
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1. Executive Summary 

 

MARKETING PLAN: 
CANNON POINTE 

CHIROPRACTIC 
 

Current industry and local competition analysis, 

appropriate target market selection, and marketing 

strategy development to best meet the needs of Cannon 

Pointe Chiropractic in its initial opening in Northfield MN  

May 2011 

Prepared by 

Kyra Friedell  

Molly Moon 

Keith Nederhoed 

Darin Steffl 

Esti Zimmerman 

 

Sponsored by 

St. Olaf College 

 



   Page | 1 

Table of Contents 

1. Executive Summary……………………………………………………………………………………………………..page 3 
1.1 Cannon Pointe 
1.2 Strategic Objectives of the Marketing Plan 

 

2. Situation Analysis……………………………………………………………………………………………….………..page 3 
2.1 Target Marketing 
2.2 Assessment of Current Marketing Strategy 

 

3. Industry Analysis………………………………………………………………………………………………………..…page 4 
3.1 Chiropractic Offices Industry 
3.2 Perceptions of Complementary and Alternative Medicine (CAM) 
3.3 Sustainable Competitive Advantage 

 

4. Competition…………………………………………………………………………………………………….…………..page 5 
4.1 Competitor Strengths 
4.2 Competitor Weaknesses 

 

5. Macro-Environment……………………………………………………………………………………………………..page 7 
5.1 Cultural 
5.2 Demographics 
5.3 Social Trends 
5.4 Technological  
5.5 Economic Situation 
5.6 Political/Regulatory Environment 
5.7 Northfield Survey Results 

 

6. Strengths, Weaknesses, Opportunities, Threats………………………………………………………….page 14 
6.1 Overview 
6.2 SWOT Analysis  

 

7. Marketing Strategy……………………………………………………………………………………………………..page 15 
7.1 Market Segmentation 
7.2 Target Market 
7.3 User Positioning 

 

8. Marketing Mix…………………………………………………………………………………………………………….page 18 
8.1 Products/Services Offered 
8.2 Price 
8.3 Place 
8.4 Promotion 

 

9. Implementation…………………………………………………………………………………………………………page 25 
9.1 Financials 
9.2 Implementation Plan 
9.3 Contingency Plan 
9.4 Keys to Success and Measuring Success 



   Page | 2 

Figures 

Figure 1: Predictors for Disuse of Specific CAM Therapies……………………….…………………… page 5 
 
Figure 2: Chiropractic Pricing: Competitors, Cannon Pointe, Average National Rates……. page 6-7 
 
Figure 3: Northfield Demographics………………………………………………………………………………. page 8 
 
Figure 4: Regional Area Demographics……………………………………………………………...………… page 8 
 
Figure 5: Payment Methods in 2010………………………………………………………………..…………… page 11 
 
Figure 6: Northfield Survey Demographics – Results from Questions 1-3…………….…..…….  page 12 
 
Figure 7: Familiarity with Chiropractic Services - Selected Results from Question 8………    page 12 
 
Figure 8: Assumptions about the Role of Chiropractic Care - Results from Question 7….  page 13 
 
Figure 9: SWOT Analysis………………………………………………………………………………………………. page 14 
 
Figure 10: Typical Patient Age for Chiropractic Care 2010………………………………………….….  page 15 
 
Figure 11: Household Income of Chiropractic Users 2010…………………………………………….. page 15 
 
Figure 12: Diffusion of Innovation Curve - Select Targets for Cannon Pointe……..…………. page 19 
 
Figure 13: Price Comparison: Cannon Pointe, Local Competition, National Average…..…  page 20 
 
Figure 14: Year 1 Financial Projections…………………………………………………………………………. page 26 

 
 

Appendixes 

A. Northfield Survey…………………………………………………………………………………………………… page 28 
 

B. Map of Cannon Pointe Location……………………………………………………………………………… page 29 
 

C. Case Management…………………………………………………………………………………………………. page 29 
 

D. Works Cited………………………………………………………………………………………………………..page 30-31 

 

  



   Page | 3 

1. Executive Summary 

1.1 Cannon Point 
 
Cannon Pointe Chiropractic will open in Northfield, Minnesota Fall 2011. The clinic will be a natural 
healthcare facility that focuses on individual patient needs and addresses each patient’s nutritional, 
muscular, neurological, and/or functional needs like the needs of their own.  They will be a medium 
volume clinic that will focus on individuals as well as families, and will give special attention to muscle 
work, rehabilitation, cerebellar issues, and nutritional education. Given this focus, Cannon Pointe 
Chiropractic appeals to women in their 30s, 40s, and early 50s, who have children and are interested in 
achieving or maintaining a healthy lifestyle.  The clinic will be started by a recent graduate of 
Northwestern Chiropractic College, Dr. Conway, who has extensive and varied clinical experience.  

1.2 Strategic Objectives of the Marketing Plan 

1.2.1 Mission 

Cannon Pointe Chiropractic’s mission is to provide residents of Northfield and the surrounding 
communities with non-drug holistic health care that uses functional neurology and nutritional 
education to help people become and stay healthy. Cannon Pointe’s marketing mission is to increase 
awareness and generate excitement about the effectiveness of chiropractic services.  

1.2.2 Goals 

 Build strong customer base in Northfield and surrounding area 

 Generate new customers through reputation, internet, and free promotions  

 Generate new and retain existing customers through in-office promotions 

 Retain customers through direct mailing 
 
 

2. Situation Analysis 

2.1 Target Market 
 
Cannon Pointe’s primary target market is women age 30-54 with annual household incomes around 
$50,000, who have children, and are interested in their own health and their family’s health.  

2.2 Assessment of Current Marketing Strategy 

Cannon Pointe Chiropractic has outlined a marketing and promotional strategy. A preopening survey will 
be performed to determine what hours are most convenient for residents. In addition, promotional gift 
baskets will be sent out to Northfield High School, Northfield Middle School, Multek Industries, Malt-O-
Meal, McLane Industries, and Cardinal Window Glass insulation. In addition, fliers will be put up at local 
gyms and healthy cooking classes will be offered at the local senior center. Cannon Pointe Chiropractic 
will also utilize a press release by the local newspaper, The Northfield News, to increase customer 
awareness in the Northfield community. Finally, the practice will rely on word-of-mouth and personal 
referrals by current clients to attract new patients. The current marketing plan is not sufficient enough to 
generate and retain customers, nor is it the most cost-effective strategy.  
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3. Industry Analysis 

3.1 Chiropractor Offices Industry 
 
Cannon Point Chiropractic is in the Chiropractor Offices Industry which includes about 37,000 
establishments and 50,000 licensed chiropractors nationwide.  

There has been a trend away from mainstream medicine towards holistic practices. Many American 
consumers are dissatisfied with mainstream medicine and insurance, and have become more receptive 
to explore alternatives.  Part of the change surrounds the public’s perception of the potential value 
associated with alternative medicine. According to studies published in the Journal of Alternative and 
Complementary Medicine, the use of chiropractic services rose from 33.8 percent in 1990 to 42.1 percent 
by 1997.1  This translates to an increase from 427 million chiropractic users in 1990 to 629 million by 
1997. By 2002, this represented approximately one in three adults. 

Chiropractic care has also gained legal recognition in all fifty states which has led to a continuing 
recognition and respect for the chiropractic profession in the United States.2  It has also taken center 
stage as the obesity epidemic in the US continues to grow and consumers become more empowered to 
learn how to become and stay healthy. Cannon Pointe Chiropractic responds to this opportunity by 
providing patients with nutritional education and ways to live healthier lives.   
 

3.2 Perceptions of Complementary & Alternative Medicine (CAM) 

In addition to being part of the Chiropractor Offices Industry, chiropractic care is a subsidiary of the 
Complementary and Alternative Medicine (CAM).  As defined by Medline Plus, a service of the U.S. 
National Library of Medicine and National Institutes of Health, “Complementary and alternative medicine 
(CAM) is the term for medical products and practices that are not part of standard care…Alternative 
medicine means treatments that you use instead of standard ones. Complementary medicine means 
nonstandard treatments that you use along with standard ones. Examples of CAM therapies 
are acupuncture, chiropractic and herbal medicine.”3  As part of this developing industry it is important 
to understand the outward perceptions of such treatments. 
 
In a study conducted at Stanford University in 2001 to investigate the reasons for disuse of 
Complementary and Alternative Medicine (CAM) it was found that “people are less likely to use CAM if 
they are male, are in good health, believe the therapies are in general ineffective or inferior to 
conventional methods, perceive that conventional medical doctors are not supportive, and to a lesser 
extent feel they do not have adequate knowledge of CAM.”4  Below are the predictors of disuse of 
specific CAM therapies, chiropractic care disuse is predicted by: 

 Visits to a medical doctor 

 Lack of physician support  

 Lack of knowledge  

 Potential side effects 

                                                           
1 Jain, Neeta & Astin, John. “Barriers to Acceptance: An exploratory Study of Complementary/Alternative Medicine Disuse,” The Journal of  
  Alternative and Complementary Medicine, vol.7, num. 6, 2001, p. 689. 
2 Stephen Seater, Future Trends for Chiropractic, Dynamic Chiropractic Journal: Volume 29 Number 7, December 2011. 
3 U.S. National Library of Medicine, “Complementary and Alternative Medicine,” Medline Plus  
  http://www.nlm.nih.gov/medlineplus/complementaryandalternativemedicine.html 
4 Jain, Neeta & Astin, John. “Barriers to Acceptance: An exploratory Study of Complementary/Alternative Medicine Disuse,” The Journal of 
Alternative and Complementary Medicine, vol.7, num. 6, 2001, p. 689. 
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 Ability to locate providers 

 Therapy not effective 

 

Figure 1: Predictors for Disuse of Specific CAM Therapies
5
 

Chiropractic care was the only CAM treatment listed that respondents believed produced 
negative side effects.  However, according to the study it is one of the most commonly used 
CAM therapies along with massage, herbal medicine, meditation, and megavitamins. 

Thus, the study concludes women and those in poorer health are more likely to use CAM 
therapies. 

3.3 Sustainable Competitive Advantage 
 
Most conventional chiropractic clinics focus on treating muscular or skeletal injuries, and rely on the 
body's inherent recuperative abilities. However conventional chiropractors do not always provide 
services that address diverse patient issues nor do they provide nutritional education. Cannon Pointe 
Chiropractic addresses a plethora of patients’ neurological, muscular, and functional needs by providing 
them with non-drug holistic health care that uses functional neurology and nutrition to enable patients 
to get and stay healthy.     
 

4. Competition 

In the Northfield area there are six chiropractic clinics.  Only one of Northfield’s clinics is dedicated to 
soft tissue manipulation. However, none of the other clinics offers functional neurology services.  Of the 
six, only one has a DOT certification for drug and alcohol screening, and there are no clinics that claim to 
seek out and rehabilitate cerebellar dysfunction.  There are no clinics that have chiropractic acupuncture 
in the catchment area. The above distinctions give Cannon Pointe Chiropractic a unique niche in the 
Northfield community.   

 6 independent chiropractic offices located in Northfield, MN 
o Northfield Chiropractic, Cram Chiropractic, Corbett Chiropractic, Pete’s Chiropractic, 

Sigstad Chiropractic and Nobel Chiropractic 

 None of these offices offer acupuncture services 

                                                           
5
Jain, Neeta & Astin, John. “Barriers to Acceptance: An exploratory Study of Complementary/Alternative Medicine Disuse,” The Journal of 

Alternative and Complementary Medicine, vol.7, num. 6, 2001, p. 693. 
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 One clinic claims to partake in soft tissue manipulation, but they do not use functional 
neurology 

 All clinics are open 5 days a week, 1 is open 6 days a week 

 Only 4 have a website: Corbett, Cram, Pete’s, and Northfield 

 5 offices are located in downtown, the fifth is located closer to Dundas, MN 
 

4.1 Competitors Strengths 
 

 Hours of operation vary and many offices open before the work day starts and close after the 
work day ends 

 Each clinic has much more than traditional chiropractic care. It seems as if each clinic specializes 
in something beyond just traditional care, be it massage care, laser therapy, or positive point 
therapy 

 Many of the competitors have been in business for a long time in Northfield.   Three of the 
competitor clinics have been in business for more than 10 years. 

 

4.2 Competitor Weaknesses 
 

 Online presence of all competitors is very poor with the exception of Northfield Chiropractic 
and Pete’s Chiropractic 

 Two chiropractic clinics do not have a website 

 Of the clinics with websites each one has its own unique problems. Issues run the gamut from 
poor search engine results to lack of content and poor organizational structure.  

 No clinics offer acupuncture or functional neurology, a key service Cannon Pointe will offer 

 When calling the six clinics in Northfield, three offered their rates over the telephone.  Two clinics 
would not disclose over the phone and one did not answer. Each clinic was were asked for their 
basic adjustment price and if they offered any sort of packages for more than one adjustment. 
The following is what was found: 
 

Local Competition Pricing Structure 
Corbett Chiropractic $45 per Adjustment 

Club Corbett: 
$25 for 9 adjustments, 10th adjustment is free 
25 visits for 25% off 

Northfield Chiropractic $60 per Adjustment 
$37.13 if you pay day of service 
$28.56 established customers on a maintenance plan 
 (currently developing other promotions) 

Pete’s Chiropractic $45 per Adjustment 
$250 for One Month Unlimited 

Nobel Chiropractic $50 per Adjustment 
Buy 4 adjustments get the 5th free 

Cram Chiropractic $45 per Adjustment 
Family discount plan tailored to each individual family 
$27.90 if you pay same day of service and with cash 
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Sigstad Chiropractic $55 per Adjustment 
No discount plan 

 

Cannon Pointe $45 per Adjustment  
25%  for clients receiving specialty service (+$20)  
First visit is $100 
No special discount program 

  

Average Chiropractic 
Rates6 

$65 per Adjustment 
Overall rate range $34-$106 

  Figure 2: Chiropractic Pricing: Competitors, Cannon Pointe, Average National Rates 
 

5. Macro Environment  

5.1 Cultural 

Use of alternative medicine is closely linked with patient values.7 According to the Journal of Sociology 
there has been a recent emergence of a cultural group that is identifiable by their allegiance to 
environmental efforts, commitment to feminism, and interest in spirituality and personal growth 
psychology.8 These cultural groups tend to used alternative medicine because they find these health care 
alternatives to be more congruent with their own values, beliefs, and philosophical orientations toward 
health and life. Another study published in the Journal of Complementary and Alternative Medicine 
investigated women’s’ attitudes towards chiropractic and found that 51% of respondents used 
chiropractic because using these types of treatments was consistent with their beliefs.9 

5.2 Demographics 

5.2.1 Northfield Demographics 

Cannon Pointe Chiropractic will be located in Northfield, Minnesota in Rice County. The population of 
Northfield as of 2011 is 19,633.10 In Northfield, 48% are males and 52% are females. The majority of 
the population, 93% of the population is white, and the Hispanic and Latino population has shrunk 
from 5.7% to 3.8% from 2005 to 2011.11 

Northfield’s median household income is $49,972,12 meaning families will have enough disposable 
income to spend on chiropractic services. Per capita income has also increased over the past five 
years.13  

In addition, since 2005 Northfield's population has grown by about 5%,14 which represents 
opportunities for the practice to serve more clients. Moreover, the number of family households has 

                                                           
6"Chiropractor Cost." Cost Helper. N.p., 03/2007. Web. 19 Apr 2011. <http://www.costhelper.com/cost/health/chiropractor.html>. 
7 John Astin, Why Patients Use Alternative Medicine, Journal of the American Medical Association, Volume 280 Number 1: 1659-1661, 1998. 
8 Mohammad Siahpush, Postmodern values, dissatisfaction with conventional medicine and popularity of alternative therapies, Journal of 
Sociology Volume 34 Number 1: 58-70, March 1998.  
9 Chao et al, “Women’s reasons for complementary and alternative medicine use: racial/ethnic difference.” Journal of Complementary and 
Alternative Medicine. Volume 12:8. 2006.  
10 IDice, Northfield MN Profile, http://www.idcide.com/citydata/mn/northfield.htm, 2011.  
11 Corey Butler, The Changing Face of Northfield, http://northfield.patch.com/articles/the-changing-face-of-northfield, December 2010. 
12 IDice, Northfield MN Profile, http://www.idcide.com/citydata/mn/northfield.htm, 2011. 
13 Corey Butler, The Changing Face of Northfield, http://northfield.patch.com/articles/the-changing-face-of-northfield, December 2010.  
14 IDice, Northfield MN Profile, http://www.idcide.com/citydata/mn/northfield.htm, 2011. 
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increased over the past five years. There are 2,560 family households in Northfield, which presents an 
opportunity for Cannon Pointe Chiropractic to focus on families.  

The median age of the population has increased over the past ten years from is 23 to 24.9,15 but this 
number is skewed because the total population includes 5,000 students who attend St. Olaf and 
Carlton College during the Fall, Winter, and Spring. In fact, 35% of the general population is between 
the ages of 20-40. These factors present a minor potential threat to the location of Cannon Pointe 
Chiropractic because the typical age of a chiropractic patient is 25-54.16  

Percentage of household ownership has risen over the past decade. A significant 25.9% of the 
population owns their home debt-free. This group of home owners constitutes a more stable element 
in the community and is economically more reliable.  

City  Demographics 

Northfield a. Total population: 19,633 
b. Male: 48% of total population 
c. Female: 52% of total population 
d. Median household income: $49,972 
e. Median age: 24.9 
f. Population growth rate: 5% since 2005 
g.           Ethnicity: 93% white, non-Hispanic 

  Figure 3: Northfield Demographics  
 
5.2.2 Regional Area Demographics 

Northfield is surrounded by three cities within a 10 mile radius that rely on some of the amenities 
Northfield has to offer.  Those cities are Dundas, Dennison, and Randolph.   

City Demographics 

Dundas a. Total population: 1,080 
b. Male: 51% of total population 
c. Female: 49% of total population 
d. Median household income: $51,429 
e. Median age: 32.7 
f. Population growth rate: 38% since 2005 

Dennison a. Total population: 164 
b. Male: 52% of total population 
c. Female: 48% of total population 
d. household income: $51,667 
e. Median age: 35 
f. Population growth rate: 1% since 2005 

Randolph a. Total population: 351 
b. Male: 50% of total population 
c. Female: 50% of total population 
d. Median household income: $42,750 
e. Median age: 34.6 
f. Population growth rate: 7% since 2005 

  Figure 4 : Regional Area Demographics
17

 
 

                                                           
15 Corey Butler, The Changing Face of Northfield, http://northfield.patch.com/articles/the-changing-face-of-northfield, December 2010. 
16 IDice, Northfield MN Profile, http://www.idcide.com/citydata/mn/northfield.htm, 2011. 
17 IDcide, http://www.idcide.com/citydata/mn/.htm, 2011. 
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The catchment area of Dundas, Dennison, and Randolph represents a prime location to open a 
chiropractic firm because the median household incomes fall between the ideal ranges of $40,000 to 
$50,000 in every city. Households thus have a degree of disposable income to spend on chiropractic 
services. In addition, the median ages of 32.7 in Dundas, 35 in Dennison, and 34.6 in Randolph also fall 
within the target market age of 25-54 years.  Finally, the population of Dundas has grown considerably 
in the past five years and Randolph’s population has also grown which represent a growing potential 
clientele for Cannon Pointe Chiropractic.   

5.3 Social Trends 

5.3.1 Pursuit of Wellbeing  

Many consumers today value emotional and physical wellbeing over wealth and money. A survey 
performed by the National Association of Health Clubs asked 1,400 people to rank various aspects of 
life as essential or important. Of those surveyed, 97% chose emotional well being and 96% selected 
physical health, but only 78% and 75%, respectively, selected career and money.18 This trend towards 
living healthier lives has been partially driven by the rising obesity rates both globally and in the US. 
Currently 34% of American adults are overweight to obese.19 According to the Trends Research 
Institute it is also being fueled by the aging baby boomers who are very invested in maintaining their 
youthfulness and “dread the possibility of languishing years away as inmates in a nursing home.”20 This 
segment will spend increasing amounts of money trying to hold on to their youthful vigor while 
maintaining and improving their health. Opportunities exist for chiropractic services which can position 
itself to benefit from the continuing health, fitness, and nutrition revolution.  

5.3.2 The Yoga Mom 

The yoga mom is a substantial and growing market segment.21  This segment has replaced the soccer 
mom of the 1990s as the stereotypical and economically powerful, middle class suburban woman with 
a family. Yoga moms differ from soccer moms in that they tend to be equally focused on child-care and 
self-care. They are highly invested in maintaining the healthiest and most fulfilling lifestyles for their 
family and themselves, and are willing to pay higher prices to see clear benefits.22 

5.3.3 Stretched Lives 

Consumers today have hectic, complicated lives. There has been a general trend in the past thirty years 
of people getting busier, the pace of life speeding up, and the number of hours spent working 
increasing. An article in the Wall Street Journal titled “Buddy can you spare me some time?” reported 
that since 1973 the median number of hours that people stayed at work has increased from 41 to 49 
percent per week and leisure time has dropped from 26 to 19 hours per week. Thus for many 
consumers, the reality means juggling work, home, and social commitments. For parents, this juggling 
act is particularly extreme and a major cause of stress.23  The clinic will offer night appointments which 
will cater to working clients busy lives. In addition, Cannon Pointe Chiropractic will provide a 
chiropractic acupuncturist service that supports muscle relaxation and elimination of stress.24 

                                                           
18 International Health, Racquet and Sportsclub Association, http://www.healthytricks.com/library/health2.htm, 2011.  
19 Pam Belluck, Obesity Rates in US, http://www.nytimes.com/2010/01/14/health/14obese.html, January 13,2010.  
20 Stephen Seater, Future Trends for Chiropractic, Dynamic Chiropractic Journal: Volume 29 Number 7, December 2011. 
21 Mary Billard, A Yoga Manifesto, http://www.nytimes.com/2010/04/25/fashion/25yoga.html. April 23,2010.  
22 Mary Billard, A Yoga Manifesto, http://www.nytimes.com/2010/04/25/fashion/25yoga.html. April 23,2010. 
23 GFK Customer Research North America, http://www.gfkamerica.com, 2011.  
24 Consumer Reports on Health, What’s the Best Way to Relax Muscles?, March 2010.  
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Not only have people become busier and more stressed, they also have a multitude of choices to 
spend their limited leisure time. They are bombarded with a constant flow of advertisements 
competing for their attention. Marketers must use different modes of communication for making their 
product and services available to customers whenever they want.  
 
5.3.4 Increase in diagnoses of attention deficit/ hyperactivity disorder and autism among children  

Diagnosis of ADHD among children and prescription of stimulants has grown significantly over the past 
decade.25 In addition, prevalence of autism spectrum disorder among children within single-age groups 
has increased over the past decade, and the trends show no sign of decline.26 This is partially explained 
by, among other factors, heightened awareness among physicians and parents of autism disorders 
could explain for the increase in diagnoses. Opportunities exist for Cannon Pointe Chiropractic to 
attract patients suffering from these disorders by explaining how its service of functional neurology 
provides a method to treat the behaviors of Autism. 

5.3.5 “Alpha Moms” 

In the past five years there has been an emergence of “Alpha Moms,” women who are tech-savvy and 
family oriented.27 “Alpha moms” are a target for many marketers today because these are the women 
who influence their own family as well as other moms taking advice from an alpha mom.  In response 
to the increasing number of women that fall under this category, businesses are specifically targeting 
these women because they know that convincing an alpha mom to buy or use their product or service, 
and getting that one woman hooked will lead to increasing business from other moms and families.   
This is important for chiropractic care because if a mom goes in for the first time and has pain, goes 
through the treatment, feels better and the pain goes away, she is very likely to have her husband and 
children go there as well in the future.  Again, she will also tell all her friends about this business as 
well if she had a good experience there.   

5.4 Technological Advances 

The way consumers search for chiropractors and other businesses have evolved to be more 
technologically based.  With internet use increasing rapidly every year, it is critical more than ever to 
establish a web presence and advertise online.  This includes businesses having an up-to-date website. It 
is beneficial to list the clinic’s site on Google businesses to remain competitive. 

 In Minnesota, over 72% of people have internet access in their homes, one of the highest 
ranking states in terms of access to the internet.28 

 82% of Minnesotans have access to the internet at home and other places included. 

 According to Nielsen, smart phones are going to overcome regular feature phones in the U.S. in 
a huge shift towards new adoption of cell phone technology.29 

 In 2008, less than 10% of cell phone users had smart phones and this year this number will be 
50%. 

                                                           
25 Sengwee, Toh, “Trends in ADHD and stimulant usage among children.” The Journal of American Psychiatric Association. Vol. 57:1091. August 
2006.  
26 Gurney, James. “Analysis of Prevalence Trends of Autism Spectrum Disorder in Minnesota. Vol 157: 7. July 2003.  
27 Grewal and Levy, Marketing, (McGraw Hills Companies: 2010), 121. 
28 "The 2011 Statistical Abstract: Internet Publishing and Broadcasting and Internet Usage."Census Bureau Home Page. Web. 06 Apr. 2011. 
http://www.census.gov/compendia/statab/cats/information_communications/internet_publishing_and_ 
broadcasting _and_internet_usage.html. 
29

 Entner, Roger. "Smartphones to Overtake Feature Phones in U.S. by 2011 | Nielsen Wire."Nielsen Wire Blog. 26 Mar. 2010. Web. 06 Apr. 2011. 

<http://blog.nielsen.com/nielsenwire/consumer/smartphones-to-overtake-feature-phones-in-u-s-by-2011/>. 
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 Online advertising on Google and Gmail have been popular and successful 

5.5 Economic Situation 

 A poll by CNN in 2007 states the economic recession has negatively impacted many 
Americans.30 

 Over 50% of the adults surveyed said their finances have suffered more during the recession 
than before. 

 55% of adults report they are feeling the impacts of unemployment and wage reductions since 
the economic downturn started in 2007. 

 There has also been an increase in the percentage of people who believe they won’t be able to 
retire because of lower savings.   

 This number has increased from 25% to 32% since the recession started. 

 The recent violence in Libya and the earthquake in Japan have led to increased oil prices as well 
as supply chain disruptions for many products that we consume in the U.S.31   

Demand for chiropractic treatment is also related to the ability of patients to pay, either directly or 
through health insurance. Although more insurance plans now cover chiropractic services, the extent of 
such coverage varies among plans. According to the 2010 Analysis of Chiropractic 21.2% of chiropractic 
patients pay out of pocket for chiropractic services, 21.5% are covered by private (non-managed care) 
insurance, and 19.4% have coverage through managed care. The remaining 34% of reimbursement funds 
are covered by personal injury, Medicare, Workers’ Compensation, or Medicaid.   

 

Figure 5: Payment Methods in 2010
32

 

5.6 Political/Regulatory Environment 

The political environment for chiropractic care is changing with the signing in of the healthcare bill under 
the Obama Administration.  One of the amendment set forth in the bill is the Harkin amendment33, 

                                                           
30 Chen, Stephanie. "Study: More than Half of Americans Feel Negative Financial Impacts from Recession - CNN.com." CNN.com - Breaking News, 
U.S., World, Weather, Entertainment & Video News. 30 June 2010. Web. 06 Apr. 2011. 
http://www.cnn.com/2010/LIVING/06/30/pew.recession.economy.study/index.html?iref=storysearch. 
31 Dhahi, Abu. "Oil Price Great Concern for Economy: Energy Secretary Chu | Reuters."Business & Financial News, Breaking US & International 
News | Reuters.com. 07 Apr. 2011. Web. 07 Apr. 2011. http://www.reuters.com/article/2011/04/07/us-usa-oil-chu-idUSTRE7363CY20110407. 
32 Practice Analysis of Chiropractors. 2010, http://www.nbce.org, National Board of Chiropractic Examiners. 
33 Griffin, Kathryn. "Chiropractic Patients | How Will the Healthcare Reform Bill Help."Accidents.com. 27 Dec. 2010. Web. 06 Apr. 2011. 

http://www.accidents.com/chiropractic-patients-and-healthcare-bill.html. 
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which prevents insurance companies from discriminating against chiropractors and other medical 
professionals.  There are an increasing number of physicians referring patients to chiropractors after an 
accident or fall, as they believe this is the best method of treatment available for their patients.  Section 
2076, which is known as the Harkin amendment, goes into effect January 1, 2014 and uses language that 
says current practices that insurance companies use are abusive, and this bill will finally treat 
chiropractors as well as other medical professions as part of a total healthcare team that works together.  
Insurance companies will no longer be able to withhold care for their customers because they don’t feel 
they need to pay certain medical professionals over others. 

5.7 Northfield Survey Results 

On April 2, 2011 a survey was conducted in downtown Northfield and outside the Northfield Target.  
Individuals were approached and asked to answer eight questions about their experiences and 
perceptions of chiropractic services.   Fifty-seven surveys were collected. (See Appendix A for a copy of 
the survey.)  

5.7.1 Survey Demographics 

 
      
    Figure 6: Northfield Survey Demographics - Results from Questions 1-3 

 
 The demographics of survey respondents reflect a well rounded survey population.  This variety is  
 sufficient to base assumptions about the Northfield community and their perceptions of chiropractic  
 services overall. 
 

 

 

        Figure 7: Familiarity with Chiropractic Services - Selected Results from Question 8 
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5.7.2 Familiarity with Chiropractic Services  

 

Gender Age 

Are you familiar with  

Functional Neurology? 

Are you familiar with traditional 

chiropractic practices? 

no 
84% 

yes 
16% 

yes 
84% 

no 
16% 

Income 
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While an overwhelming majority of survey respondents were familiar with chiropractic practices, an 
equally overwhelming majority were not familiar with Cannon Pointe’s specialty, functional neurology. 
 

5.7.3 Reasoning for visiting/not visiting a chiropractor in the past 

Respondents that have utilized Chiropractic care 

 54% of all respondents HAVE visited a chiropractor 

 Reason for visit (respondents could select more than one reason) 
o 30% to mend an injury 
o 57% to ease pain 
o 23% for preventative care 

Respondents that have NOT utilized chiropractic care 

 39% claimed to have “never needed” chiropractic services 

o 60% of  these respondents assume a chiropractor’s role is to fix pain 
o Only  30% of these respondents assume chiropractors can enhance personal well-being 
o Only 10% believe chiropractic care can be preventative 

5.7.4 Assumptions about the role chiropractic care plays in personal health  

              
                  Figure 8: Results from Question 7 *(respondents could select more than one answer) 

 

Overall, the survey illustrates a misinformed or possibly ignorant population of the purposes and potential 

benefits of chiropractic care.  Given the mix of assumptions among both respondents who had utilized 

chiropractic care in the past and those who had not the survey reveals one of the biggest challenges in the 

macro-environment will be to educate consumers about chiropractic care and Cannon Pointe’s specialty, 

functional neurology. 
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6. Strengths, Weaknesses, Opportunities, Threats 

6.1 Summary 

An analysis of the internal and external environment of Cannon Pointe Chiropractic highlights various 
details that will be key to the clinic’s success.  Many of the internal strengths for Cannon Point lie in the 
specialties that will be offered in the clinic.  Even though there are six other chiropractic clinics in 
Northfield because of the functional neurology and acupuncture specialties Cannon Pointe will be able to 
remain competitive.  However, because these specialties, especially functional neurology, are rather 
unknown in the area, Cannon Pointe will need to thoughtfully and concisely explain their benefits to 
attract potential clients.  An opportunity to do this lies in creating a strong and easily assessable internet 
presence.  This is one venue where many of the established Northfield chiropractic clinics have fallen 
short. Overall, the SWOT analysis, as seen below, provides an overall positive outlook for Cannon Pointe 
Chiropractic with sufficient positives to outweigh both the internal and external negatives.   

6.2 SWOT Analysis  

Environment                                                          Evaluation                                                           

Internal 
 

Positive 
STRENGTHS 

 Chiropractic care provides an 
alternative treatment to surgery 
and drugs 

 Functional Neurology and 
acupuncture specialties 

 Department of transportation 
(DOT) drug and alcohol screenings 

 Northfield ethnic demographics  

 Focus on family care 

 Location 

Negative  
WEAKNESSES 

 Yet to establish brand name 

 Specialty largely unknown 

 No established client base 

 No established online presence 

 Original promotional plans: gift 
basket costs, high reliance on 
word of mouth 
 

 
External 

 

OPPORTUNITIES 
 Chiropractic industry is growing 

 Women are the most likely to use 
Complementary and Alternative 
Medicine (CAM)therapies 

 Renting clinic space to a massage 
therapist  

 Targeting mothers to eventually 
extend care to entire family 

 Acupuncture 

 Industry ideal median income for 
clients $40K-$50K 

 Competitors have limited online 
presence 

 Social trend of “yoga moms” 

 Dundas, Dennison, Randolph 
communities  residents fit target 
demographic 

 

THREATS 
 Four established Chiropractors in 

area with 10+ years experience 

 Two other recently established 
chiropractors to area 

 Northfield median age (24.9) is 
lower than the typical chiropractic 
target age (25-54) 

 Mixed understanding of 
chiropractic care  

 Four competitors have websites 

 Consumers with established loyal 
preference for other health care 
options 

 Studies show multiple reasons for 
CAM disuse, most pertinently: 
belief therapy is ineffective and 
lack of education about practices 

Figure 9: SWOT Analysis 
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 7. Marketing Strategy 

7.1 Market Segmentation 
Segments based on demographics 

7.1.1 People 24-50 years old 

 
54% of the people who completed the survey had visited a chiropractor before. Of this group 30% 
were between the ages of 24-50. This coincides with the survey conducted by the National Board of 
Chiropractic Examiners which found that the largest users of chiropractic services are women between 
25-54 years old.34    

 

  Figure 10: Typical Patient Age for Chiropractic Care 2010
35

 

7.1.2 Annual household income of over 40K/year 
 
61.29% of survey respondents who had visited a chiropractor had an annual household income of 
50K/year or higher. This group has enough disposable income to spend on luxury services. 

  

  Figure 11: Household Income of Chiropractic Users 2010
36

 

                                                           
34 Practice Analysis of Chiropractors. 2010, http://www.nbce.org, National Board of Chiropractic Examiners. 
35

 Practice Analysis of Chiropractors. 2010, http://www.nbce.org, National Board of Chiropractic Examiners. 
36

 Practice Analysis of Chiropractors. 2010, http://www.nbce.org, National Board of Chiropractic Examiners. 
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7.1.3 Mothers 24+ 
 
Especially focused on women in their late 30s, 40s and 50s with children and active lifestyles and are 
interested in maintaining their health and their family’s health. 54.84% of the survey respondents who 
had used chiropractic were women in their late 30s, 40s and 50s. Women in this demographic group 
tend to be the opinion leaders in their household and influence spending in their own family as well as 
the spending of other mothers as they communicate with each other through online social media.  

7.1.4 Children with ADHD and autism 

This target group will benefit from the Cannon Pointe’s service of functional neurology which provides 
methods to help moderate symptoms of these disorders.37 

7.1.5 People suffering from lower back or neck pain  

A study published in the National Board of Chiropractic Examiners found that 32% of chiropractic 
patients used chiropractic to treat lower back pain and neck pain.38 This group will benefit from 
Cannon Pointe’s acupuncture treatment to moderate back and muscle pain.39 
 

7.2 Target Market 

7.2.1 Identification 
 
Cannon Pointe’s primary target market is mothers ages 24 and over, particularly in their late 30s, 40s, 
and 50s, with annual household incomes around $50,000, who have children, and are interested in 
their own health and their family’s health. This represents a substantial market because according to 
research of Northfield demographics, 52% of the population is women, 35% of the population is 
between the ages of 20-40, there are 2,560 family households in Northfield, and the average annual 
household income is $49,972.  

7.2.2 Substantiation  
  
Not only is this group identifiable and substantial, but it is also reachable. This group is easily reachable 
through online resources and social networks. They will also be responsive as they are interested in 
maintaining a healthy lifestyle and seeking a natural approach to treatment which makes them a prime 
target for chiropractic services such as acupuncture and nutritional education which Cannon Pointe 
Chiropractic will use to improve and maintain patients’ health. A study published in the Journal of 
Complementary and Alternative Medicine investigated attitudes towards chiropractic in women of 
various ethnic groups and found that more than 60% of non-Hispanic white women surveyed used 
chiropractic because they wanted a natural approach to treatment and the natural treatment was 
consistent with their beliefs.40 
 
 

                                                           
37 "Functional Neurology." wellness.com. Web. 19 Apr 2011 <http://www.wellness.com/reference/healthwellness/functional-neurology/>. 
38 PRACTICE ANALYSIS OF CHIROPRACTIC 2010, http://www.nbce.org, National Board of Chiropractic Examiners. 
39 Mayo Clinic Staff, "Acupuncture." Mayo Clinic Online 11 Dec 2009. n. pag. MayoClinic.com. Web. 19 Apr 2011. 
<http://www.mayoclinic.com/health/acupuncture/MY00946>. 
40

 Chao et al, “Women’s reasons for complementary and alternative medicine use: racial/ethnic difference.” Journal of 
Complementary and Alternative Medicine. Volume 12:8. 2006. 
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7.2.3 Perceived Responsiveness  

This target will also be responsive because these women are the opinion leaders of their households 
and will influence their family member's’ use of chiropractic. However, the women may not trust 
chiropractic services and may think of them as quackery, so educating these women to help them 
understand and trust the benefits of functional neurology and acupuncture will be essential to make 
them responsive and willing to have their families use chiropractic. This logic is supported by a study 
conducted by the Journal of Alternative complimentary medicine which investigated parental attitudes 
toward acupuncture and found that parents with previous experience with acupuncture, regardless of 
its perceived helpfulness, were more likely to report wanting to use acupuncture for their child. By 
targeting women as the innovators, the firm will be able to penetrate the market and eventually 
become a family oriented business and provide solutions for patients of any age or gender.  

7.2.4 Profitability 

Finally, this segment’s higher disposable income and willingness to invest in their health and their 
family’s health makes this target market profitable. This assumption is supported by a study published 
in the American Journal of Public Health which found that women who were over the age of 38, 
married, and had a higher income were more likely to choose and trust chiropractic services than other 
demographic groups.41 This target will also be profitable based on the fact that consumers annually 
spend more than $27 billion out of pocket on alternative medicine and treatments.42 

 
7.3 User Positioning 
 
Cannon Pointe Chiropractic is a natural healthcare facility that focuses on individual patient needs and 
treats each patient’s needs, nutritional, muscular, neurological, and/or functional, like the needs of their 
own.  Cannon Pointe will position itself based on salient attributes.  

 Cannon Pointe will focus on the needs of community members who haven’t had success with a 
conventional chiropractor. 

 Functional Neurology and acupuncture will be the two specialized services offered.  These 
services will differentiate Cannon Pointe from its competitors because no other chiropractic 
clinic in Northfield offers acupuncture or functional neurology. 

 The business will primarily target mothers, the opinion leaders of the household, but also be 
family oriented by offering solutions to patients of any age and gender. 

 Given that the survey results showed that the target market does not understand what 
functional neurology is. Cannon Pointe will position itself in a way that not only highlights the 
clinic’s salient attributes, but in a way that is informative about the benefits of these attributes  

Positioning based on salient attributes and in way that is informative will ensure that the unique services 
offered provide value to customers and that customers understand and respond to the value proposition 
that these services offer. 

 

                                                           
41 Sharma, Rajiv. “Patient attitudes, insurance, and dther determinants of self-referral to medical and chiropractic physicians.” American Journal 
of Public Health. Vol. 93:12. December 2003.  
42 Robbins, Dennis. “Weaving wellness into mainstream medicine.” Managed Healthcare. August 2000.  
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8. Marketing Mix 

8.1 Products/Services Offered 

8.1.1 Traditional Chiropractic & Affiliations 

Cannon Pointe will offer traditional chiropractic care for clients of all ages.  In order to ensure client 
trust in and commitment to Cannon Pointe Chiropractic it is important Dr. Conway join the American 
Chiropractic Association.  This affiliation will not only give client’s peace of mind, but a membership 
offers additional benefits and a reliable community for Dr. Conway for a minimal yearly fee.  As a new 
graduated Dr. Conway’s dues will be waived, for years following Dr. Conway will play $10.17/month in 
his second year, $20.33/month in his third year, $40.67/month in his fourth year,$ 40.67/month in his 
fifth year, and finally $53.25/month for every month forward.43 
 
8.1.2 Functional Neurology 
 
Functional neurology utilizes applied kinesiology, muscle testing for nutritional deficiencies, and 
chiropractic neurology to determine vitamin deficiencies and other health-related issues.  Applied 
kinesiology (AK) can treat organ dysfunction, energy blockage, problems with neurological 
concentration and allergies (food and drug). Physical and mental tasks can be difficult to perform when 
the brain has not been coordinated properly or taught to operate as an integrated unit. The treatment 
is all done in the chiropractic clinic without the use of drugs or surgery. Dr. Conway can examine the 
brain's sensory activities through exposure to the five senses, movement, and light. The visits are 
painless and a great, cost-effective alternative traditional western medicine. 

8.1.3 Ailments Functional Neurology Helps Moderate 
 
Autism, Asperger's syndrome, attention deficit disorder, obsessive compulsive disorder, Tourette's 
syndrome, dyslexia, dyscalculia, strabismus, brain injury, vertigo, motion sickness, dizziness, resting 
intention tremors, Parkinson's disease, and Parkinsonian syndromes. 44 

8.1.4 Expectations in Clinic 

Active participation by the client is required through a series of exercises and evaluations.  A physical, 
functional, and neurological examination will take place to evaluate the patient’s body, brain, and 
spinal cord.  Functional Neurology is a holistic examination of one’s body, thus the visit will incorporate 
many aspects of evaluation.  

8.1.5 Acupuncture 

Originating from China, acupuncture is a relatively new practice in the U.S. Exceptionally thin needles 
are inserted into the patient’s skin at very specific points along the body. Acupuncture is thought to 
balance chi and enhance the body’s energy.  These specific points are thought to be sources of 
stimulation, which will boost painkillers and blood flood in the body naturally.  Initially examinations 
often include an evaluation of the patients tongue, face, pulse, and sources of pain.  To begin, around 5 
to 20 thin needles are placed at the source of discomfort. Needles will be likely left in for 15 to 30 
minutes and may be moved gently by the practitioner however the patient should feel little to no pain. 

                                                           
43 American Chriopractic Association “Member Center,” 2011, accessed May 10, 2011. 
44 "Functional Neurology." wellness.com. Web. 19 Apr 2011. <http://www.wellness.com/reference/healthwellness/functional-neurology/>. 
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Removal of the needles should be completely pain-free. 

8.1.6 Ailments Acupuncture Helps Moderate 

 Chemotherapy-induced nausea and vomiting, Fibromyalgia, headaches, labor pain, lower back pain, 
menstrual cramps, migraines, Osteoarthritis, postoperative dental pain, and tennis elbow. 45 

 
 8.1.7 Department of Transportation (DOT) Drug and Alcohol Screenings 
 
 Dr. Conway is certified to administer DOT screenings.  As described by Kroll Background Screening, 
“A DOT drug screen is a screen that tests a specimen for five types of drugs (Opiates, PCP, 
Amphetamines, Marijuana and Cocaine). A DOT-approved chain of custody form is used during the  
collection process, a split sample is collected, and both specimens are forwarded to the laboratory for 
testing.”46  This is a service that is provided to truckers and other employees with periodical testing 
needed.  Offering this service will cater to the Malt-o-Meal employees as well as the McLane Company 
which both employ trucking staff. 
 
 8.1.8 Diffusion of Innovation Curve: Innovators, Early Adopters, and Early Majority  
 
 As a new company, Cannon Pointe will be focusing on the first half of the Diffusion of Innovation 
curve. The time it takes customers to adopt the practices offered at Cannon Pointe will be a process 
starting with a small, well-informed minority. Innovators, those who follow trends in chiropractics and 
can afford the clinic's prices will lead. They will be in the economic position to "try out" a new, non- 
traditional technique such as functional neurology or acupuncture. These individuals may include those 
who have attended Dr. Conway's info sessions or have looked at his promotional material. They should 
be greeted on a first name basis and welcomed whole-heartedly into the clinic. Dr. Conway should 
invest time into educating these individuals on his practice because Innovators are crucial in spreading 
the company's message.  

`  
 
  Figure 12: Diffusion of Innovation Curve - Select Targets for Cannon Pointe 

                                                           
45 Mayo Clinic Staff, "Acupuncture." Mayo Clinic Online 11 Dec 2009. n. pag. MayoClinic.com. Web. 19 Apr 2011. 
<http://www.mayoclinic.com/health/acupuncture/MY00946>. 
46 Kroll Background Screening “Drug Testing Glossary,” http://www.krollbackgroundscreening.com/comprehensive-services/drug-
testing/glossary.  Accessed May 9, 2011. 
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As these innovators use Cannon Pointe's services increasingly in the clinic's first few months 
of existence, Early Adopters will also enter the market.  Following the recommendations of the 
innovators, early adopters will be more willing than those in the latter half of the innovation curve to 
test out the new product. They will still be hesitant to enter the market, but after Cannon Pointe has 
serviced its initial customers, Dr. Conway should be looking at the first 16% of his customer base.  

Along with being establishment in the first year, Cannon Pointe will begin to see the early majority of 
his customers. At this time, the company will have met the first half of all their customers. It is 
important that they not only bring in more customers at this point, but retain those who have already 
enjoyed his services. We suggest that they implement customer loyalty programs at this point. The 
Late Majority and Laggards will probably not been seen during Canon Pointe's first year of 
establishment. As Dr. Conway and his peers expand after their formative stage, he will have 
to reevaluate plans to access the second half of the innovation curve.  

8.2 Price 

The different chiropractic clinics in Northfield were called to get an idea of what they were charging for 
their services. Three places gave their rates, two would not disclose over the phone, and one did not 
answer. The clinics were asked for their basic adjustment price and if they offered any sort of packages 
for more than one adjustment. The following is what was found: 
 

Local Competition Pricing Structure 
Corbett Chiropractic $45 per Adjustment 

Club Corbett: 
$25 for 9 adjustments, 10th adjustment is free 
25 visits for 25% off 

Northfield Chiropractic $60 per Adjustment 
$37.13 if you pay day of service 
$28.56 established customers on a maintenance plan 
 (currently developing other promotions) 

Pete’s Chiropractic $45 per Adjustment 
$250 for One Month Unlimited 

 

Cannon Pointe $45 per Adjustment  
25%  for clients receiving specialty service (+$20)  
First visit is $100 – waived for first 6 months 
No special discount program 

 

Average Chiropractic 
Rates47 

$65 per Adjustment 
Overall rate range $34-$106 

  Figure 13: Price Comparison: Cannon Pointe, Local Competition, National Average 

To remain competitive while attracting a new client base it will be imperative to have low barriers to 
entry.  It is recommended that Cannon Pointe waive the $100 intake charge to entice new customers to 
make an appointment in the initial months of the practice.  The hope is to then retain these clients and 
earn back the initial loss on the intake fee. 

                                                           
47"Chiropractor Cost." Cost Helper. N.p., 03/2007. Web. 19 Apr 2011. <http://www.costhelper.com/cost/health/chiropractor.html>. 
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8.3 Place 
 
Reference Appendix B for a map of the following: 

 Cannon Pointe will be located along Highway 3 in Northfield in the strip mall 
 Conveniently located near multiple banks as well as retailers such as Target and Cub Foods 
 Also within 1 block of fitness center, dental and optical clinics forming a small healthcare district 
 The business is visible from Highway 3 with 13,000 cars passing daily 
 Modern building offers more comfortable setting for patients 

8.4 Promotion 

The key to promotion success will be integrating various marketing levers to reach different types of 
potential clients. It will be necessary to utilize promotions that are long-term and more passive in 
addition to highly aggressive short-term efforts.48  Not only will varied approaches be important but 
grounding each approach with an educational message will be important to highlight Cannon Pointe’s 
salient attributes, functional neurology and acupuncture.  By utilizing various means Cannon Pointe will 
be able to attract new clients, maintain existing clients, and even draw back non-current clients after an 
absence.  

8.4.1 Community Promotions: Outreach 
 
As illustrated by the Northfield Survey results there are mixed assumptions concerning what role 
chiropractic care plays in one’s health.  Responses were almost evenly split some attributing the role as 
a solution for injuries, chronic pain, enhancing overall wellness, and preventative care.  Even more 
concerning was that only 16% of respondents claimed to be familiar with what Functional Neurology is.  
For this reason promotion for the business’s reputation and image will be a key factor in the marketing 
mix.  To do so, Derek S. Zid a licensed Chiropractor and president of The Chiropractic Connection in 
Melrose Park, Illinois outlined various tactics that are imperative to a chiropractic clinic’s success.49 

 Educate the Public 
Begin an annual series of lectures aimed as a service to the community, housed at local health 
care clubs, or community centers. 
o Lectures should be 40% informational, 40% motivational, and close with 10% information 

package about Cannon Pointe including a compelling offer or discount to convert this 
encounter into a new client 
 

 Health Screenings 
Community fairs, shopping malls, and gyms are great places to host free health screenings.  The 
most important part of health screenings is the message about Cannon Pointe following the 
service. 
o Examples: Offer spinal and postural screenings, test children for scoliosis, etc. 

 

 Potential Locations 
In order to be most effective, these community outreach promotions must be implemented in 

                                                           
48 Zid, Derek S.  “These Steps can lead small private practices to a promising future,” Marketing Health Services Fall 2004, American Marketing 
Association, accessed April 18, 2011.  
49 Zid, Derek S.  “These Steps can lead small private practices to a promising future,” Marketing Health Services Fall 2004, American Marketing 
Association, accessed April 18, 2011. 
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locations and at events where the Cannon Pointe target market can be reached.  Following are 
a few possibilities: 
o Northfield Area YMCA 

 YMCA’s vision, “We aspire to be a premier gathering place for our community.  
We will work as a trusted partner and collaborator with the many other 
organizations in our community that provide programs and services to enrich 
Northfield, building a healthier, more active and more engaged community.”50 

o Just-Food Co-op 
 The 1,800 members of Just-Food Co-op present an opportunity to target a cohort 

interested in complementary and alternative medicine.  The co-op  has an entire 
department dedicated to CAM remedies.  The co-op outlines its offers as such, 
“supplements, herbs, and body care products.  From whole food vitamins to 
homeopathic remedies, our aisle is full of natural choices in personal health.”51  It 
can be assumed this type of interest in CAM would correlate with a target also 
interested in chiropractic or acupuncture.   

o Northfield Athletic Club 
 The club offers yoga classes, and other classes to help with well-being.52  These 

activities coincide with what Cannon Pointe’s target market is interested in.  Also, 
the Northfield Athletic Club offers child-care services, meaning many members 
are mothers and so this is a great location to have health screenings and reach 
the target market. 
  

 Community Resources 
Additionally, Northfield has various online resources that keep up to date calendars of 
community events.  These will be helpful in planning events to reach the Cannon Pointe target 
market. 
o Northfield.Patch.com 
o LocallyGrownNorthfield.com 
o Ci.Northfield.mn.us 
o Northfield.org 

 8.4.2 Community Promotions: Building a Business Reputation 

 Community Involvement 
o Fostering a relationship with the Northfield Chamber of Commerce will be a type of 

promotion that will benefit Cannon Point in the long-term.   
o Building relationships with fellow members can lead to referrals and opportunities to host 

educational events at locations previously mentioned above. 
 

 Local Press 
As described in the Cannon Pointe Business Plan, the business will have the local newspaper, 
The Northfield News, write an article about the business’s opening.  This article would most 
benefit the business if it outlines events, such as the aforementioned types, as times for 
interested customers to learn more about the business personally from Dr. Conway.   

                                                           
50

 “About Us,” Northfield YMCA, northfieldymca.org/about. 
51

 “Departments,” Just Food Co-Op, http://justfood.coop/departments/.  Accessed May 15, 2011. 
52

 Northfield Athletic Club homepage. http://www.northfieldathletic.com/childinfo.html. Accessed May 14, 2011.  
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Each of these reputation building promotions initiates one-on-one interaction between the business 
and potential clients.  It is important to encourage these potential clients to make it to the Cannon 
Pointe clinic by offering inciting discounts.  But it is important even in this situation to charge a nominal 
fee, as stated by Derek Zid, “I never recommend giving free visits, however, because people will 
schedule an appointment and then not show up…If people pay a nominal amount ($10-$20), they are 
more likely to show up.”53 Each of the aforementioned reputation promotions can promote the 
Cannon Pointe name and ultimately bring potential clients into the clinic. 

Additionally, these reputation-building tactics will replace the need for promotional gift baskets 
outlined in the Cannon Pointe business plan. This will eliminate $514.95 of expense for Cannon Pointe.  
These funds will then be allocated to fund the development of a strategic web presence as explained in 
the following section (8.4.3).  
 
8.4.3 Internet Promotions: Ease of Accessibility 
 
In 2008 a survey of over 1,000 adult men and women was completed asking where adults went for 
health and wellness-related information.  An analysis of the survey found 59% of respondents said they 
used the Internet as a resource for health and wellness-related info.54  This highlights the importance 
of creating an online presence.  To do so Cannon Pointe must first and foremost design a website.  In 
order to incur the most value from the website it must be optimized to rank highly in organic search 
results and additionally will utilize paid search options to be associated with content rich search words.    

 Organic Search: Search Engine Optimization (SEO) 
This will allow Cannon Pointe to capture those who are generically searching for chiropractors 
in Northfield as well as those searching directly for Cannon Pointe. 
o To implement these tactics Cannon Pointe must hire a professional SEO firm.   

 

 Paid Search: Google AdWords, MSN Ad Center 
Furthermore, Cannon Pointe will implement multiple pay per click (PPC) campaigns. To do so 
Cannon Pointe will bid on generic keywords such as “Northfield chiropractor” and “Northfield 
chiropractic,” but also bid on target competitors’ names to be associated with these search 
results as well. This will allow Cannon Pointe to gain potential customers from other clients. 
  
o Google AdWords and MSN Ad Center take little to no expertise to complete.  Therefore a 

professional does not need to be hired to complete the process.  The Google and MSN 
websites outline the process and make it easy for a small business, like Cannon Pointe, to 
complete successfully. 

The utilization of a strategically optimized website will be the connecting venue for potential clients 
from the aforementioned reputation promotional events to find out more about Cannon Pointe after 
the initial contact at promotional events.  

8.4.4 In- Office Promotions: Generating Referrals  

Each repeat client Cannon Pointe has not only brings their business but has the potential to refer other 
business to Cannon Pointe.  To do so there must be mechanisms that drive clients to refer Cannon 
Pointe to other potential clients. 

                                                           
53 Zid, Derek S.  “These Steps can lead small private practices to a promising future,” Marketing Health Services Fall 2004, American Marketing 
Association, accessed April 18, 2011. 
54 Stephen McGuire, “Consumers tend to turn to web for wellness info” Medical Marketing and Media, February 2008, accessed April 18, 2011.   
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 Creating Print Materials 
o Business Cards & Brochures 

 Print Locally  

 EngagePrint of Northfield, MN 
 Print Online 

 Moo Business Cards at www.us.moo.com 
o Ailment Specific Information Handouts 

As referenced earlier in 8.1 Products/Services Offered it is important to build not only the 
business’ reputation but the doctor’s reputation.  As recommended Dr. Conway should 
obtain and publicize an affiliation with the American Chiropractic Association.   

 ACA Healthy Living Fact Sheets 
The ACA website notes that “as a benefit of ACA membership, you have 24-hour 
access to our popular series of Healthy Living fact sheets - a handy patient 
education tool that you can download and photocopy to distribute in your office, 
use at health fairs or re-format as news releases for your local media.”55 
 

 Using Print Materials 
o Business Card Day 

Make a point to hand out two business cards to each client one day and let them know 
Cannon Pointe is always accepting new clients.  Assure them their referral will not go 
unnoticed.  Consider giving a discount for each referral that comes into the clinic. 

o Acknowledgement for Referrals 
Utilize a “referral board” in the waiting room that is titled “thank you for your referrals” 
with a place to write in the names of patients whom have recently referred patients.  
Additionally, send a personal thank you card.  These actions will help encourage more 
referrals. 

8.4.5 Ambient Advertising Promotions: Place-Based to Target More Widely 

To spur community interest in Cannon Pointe, an place-based marketing campaign will be established.  
The key to an effective campaign is not to only fit the promotion’s message to the consumer, but also 
considering the context in which the consumer will encounter the message.56  The combination of 
message and strategic placement provides a stage for a more poignant message than the previously 
described promotional campaigns. 

Thoughtful, well –place messages will: 

 Add the element of surprise and stick in the minds of consumers 

 Be relevant and simple 

 Create brand personality 

 Increase clinic traffic 

An example of such a campaign would be placing messages on the floors of the pain reliever aisles in 
drug stores in Northfield that read “Why settle for temporary pain relief? Call Cannon Pointe 
Chiropractic instead.”   While these advertisements will be the most expensive of the promotions 
listed they very well may be the most effective.  A similar place-based promotion, creatively placed at 
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gas pumps, for the Monroe Hospital Emergency Services in 2008 generated an immediate 58 percent 
increase in traffic.57  This illustrates that creative location-based marketing is by no means out of the 
question for health care marketing.  

8.4.6 Direct Mail Promotions: Retaining Clients 

Utilizing direct mail to advertise to general public, in today’s micro-marketing age, is less effective than 
ever before.  Instead of mailing to entice potential customers, mailings can be used to retain existing 
customers, and remind old customers of Cannon Point services.  This can be done in paper format or 
additionally in an email message.  Either listing can be easily compiled from client files into a mail 
merge database.  The message within these mailings can be done in a few ways: 

 Informational 
Send quarterly or bi-annual informational mailings to describe interesting updates in the industry 
or at the clinic.  Keeping these concise and easy to understand is key. 

 Birthday Postcards 
Creating a mail merge with client birthdays is a great way to keep the Cannon Pointe name in 
good standing with clients.  The cost of sending a postcard is minimal but the benefits are much 
larger. 

9. Implementation 

The installation of Canon Pointe will begin a phased approach to generate new customers as well as 
retain customers. Marketing should bring awareness about the effectiveness of functional neurology and 
acupuncture to the Northfield community. The plan will be implemented within the first month of 
opening. 

9.1 Financial Projections 

Start-up costs consist primarily of clinic equipment, a PC computer and a lap top, and legal 
representation (business formation). Cannon Pointe Chiropractic projects start-up expenditures of 
$83,184, of which $23,184 has been funded by Dr. Conway. Cannon Pointe Chiropractic will need an 
additional $65,000 for start-up.  

After the practice opens, the cost structure will consist of general and administrative operating expenses, 
office salaries, and marketing expenses. Marketing costs for the first year are projected to be $669.95 
per month. Monthly overhead is expected to reach $186.67 per month and remain constant.  

Monthly and annual gross margin is based 3 variables: 
 

1) Number of new Patients: 10 each month (according to promotional plan) 
2) Case Management: Frequency of visits (See Appendix C) 
3) Fee Structure:   

  -New patient fee: $100.   
  -Routine office visit: $49.   
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-Ancillary therapy fee: $20 (25% of total patients will use this service).  An estimated 50% of people will 
use credit cards, and that will cost the clinic 3% of the fee schedule as per Virtual Merchant fees.     
Total revenue in the first year will amount to $171,817 dollars. The table below shows projected monthly 
revenue and gross margin in the first year.  

Figure 14: Year 1 Financial Projections 

 
9.2 Implementation Plan 

9.2.1 Primary Implementation Strategy 

 
In the month prior to opening, Dr. Conway must build awareness of Cannon Pointe’s services 
and benefits it offers the Northfield community. In this month Cannon Pointe should:  

 Begin health screenings at local gyms, such as Snap Fitness 

 Develop his web presence 

 Implement organic and multiple pay per click (PPC) internet search campaigns 

 Join the Northfield Chamber of Commerce  

9.2.2 Secondary Implementation Strategy 

In the first month of opening, Dr. Conway must generate and retain customers. Based on his 
business plan he hopes to generate 10 new customers per month and retain 80 percent of 
these customers each subsequent month. Educating existing and potential clients will prove 
essential to achieving this goal. In this month Cannon Pointe should:  

 Implement an annual series of lectures aimed as a service to the community 

 Begin in-office promotions (see promotional section for details) to generate customer 
referrals 

 Begin direct mail promotions to retain customers 

9.2.3 Tertiary Implementation Strategy 

 
In the following months, Cannon Pointe will seek to continue to increase their client base. To 
achieve this Cannon Pointe should:  

 Continue promotions implemented in the first month 

 When enough revenue has been earned, implement ambient advertising in drug-stores in 
Northfield or other place-based advertising campaigns 

Revenue Month 1 Month 2 Month 3 Month 4 Month 5 Month 6 Month 7 Month 8 Month 9 Month 10 Month 11 Month 12Year Total

First time customer revenue 1,000$     1,000     1,000     1,000     1,000     1,000     1,000     1,000     1,000     1,000       1,000       1,000     12,000$       

Routine visit revenue 3,430        1,960     1,960     490         490         490        490         245        245         245           245           245         

Ancillary therapy revenue 50              50           50           50           50           50           50           50           50           50             50             50           

Increase in monthly Revenue -            3,010     3,010     1,540     1,540     1,540     1,540     1,295     1,295     1,295       1,295       1,295     

Total Monthly Revenue 4,480        7,490     10,500  12,040   13,580   15,120  16,660   17,955  19,250   20,545     21,840     23,135   182,595$    

Less credit card cost (67)            (112)       (158)       (181)       (204)       (227)       (250)       (269)       (289)       (308)         (328)         (347)       (2,739)$       

Less monthly marketing costs (669.95)    (669.95) (669.95) (669.95) (669.95) (669.95) (669.95) (669.95) (669.95) (669.95)   (669.95)   (669.95) (8,039)$       

Gross margin 3,743        6,708     9,673     11,189   12,706   14,223  15,740   17,016  18,291   19,567     20,842     22,118   171,817$    
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9.3 Contingency Plan 

 If Cannon Pointe cannot generate a large enough client base in Northfield, Dr. Conway should:  

 Target customers in the surrounding cities of Dundas, Dennison, and Randolph by offering 
free health screenings at local gyms and fairs. As the environmental analysis showed, this 
area represents a growing potential clientele for Cannon Pointe Chiropractic.   

 To increase the Northfield client base he should also try to leverage more of the 
marketing resources the Northfield Chamber of Commerce offers to local start-ups.  
 

9.4 Keys to Success and Measuring Success 

9.4.1 Product Success 

 Customer understanding and trust of how functional neurology and acupuncture can improve 
general and specific health issues. 

 Spread knowledge that these services differentiate his practice from competition. No other 
Northfield chiropractic office offers functional neurological or acupuncture assistance.  

 Success will be measured by: 
1. revenue generated each month from new patients  
2. revenue generated from repeat customers 
3. revenue generated from visits for routine chiropractic services 
4. revenue generated from visits for functional neurology and acupuncture treatment  

9.4.2 Price Success  

Price success will depend on: 

 Monitoring customer price sensitivity to the high initial visit price. 

 Monitoring customer response to the waiver of the initial visit fee.  

 Monitoring competitor’s pricing systems in relation to Cannon Pointe’s pricing system in order 
to determine customer price sensitivity.  

9.4.3 Place Success 

 Immediately establish Cannon Pointe brand presence on exterior of clinic.  This will best harness 
the passerby traffic on Highway 3. 

9.4.4 Promotion Success 

 Establish online presence 

 Integrate multiple promotional campaigns to create a sound community reputation, generate 
referrals and retain clients for the long-term. 

 Success will be measured by:  
1. Using Google Analytics 
2. SEO analysis 
3. Revenue generated from patients by referral   
4. Revenue generated from repeat customers 
5. Asking patients how they heard about the firm. This will show a direct correlation between 

promotions and patient traffic.  
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Appendixes 

 
Appendix A: Northfield Survey 

Survey of Northfield Residents Assumptions about Chiropractic Care 

Please answer the following questions to inform an initial marketing plan for a future 
chiropractic clinic in the Northfield area. 
 
1. Which age group do you fall under? 
0-23          24-35      36-50              50-60        65+ 
 
2. Which gender do you identify with? 
Male        Female 
 
3. Household Income Level? 
0-25,000    25,000-50,000        50,000-75,000        75,000-120,000    120,000+ 
 
4. Have you ever visited a chiropractor?  
No (see Question 5)        Yes (see Question 6) 
 
            5. Why have you never consulted a chiropractor? 
            Never needed                    Don’t Trust                     Don’t Understand What They Do              
                            Financial Reasons             Consult other health professional  
 
             6. Why did you visit a chiropractor? 
             Injury             Chronic/General Pain           Preventative                 Other_______________ 
 
7. What are your assumptions about the role of a chiropractor in your health? (Circle all that apply) 
Fix  an Injury        Preventative Care            Fix Chronic Pain           Enhance Well-being 
 
8. Which of the following practices are you familiar with? (Circle all that apply) 
Knesio-taping                 Acupuncture         Functional Neurology         Traditional Chiropractic Care 
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Appendix B: Cannon Pointe Location 

A map of Cannon Pointe Chiropractic’s proposed location and nearby businesses  

 
 

Appendix C: Case Management  

Case Management calculated from estimates in the Cannon Pointe business plan. 

Frequency and Duration ROV/Month/Pt 

2 Office visits/week for 3 weeks 

1 office visit/week for 1 week 

Month 1 (7 office visits) 

1 office visit/week for 4 weeks Month 2 (4 office visits) 

1 office visit/2 weeks for 4 weeks Month 3 (2 office visits) 

1 office visit/month for 4 months Months 4-7 (1 office visit/month) 

1 office visit/2months for 5 months Months 8-12 (.5 office visits/ month) 
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