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Building a growing and thriving 
practice
Insights from successful young osteopaths 
When starting out, building a business can be a daunting prospect. In this business-focused edition, we 
feature four young osteopaths who have, in their first five years in the profession, succeeded in building 
thriving practices. They are diverse in background, philosophy and experience, and here they share their 
strategies on how they built their thriving businesses.   

Zoë Clark,  
Plenary panelist,  
iO Convention 

The iO estimates that, at best, 85% of 
the general public have never been to an 
osteopath and have very little awareness 
of osteopathy. I’m keen to reach as many 
people as possible to encourage a thriving 
practice and profession.

I have had varying degrees of involvement 
in clinic life, from simply managing my own 
list, up to running the clinic, managing 
colleagues and setting up/running 
social media profiles. It depends on the 
relationship between the clinic owner and 
the osteopath, but I believe that everyone 
can benefit from working together. It’s 
important for osteopaths to discuss each 
person’s role and what’s expected of each 
other to work cohesively.

Osteopaths commonly report feelings of 
isolation in practice and I feel collaboration 
and working with others can help combat 
this.

Where to start?
It can be difficult to know where to start, so 
I advise looking at your current skills and 
areas of interest. If you enjoy writing, reach 
out to local publications and offer to write 
an article that their readers will find helpful 
and interesting. When I was newly qualified, 
I wrote articles for the Southwold Organ, a 
free magazine for residents in the area. The 
editor was thrilled to have content and I was 
able to spread the word about osteopathy 
and the clinic, giving practical advice on 
seasonal health topics.

I have found the presentation templates 
particularly helpful and have used the 
Exercise and Arthritis presentation when 
speaking to the Norwich Arthritis Action 
patient group.

Social Media
Social media can seem overwhelming, 
but where else can you advertise for free, 
to a broad range of people locally and 
globally? Through my own social media, I 
have helped build awareness of the clinics 
I work within, reach potential patients, 
meet other healthcare professionals and 
build connections with them for referrals. If 
you’re unsure, undertake some social media 
training to give you the technical knowledge 
to get started.

Associate osteopaths can post on personal 
and clinic pages, which helps to get your 
face known within the clinic. This can be 
especially helpful when providing holiday/
sickness cover for colleagues; if patients 
already know a little about you, they may 

be more comfortable switching between 
practitioners if they need an appointment 
urgently. I recommend being yourself on 
social media. Often, we develop a special 
interest in a group of patients or a condition 
that we’re particularly passionate about. 
It’s always worth sharing this online and 
in person, because it helps you stand out 
from the crowd and reach people who can 
particularly benefit from your skills.

Special interest
Sharing information about your special 
interests naturally raises the profile of 
the clinic, but it also builds the profile of 
osteopathy and can show people the range 
of issues osteopathy can help with. 

I have an interest in Axial Spondyloarthritis 
(Axial SpA)and a few simple blog posts has 
led to me collaborating with the National 
Axial Spondyloarthritis Society (NASS) 
on projects to help improve osteopath 
knowledge of axial SpA and help reduce 
the current 8.5-year delay to diagnosis for 
patients. 

It’s exciting to promote the profession 
nationally with a varied team, showing 
that osteopathy can help in an area we’ve 
previously been less involved with.

Maintaining a website
Associates should maintain their own 
website when being proactive with social 
media and getting out in the community. It 
serves as a central place for the information, 
but also builds the profile of clinics you work 
within and the awareness of osteopathy in 
general.

Emily Ward,  
Runner up, 
Principal of the Year 

When I qualified in 2014, I started working 
for myself out of naivety rather than 
strategy. I stood, 22 years old, three days 
after graduation, taking a claw hammer to 
the gripper rods in my ‘new’ office, almost 
penniless, without a clue what I was doing 
in taking up the carpet, or with my life in 
general. Sound familiar? 

After four years in practice, I moved from 
that small office to much larger premises 
that could accommodate a seemingly 
ever-growing team of osteopaths, sports 
therapists and personal trainers. Now 
on my clinic’s 5th anniversary, from small 
beginnings we have made a success of 
the practice’s new home, and continue to 
expand and thrive in Sutton Coldfield, West 
Midlands. 

Here are the best things I did to escalate 
my start-up into a profit-making healthcare 
business in my first 5 years of practice.

Core brand values
I decided very early that my practice 
would emphasise injury prevention and 
encourage patients to lead the healthiest 
lifestyle possible. I set this idea at the heart 
of everything I produced; my website, 
leaflets, social media posts, and the way I 
communicated with people I met face-to-
face. This was absolutely vital in creating a 
clinic that made an impression to potential 
patients and setting it apart from the local 
competition. 

Find what makes your practice unique in the 
local area and champion it! 

Delegation
Working for yourself in the first instance 
makes you a master of all trades. In a lot 
of start-up businesses, this also needs to 
be achieved on a very small budget. This 
influences decisions such as whether to 
employ a receptionist or bookkeeper, all the 
way down to whether to design your own 
logo and build your own website. 

If a task takes you ten times longer to 
accomplish, to a poorer standard than a 
professional could manage – it’s time to 
delegate. Spend time doing what you do 
best (treating patients!) to generate the 
capital to pay someone else to do what they 
do best.

Use your network
What’s that rule, the six degrees of 
separation? The people you know all know 
people who want to use your services! 

Make social media accounts specifically for 
work, link them up to your website, and 
each other to create an online presence to 
communicate with potential patients. 

Get out of the clinic! Tell every new person 
you meet what your profession is and offer 
them a business card to get in touch should 
they ever need your services. We receive a 
shocking amount of work from the chit-chat 
of local hairdressers, gym instructors and 
baristas, because we spend time out in the 
community communicating with people. 

No doubt
I see peers who are too shy to be a 
self-promoter or feel the need to give 
concessionary rates to friends-of-friends. 

If your accounts are languishing with 
vouchers and concessions, this is your pep 
talk. It took you years of hard work to learn 
your trade. If someone has the brass to ask 
for a discount, they also have enough to 
hear the answer – no! 

A lot of osteopaths first working for 
themselves fall into the trap of undervaluing 
their skills, which can undermine their 
professional confidence for years after 
graduation. 

It’s a people industry
We put the patient at the centre of 
everything we do. During my CCA exam, 
when I told my tutor I was nervous, he told 
me I was selfish. The patient was the most 
important person in that room, not me. That 
moment totally changed the way I think 
when I’m at work. When you put the patient 
first, you are able to put all ego aside, be an 
objective and critical thinker, and gain better 
treatment results. 

A happy patient is your best advert, and 
with a few clever ways to harness that 
goodwill and a lot of tenacity, it’s possible 
to scale your start up into a profit-making 
business that will stand the test of time. 
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The iO provide lots of  resources and are always on hand, so if  you’re unsure how 
to begin reaching out to your local community, do get in touch with them. 

Get tough! What you do is of  
incredible value. 

The panel of new generation osteopaths provide a lively debate at Convention plenary session on 
how to build a growing and thriving practice 
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Laura Lee Kampilla, 
Plenary panelist,  
iO Convention 

Laura graduated 
from the Metropolia 
University of 
Applied Science 
in June 2015 and 
then formed the 
co-operative called 
Osteopatiakeskus 
Valo in September 
2015 (currently 13 
osteopaths in two 

different cities in Finland). Before studying 
osteopathy, she was a contemporary 
dancer, graduating from the Rotterdam 
Conservatory in 1997. She is also a certified 
Pilates instructor.

Osteopatiakeskus Valo is an unusual 
business model formed on the premise of 
working together, rather than in competition 
with one another, and has proved to be 
extremely successful. 

How we did it
The initial idea of forming a cooperative 
came from the question: do we really have 
to do this (osteopathy) on our own? We 
want to enjoy and have the support and 
ease of working together. When I raised 

the idea to the other students it became 
apparent that we didn’t want to work 
against each other but with one another.  

We would first meet at the school and talk 
about the idea. Through several meetings 
we worked out who was in this for the long 
term. In these meetings we talked about 
and documented everything:

•  Where we want the clinic to be?

•  What we want the clinic to look like?

•  What kind of patients do we want to 
attract?

•  How do we see ourselves working?

•  How much do we want to work - can this 
be different?

•  Can we work in different clinics/cities?

•  Do we want to work in a multidisciplinary 
clinic or on our own? 

As osteopathy is a smaller profession in 
Finland and still relatively unknown, we 
decided to stick to just osteopathy to 
promote the profession.

This document also contained rules on how 
and where we worked and how we would 
go about advertising ourselves. We created 
intellectual rights on everything. 

It took three months to receive a permit 
for working and register with the Finnish 

healthcare registry. In these three months 
we continued having these endless 
meetings: we discussed everything from 
what type of phones we wanted to work 
with (ethical vs. non ethical), what kind of 
electricity we wanted to use (clean), to the 
kind of cleaning products we would buy. 

In Finland before you can open a clinic it 
has to be inspected - e.g. washing liquids 
need to be locked away so that patients 
do not drink them, so once we had passed 
inspection, we were able to practice. 

It’s important to try stuff!
When patients started coming after three 
months, we were following a marketing 
strategy that tracked where our patients 
come from. We did Google marketing, we 
did Facebook advertising, we were on the 
radio, we handed out fliers, we spoke to 
people. 

After three years we did an analysis of how 
we are doing and to look at where we are 
going. This is how we established a second 
clinic, which we opened this last summer in 
2019. 

Communication, 
communication, 
communication 
We share and communicate on everything:

•  Separate and common billing

•  Shared non-osteopathic tasks e.g. 
cleaning 

•  Shared internet booking

•  Reception 

•  Patients 

We vote on everything – from the colours 
we use, to the tables. If there are any 
changes, like anyone new coming in, we 
have a vote; it’s a democratic environment. 
We all must unanimously agree to keep 
the harmony, especially as we are working 
across two clinics in two different cities. If 
one person says no, the process stops.

In our monthly meetings we try to think 
ahead and seek new opportunities. E.g. if 
a Google ad didn’t work, we discuss it and 
look at why it didn’t work and delegate 
accordingly. 

Time has value! 
Be aware of your time as a commodity and 
an asset to your practice.

Elliott Reid,  
Finalist, Black British 
Business Award 

Creating new models of practice, Elliott’s 
approach to business and osteopathy is 
practical. In under five years he has built 
a 16-member multidisciplinary team, 
providing over 1000 appointments a month, 
with a growing patient base of 130-200 
patients a month. He has a turnover of 
£370,000, tripling every three years (to do 
so he pays himself as little as possible). 
To start his own clinic, he worked whilst 
studying osteopathy to save enough money 
to start his own business, incurring zero debt 
to build his practice. 

Approach to osteopathy 
My approach to osteopathy can be 
summarised by three key points based on 
industry research:

•  Pain has a closer relationship to lifestyle 
factors, mental health and belief 
systems than it does anatomy (Collin 
et al, O’Connell 2011, Mosely et al 
2019). Incorporating these factors is 
important to create a non-threatening, 
novel experience of movement through 
treatment and exercise for patients

•  Improving belief systems by offering 
a structured “way out” of pain for our 
patients, using non-catastrophising 
language, step-by-step rehabilitation 
plans and expected time frames for 
recovery

•  To improve patient mental health by 
covering basic cognitive behavioural 
therapy (CBT) and motivational 
interviewing techniques or referring to 
our mental health clinic

Business growth 
Here I’ll use a party as a metaphor. You’re 
hosting an awesome party (i.e. your clinic) 
but no-one knows about it yet, so what do 
you do. It depends on the attendees, right? 
In this case, be a backwards engineer and 
first consider what you want people to say 
about your party after they have attended. 
You have a few different types of attendees:

•  Those who are already looking for a 
party. 

Marketing strategy: Google Adwords. 

Recommended reading: book a consultation 
with a Google Adwords account manager.

•  Those who didn’t know they wanted 
to party, until you showed them what a 
great time they could have. 

Marketing strategy: Facebook, YouTube, 
Instagram. Video content is important.  

Recommended reading: Click Funnels, 
Russel Brunson; Jab Jab Jab, Right Hook, 
Gary Vaynerchuk. 

•  Those who had an awesome time and 
want to come again sometime soon OR 
who missed the first party.

Marketing strategy: Follow up with patients 
through email marketing. 

Recommended reading: Permission 
Marketing (Seth Godin, This is Marketing). 
 

 
Plenary videos
All our 2019 iO Convention 
Plenary sessions will be available 
to view on the iO’s YouTube 
channel. Watching these counts 
to your CPD hours. 
Search for Institute of 
Osteopathy on YouTube  
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We wrote a mission statement that contained our dreams and something that we 
really believed in. It ended up being a six-page document. 

Separate emotions from successes and failures to scale effectiveness in business and 
patient care.


