back in
2010 . . .
I appreciate all doctors who seek to follow the “evidence” of what really works to
cure diseases.
From what I see and hear, the majority of mainstream medicine today follows only
the “evidence” of money.
And the only “cures” worth talking are those the insurance companies reimburse.
I do understand individual doctors can’t change this system.
So it’s natural and human they take as much advantage of it as they can.

But It’s Just as Natural and Human for Patients to Revolt
As a baby boomer myself, I believe this is beginning to happen.
My generation – and younger generations – are far more open to taking nutritional
supplements and using other alternative treatments than is my mother’s
generation.
I often feel guilty I never tried to get my mother to try out any alternatives while
she had cancer.
But, based on her history, I knew she wouldn’t have listened to me. Only to her
doctor.
And, although she told me he was interested in nutrition, I never heard him suggest

she try taking selenium or drinking Essiac tea or . . . anything.
She certainly would not have gone to a foreign clinic of some kind for a cure not
allowed within the United States, but she might have accepted superfood capsules
or turmeric or fish oil . . . or anything . . .
If her doctor advised it.
But he just told her to eat as much as she could, even ice cream.

But My Generation Doesn't Accept Medical Authority as
Unquestioningly
So don't ask me to pay a $50 deductible for a prescription drug when I can learn
from the Internet about some vitamin supplements or herbs that do the same thing,
without harmful side effects, for just $40.
While the politicians argue about Obamacare and Trumpcare, many more people
are opting to take care of themselves.
And looking for doctors who can inform them and prescribe the medical tests they
need.
Partners in health, not symptom managers.
Then there are the “biohackers” who look to optimize their health at all levels.
Myself, I don't care much about all the apps and gizmos they use, but I do follow
their results.
As my generation keeps getting older, we will put a huge burden on Medicare. I
don’t see how the trust fund can keep up.
Politicians will keep juggling the books and kicking the can down the road for
another decade or so, but eventually there’ll be a reckoning.
My own choice is to remain as healthy as possible – as independently as possible of
conventional medicine.
I’m sure I’m not alone.
And that many others will join us as costs go through the roof and benefits are cut.

Therefore, doctors who obtain real results – because they address the real causes of
disease – are the future.
That’s especially true if you practice on a cash-only basis instead of accepting
insurance/Medicare/Medicaid.
I’ve paid a lot into medical insurance for nearly 40 years. And have gotten very little
in exchange for it.
And the most valuable things I buy for my health – vitamin/mineral supplements
and running shoes – are not covered.
And if I knew how much of my tax dollars went to Medicaid and the terrible care
the VA gives to veterans . . . and added up how much I’ve paid into Medicare . . .
Well, I’ll stop here.
I’ll say only that I’m grateful for every physician practicing “off the grid,” and I want
to make sure you’re there for me when I need you.

The Current Problems of Practicing
Integrative/Functional
Physicians
You need to get more new patients into your clinic.
Unless you cure them right away, you need your patients to return for treatment.
You need other local doctors to make appropriate referrals.
You need patients who want your services. And who have enough money to pay for
it. Who understand the problems insurance companies cause.
You need your patients to refer more of their friends, co-workers, neighbors and
family members who need your services.
You need more income to pay your business bills, meet your staff payroll, make
your student loan payments and – wouldn’t it be nice? – have more than enough left
over to buy three meals a day of something more nourishing than Ramen noodles.
In the long run, as with every kind of business, success comes down to how well
you market yourself and your services.

Modern Day Marketing
Yellow Pages
This is the old standby. And before the Internet became so widely accepted and
accessed, it was necessary and basic.
A half or full page spread in the Yellow Pages gave you great visibility, albeit at a
premium price.
Now . . . maybe it’s still worthwhile. After all, while some baby boomers spend more
time on Facebook than their grandchildren, others refuses to adopt new
technologies.

Even I’d like to look through a Yellow Pages when seeking a local service provider. I
liked seeing all my available choices, so I could compare them more easily than is
possible when clicking from website to website.
Still, I wouldn’t risk many dollars on any frills. Emphasize alternative therapies
people might be looking for. Not many know what “integrative” and “functional”
mean.
And keep track of how many new patients say they found you through your Yellow
Pages listing.
You DO ask every new patient how they found you, don’t you?
If not, start right away. You may be shocked by the results.
And if you’ve spent a lot of money on the Yellow Pages, you may hate seeing how
much of that was wasted.

A Web Site
A necessity.
You don’t need it to be fancy with big, sliding images. You do want a design that
inspires confidence. And the design must be fully optimized for viewing on mobile
devices.
And you want it structured so it’s easy to navigate. That’s for your current patients,
prospective patients checking you out and people looking for health information.
You also want to grow it with useful articles regarding health and wellness. That’s
called content marketing, and can really help increase your traffic.
You can’t do it overnight, but as the weeks go by you should add articles to your
site.

Pay Per Click Ads
The two most popular platforms right now are Google AdWords and Facebook.

When you search on Google, you’ve probably noticed the top results often having a
tiny box saying [AD]. That business paid Google to be there.
Google AdWords also puts ads on other sites around the Internet.
Facebook has various advertising formats, but entries in your news feed are most
popular right now.
Facebook has more sophisticated ways for you to define your ad’s audience than
Google does. It uses demographics and interests, based on their activity on
Facebook.
As with all forms of paid advertising, results are NOT guaranteed. Sometimes even
the best PPC experts spend a lot of money before they can make campaigns
profitable. Some types of businesses are just NOT profitable to advertise in this
manner.
If you have the cash to sustain losses for a few months, you can view this as a longterm investment.
Do you know what your current patient lifetime value is?
Also, many potential patients out there are interested in your services, and need
them, but aren’t ready yet.
Therefore, if you use PPC advertising, it’s helpful to have a system for staying in
touch with these people.
That means, when they decide they are ready for you, they still know who you are.
If you don’t have a way of staying in touch, you might pay $2 for them to click on
your ad with no return.

Newspapers
The granddaddy of local business advertising. It might be worth the cost.
That’s especially true because many baby boomers still read local newspapers.
And they have one big advantage over the Yellow Pages. If an ad is not working for
you, just cancel it.

But do track how many new patients say they found you from the newspaper.

Radio
You can experiment with this, but I’d say it’s probably not worth it.
That’s because a typical short spot on a local radio show will be heard by many
people who don't know what “functional” and “integrative” medicine means.
And in 30 to 60 seconds, you don’t have time to explain.
However, if you can get 30 to 60 minutes to host your own health show, that might
work well.

Search Engine Optimization
This means adjusting your website so it appears high in Google’s search results for
relevant keywords.
For instance, if you own a functional medicine clinic in Tungsten, Oklahoma, you’d
want your site ranked highly for such search terms as “functional medicine doctor
Tungsten Oklahoma.”
Depending on how much competition you have where you live, that may be difficult
or easy.
How many local competitors do you have?
It also works well with content marketing. Putting useful articles on your site about
health and wellness subjects gives people a reason to visit your site even if they live
a thousand miles from Tungsten Oklahoma.
If you sell nutritional supplements as an affiliate, you can make supplemental
income selling them through your website.

YouTube
Yes, you too can be a star on YouTube.

Just create videos about health subjects and upload them. It’s a good way to
validate your expertise.

Facebook, Twitter, Pinterest, Instagram, LinkedIn and Other
Social Media
As you have time and inclination.
But don’t rely on it.
Facebook allows you to post significant content, but it’s usually short. If you have
quick tips or just want to send patients to a particular article or piece of news,
Facebook works well.
If you want them to read a longer, more thoughtful, informative and entertaining
article that you wrote, you need another platform.
Pinterest and Instagram are collections of images. You might attract a few new
patients by posting useful infographics.
LinkedIn is designed to give people a platform for professionals.
You can post both long, useful articles and short, interesting links.
The one problem is that most people on LinkedIn do not go in the consumer frame
of mind.
They usually don't use LinkedIn to become customers unless it’s in a business to
business sense.
It’s not generally a place to find people to buy cars, jewelry, books or such items.
I’m sure somebody on LI is having more success selling consumer items than I
know about, but there are better ways.
Even if you do find somebody who's interested in your services, they may not be
ready yet. And on LinkedIn there's no easy to remain in steady, constant contact
with people. You can publish updates, but you have no control over how many
people actually see and read them.

Word of Mouth
The ideal marketing tool.
You just can’t control it.
And you still need to remain in touch with people.
Say you do a great job helping Joe, so he tells everybody he knows, including his
sister, Debby.
Debby’s interested, but she feels all right, so she doesn't come see you.
When she finally decides to seek help for her weight problem, she goes to her usual
doctor.
That’s why you’ve got to remain in touch with all the potential patients your
marketing generates.

The Solution:
e-Newsletters
These are simple newsletters you send to your patients and prospective patients
via email.
There are longer than a typical Facebook post, but shorter than the long,
complicated blog articles many people don't read.
You send it out on a regular basis: weekly, biweekly or monthly.
The content consists of short but informative and useful articles.
That can be anything related to health and wellness. It can vary with the time of
year, the news and whatever you feel like.
Spring tips on losing weight for the summer bikini season . . .
Fall advice on what you think of your patients getting the flu shot . . .
Should they worry about the Zika virus or whatever disease the mainstream media
is currently panicking about?
You can also include more immediately useful content such as your holiday office
hours.
That way you:
* Regularly reach out to your patients so they don’t forget you.
Let’s face it, no matter how much you did to help them, as time goes by they do
forget, or the emotional attachment wanes.
* Build your expertise and credibility.
You’re sending them useful tips and other information they can use to have better
health.

* Regularly reach out to prospective patients.
So, when they are ready for your services, they remember you, and call you for an
appointment.
* Build trust and an emotional connection
By making the effort to send your patients and prospects useful information on a
regular basis, you demonstrate you’re concerned about them.
Also, you convey your helpful personality. Your patients aren’t competent to judge
your level of professional expertise. You may be an MD, Board Certified and have
lots of other letters after your name.
But what do they mean?
In the end, they evaluate based on how much they like you. Which means how much
you seemed to really care and how much you helped relieve their health problems.
And how you come across.
That’s what separates you from all other doctors that cover your same areas of
expertise.
* A few days after sending out the e-newsletter, put the article on your website.
That gives it more authority with the search engines, enabling more prospects to
find you in more ways.
On your website or blog, the articles become permanently available for people to
read and learn from.
* It’s easy for people to forward your e-newsletter to people they know.
This generates online work of mouth marketing as people pass on your
enewsletters.
According to the inbound and content marketing company HubSpot, the return on
email marketing is 38 to 1.

The average person checks their email 74 times daily.
Remember, you own and control your email. As long as that person gives you
permission to email them, you can send them your messages directly into the
privacy of their inboxes.
The email inbox is the most personal and intimate space online. You can be on
Facebook, Twitter, etc, but they own those sites. That’s like meeting your patients at
Starbucks. Sending them an email is like visiting them in their living room.

Who Should Get Your e-Newsletter?
Everyone. Your family. Your staff members.
Strongly encourage all your patients to join the list. Stress how they’ll get a steady
stream of useful information. You or a staff member should stress this to everybody
you see.
On your website, encourage encourage visitors to sign up for your newsletter, even
if they live a long way away.
After all, some people can afford to fly overseas to receive treatment from doctors
they trust.
Or they might buy a book or health report you write.
Or you may receive affiliate payments if they buy supplements you recommend. You
can even launch your own line of supplements by going through a private label
supplier.

What’s the One Disadvantage of eNewsletters?
The return on investment does not show up immediately.
It’s not like the news of you starting an online newsletter spreads throughout your
service area and everybody will rush to join it.
You have to tell your patients, one by one, day after day.
Ask for their email address and send them to the sign-up page.

The more you push it in your office, the faster it will pay off for you.
And, of course, you want the sign-up form prominently featured on every page of
your website.

How Do You Market With e-Newsletters?
First, you need to sign up with an email service such as aWeber, GetResponse or
MailChimp.
Personally, I went with aWeber years ago and have never seen a reason to change. I
have no reason to think GetResponse is any worse (or better).
MailChimp came along later, and it’s free for your first 2,000 subscribers. However,
when you use that option, they include ads with your emails, which looks
unprofessional. And once you pass 2,000 subscribers, the rates you pay are higher
than aWeber.
Secondly, come up with a name for your e-newsletter and a subhead. That usually
explains something about what you do. It should be focused on your patients and
prospects, not on how great you are.
Have a graphic artist design a small but attractive header that will display well on
mobile devices.
These days, most people online read email on their mobile devices.
And even if they still use a desktop PC or laptop, a graphics-heavy newsletter is
annoying because it can take a long time to read.
Plus, it screams “this email wants to sell me something” to your readers.
Instead, have the header image on top but pure text email below that.
That’s a reasonable balance between pure text emails and pure HTML emails that
look like a web page so they lose all intimacy and friendliness.
You’ll create a template you can use every time you send out an issue, just
substituting the appropriate text below the graphic header.

You want to pick an informative “From” field, such as “Dr. Mary Whitestone,
Longevity Clinic.” Keep it short. However, it should be the name your patients know
you by, so they’ll understand who it’s coming from.
For your subject line, I recommend putting “Enewsletter” followed by a short catchy
phrase that’s about the content.
You could just make it recognizable, such as “The Longevity Clinic Gazette,” but
that’s a little boring.
“Enewsletter: 3 ways to live (almost) forever” is more likely to get opened.
You write a short but useful article. 400-600 words is optimal. If it goes on too long,
many people won’t read it.
You may want to include other pertinent information. “Don't forget I'm on vacation
in Jamaica all next week. If you need anything, call 888-555-5554.”
Do end every newsletter with a call to action. Are you running any specials, like buy
two massages get one free? Or ask them to check to make they’ve made their next
appointment.
After 500 words of useful content, few people mind that. They realize you are in
business to make a profit.
There’s NO one “best” time to send it out.
Partly, it depends on your patients. If they’re mainly working professionals,
weekday mornings and afternoons might be good so they can read it at work or on
their breaks and at lunch.
Or it won’t be buried by the evening.
Late at night and weekends is usually the worst time. But it all depends. Some busy
professionals use Sunday to catch up with their email.

Call to Action
Don’t have the time or expertise or writing ability to send out regular e-

newsletters?
Many busy doctors don’t.
That’s where I help. I’m a copywriter and content writer specializing in the
health/fitness/anti-aging/alternative medicine niche.
I can up you set up your newsletter to send out to your patients and prospects. That
includes getting a graphic artist to design your header, then setting up the template
in your email company of choice.
And write a useful article based on what you tell me you want to tell your patients.
Or I’ll come up with ideas to run by you.
Either way, I write it up in your voice and send it out to your list.
You can send them weekly, biweekly or monthly.
More than weekly is too often. Less than monthly is not enough.
In short, based on your directions and opinions and the advice you want to give, I’ll
take care of everything.
For information, go here:
http://livehealthyliveforever.com/selling-health-information-productsservices/services/enewsletters/
Or just email me at:
rick@livehealthyliveforever.com
Or call:
(636) 383-1131
Or Skype:
richardstooker

