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This guide is part of our training resources for practices who want to make more profits 

We have produced a 30-minute training webinar on how to use business development and automated 

marketing tools to achieve the financial results you want.  It explains our 5-Step Practice Accelerator System 

and how you can implement it in your business.  

Use this link to see the recording of our live training webinar and get our workbook, all completely free: 

https://www.mywebmarketingexpert.com/practice-webinar-rec-reg 

 

 

The 5-Step Practice Accelerator System 

 

https://www.mywebmarketingexpert.com/practice-webinar-rec-reg
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1. Who we are and why we created this course 

I am Keith Milsom and I have been a full time Internet Entrepreneur 

for more than 20 years.  As well as developing and running my own 

online business (www.anythinglefthanded.co.uk which started with its 

first trading website in 1999), I have helped many other businesses as 

a consultant and spoken at conferences on using online marketing to 

grow small and medium sized businesses and compete with much 

larger players.   

Before that, I originally qualified as a management accountant and 

held senior roles in various offline businesses before becoming a 

management consultant and later becoming Commercial Director and 

major shareholder in a large leisure management and sports centre business, which we grew from 

zero to £35m turnover in 5 years and then sold to a larger leisure operator. 

I have learned a lot about growing businesses and making them more profitable and, in particular, 

how to use online marketing and automation to bring in new customers and keep them coming back 

to maximise their lifetime value.  I have always believed in the advice that: 

“It is not enough to do things right, you need to do the right things”. 

I have become more and more frustrated over the years watching small business owners working 

really hard and struggling to make a living because not only do they not do the right things, but they 

often don’t even know what the right things are!  I have a knack for looking at a business and quickly 

seeing the fairly simple changes that need to be made that will bring in a lot more profitable business 

and dramatically increase the earnings of the owners. 

I recently sold my e-commerce business and am now in a position to produce training and 

development programs that people can use to find out what the “right things” are for their business 

and how to make them happen effectively.   

I am currently working with my partner Jackie Vokes, who originally 

qualified as a physiotherapist, completed a law degree and then 

worked in patient safety management in the NHS before leaving full-

time employment to help apply my business and marketing knowledge 

to physical therapy practices.  We are working together to create 

training and marketing products for physiotherapy, osteopathy and 

chiropractic practices and work with practice owners to help them 

increase their business profits. 

I do not consider myself to be a "Guru" with some magical online powers or products, but a real-

world businessman who has learned what works and what doesn't the hard way and become expert 

in using a lot of tools that help make good things happen. I am sure we can help you improve the 

results from your business.   

“Only a fool learns from his own mistakes,  

the wise man learns from the mistakes of others.” 

Otto von Bismarck 

  

http://www.anythinglefthanded.co.uk/
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2. Introduction 

There are three key drivers that can make a real difference to the income and bottom-line profits of 

most practices. 

 

This guide fits into the area of “Generating New Patients”. 

Most new patients these days will look at your website to do some research before booking an 

appointment with you.  It is critical that they get a great impression of your practice with reassurance 

that you can help them in a professional and safe way and clear information about how they will be 

treated and what it will cost them.  An important factor in this is how their first appointment will 

work, what it will cost them and making sure that they believe it will be good value for money. 

They will probably be keen to know the length of their appointment, what will be done on their first 

visit, what it will cost them and what happens if they do not want to proceed with treatment for 

whatever reason. If they can’t find the information they want easily on your website, most will give 

up and go elsewhere, thinking that if you can’t be bothered to sort out the information on your 

website, you may not be that good at treating them 

either! 

You may think that people will just phone you to find out 

anything that is not clear from your website, but a lot 

won’t and you will lose potential new patients forever! 

We have looked at hundreds of physiotherapy, 

osteopathy and chiropractic websites and usually we 

quickly get the impression that the practice is not doing 

itself a lot of favours with the information they provide.  

In many cases, it is likely that they did not recognise how 

important the website was to their business at the time 

it was produced and have not really thought through the 

information it contains. 

We understand how this happens!  You are busy treating patients and running a business and were 

probably not really involved in creating the website.  Maybe someone suggested you should have one 

and a friend, or one of their children, knocked something up for you after asking a few questions and 

it has sat there ever since.  Even if it was done by a website company, they probably didn’t spend a lot 
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of time with you working out what was most likely to attract new patients and incentivise them to 

book, then test alternatives to see what really works. 

You might not know just how important your website is to the future of your business.  An increasing 

number of people, certainly a lot more than half in most research on the subject, use the Internet as 

their primary research tool when looking for services such as yours.  They look at 

websites and are used to seeing good quality information, well presented.  They will 

judge your business by your website and whether they can easily find what they want 

and be reassured that you are the best person to treat them. 

We have written this short guide to share the various approaches people take to 

providing appointment and pricing information and encourage you to have a serious 

think about how you do it and whether you are presenting it in a way that has the best chance of 

converting people who need help with a problem into paying patients for your practice. 

 

3. Approaches to pricing information 

From our own research, it seems there are a wide range of approaches to pricing, but we are not sure 

how many practices actually think it through.  Are they deliberately doing what they think will work 

best for attracting new patients (or, even better, split-testing several options) or are they just putting 

up whatever their website designer happened to ask for or thought might be appropriate.  Or have 

they not thought about it at all and don’t even know what is on their website? 

This seems to be even more the case when it comes to appointment lengths and how practices 

handle initial appointments and assessments, with a lack of clarity seeming to be the norm. 

There may well be good reasons for possible uncertainty – until the patient is assessed you do not 

know how much treatment they need or how long it might take. But in practice, you are almost 

certainly booking people for fixed-length appointments or your diary and booking system could never 

work. And you DO know how much you are going to charge them in various circumstances. 

If the whole of their initial session is taken up by their assessment and you have another patient 

booked immediately after them, you are going to have to explain and get them to book another paid 

appointment for their first treatment. 

If you start the assessment and quickly conclude that it is not appropriate to treat them, but they 

have booked a full hour paid appointment, you are going to have to decide how much you are going 

to charge them. 

Are they paying for your time or just a “session” of getting your expertise, however long you decide 

that will be?  Are they paying to spend time with you or for a result of some sort, whether that is less 

pain or better movement, however long that takes? Probably a bit of both in their own mind, but the 

better you can explain it and be clear, the more enquiries you are likely to convert to ongoing 

patients. 

We have set out here the main approaches and our thoughts on them. 
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3.1 Give no information 

This seems to be the starting position for a lot of 

practices and by default makes potential patients phone 

for details of appointment lengths and pricing.  

Presumably that information IS available at the practice 

and someone there will tell the patient how long their 

first appointment will be booked for and what it will cost. 

People are used to researching things online and seeing 

prices, booking details etc. set out clearly and our view is that they would think it unprofessional, or 

even deliberately evasive, and be put off contacting the practice if that is not the case. 

If the practice’s prices are higher than average for the area, that could be seen a justification for not 

giving them until a potential patient actually calls the practice, but we would disagree with that.  If 

your prices are higher, there should be a good reason for that (e.g. because you are exceptionally 

well-qualified or sought-after) and it is much better to show the prices and justify them in the best 

way you can on your website as a positive thing rather than giving the patient a shock when they call 

and leaving it to a busy receptionist to sell the value for you.  

Another thing to think about is that people (in the U.K. at least) 

are very uncomfortable querying things they are told by health 

professionals.  If they arrive at your clinic and get charged more 

than they expected, they probably will not say anything to you, 

but they might well not return or go away and start telling all their 

friends and family how they were misled and overcharged. 

We would not recommend trying to sell your services by being the 

cheapest, but we would always advise that you think properly 

about your pricing strategy and then provide the pricing and 

appointment information clearly and sell it in a positive, value-for-

money way on your website. 

3.2 Give partial information 

A lot of practices give part of the information people need – usually prices for appointments with no 

indication of how long an appointment will be.  This may be split between the initial appointment 

and follow-up / treatment appointments, maybe with different prices, and that just adds to the 

confusion. 

Some practices do have more information buried away in their FAQ page (Frequently Asked 

Questions) or elsewhere deep in their website, but a lot of people won’t find it and will leave 

unsatisfied to go to a competitor. 

It is much less common to give appointment lengths and no prices, but it does happen and is no 

better for the potential patient. 

3.3 Give full information 

You would think this would be normal, but it is very far from it.  Hardly any sites give a full 

explanation of their prices and appointment times and explain properly how they work and sell the 

great value of the services they offer.  If they do it at all, it is probably spread over multiple pages of 

their website where most people will not make the effort to try to find it all. 
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4. Pricing for the initial assessment 

It is clear that new patients will need to have a medical history taken and be given an initial 

assessment on their first visit to determine what treatment is appropriate for them.  It is much less 

clear in most cases how the practices handle this. 

The options we have seen on various websites include: 

• Have a longer first appointment time (usually 45 – 60 minutes) and a higher price for that first 

appointment, with some treatment done on the first appointment if there is time (different 

people mention that the assessment phase may be anything from 15 minutes up to the full 

hour). 

• Have a longer first appointment time (45 – 60 mins) but at the same price as a normal follow-

up treatment appointment (30 – 40 minutes).  This is effectively giving the patient free time 

with the practitioner to undertake the assessment, but we have not seen any practices putting 

it like that specifically. 

• Have a standard length and price for all appointments, including the first (usually 30 – 40 

minutes), so the patient is paying the full normal treatment rate for their assessment as well. 

4.1.1 Questions to think about regarding assessment pricing 

In practice, it is likely that the normal process will be that the patient comes to you for assessment / 

treatment, you assess them, present a diagnosis and treatment plan and go straight into starting 

treatment on their first visit. 

But it is worth thinking about other possibilities and being clear on what your approach is – your 

clarity may help you present your normal pricing and any special offers you may be running in a more 

attractive way. 

• If you are charging a higher fee for a longer first 

appointment, what do you do if you advise after the 

assessment portion that it is not appropriate to continue 

with treatment?  Do you still charge the full fee? 

• What if the patient decides after the assessment that they 

do not want to continue with treatment, even though you 

think you could help them? 

• If you are having a longer first appointment, but at a 

standard charge, what happens if treatment is not undertaken?  Is getting the “free” part of 

the time for the assessment conditional upon paying for the treatment session, or can the 

patient walk away after the assessment and diagnosis without paying anything? 

• Can you present your “assessment” as free time that you are giving away – a big benefit to the 

patient but at no real costs to you, just a change of wording! 

• Or is it better just to obfuscate and make it all very unclear and then deal with as best you can 

when the patient calls to book an appointment or actually arrives in the clinic for their session. 
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5. What should you do? 

Our recommendation would be to think properly about your pricing strategy, including doing 

research on your local competition to see what they are doing and how they present themselves. 

Make sure your own pricing / appointments / booking page is clear and has all the information in one 

place: 

• Price for the initial appointment and follow-up appointment and the normal length of time that 

both are booked for 

• A clear explanation of what the initial assessment entails and how you price for it 

• A good sales pitch for your pricing, bearing in mind other local practices that your potential 

patients may have looked at 

• How you deal with exceptional situations, like treatment not being appropriate 

• Any offers you are making to entice new patients to visit you for the first time (free 

assessment, discount on first appointment, free or discounted additional services) 

6. Wording for your “sales” page 

This could be a special page you send people to or just your standard booking / appointments / 

contact page depending how you run your website, but it is where you make your “sales pitch” to 

encourage people to book an appointment with you. 

You clearly need to emphasise your professional approach, 

expertise, success with patients etc. but you also need to give 

the best “value” you can and make it attractive for new 

patients to visit you for the first time by offering them a great 

“deal”. 

You will have to decide what works for you professionally and 

fits with your own style, but the more attractive you can make 

your offer sound, the better. 

If you offer a longer first appointment, say 60 minutes rather than the standard 30, but for the same 

price, which of these sounds better?… 

• Osteopathic appointment (30 minutes), £42.  First appointment can last up to an hour 

 

or 

 

• Normal treatment appointment is 30 minutes for £42 but for your first appointment with us we 

will give you an extra 30 minutes completely free to do a full assessment, diagnosis and 

treatment plan. 

If you are not going to make a charge if it is not appropriate to go on to start treatment after the 

initial assessment, do you say: 

• Initial appointment (60 minutes), £42, includes full assessment (leaving it unclear what 

happens if you stop after the assessment) 
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or 

 

• If we complete your initial assessment and decide that further osteopathic treatment would 

not be appropriate, or you decide not to continue with treatment for whatever reason, we will 

not charge you for the appointment. 

 

or 

 

• No risk, free initial assessment.  We will make an initial appointment for you for 60 minutes but 

you will get the first 30 minutes completely free and without any obligation.  We will undertake 

a full medical history and assessment of your condition and give you our diagnosis and 

recommended treatment plan.  After that, if you want to continue, we will carry on and do the 

first treatment at our normal rate of £42 for 30 minutes, but if either we or you decide that it is 

not appropriate to continue with the treatment, we will part as friends without any charge to 

you and we will hope to see you again next time you might need our help. 

These options make no difference to you as they all follow the same rules on pricing and 

appointments, but they might sound very different to the potential patient thinking about coming to 

you for a first appointment. 

The more you can provide certainty about what is going to happen, remove financial risk and make 

them feel in control of the process, the easier it will be for them to say “yes”.  

Have a good think about the way you word things in your “offer” and make sure you are doing it in a 

way that potential new patients will find the most attractive.  If you are including something free of 

charge, make sure they know it and also what it is really worth, how much they are saving.  If you are 

giving them and “opt-out” or removing financial risk in any way, make it explicit so it sounds like a 

great offer. 

Very few people will abuse your generosity and try to take advantage of you and they will be far 

outweighed by the extra new patients you get who decided to visit you based on your better offer 

wording.  

6.1 Creating a “lead magnet” for your sales page 

We cover this in a lot more detail in our sales funnels 

course but the idea is to get people to give you their 

email address on their first visit to your site so that you 

can follow up with automated email if they do not 

make a booking straight away (and most probably 

won’t!). 

You need to offer them something valuable in exchange 

for giving you their email address (they enter their 

details to get it and you send it by email).  This could be 

a relevant report on their condition or the background 

to physical therapy treatments, a free assessment 

voucher or a discount voucher for their treatment. 

The way you word your “standard” pricing is important 

here as they need to feel they are getting something extra and special for giving their email address. 
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If you can word things so that they are getting a valuable discount on their assessment, you can 

create a voucher (an image or PDF file with the details on it) that you can offer them and send by 

email.  They can then bring it with them to the practice on their first appointment to get the discount. 

The way to make this work best would be to have the full charge at normal rates on your website, but 

with a prominent link saying they can get a big discount (and showing the amount).  Once they click 

the link, they will see a form to enter their name and email address and get the voucher sent to 

them. 

We know that a lot of people who do this would not book an appointment straight away but just 

leave your site to look around at other options.  If you have their email address you can contact them 

with a series of automated emails to remind them of the quality of service and value you offer and 

why they should definitely book an appointment with you.  They will have the added incentive of 

being able to use their voucher. 

You can use exactly the same approach with a discount offer for their first treatment and it is worth 

testing which works better (or try both at the same time!). 

6.2 Examples of free or paid assessment wording using various approaches 

Assumptions / Facts: 

• Normal charge for a 30-minute session is £42.  If they booked 

2 separate sessions, charge would be £84 for 60 minutes 

• If they are getting a one-hour initial appointment for £42, they 

are saving £42 

• If you do an assessment and decide not to go ahead with 

treatment for medical reasons, you would not charge the 

patient the £42 

• If, after the assessment, the patient was not happy and didn't 

want to go ahead with treatment, you would not charge the £42 

You can adjust the wording below to fit your own situation or way of working, but it is well worth 

trying some alternatives to see how they affect your new patient conversions. 

Approach: Be clear that you charge for an assessment (you may not currently do this but it is an 

option to consider) 

• Your first appointment will be to undertake a full assessment so we can diagnose your 

condition and decide on a treatment plan.  That can take up to 30 minutes but if there is time 

available at the end of the appointment, we can begin treatment if you want.  You will normally 

need to book another 30-minute appointment for us to undertake the first full treatment 

session, but you can book that straight after your initial assessment session if you want to get 

things moving quickly. 

[not specifically said, but total cost would be £84] 

Approach: Don't say anything specific about the value 

• Initial osteopathic consultation lasts for up to an hour and includes time for full medical case 

history and examination. 
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Approach: Make it clear that the extra time for the assessment is not being charged for  

• A normal osteopathic treatment session is booked for 30 minutes at a price of £42.  For your 

initial session, we add up to half an hour extra without charge to make a full assessment of 

your condition and give you a diagnosis and treatment plan. 

Approach: Make it clearer that they are saving money by not having to pay for an assessment (but 

also that they have to pay for a treatment session to get the free assessment part). 

• Pay for the normal £42 half hour treatment session and get an additional 30 minutes free of 

charge for your full assessment, diagnosis and treatment plan. 

Approach: More aggressive sales pitch, being explicit about the saving.  There is also an implication 

that they do not have to proceed with treatment, but unclear if they still have to pay the £42 in that 

situation. 

• Our normal charge for a 30-minute appointment is £42 and on your initial visit we will do a full 

assessment, diagnosis and treatment plan, which can take 15-30 minutes.  We recommend 

booking an hour for your first appointment so we can complete the assessment and diagnosis 

and also start treatment straight away if you want to proceed. 

SAVE £42 on your initial appointment - we will only charge £42 for the full hour (normally £84 

for 2 sessions). 

Approach: Be very clear that the assessment is completely free and without obligation 

• No risk, free initial assessment.  We will make an initial appointment for 

you for 60 minutes but you will get the first 30 minutes completely free 

and without any obligation.  We will undertake a full medical history 

and assessment of your condition and give you our diagnosis and 

recommended treatment plan.  After that, if you want to continue, we 

will carry on and do the first treatment at our normal rate of £42 for 

30 minutes, but if either we or you decide that it is not appropriate to 

continue with the treatment, we will part as friends without any charge 

to you and we will hope to see you again next time you might need our help. 

All of these wording options (apart from the first one) fit with the existing rules / assumptions for 

dealing with people. It is just changing the wording, but has a big effect on how valuable it looks. 

7. Finding out what is working 

It would be great if you knew exactly how much changing your price presentation affected your new 

patient conversion rate.  Then you could test alternatives and settle on the one that gives you the 

best conversions but, in reality, this is going to be difficult for most practices to test using their normal 

website. 

7.1 Split testing 

If you have a “sales funnel” sending prospects from adverts to an online sales page and tracking your 

bookings, you should be able to get some pretty good comparisons if you run several versions of the 

page with different pricing information (we call this “split-testing”).  Or you could run one version of 

the pricing wording for a month and then an alternative for a month and see what results you get.  

Once you have a winner, you can test another alternative to see if you can beat it. 
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7.2 Patient survey 

A less reliable but much easier way is to ask your patients. It is probably a good idea to do this as well 

anyway. 

Maybe have a little form you give to patients that says something like: 

We want to make sure our patients have a clear understanding of our appointment 

lengths and pricing and how we handle the assessment process for new patients.  As a 

recent new patient, it would be really helpful if you could give us a bit of feedback from 

your experience with us. 

Did you find our explanation of appointments and pricing on our website clear? 

Did you think our services offered good value for money compared to other sites you 

had looked at (overall value for the quality of service rather than just being cheap)? 

Did our actual appointments system and the price you were charged reflect what you 

expected? 

Is there anything you think we could improve in our information on appointments and 

pricing? 

It is probably best to keep this separate from your normal process for requesting testimonials as that 

is more focussed on their treatment and results. 

It is much more difficult to get information from the people you 

really want to know about – the ones that went to your website, 

didn’t like your pricing or appointment information and never 

even called you! (There are ways of getting to these people with 

email follow-up if you are using an effective sales funnel, but that 

is a whole different course).   

It may be that your receptionist can provide some feedback for 

you – were there some people who called for information about 

booking and left again when you told them the prices?  Maybe 

you could have a few questions to try to ask the customer in that situation. 

For now, bear in mind that you are only talking with the people who DID like your information enough 

to book an appointment. 
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8. Summary 

In an increasingly competitive market, you need 

to do all you can to encourage potential new 

patients to come to you for treatment and make 

sure you are not putting them off. 

Clear information about how your appointments 

work and how much it will cost is important to 

people who are deciding where to go for their 

assessment or treatment and any encouragement 

you can give by offering clearly explained free or discounted services will help them to make the right 

decision and turn them into long-term paying customers for your practice. 

We hope this guide has helped you to think about the issues involved and consider the best way to 

present your information and that you will see an increase in new patient conversions as a result of 

implementing some of the advice we have given. 

 

9. Next steps 

9.1 Review your website and marketing materials 

After reading this course and thinking about how you can best 

present your own appointments and pricing information, you need 

to review all your current information sources and make sure they 

are consistently using your best options. 

It may take time to change everything but the sooner you get 

started the better.  This will include: 

• Your website – have a good search for content across all your 

pages –  

Appointments / Booking 

Contact us 

About us 

FAQ 

What to expect 

Specific sales pages 

• Leaflets and other printed materials 

• Adverts (print and online) 

• Emails you send out to patients, both standard ones from your patient management and 

bookings systems and any automated sequences and one-off campaigns such as newsletters 

• Staff training – make sure everyone knows the way you want to present things, can explain it 

clearly and answer tricky questions 
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9.2 The power of split-testing 

You may have a view on what type of presentation will work best for you but it is really the patients 

who will decide and you want to use the approach that generates the most and best new patients for 

you.  The only way to really find out is to test a few of the most likely options and see which one does 

best.  There are a few ways of doing this, but you will need to have analytics and recording systems in 

place so you can tell how many people went to the page with the message you are testing and how 

many of them became patients. 

Here are some of the possibilities for testing the various options against each other – “split-testing”: 

• If you are sending people to a specific sale page, it is possible the software you use to build it 

will allow you to make variations on the page and then rotate them as visitors arrive, keeping 

track of how many saw each version.  You will need to have something on each page variation 

that will let you record which page people saw when they book or call you.  This might be an 

offer such as a free assessment or discounted first session that they can only get if they have a 

discount code, and you use a different code on each page variation. 

• If you can only have one version of the page, you can run one version of your appointments 

wording for a month and measure the conversions and then change it for the next month and 

see which does best. 

• If you are using Google AdWords to generate visitors to your pages, you can create more than 

one advert wording for an ad group (set of keywords) and have a different target URL to each.  

Google can then be set to rotate the adverts as people do searches and each separate advert 

will direct people to the appropriate page on your website with the wording you are testing. 

There are many more ways to do this but split-testing, tracking and analytics are beyond the scope of 

this course. 

10. Do you need more help to make this happen in your practice? 

If you do not have the resources or time to implement these 

systems yourself, we would be happy to do it for you.  Get in 

touch with us to tell us a bit more about your practice and we 

can tell you how we can help and what the cost would be.  Our 

normal 100% guarantee applies – if we decide to work with you 

and you are not happy with what we do, we will part as friends 

and refund everything you have paid and hope to see you again 

next time you need help with your business. 

11. Contact Us 

If you would like to talk with us about your business and how we may be able to help you make more 

profits from it and work less (we can!), please get in touch. 

Use our contact form:   https://www.mywebmarketingexpert.com/practice 

Email:    keith@mywebmarketingexpert.com 

Phone Keith:   07803 937410 

https://www.mywebmarketingexpert.com/practice
mailto:keith@mywebmarketingexpert.com


© Copyright mywebmarketingexpert.com 2018 Page 13 of 13  Appointment information and pricing 

12. Developing your business to achieve what you want 

If you like what you have seen so far and are interested in a more in-depth and complete system that 

will guarantee more profit in your business, take a look at our webinar. 

This is a 30-minute training webinar on how to use business development and automated marketing 

tools to achieve the financial results you want.  It explains our 5-Step Practice Accelerator System and 

how you can implement it in your business.  

The training presentation covers: 

• How to decide what you want and make sure it is achievable in a measurable way 

• Keeping in touch with past patients in a way that will make them want to come back to you 

and also recommend you to others 

• Generating new patients using online advertising (among other things) 

• Encouraging structured testimonials and getting recommendations using automated systems 

Use this link to see the recording of our live training webinar: 

https://www.mywebmarketingexpert.com/practice-webinar-rec-reg 

We have also produced a workbook to go with the webinar that will help you make notes during the 

webinar – it has all the main content headings and some diagrams and charts for you to add your 

own thoughts to – well worth downloading and printing before you start watching as it will save you a 

lot of time. 

https://www.mywebmarketingexpert.com/wp-content/uploads/Physio-Marketing-Webinar-

Workbook.pdf 

(there is also a link for it on the webinar registration page and the viewing page) 

You don’t need a big marketing budget to get ahead. Even small changes can make a big difference to 

your bottom line profits and implementing just one or more parts of the 5-step practice accelerator 

process can have a positive impact on your business. We have broken the whole process down into 

bite sized chunks with training resources and guides for each part of the process, so if resources are 

limited you can choose one or more elements that you think will work in your practice.  

13. Our other courses 

We are producing a series of courses to help physiotherapy, osteopathic and chiropractic practices 

make more profit from their businesses.  Use this link to find out what else you could take advantage 

of: 

https://www.mywebmarketingexpert.com/practice-courses 

 

Tell us what you think! 

We hope you found this guide helpful and we would be very pleased to hear what you thought of it, 

what you are already doing about presenting your appointments and pricing information and what 

results you get by changing your approach or testing different wording. 

You can email us at courses@mywebmarketingexpert.com 

 

https://www.mywebmarketingexpert.com/practice-webinar-rec-reg
https://www.mywebmarketingexpert.com/wp-content/uploads/Physio-Marketing-Webinar-Workbook.pdf
https://www.mywebmarketingexpert.com/wp-content/uploads/Physio-Marketing-Webinar-Workbook.pdf
https://www.mywebmarketingexpert.com/practice-courses
mailto:courses@mywebmarketingexpert.com

