
Find More Clients With Practitioner 
Referrals and Corporate Proposals



Why corporate work and practitioner 
referrals

Corporate work

How? 

Practitioner referrals

How?



Problem with getting clients – sometimes 
it’s hard to reach them directly

Corporate work and practitioner referrals 
are great options

Allows you to be proactive 

Takes less time to get referrals than it does 
to have a successful social media presence

It’s easier to find companies or 
practitioners to work with than individual 
clients

You just need to organize your goals and 
go to them (via email, phone or in-person)



How many “no’s” would you accept to 
get to a “yes”

1 “no” is not a failure – it’s a beginning

If you really want something - you’ll 
keep going until someone says “yes”

So many of my colleagues stop at one 
“no” and are no longer in the field



I say this to prepare you 
for what I’m about to 
present

Don’t think about how 
much work this could 
be

Think of this of this as a 
series of steps toward 
your goals



My Corporate Experience
I’ve done quite a bit

And what about to share is exactly 
how I did it

Creating a proper proposal – looked 
professional and ready to go

You may think people do this well

I’ve been told on multiple occasions 
that the proposals were the best 
they’ve seen



Why Go Corporate
✓ Good money

✓ Helps build your network of 
connections

✓ Helpful for finding clients

✓ Can be a career in itself

✓ Allows you to be pro-active with your 
own business

✓ Good for online work



Two Ways To Do This

1. Working with the many companies 
doing the same presentation over 
and over

2. Developing a deeper relationship 
with multiple activities beyond 
presentations such as seeing clients 
one-on-one on the company premise 
or creating wellness programs

Both help build a client base



Opportunities
Lunch ‘n’ learns

Healthy eating programs

One-on-one sessions

Health fairs

Community programs

Creating content for company 

newsletters

Actual contract jobs



How
Most corporation run their wellness opportunities 
through the human resources department. Start 
there – do your homework – call to get name

Many companies use corporate booking agent 
companies

Have a roster of speakers and practitioners that they 
hire to go into the corporations

They, too would be open to new people, especially 
those who have new topics



Starts with a proposal

Makes you look professional

Some companies will post an RFP 
(request for proposal)

Will give specific instructions for 
submitting the proposal and what 
they’re looking for

Before writing the proposal – do some 
research on the company



The Proposal
Cover page: Should contain your name, logo and 
contact information and the title of the proposal: ie
Service For Stress Reduction Techniques. Can 
contain an image. 

Table of Contents: List the different sections and the 
page number

Introduction: It should be a single page and serve as 
a reminder of the benefits of wellness programs and 
information to the company and their employees –
keep it short 

Proposal Idea:  One page that discussed the purpose 
of the proposal and the benefits. Statistics are 
helpful. It should be simple and straight forward. 



Operational Plan: Outline of what you offer and the 
cost, the number of hours for employees and 
include a list of any materials provided

Short Bio: 1 or 2 paragraphs and 250 words - state 
your credentials, experience and any areas of 
specialty you have.

Resources: List of people or companies that you 
have worked with. You can add a couple of very 
short testimonials here as well. 

Appendix: It includes information that will be 
helpful to making your point such as an article 
about corporate wellness benefits



Important To Remember
Create a list of ideas and topics

Be adaptable to accommodate what 
they might like

Proposals will change per client but 
the basics are often the same

Companies often require you have 
liability insurance

Have a simple standard contract ready 
to go that outlines payment and details



Be prepared to submit reports as you go 
to show them what you’ve done

Invoice them (with invoice number and 
in the name that’s needed for cheque)

Be able to take a credit card, if possible

Adhere to HIPPA or PIPEDA regarding 
privacy

It takes time – people have to get to 
know you – appealing to their needs 
works best

Good writing skills are helpful



Some companies participate in wellness 
certification programs

Excellence Canada – provides a wellness 

certification for companies  

WELCOA (Wellness Councils of America)

Website provides comprehensive articles, 

reports, surveys and other helpful tips for 

developing wellness programs within 

organizations

https://excellence.ca/
https://www.welcoa.org/


Practitioner Referrals
Can provide a steady source of clients 
(with the right practitioners)

Creates a good working relationship 
between you and the practitioner

You have no limitations as to how 
many you approach

Gives you more control over your 
business

80/20 rule applies



Type of Practitioners

MDs (and specialists), NDs, chiropractors, 
osteopaths, massage therapists, energy workers, 
mental health professionals, yoga instructors, any 
other wellness practitioner

Best? MDs

Easiest? Practitioner who is like  minded or who has 
some common ground with you



Why MDs?
Often paid by govt or insurance 
companies 

Not the same dollars you’re paid with

MDs are generally not looking for 
referrals in return (or a referral fee)

Have too many patients

Having someone who offers a service 
to help their patients would be 
welcome and may make their job 
easier



Getting A Practitioner To Refer

What kind of help does the practitioner need

Client/patient compliance is often a critical 
issue

Can you help with this?

Can you hold the client or patient’s hand –
something the practitioner can’t do

Can you provide information to the client or 
patient that the practitioner can’t or doesn’t 
have time to do



Step 1
• Decide what kind of practitioners 

you think your services would help

• Make a list with location and contact 

information

• Set aside one day a week to make 

phone calls or send emails (may visit 

the location if local)



Step 2

Plan your pitch –

1. Start with the office administrator

2. Present why you contacting them and 
briefly say what you do

3. Chat them up, build rapport and ask 
about what you need to know

ie: Issues that may need to be addressed

ie: How appointments are scheduled (sales 
rep policy?)



Step 3
Have your introduction ready – who are you, the 
purpose of your meeting 

Try to find common ground

Have your questions ready: 

• Pick one topic and one type of practitioner to start

• Think about what you want to know – do you 

understand what the practitioner does?

• Think about what you can ask the practitioner that 

will lead them to understand what you do



The Presentation
• Remember the focus is on the benefits as to how 

they relate to the practitioner

• Include any information that is specific to the 

practitioner you are presenting to

• Keep it short and concise – don’t waste their time

• Be sure you can answers all their questions (it’s your 

business)

• If you can’t, let them know you’ll find the answer 

and ask how they’d like to be contacted



If your research did not give you 
enough info – the presentation time 
can help you learn more

Ask and listen for gaps you can fill

You can leave them with a 1-page 
sheet about you and your services or a 
research article

They may allow you to leave a 
brochure or business cards for 
patients/clients to take



The Closing
Based on the outcome (meeting can be as little as 5 
minutes)

Establish the next step

If they did not say “yes”, ask if you can contact them 
in the future to follow-up or send them more info 
they might find useful

If they do say “yes” then ask what the next steps for 
making this happen

Leave knowing what’s going to happen next

Be aware as to how you follow-up, especially in 
writing – good writing skills are helpful



Be Patient
There may need to be several conversations 
before referrals start

They do need to get to know and trust you –
may start with one referral to see how it goes

Don’t take a “no” personally

You have to decide if pursuing this practitioner 
is for you – there are many fish in the sea

But keep at it – it will pay off in the long run 
and give you more proactive control for you 
business



Getting A Yes
Communicating the information they 
need to hear is key:

•Some like data

•Some just want to hear the bottom line 
and get to the point 

•Some like flexibility

•Some want to know there’s support for 
their patients or employees

•Do your homework so you know what 
they struggle with or what they wish to 
incorporate into their business



It is my hope you see 
how either of these two 
areas allow you some 
control for getting more 
business

You decide who to 
approach and you can 
approach as many as 
you like (one at a time)

The revenue from this 
type of work has legs –
meaning it builds and 
grows 

Makes it easier to have 
ongoing, sustainable 
income


