PRACTICE BUILDING

— Suggestions For
Success

s I work with Rolfers who use my business consulting service to help
A them develop the size practices they want, I observe a number of
common themes in the variety of individual circumstances and back-
grounds that Rolfers bring to the practice building task. What follows is a
discussion of several of these themes, formulated as suggestions to help you be
moreeffective in consistently and easily havinga full practice, at whateverlevel
you define as full.

This is not a how to do it blueprint. While it is possible and desirable to
develop a specific plan for practice building, the uniqueness of each person’s
situation, desires, skills, values, history, goals and so on will lead to differing
strategies foreach person. Given that uniqueness, keeping the following notions
in mind may prove helpful.

Explore Self-Limiting Attitudes
Often I encounter philosophies or beliefs about practice building or the
business aspects of Rolfing that get in the way of success. Sometimes they are
under the surface and sometimes they are not at all under the surface. Here are
several of them.
1. Being of service to others is inconsistent with making a good living.
2.1don't like to sell myself or my service, and anyway I am not good at it.
3. People will find me when it is time for them to do so.
4. Promoting Rolfing cheapens it and feels somewhat unethical.
5.I'm not very confident about the quality of my work and that holds me
back from putting myself out.
6. Itis not very easy, and may be impossible, to develop a full practicein my
community becauseit’s so conservative/the economy isbad/ thereare
so many competing Rolfers or other body workers.

There is a lot to be said about each of these in sorting out what reflects the
way it “really is” versus the parts that rest in yourself that have nothing to do
with this particular enterprise but are rooted in your history. My purpose here
is not to sort this out, but rather to highlight these commonly occurring
background attitudes and to suggest that if they are influencing you, notice if
‘ they are getting in the way of your practice building efforts. If they are, and you

don’t want them to, investigate them more deeply by reflection, conversation
Jeffry Galper, Ph.D. with friends or colleagues and / or consultation with me through my consulting
service. I have noticed that these attitudes shift or lighten as Rolfers have more
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PRACTICE BUILDING
A Continuation
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practice building success. So an additional strategy is to
notice that you hold some of these views, push yourself
into practice building activities anyway, and see what
happens to the views.

Be Consistent With Your Efforts

We need to be self-generating in our practice build-
ingefforts. It isn’t always easy. If our practices get fuller,
the tendency is to become complacent. If our practices
are light, it is easy to get discouraged and immobilized.
The trick is to be consistent at a level we can sustain.

There are sometimes quick fixes for an ailing prac-
tice. But often there are not, and when there are, theyare
not always repeatable. It is useful to have practice build-
ing efforts be an ongoing, sustained part of our profes-
sional lives.

Asyou may have noticed, eachaspectof a successful
practice building effort is a process, not a single event.
For example, you get an idea of a local magazine or
newspaper where a Rolfing article might be possible.
You call an editor or a reporter who has written about
related themes in the past. The reporter is open but
doesn’t know about Rolfing. You send literature and
follow up with a call. The reporter accepts your invita-
tion for a free first hour to experience Rolfing directly. It
goes well. Before you can take the next step, the editor
axes the idea. Six months later you see on the masthead
of the paper that there is a new editor. You re-contact the
reporter and rekindle the idea. The new editor says yes.
A yearafter you firsthad theidea, anarticleappears. The
same scenario plays out, often times, with efforts to
develop referral sources, create demonstrationsatwork-
places, health clubs, yoga classes, psychotherapy study
groups or the local runners’ club.

Further, the conversation that leads toan individual
scheduling a first hour is often the last stage of a process
thatmay have goneon for years for that person, from first
awareness of Rolfing to a decision to try it. Your consis-
tent outreach may have touched that person several
times and made possible a final decision to come in.

To help you stay with it, consider doing the follow-

ing:

1. Set intermediate goals. For example, how many
outreach calls are you willing to make in a week? How
many demonstrationswill you give in the nextsix months?
How many free first hours to potential referral sources
will you give per month for the next six months? How
many newspaper or magazine articles, or radio or televi-
sion talk shows will you generate in the next six months?
How many of your brochures will you distribute in the
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next month? How many former clients will you call per
week regarding post-ten work, ideas they may have for
places you could make a presentation, or people they
know who might like to hear from you? How many
conversations about Rolfing will you generate per week
with people with whom you come in contact in your
daily activity?

2. Establisha number of hours per week youare willing
to work on practice building. Stick to it. Schedule these
hoursin yourbook. A useful rule of thumb in setting this
numberof hoursis tostart with the numberof clients you
want to Rolf per week. Multiply that number by two
hours. A twenty client caseload, with all factors taken
intoaccount, probably will mean abouta forty hourwork
week. If you are now Rolfing ten people a week, on
average, you are working 20 hours a week directly with
clients. That leaves twenty hours of your time that you
are prepared to devote to your profession. Use it to
practice build. However, even when your practice starts
to be full, devote a couple of hours a week to these
activities ongoingly.

3. Have a multi-pronged strategy. Some things you do
will pay off quickly, others are long term. Some are easy
for you to do, some are hard. Some move slowly, some
fast. All of this can create a balance for you of your
activity level, stress level and in the return to you. Pay
attention to all of these activities as the logic of each
warrants. In a year, forexample, you might generate one
media exposure, six demonstrations and fifteen profes-
sional networking contacts. Through consistent follow
up you might increase the percentage of your weekly
caseload thatis post-ten work from ten percentto twenty
percent. Simultaneously, you might put a gift certificate
program for your present clients in place, follow it up
consistently with them and see your new client intake
from this source rise to forty percent of your total new
client intake. This kind of approach puts you in control
of your practiceand makes it farmore likely that you will
have a consistently full practice.

Follow Up Each Activity

Rolfers sometimes tell me that a particular practice
building strategy did not produce results for them, even
though it looked promising. As we investigate we often
see that what was at fault was not the strategy but a
failure to follow through with the strategy in a sustained
way.

For example, in our practices at Rolfing Associates,
Inc., we make liberal use of a gift certificate, good forone
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ournew clients, and wejudge ittobea very costand time
effective way tokeep our practices healthy. SomeRolfers
have reported to me that they do not find such gift
certificates to be very effective. The difference turns out
to be follow up.

When we present the gift certificate idea to a client,
weask them if they haveanyoneinmind whomightwant
to use it. If they do, we ask what that person’sinterest is.
If they don’t, we ask if they would like to have a gift
certificate anyway, in case someone comes along. If they
take a gift certificate, we make a note of that and several
Rolfing sessions later ask them if they have given it out.

Ifthey haven't, weaskif they haveanyoneinmind togive -

it to anytime soon. We remind them that it has an
expiration date. If they have given it out, we thank them,
ask to whom, and ask if it might be appropriate for us to
callthat person toseeif theyhavequestionsorwould like
to make an appointment. If the answer is yes, we geta

What Is It?

Why Is It?

A telephone and mail relationship
with me that is focused on the
business side of your practice, espe- .
cially on having the size practice you
want consistently and easily.

only the physical component of a process that involves
communicating to our client that we are interested in
having more clients (clients will not automatically know
or assume this), would love to have our clients refer
people to us, and take a pro-active stance in having that
result in a new client. Handing a client a piece of paper
and hoping for the best does not do that very effectively.
Developing a post-ten practice is a second example
of the same process. In the ninth session, I give my clients
a brochure entitled “Rolfing: A Lifetime of Support,”
which addresses various post-ten options with Rolfing.
Iask them toread it by the tenth sessionand tell them that
I will then discuss with them ways they can use Rolfing
over time. At the tenth hour I review those options and
make any recommendations I have that are specific to
them. That conversation ends with my inviting them to
call me anytime they feel they need more work, and that
if I don’t hear from them in a year, or in whatever period

workshops in the Institute on various
aspects of the business of Rolfing, and
written for Rolf Lines and consulted
individually with Rolfers on the same
topics. I am Director of Rolfing
Associates, Inc. I have been chair-
person of the N.E. Region, a member
of the National Admissions Commit-

of
Rolfing

A Consulting
Service

Your largest expense in running a
Rolfing practice is not the cost of
promotion, supplies, continuing
education, rent or dues. It is the
income you forego each year when
your practice is not at full capacity. In
contrast to your fixed expenses, this is
a loss that you can reverse readily as
you develop the necessary attitudes,
strategies and skills to have a full
practice.

Because you do not need to “reinvent
the wheel” to master the business side
of our profession. The information
you need to have is known and can be
communicated. The skill and attitudes
you need can be developed with
coaching and practice. I have con-
sulted with many Rolfers over the
years. In most cases, the process
produced the desired results.

How Much Does It Cost?

A tiny fraction of the larger income
you will have as a result of using this
service. You determine how much
time you want to spend with me, and
pay for that time as you go.

Who Is Talking?

I have been in practice for 10 years.
For much of that time I have given

tee, and on the Board of Directors of
the Institute. Prior to Rolfing, I was a
Professor of Social Work for 15 years
and the author of two books and
dozens of professional articles.

What Is Your Next Step?
Write or call me for a brochure, other
information or a survey questionnaire
that will provide me with starting
information about you and your
situation.

Jeffry Galper, Ph.D.

Advanced Certified Rolfer
Rolfing Associates, Inc.

620 Hinesburg Rd., #3A

So. Burlington, VT 05403

(802) 482-2031 (early p.m. EST)
(802) 865-4770 (day; leave best
return times)
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