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Announcer:

Welcome to ChiroSecure's Empowering Women in Chiroprac9c, the Facebook
live show for successful women by successful women, proving once again
women make it happen. Join us each week as we bring you the best in business
growth, prac9ce management, social media marke9ng, networking, leadership,
and lots more. If it's about women in prac9ce and business, you'll hear it here.
Now join today's host, Dr. Natalie Beauchamp, as she talks impact, exposure,
and systems. And now, here is Dr. Natalie.

Dr. Beauchamp:

Hi there. This is Dr. Natalie Beauchamp, and welcome to our show, Empowering
Women in Chiroprac9c. I am going to do the en9re talk today, which I'm really
excited about. We're going to talk about something that got introduced to me by
a mentor of mine. It's called a repumeter. I 9tled the talk "Are You Diﬀerent
Enough? Where Do You Fall On the Repumeter?" I think when we hear that,
we're probably thinking, "Geez. I think my reputa9on is good," and so forth.
That's not exactly what we want to talk about. We want to talk about how your
community is perceiving you. I've been in prac9ce for 22 years, and I know, I
somehow have a passion about making sure that I communicate the message
properly to pa9ents. So today what I'd like to go over, and I have Steve Lowell's
permission, who is a mentor of mine and a coach of mine, to share his
reputa9on meter. It is basically his baby, but it applies to any business, so what
I'd like to do is go over it with our chiroprac9c clinics in mine.
Let me share the screen with you here. All right, so again, credit to my coach and
mentor Steve Lowell for the repumeter. First of all, what is the repumeter? It's
basically a gage to measure our reputa9on and how people speak about us. I
don't know when was the last 9me you Google your name. Some9me I do that
once in a while, and it's a good thing to do. And of course we're going to check
the comments. And a lot of 9me it will come back to our landing pages and so
forth. But Google yourself, and Google your name, and see what people might
be saying about you, because it's one thing for us to talk about ourselves, but it's
also important to look at what other people are saying. Like I men9oned earlier,
the repumeter can really apply to most businesses. So the ﬁrst stage of the
repumeter is what is called the obscurity, and when you are in the obscurity
phase, what it means is that nobody really knows that you exist. They may see
your sign. They may drive by. You do have some pa9ent, but the phone is
deﬁnitely not ringing much.
You're not also geWng too many referrals, and so ... You know you are in that
stage when your head space is all about geWng your pa9ent through the door.
You're really trying to make a name for yourself. You're going out and
networking, which again, there is nothing wrong with that. We all need to start,
especially you're star9ng new in a community, but you're busy doing the busy
work of working in your clinic, and not so much on your clinic, and the business
part of it. OXen 9mes you're a liYle bit stressed out. You might be really focusing
on making sure you can make ends meet, and you might be a bit overwhelmed
in that stage. And in that stage, it can also be a liYle bit painful. We all go to
chiroprac9c school, think what we do is the best thing ever, and that chiroprac9c
is amazing, and people should be knocking down our door, but it's not that
simple. And the ﬁrst stage of that reputa9on model is unfortunately the
obscurity stage.

If you play the game well enough, and you keep doing what you do with passion
and purpose, you move on to what is called the next stage, which is the
compe99ve stage. The compe99ve stage, it means that you truly are in the
game. It means that your community is really star9ng to know who you are, but
they don't really know why they should go to you or any other chiropractor, or
any health prac99oner, for that maYer. There's nothing that really separates you
from the other people that are in your community. We call that being in a
category of many. The world thinks also that it knows what you do, but you're
not necessarily seeing the diges9ve issues, and the headaches, and the colic's,
or the people that want to op9mize their nervous system, and so forth. People
are coming in for you to remove their back pain, and you know that you are in
this compe99ve stage when people refer to you for that purpose, and they think
of you as you ﬁx back, and they refer to you as a chiropractor.
Your name is truly associated with your 9tle, which is the 9tle of chiropractor.
You know when you're in that compe99ve stage because you're working hard,
you're trying to get out in the community as much as you can. You get invited to
oXen 9mes some lunch and learn, but oXen 9mes, and I'm sure many people
listening to this show will relate to this, you're invited, and they say, "Oh, we
don't have a budget, but you'll get some exposure," and again, not saying that
exposure is not great when you start, but I think all of us listening to this show
have probably done some talks that from a business point of view made no
sense because it was far from your oﬃce or whatever.
I think we've all been there, and not to say that it's not great to spread the
message of chiroprac9c, but you have to be a liYle bit more targeted in your
marke9ng. In the compe99ve stage, you're not diﬀerent enough. As I men9on,
you're a chiropractor, and oXen 9mes, and I'm sure this one's probably
happened to some of you, a friend, or an acquaintance will refer someone to
your compe9tor.
You're thinking, hey, wait a minute here. You know what I do, and yet you didn't
refer the person to me, or they even went to see another prac99oner. You're not
really posi9oned well because they didn't really know that you could help them.
I think there are really three things that are essen9al for proper posi9oning. It's
not necessary to be diﬀerent, but I think we really have to posi9on ourselves to
be diﬀerent, and to do so, we have to use a diﬀerent kind of language. A lot of
people will say, "Oh, yeah. The elevator pitch that has a typical ... " You know
when, and an example of this that my mentor tells all the 9me is the tennis
instructor. If you say tennis instructor versus, you know when your kids have so
much energy, and they're jumping oﬀ all over the place. I take them, I burn their
energy, and I bring them back to you. So the language is completely diﬀerent. I
think it's really important for us when we're posi9oning ourselves that people
understand how we might be diﬀerent.
That's not necessarily enough. I think the big one that makes it so valuable is
that people have to be able to repeat what you do. And I've had some reality
checks throughout the years, asking pa9ent at their midterm exam or their ﬁnal
scan, describe what a subluxa9on is, and describe what we do, and you get a big
ques9on mark. You're thinking, oh, my goodness. Haven't you seen the

slideshow? Haven't you seen the poster? Haven't you watched this and that, so I
think the very important part for this compe99ve stage is that people have to be
able to voice and repeat what you do. Whatever it is that you can do to
implement that, to give them the tool that they can repeat, it's very valuable.
Again, if you stay in the game, and do a lot of things right, and you s9ck to it, you
reach what is called the next step ... Sorry about that. The next stage, which is
called the branded stage.
At that stage, there's ... Visualize a cri9cal line aXer the V here. There's really,
this is really where the magic can happen. And the branded stage mean that
now, your name is associated with something diﬀerent than your 9tle, and back
pain. At the branding stage, people are talking about you diﬀerently. Your name
start coming up with things that may not be the typical. Your name is going to
get aYached to diﬀerent things. And I think you get to the branded stage with
your name being aYached to three diﬀerent things really. The ﬁrst one is your
results. Let's be clear here, when any business or any prac99oner, somebody
goes in for a speciﬁc complaint, you're almost now expected to deliver. So
having results with our care is one thing. And again, I oXen get ﬂustered when
people expect result and yet we deal with the human body. It's not liKe a paint
color that didn't turn the right color kind of thing.
So the body is really complex. But at the end of the day, if you're a chiropractor
and you give people relief for their aches and pains it's almost expected. So you
really have to give them outstanding results. I know a lot of you get that in your
oﬃce everyday that people are coming in for back pain or mid back pain or
whatever who's targe9ng, been adjusted and now they're seeing a diﬀerence
with their energy level, their diges9on, and so forth and you're just like mmhmm (aﬃrma9ve). So we knew those thing would most likely come along with
the relief of the symptoms that came in but this is truly giving them outstanding
results. The second thing that is very important is the experience. We truly have
to provide our pa9ent with an amazing experience. So your clinic, your
processes, your team, you have to create that experience.
I'm constantly, even aXer 22 years, asking my staﬀ what else can we do? What
else can we do to make the pa9ent feel like they're coming home? I oXen joke
giving the analogy of Cheers, the TV sitcom, [inaudible 00:12:19] be at the clinic,
but everybody knows your name was the 9meline of the show. Some of my staﬀ
might have been even too young to know that, but they say that they do. But
the amazing experience is that ... And I think if we want our pa9ents also to refer
to us, we have to be certain that the experience that they're having or that they
have in your oﬃce is going to be or produced for whoever that they refer. The
third thing that is in the stage of the branded category is your expert insight or
your intellectual property. What I mean by this is do you have an expert insight
in term of your technique, your approach? Is there something that you do that
diﬀerent? If it's the technique, you're an ac9vator doctor, you're a ground step
doctor. You do func9onal medicine.
Whatever that technique or that system that you've developed you have to
make sure that it becomes so strong that you're being known for that. I think,
like I said, being in prac9ce for so long, my prac9ce is so diﬀerent than when I

started. I mean my knowledge is diﬀerent. My personality, not necessarily my
personality, but my conﬁdence, I tested things that worked, adapted and so
forth. I know as a human being I'm morphed and so did my prac9ce. So that's
what the expert insight is out of that. And you know you're at the branded stage
when you're geWng tons of referral and you are now geWng diges9on issues and
headaches and colic's and people that just say I'm healthy, I just want to make
sure that I stay that way. I heard chiroprac9c, or you could help me. So people
are not just coming in for back pain and you really truly are geWng the word out
that chiroprac9c is and can be more.
And again, not to be judgemental here, some chiropractors watching this are
strictly focusing on back pain. Fine and that's great, just make sure that your
reputa9on and your communica9on reﬂects that. So once people average ... I've
aYached your name to the experts insights, now we're moving on to what is
called the category of one or D1 and it means that you're no longer just a
chiropractor in [inaudible 00:15:01]. I know it used to drive me nuts when
people would say oh yeah, yeah go see here, she's not just a chiropractor. I
would just get upset like what's wrong with being just a chiropractor. But I know
now what they meant. It's s9ll bugs me a liYle bit but I know what they mean.
They are associa9ng you with health and wellness, not just back pain and then
they have anything wrong with them they're going to see you ﬁrst.
Again if people are coming in because they are ﬁgh9ng oﬀ a cold and they want
their immune system to build beYer or if they have a new pain or ailment or
weird symptom, they're going to come and see you ﬁrst. And they'll say, "Oh I'm
going to go see doc and she or he is going to know what to do, and if they don't
they're going to send me to the right person." If you're on the wrong side of
branding, which is again, that imaginary line that I talked about, you're really
focusing on the compe99on and on price and on value. But once you get to
what is called the category of one, but now you're crea9ng, you're eleva9ng
your craX and you're mastering it. So the ques9on is, what stage are you? Let
me put the next one here.
Are you in obscurity? Are you in the compe99ve stage? Are you in the branded
stage and if you are are you covering the three aspects of results, experience,
and intellectual property? Or, and great if you have, have you made it to the
category of one. So the ques9on then becomes are you where you want to be?
If you're not, what are the things that you can do? Now, if you just started a
brand new prac9ce, obviously you get to ... You need 9me to get to your
community to know you. But if you've been at it for quite some 9me and you
might be stuck in the compe99ve stage or even in the branded stage and you're
trying to pierce, what else can you do to make sure that people know exactly. I
think our message or our marke9ng has to be congruent with our back end.
Some9me they'll say I'm all about health and wellness but if you're marke9ng
says completely the opposite or vice versa, then you are really not talking to the
audience.
I know myself, but when I ﬁrst saw Steve Lowell do this repumeter, I'm like oh
my God. It applies to us as chiropractor and applies to many other businesses
and I think making sure that we know where we stand, ﬁguring out if we're okay

to be in the stage that we want to be in and if not, what else can we do?
Because that guy said at the beginning, it's one thing for us to talk about ourself
a certain way, but if people out of your oﬃce can't communicate what you do,
can't share with other people or s9ll think that you're just a cracking backs kind
of thing, you're not passing on or communica9ng what the pa9ent completed.
So I heard this informa9on was valuable. I know it really was to me. When I saw
that and I'm like hmm, I'm going to do one for our pa9ent, because I think the
repumeter really gives us an insight in our world as chiropractors, as business
owners.
So what I've done is I've created one for our pa9ents and I've come up with four
categories of pa9ents that we see and then I really gained clarity on who they
are, what are their feelings, their internal talk, and their external triggers, and so
forth, and by doing that, I really was able to target and zoom in a lot more on my
message and my marke9ng. And also it was a great exercise to really realize who
you want in your oﬃce and who you don't want to aYract in your oﬃce. So I've
come up with what I call the health-o-meter, that really talks about the four
stages of type of pa9ent that we have and how I can target a liYle bit more
eﬃciently on who I want to aYract and then shiXing them on that meter.
I well again give credit to Steve Lowell for this reputa9on meter and if you want
to ﬁnd out more about Steve, his website is stevelowell.com. Thank you so much
for joining and I really hope that made you think. So are you an obscurity? Are in
the compe99ve stage? Are you in the branded stage? Or are in the category of
one? Are you D1 and people think of anything health they go to you and a liYle
side note here that we're not just compe9ng with other chiropractors, we're
compe9ng with other health prac99oner in the sense that people may decide to
go to the gym to resolve their health issue. Again, not saying that might not be a
great solu9on but I think the market share and what people think we do or don't
do has really changed in the last several years.
So thank you so much for tuning in. I hope that informa9on was valuable. Thank
you so much to ChiroSecure for hos9ng these empowering women in
chiroprac9c and next week Dr. Nicole Lindsey is going to be sharing her message
with you. So un9l my next show where I am going to go over my health-o-meter,
so I hope to see you then. Thank you and have a great week.
Announcer:

Join us each week as we bring you the best in business growth, prac9ce
management, social media marke9ng, networking, leadership, and lots more. If
it's about women in prac9ce and business you'll hear it here. We hope you
enjoyed this week's Facebook Live event please like us on Facebook, comment
and share. We look forward to seeing all of you next week for another episode
of Empowering Women in Chiroprac9c. Now, go ahead and hit the share buYon
and tell your friends and colleagues about the show. Thank you for watching.
Have a beau9ful day. This has been a ChiroSecure produc9on.

