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	This is not just another dry tome describing complicated 
information about a multitude of processes. Dr. Taylor helps readers 
understand the importance of making Google a meaningful and 
useful part of every marketing strategy. Each chapter gives step-by-
step instructions so counseling practice owners can immediately 
begin utilizing this powerful search engine to attract potential clients. 
After reading the first three chapters I was able to implement three of 
Dr. Taylor’s suggestions and saw immediate results on my own 
website! This how-to approach is a much-needed addition to the 
private practice literature! 
 
	-Kate M. Walker, Ph.D. LPC-S LMFT-S
		Clinical Director Kate Walker Training
		Past President Texas Association for Counselor 		
		Education and Supervision
		
	As a therapist and owner of a private practice myself, My 
Digital Practice is an invaluable resource in this digital age. Dr. 
Taylor's short but powerful guide walks you through the process of 
developing a practice vision, implementing proven methods for 
establishing your digital footprint, and growing a thriving therapy 
business. This book fills a large void between the mental health world 
and the business world. If you not only want to help clients but also 
be successful in running your business, this book is a must read.
	
	-Paul Stanford, Ph.D. LMFT-S LCMFT
		Stanford Couples Counseling
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	My Digital Practice by Dr. Christopher S. Taylor, Ph.D. is a 
much-needed guide for the Mental Health Professional who want to 
run a successful practice. Dr. Taylor’s information is based on his 
experience as an exceptional entrepreneur who has done 
successfully what he has written about. I highly recommend this 
book as a roadmap to establishing a successful practice.  
 
	-Kenneth V. Bateman, Ed.D. LMFT-S LPC-S
		New Directions Counseling & Education Center
 
	As a practicing psychologist and owner of a private practice 
in the DFW area, I found this book a great read and very useful to 
building and implementing a successful mental health business. 
Digital marketing is one of, or if not the single most important tool for 
growing a mental health practice. Dr. Taylor’s synopsis of these 
strategies and ability to make clear sense of how to build, maintain, 
and expand a practice is very valuable for anyone interested in 
starting their own business. These ideas not only apply to those 
interested in the mental health field, but for other types of businesses 
as well. My Digital Practice is a must read!
 
	-Mark E. Cartwright, Ph.D
		Licensed Psychologist
		Owner and CEO of Carewright Clinical Services
 
	Dr. Christopher S. Taylor explores how the “Almighty Google” 
has resulted in the collision of professional and digital identity. He 
links counseling skills, ethics, and self-care practices with an 
entrepreneur spirit to provide a step by step business model. In 
sharing his personal experiences, he encourages counselors to 
market themselves in order to stand out in a network of counseling 
practices. This book is a worthy, how-to guide in planning, building, 
and marketing to the various needs of clients via the digital frontier.  
 
	-Teri Ann Sartor, Ph.D. LPC-S 
		Secretary for the Texas Counseling Association
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The Digital Frontier 
 
A digital frontier to reshape the human condition. 
			-Tron: Legacy
 
 
	Congratulations! You are one of the few therapists with the 
courage and drive to start and run your own private practice. That 
makes you a small business owner and an entrepreneur. Such an 
odd thought, isn’t it? You’ve probably never thought of yourself as an 
entrepreneur before. When was the last time you attended a 
counseling conference and the keynote speaker started out by 
saying, “congratulations entrepreneurs, Who’s ready to make some 
money?” I’m going to go out on a limb and say never. I’ve been to 
hundreds of conferences, trainings, and workshops, and I have never 
heard anyone say this. As therapists, we are not gifted with business 
skills. Not only is this not our natural skill set but it's not part of our 
education.
 
	Do you recall taking the Counseling Entrepreneur 101 course 
in grad school? Wasn’t that a required course? What about Business 
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Basics? Or How to be Successful in Private Practice? Did you have 
that course, as well? If your grad or doctoral programs were anything 
like mine then you most definitely did not. Yet here you are. A 
practice of one or a few. You spend 20 to 30 hours a week directly 
working with clients and then at least another 10 to 20 hours writing 
your notes, treatment plans, and researching new skills to help your 
patients. You’ve probably already worked an entire 40 hours before 
you’ve even had the time to start practice management. 
 
	How are you managing your practice now? Take a minute and 
think about it. Is it just you? Once you spent your day (and all your 
brain power) as a clinician treating patients, do you really have the 
energy to sit down in front of Quickbooks to manage your expenses, 
budget for the year, send out invoices, or bill insurance? What about 
building and managing your website, or your marketing plan for that 
matter. Do you have a biller or practice manager? If you do, how 
often do you struggle with their worth? Am I paying them too much 
or too little? Can I do what they do? If they leave, will I survive? Take 
some time to answer these questions. Draw out a picture of what 
your practice looks like today. 
 
	Private practice is a big, confusing world. It can be liberating 
and terrifying at the same time. Billionaire Mark Cuban said it best, 
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“Entrepreneurs are the only group of people that would rather work 
twice as hard for half the pay just so they don’t have to work for 
someone else.” Does that describe you? If not, it might be time to 
look into finding a group or clinic to join. If it does, then this is the 
book for you. Yes, we are mental health professionals. Yes, we are 
here to help people. However, there is no reason why we should not 
be able to help people and make a healthy living as well. If you need 
convincing of that fact then this book is not for you.
 
Helping School, Not Business School
 
	I would imagine that your graduate program was rather similar 
to mine. You had a 45-hour or 60-hour program that focused on 
mental health, professional counseling, marriage and family therapy, 
social work, psychotherapy, psychology, etc. Perhaps you are a 
psychologist or have a doctorate in the helping professions. 
Regardless, all of these programs have two things in common. They 
all focus on how to be a fantastic therapist, teaching us all the clinical 
skills we need to survive and thrive as clinicians. None of them has 
any kind of business-minded course, approach, or education for 
private practice. 
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	We were taught how to treat clients, but no one took the time 
to teach us how to find clients, manage the business of private 
practice, market and advertise, plan for self-employment tax, or 
manage our books. Mental health education programs do a great job 
in teaching us to be the best mental health professionals possible. 
They just don’t teach us what is necessary to build a successful 
company. Yes, a private practice no matter how big or small is a 
company. Let me be clear, the blame is not on the professors or the 
educational institutions. They do the best they can to educate and 
inspire students. There is only so much time and so many classes 
that can be offered. 
 
	In my first semester of teaching as an adjunct professor, I 
posited the question of private practice and business development to 
my class. One of my practicum students responded by saying, “Well, 
this is a Christian program, and we are here to help people not to 
focus on making money.” Yes, my young practicum student was 
right. He was here to learn how to help people. However, what he 
had yet to learn was that if we do not focus some amount of time on 
earning money, we will go out of business. We will fail to take care of 
ourselves and our families, and in so doing we will fail our clients and 
fail in helping others. Helping people is amazing, and I applaud you 
for being in this field ready to give aid to your neighbor in need. 
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However, just like the flight attendants tell us before take off, In the 
case of an emergency, oxygen masks will deploy from the ceiling; put 
your mask on first before assisting those around you. If we cannot 
help ourselves, how can we possibly help anyone else?
 
	You should never charge less than $100 per hour. I often 
reflect back on the advice of one of my professors when I was in 
grad school. As a practicum student, I asked him what we should 
charge. I realize that he was empowering us and teaching us to value 
ourselves and our time, which was a great lesson. However, I will 
always remember this as the worst professional advice I ever 
received. I do not blame my former professor, now colleague, and 
fellow educator. In truth, he had no idea how much the world of 
mental health and managed care had changed over the decades. He 
was a full-time professor with a nice private office in one of the 
wealthier parts of Dallas. He had plenty of private pay clients, all 
willing to pay $165 per session and a strong referral base. A fine 
stable practice for him. The only problem is that there are only so 
many people that can afford this kind of help.
 
	Following my professor’s advice, I set out as a lowly 
practicum student working for my supervisor in his practice hoping to 
charge $100 per session. After a few weeks went by it became clear. 
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No one wanted to see a practicum student for $100 per session. The 
clients who can afford the fee will find someone with far more 
experience and age. The clients who can’t afford the fee typically 
have some kind of private insurance, government assistance, or non-
profit help. The next week I radically dropped my fee, as I was in 
need of clients and direct hours to pass my practicum class. I saw 
my first three clients for free. Yes, for 100% zero dollars per session, 
just so I could get the hours I so desperately needed. I’m glad I did. 
Otherwise, I would have failed my class. 
 
	I slowly built up a client base as a practicum student that I 
was able to carry over to my internship and ultimately into my own 
private practice. Today, Taylor Counseling Group focuses on 
providing the highest quality of professional care at the most 
affordable rates. We accept most major insurance plans, offer an 
affordable care policy, pay our therapists competitive salaries, and 
are dedicated to serving our communities. For our private pay clients 
that do not have insurance or don’t want to use their insurance, our 
standard rate is $90 per hour, competitive and affordable.
 
	My well-meaning professor was coming from a dated 
worldview. Sure, there are several practices alive and well today that 
offer counseling services for $100 to $175 per session. They are 
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mostly white hats, the clinicians who have been around for 20 plus 
years and work in prominent cities in high-end neighborhoods, and 
have the networks to support their small but stable practice. These 
professionals typically have little to no desire to grow their practice. 
When they decide to retire they will close up shop, leaving nothing or 
little for the new generation of counselors. 
 
	In today’s fast-paced world, technology, managed care, 
insurance, and digital shopping rule. Yes, clients still find counselors 
through personal connections, pastors, teachers, or physicians, but 
these numbers pale in comparisons to the rise of digital marketing 
and social media. 
 
Getting to Know Our Digital Overlords 
 
	My professor was simply looking at the new world of 
counseling from an old perspective. Not only was he one of my 
professors, but I was also working as the office administrator in his 
group practice. I remember taking notes during an office meeting in 
2009 when they were discussing advertising. They all agreed to pay a 
portion of their Yellow Pages ad. I was thinking to myself, have they 
not heard of Google? I was just happy to be in the room at the time. 
Now several of my former professors have called me asking how 
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we’ve grown so quickly. The answer is simple. Rather than fighting to 
hold onto old gods we have quickly embraced the new, Almighty 
Google. 
 
	I use ‘old gods’ and ‘almighty’ with tongue in cheek, but there 
is some truth to the idea that Google has power over our lives and 
livelihoods. The phone book used to be the go-to directory for all of 
our needs. Clients would find therapists through the Yellow Pages, 
their physicians, schools, family, and friends. Sending out business 
cards, direct mailers, and networking was all that was required to 
start a practice and get out your name. In January 1996 the world 
changed as Larry Page and Sergey Brin launched a doctoral research 
project named Google. 
 
	The power of Google began with the development of 
computers in the 1950s and the merging of various major college 
networks from the early 1970s to 1995. The rise of the internet as we 
have come to know the “www” and “.com” world began in 1990 with 
the birth of web browsers such as Nexus, Netscape, and AOL which 
eventually evolved into Internet Explorer, Firefox, Safari, and Google 
Chrome. 
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	What makes this history most interesting is the use of search 
engines as the Internet grew with popularity. With the launch of 
domains using various .com, .org., .net, and .edu sites it became 
difficult to find specific websites. As websites grew in demand and as 
everyone started to launch sites getting more creative with the name, 
it became more difficult to find the site or topic needed. If you typed 
in the wrong domain you were taken to the wrong corner of the 
Internet. Thus the need for search engines arose. These engines, and 
yes there were many lesser gods before Google, were created to 
rank sites by their relevance.
 
	The problem was that all of these engines were the same. 
They ranked sites by the number of times key-words appeared on 
the home page. Essentially, if I had a website for my restaurant Flying 
Fish and you had a website selling kite flying equipment, and the end 
user entered a search for flying lessons, our sites might come up in 
the search because we both used the key-word 
“flying.” The more times flying appeared on a 
page the higher it was ranked. 
 
	This was a good ranking system at first. If I was 
looking for a website to help me learn how to 
make apple pie, it was reasonable to believe that the site in question 
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	End User

	The end user (or end-
user) is the individual for 
whom the product or 
website is intended. In 
other words, if you are 
searching for a specific 
website then you are the 
end user. 
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would mention apple pie frequently. However, this system created 
confusion with the improper usage of key-words and web designers 
using meta tags to game their rankings. As the web became larger 
and more complex, a new and more intricate 
search engine was needed.
 
	Google was launched as a science 
experiment, a doctoral research project by Page 
and Brin. The idea was to rank websites based 
on their relationship with each other. Page Rank, which is where the 
website would appear on the first, second, or 
subsequent pages was determined by how 
relevant the website was to the topic of the end 
user and among other websites of the same 
relevance. The words themselves were 
devalued and the relevance of the topic was 
emphasized. Google, unlike other search 
engines, was not interested in how many times 
a website mentioned apple pie, it was interested in how the website 
related to other websites in regards to baking and making apple pies. 
Websites were ranked by how likely they were to meet the end user’s 
request and how similar they were to each other. 
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	Meta Tags

	Meta tags are parts of the 
code blocks that make up 
websites. They are 
placed in the header, or 
top part of the code, and 
tell search engines what 
description to display.


	Page Rank

	PageRank (PR) is a 
Google algorithm that 
looks at the quality and 
quantity of links to a 
website. This rank is then 
used to determine where 
the website will appear 
on an internet search 
based on the key-word 
search done by the end 
user. 
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	 Only two decades old, it is clear that Google now runs the 
web. Some users will still make a Yahoo or Bing search but Google 
handles more than two trillion searches per year, that's over five 
billion per day! Roughly 70% of all internet searches are run through 
Google. Over the past decade, Google has risen as the almighty 
power in internet search analytics. A free resource for anyone with 
internet access to find exactly what they need, no matter the subject. 
Google will help us find the perfect apple pie recipe, a funny joke for 
the day, a new dentist, a used car just right for any budget, and of 
course, the perfect therapist. With a smartphone in every pocket, it 
has become second nature to Google a topic, person, or place 24 
hours a day. We no longer need to ask a friend for advice, we can 
simply Google our question and an answer will appear.
 
My Digital Practice
 
	Why does all this matter to you and your practice? It matters 
a great deal. It matters because this is how 
people are searching for you and what you do. 
According to Google Trends, there were more 
than 1,200 searches for “Dallas Counseling” on 
April 13, 2018, in the greater Dallas area alone 
and 5,000 plus searches for “Counseling.” That 
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	Google Trends

	Google Trends tracks 
how popular a key-word 
search term is in a given 
area. This allows the user 
to determine how 
relevant or popular a key-
word might be.  
 
trends.google.com
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means that 5,000 searches were conducted for users looking for 
counseling services. Not all of these searches were potential clients 
but a great many of them were. If you are not utilizing a website that 
is maximizing your ranking for these searchers, you are missing out 
on potential clients and growth. 
 
	Search Engine Optimization, or SEO, experts suggest using 
30 focused key-words to help people find your 
unique website, which is your digital identity. 
This is how you get your website to rank high in 
regard to the right key-word search. Not only 
are these key-words a core component of your 
digital presence, but Google algorithms have 
become even more complex, ranking sites by geographic area, topic, 
content, relevance, and usefulness. All of the concepts are ranked by 
how relevant Google interprets them to be, as well as, how other 
websites relate to them. To date, the SEO market is capped at $65 
billion and growing. We spend the same amount on batteries and 
aluminum cans worldwide. This is a massive global market with 
endless potential for growth. 
 
	The digital world is ever expanding and increasingly complex, 
but that doesn’t mean you have to be an SEO wizard to have a 
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	SEO

	Search engine 
optimization is the 
process by which a 
website’s search quality is 
increased through a 
serious of strategies with 
the end goal of 
improving the Page Rank 
of the website.



My Digital Practice


Taylor

strong presence in your field. Yes, at first glance the math is akin to 
putting a man on the moon. But you can build a strong digital 
presence by following a few proven principles and guidelines. If you 
are looking for a guiding light in the hectic world of the growing 
digital marketplace, this book is for you.
 
	This short book will give you the foundation you need to 
develop a thriving practice with a strong digital backbone. You are an 
expert in helping people, but counselors can be terrible at getting the 
right people in the door. This book will guide you in the process of, 
developing your website, SEO management, forming a concrete 
marketing strategy, navigating the complex world of digital marking 
and social media, how to collect data that matters and what to do 
with that data to empower your practice and foster the growth you 
need to thrive. It all starts with your identity. Crystallized identity is 
the foundation of every business, no matter how big or small. Your 
identity is the key to your success. 
 
	Feel free to use this book as you see fit. Some chapters may 
seem more relevant than others. Should you feel the need to skip 
ahead because you already have a great website but need to learn to 
maximize your SEO, please do so. Alternatively, you may want to 
read the book a few times to get the hang of how this digital world 
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works. There is no wrong way to grow your practice. My hope is that 
you will find one or two topics to help you push your practice to the 
next level.
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II
 
Your Practice Identity
 
“The value of identity of course is that so often with it comes 
purpose.”
						-Richard Grant
 
 
Developing Your Identity
 
	One of my favorite sayings is the old one about the cobbler’s 
shoes. The cobbler’s shoes are always the worst. The last thing the 
cobbler wants to do when he gets off work is to go home and polish 
his own shoes. If you spend the whole day repairing, shining, and 
making shoes, why would you want to go home and do more of the 
same? How often I feel like a cobbler of emotion, always ready to 
help others, but how much is left for me? We spend hours listening to 
the problems of others, building them up, developing their identities, 
and empowering them, so why would we want to go home and do 
more of the same? Do we leave time for ourselves, for our own 
identity development, to set personal and professional goals? How 
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much time do you spend every day, every week, every month to work 
on developing your professional identity and to set goals for your 
practice?
 
	Identity is a major component of our mental health. Our 
personal identity helps us to remain grounded when the world around 
us becomes mean. It guides us in making difficult choices and 
reminds us of who we are when we find ourselves lost. This can be 
said about our professional identity as well. Developing a 
professional identity and an identity for your business is vital to your 
professional success. Without an established identity, your practice 
has no foundation, no roots, no guiding principle or shining light to 
guide you in the darkness. Without a strong identity, we are apt to be 
caught up with fads or drift off course during difficult times.
 
Value Focused Specialty (VFS)
 
	Values are the building blocks of identity. Just as our personal 
identity is built on our values, so, too, is our professional identity. Do 
you value social justice and low-cost healthcare for all? If so, your 
practice is probably established as a non-profit or focuses on 
providing counseling to individuals in a lower SES bracket. You might 
have a Medicaid contract and utilize interns or practicum students 
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when clients cannot afford therapy. Perhaps you value the sanctity of 
marriage and the use of Christian beliefs in therapy. If so, your 
practice may focus on married couples with a biblical counseling 
emphasis. 
 
	The more developed and established your values, the more 
resolved your identity becomes. Over time, your professional identity 
will mold your practice into a fertile environment allowing your 
practice and livelihood to grow and reach full potential. However, the 
practice that is willing to take on all clients and all costs and make 
any deal and treat any issue often finds itself in stagnation or decline 
as a master of none. Think about it like this. When was the last time 
you called an A/C repairman to fix the A/C in your car? Would you 
see your OB/GYN because you injured your ankle? Would you go to 
an immigration attorney for help with estate planning? Probably not. 
The more specialized we become, the more specific our practice 
becomes, and the more successful we will become while reducing 
risk and uncertainty. 
 
	With a strong set of values in place, we can begin to develop 
a clear focus for your practice. Your focus will always line up with 
your values. This ensures that you are working in a vitalized 
environment. For example, if you value creativity, you would not enjoy 



19


My Digital Practice


Taylor

working in an environment that is sterile and devalues artistic 
expression. You would find this job, no matter how important the 
work may be to you, far too draining, leaving you empty and 
exhausted at the end of the day. Over time, you will burn out and quit 
the position. Likewise, if the focus of your practice is not lined up 
with your values, then eventually you will burn out and resign.
 
	Ensuring your focus aligns with your values is paramount, but 
there is more to developing a clear focus than our values. To be clear, 
your focus is different than your specialty. A specialty represents a 
clinical skill set, while your focus is a direction of your energy. As you 
begin to think of your focus, think of how you would like to spend 
your days. Do you prefer working with couples, families, children, 
adults, teens? 
 
	Imagine your ideal week. How many hours are you spending 
with clients? Ten, twenty, thirty, more? What time of day do you 
prefer to see clients? Are you a morning person? Do you value your 
evening time for friends and family? What about weekends? Do you 
want a traditional Monday to Friday schedule, or do you want to work 
weekends and have a few weekdays off? Write out your perfect 
week. Then think about the clients that will fill the hours. Are they 
teens, families, or couples? If so, then your schedule should allow for 
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plenty of evening time and weekends. If you focus on couples and 
families but only work from 9 to 5, you are going to find it difficult to 
fill your daytime hours. Your focus is not in line with what you value. 
 
	Now think about the clients with whom you’ve enjoyed 
working the most, the ones leaving you feeling energized and fulfilled 
as a therapist. Then think of the ones with whom you disliked 
working. What was it about these clients that left you drained or 
perplexed? There are no perfect therapists, nor are there perfect 
clients, and at the end of the day this is a job like any other; it is 
work. However, that does not mean you should feel empty at the end 
of every day. Work is a gift, it sustains life. Some days will be harder 
than others, but when your values are in line with the direction of your 
energy, your focus becomes clear. 
 
	One of my therapists wanted to change her schedule recently. 
She decided to pursue a lifelong passion and began fostering teens. 
She and her husband agreed that this would require a change in their 
work schedules. She expressed a values change and placed an 
emphasis on her evening time so that she could be more available for 
her family. The struggle was that she had a fair amount of teens and 
couples on her caseload. The transition made it difficult for her to 
maintain her focus. She had several low weeks before we agreed that 
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she would have to adjust her focus to reflect her new values. Her 
focus adjusted to young adults and couples with more flexibility. 
Almost overnight, her caseload picked up.
 
	Let’s say that you value affordable therapy for underprivileged 
youth and want to focus your time and energy working with teens 
and families. Your ideal schedule is Wednesday to Saturday, and you 
are working two or three evenings a week. Your values are in line with 
your focus. This is the time to develop your specialty. As clinicians, 
we often confuse focus with specialty. While your focus is the 
direction of your energies, your specialty is your clinical expertise or 
source of your expert knowledge. If you are an expert with teens that 
cut, then you will mostly work from a dialectical orientation with teens 
individually and in groups. You will also have several 
psychoeducation groups for teens and parents and may often work 
in the family unit. This is a perfect example of a Value Focused 
Specialty (VFS). 
 
    Don’t worry if you’re not sure what you want your specialty to be 
just yet, it may take years to cultivate. If your values are in line with 
your focus, your specialty will soon emerge. Some of the most 
successful therapists I know stumbled upon their focus five or even 
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ten years into their practice. Many of them are now subject matter 
experts in their fields. 
    
	Once you’ve found your specialty, you will find yourself more 
energized as your identity and purpose begin to merge. A Value 
Focused Specialty does not mean that you can only see clients who 
fit inside this box. You are always free to see clients just outside of 
your specialty or even your focus from time to time. My specialty is 
existential identity development with middle-aged men struggling 
with depression and anxiety. However, on occasion, I find it 
refreshing to work with a couple or two or a client struggling with 
something completely different. When taking on a client outside of 
this scope, I always ask myself if I am the best therapist for the client, 
or if I should refer them to another provider better equipped to assist 
them with their unique needs. 
 
Goal Oriented Strategy (GOS)
 
	Finding your Value Focused Specialty can be a very exciting 
moment for you as a clinician. I recall the first time I looked down at 
my schedule and was excited by every appointment on my books. 
But knowing who you want to work with is a very different thing than 
getting the right clients in the door. In order to maximize your Value 
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Focused Specialty and to ensure you are always doing the work that 
you enjoy, you must have a Goal Oriented Strategy (GOS). 
 
	As therapists, we are very good at helping clients develop 
goals but, much like the cobbler, we seem to be terrible at 
developing goals for ourselves, especially when it comes to business 
development. This issue stems from our lack of business knowledge. 
We often fail to approach private practice as a small business and 
find ourselves intimidated by bookkeeping, budgeting, profit and loss 
reports, implementing a business model, and writing a formal 
business plan. We are intimidated by these things because we spent 
six-plus years pursuing advanced degrees in psychotherapy with the 
end goal of helping others rather than studying business 
administration. 
 
	Of all the therapists I’ve worked with only a handful of them 
have ever had detailed business plans and marketing strategies. 
Most counselors just have an idea of what they want to do and hope 
it works out. Sometimes it works out well, and they take the if it ain’t 
broke, don’t fix it approach. If it is working out for you, keep doing 
what you are doing. If it’s not, now might be the time to develop a 
plan. 
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	A Goal Oriented Strategy is just as simple as it sounds. You 
develop a set of goals that reflect your Value Focused Specialty from 
a business perspective and then implement a marketing and 
development strategy to achieve those goals. It may sound complex 
at first glance, but you will find it to be a simple approach to 
developing the practice you want. Most small business owners 
become so overwhelmed by all the day-to-day tasks involved in 
running the business that they never take the time to plan out the big 
stuff. Let’s keep it simple. 
 
	A formal business plan is not a massive corporate document. 
It should be simple, short, and easy. Anyone, even your grandmother, 
should be able to pick it up, read it inside a few minutes, and know 
exactly what you are doing. After grad school I started working with a 
forensic psychologist, assisting him in writing reports. He would give 
me his notes, data, and interviews and have me write the first draft of 
the report. 
    
	The first report I wrote for him was more than 20 pages. It was 
a lot of information, detailed and well-written. I was proud of the 
report and handed it to him with a smile thinking to myself, he is 
going to be blown away by this. To my surprise, he took one look at it 
and handed it back to me and said, “No judge is going to read this, 
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make it simple.” OK, I thought. I spent the next few days 
painstakingly cutting the report down to 10 pages. Again, he handed 
it back to me, “make it simpler”. How is that even possible? Finally, I 
was able to get the report down to five pages, which he accepted. 
Our job is to make the report as simple yet as precise as possible. No 
one wants a 20-page report. A business plan is no different. There is 
no need for a lengthy document planning out every detail, all you 
need is two pages. Yes, just two pages. That’s it!
 
	I first learned about the two-page business plan through Gino 
Wickman’s book Traction. Wickman had a similar experience with his 
business partner that I had with the psychologist. We tend to make 
these things too complex. The idea is simple, the easier the plan is to 
understand the easier it will be to stay on track. If you can’t fit your 
plan into two pages then it is too long. We start with your values, 
your focus, and your specialty. From here we develop your goals then 
on to the strategy. You already have your values listed out, as well as 
your focus, and if you don’t have your specialty, it is in the works, 
and you have an idea of how you want it to look. 
	
	Now let’s do the same for your goals. With goals, it is best to 
start big and focus down to small. Think out far, five years from now 
where do you want to be?  How will your practice look? Get specific. 
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How much is your gross and net revenue, 
how much are your expenses, and how much 
do you pay yourself? These numbers should be 
projections, your goals. Don’t get wrapped up 
in the details here. You can always adjust your 
goals later if needed. Your goals are markers to 
work backward from. They tell you how many 
clients you need to see and how many hours 
you need to work. 
 
	I recommend starting with the amount 
you want to pay yourself. If you want to make 
$80,000 per year after taxes and expenses, this will give you an idea 
of how much you will need to bring in annually. Then conceptualize 
your expenses. While these numbers are projections, it is still 
important that they are grounded in reality. It is unlikely that you are 
going to get free rent or only pay $500 per month for all of your 
expenses. Take an inventory of everything you need for the day-to-
day. Assess your monthly expenses. What are the things you only 
pay for annually? What about the little things like water cups and light 
bulbs? Add up all of your expenses, your salary, your estimated 
taxes, add a little for growth and that gives you your total gross 
income. 
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	Gross

	Gross income is the total 
income from the sale of 
goods or services. This is 
the amount the company 
earns before expenses 
are considered. 


	Net

	Net income, or profit, is 
an accounting term to 
communicate the total 
amount of profit less the 
total cost of providing 
the service. Net profit is 
commonly referred to as 
take-home pay or profit.
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	Now you have your first set of goals. What other goals will 
you want to see in five years? Do you want to add employees or 
subleases? What about workshops, research, publications, or 
presentations? Do you want to add to your educational and clinical 
development? In five years you will gross X, your expenses will by Y, 
you will have A employees, be certified in B and have published Z. 
You now have a five-year goal. Simple. 
 
	Working backward, let’s take a snapshot. Paint a picture of 
your practice three years from now. Getting close to your five-year 
goals, how close are you to achieving them? Three years from now 
you can be a little more specific and detailed with your goals. You 
can see out three years a little more closely then five years. It makes 
sense to be more detailed. With three-year goals set, you can look at 
your one year plan. This is where we get specific. What will you have 
accomplished at the end of this year? If your five-year goal is to have 
five employees, then by the end of year one, you may want to have 
one employee. If your goal is to have 10 therapists subleasing from 
you at the end of year five, set a goal of getting two this year. 
 
	Developing a Goal Oriented Strategy is the heart of this book. 
With a clear Value Focused Specialty, you are ready to build an
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effective Goal Oriented Strategy. You have set realistic and attainable 
goals to help measure your progress over the years. In five years, you 
know how your practice will look and you are ready to go. The last 
thing you need is an implementation strategy. What steps will you 
take to achieve these goals? Over the next few chapters, we will 
discuss the strategies you need to implement a successful digital 
brand, market your practice online, optimize your search engine 
results, and build the practice you’ve always wanted. And it all starts 
on your favorite day of the week:  Monday. 
 
The Monday Morning Shake Down
 
	At the beginning of every week, I schedule an hour 
appointment with myself. I try to make this my first appointment of 
the day, and I often do it at home over a cup of coffee. Wickman 
refers to this time as a clarity break.  For me, it is a time to get my 
thoughts in order. As a business owner, I am sure you have a great 
deal running through your mind every day. How much time do you 
spend thinking about what you need to be thinking about? You’re 
seeing clients throughout the day, filing insurance, working on your 
advertisement, thinking about hiring an employee, buying furniture, 
and reading up on current research and ethics. How much time do 
you really have each week for clarity?



31


My Digital Practice


Taylor

 
	This is why the morning shakedown is so important. To be 
clear, you can do this whenever you like. Sunday evenings, 
Wednesday at lunch, Thursday over drinks. Whatever you like. Just 
be sure that you make time for yourself. During my shakedown, I like 
to have some coffee and turn my phone off, as if I were with a client. 
It’s just me and… me. I ask myself questions. How was last week? 
Did you get done everything you wanted? 
What’s new? What’s going on this week? Are 
there projects you need to finish this week or 
projects you want to start? Did you have any 
new ideas, big or small? I shake these ideas and 
thoughts down from my idea tree (my brain) and 
organize them into task lists and projects using OmniFocus. I set 
due dates or delegate assignments as necessary. For half-formed 
ideas, I get the ball rolling and revise them next week. Before we 
move on to the more complex ideas of digital marketing, take a 
moment to have a clarity break or schedule a shakedown for yourself 
in the next few days. Mark your appointment as recurring on your 
schedule and treat it the same way as you would a client. 
    
	If you are serious about building your practice and you want 
to learn more about the complex world of business administration I 
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	OmniFocus is a personal 
task manager by the 
Omni Group for macOS 
and iOS. It is a great way 
to stay on task!
 
www.omnigroup.com
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highly recommend Gino Wickman’s book Traction. The book is 
written for larger companies but there are many exercises and tools 
that will help you gain the traction you need to grow your practice. 
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III
 
What’s in a Website?
 
In 1976 Ronald Wayne sold his 10% stake in Apple for $800. Today it 
would have been worth over $93 billion… Yes, that’s billion with a B. 
Don’t be like Ron. 
 
 
	Can you imagine missing out on one of the biggest deals in 
human history? Ronald Wayne was a co-founder of Apple computers 
along with Steve Jobs and Steve Wozniak. He provided 
administrative oversight for the company and designed its first logo. 
As a founding partner, Ron sold his 10% stock for $800 in 1976 to 
pay off some personal debt. Today that stock would be worth more 
than $93 billion. Of course, there was no way of knowing how big 
Apple would become. I’m sure there are people cursing themselves 
for not buying this stock or that stock all over the world today. 
 
	We have no idea what the future may bring, but we can and 
should, take a good long look around to see what some of our 
competitors are doing and what we could be doing better. And yes, I 
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used the term competitor intentionally. As an entrepreneur, you 
should think of your colleagues as competitors. This does not mean 
they are the enemy. It just means we are competing for like clients in 
similar markets. 
	
	There was no way that Ron could have known Apple would 
grow to become one of the largest and wealthiest companies in the 
world. How could he? Maybe he didn’t believe in Steve Jobs or the 
world of personal computers. It is hard to believe that in the ‘70s it 
took a great deal of convincing to argue for the need for personal 
computers. But now we can’t imagine life without a computer, cell 
phone, or perhaps even an iPad. WiFi has become more of a 
necessity than lights or AC, and every homeless person in Dallas has 
a cell phone. 
 
	In the early ‘70s, the tech future was unknown and in some 
ways a gamble. No one had an idea of what a website was or how to 
get one. Today it is not even a question. Everyone has a website. 
Many people have several websites, as well as social media pages 
and accounts, and even a blog or two. Not having a website or social 
media presence is akin to not having a Social Security number or 
driver’s license; essentially it means you don’t exist. 
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	If you are a mental health practitioner, and you are in private 
practice or considering private practice, and you don’t have a 
website, you are just like Ron. And like Ron, you will find yourself a 
few decades from now closing your practice and wondering why... 
why you made such a poor decision. 
 
	You do not need a crystal ball or scientific study (although 
there are several) to justify the need for a website. They are 
inexpensive, easy to manage, informative, and quickly pay for 
themselves. Most important of all, this is how clients look for 
counselors! When is the best time to sell an umbrella? Easy question, 
right? Obviously, when it’s raining. You wouldn’t try to sell umbrellas 
when it’s 76 degrees and sunny outside. But on rainy days the first 
thing you see when you walk into a grocery store are umbrellas right 
at the front entrance. Not having a website is like not selling 
umbrellas when it’s raining. You are going to miss out on a great 
many new clients. 
 
	According to Google, the term “counseling” was searched 
more than 260,000 times last year in the state of Texas alone. That’s 
over 20,000 times per month. This is only one of the thousands of 
possible key-word searches that clients use to find a new therapist. 
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How many of those potential clients are you missing because you do 
not have a website or your website is poorly developed?
 
	Each time I speak with a counselor who has a struggling 
practice, the first thing I ask is about their website. I hear one of two 
things. “I don’t have one.” Or, “I have one but it’s not great.” Having a 
quality website is not a question of should; it is a question of how. If 
you don’t have a website, it is time to get one! If you do have a 
website but are not getting any traction on your site, then it’s time to 
go to work. Let’s make it better. 
 
DIY v. Professional Firms 
 
	The first question you will need to answer is the most 
important in regard to laying out an effective marketing strategy. 
Deciding whether you should design and manage your own website 
or hire a professional (or semi-professional) to do so is arguably one 
of the most important questions you will ask. This question requires 
you to honestly analyze your own skills as well as where you place 
value. When reflecting on this question, you should consider four 
qualities: time, money, energy, and creativity. 
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	Some of the best websites I’ve come across cost very little to 
build and maintain, while some of the worst I’ve seen cost a great 
deal and offer almost no functionality. My website costs $250 a year 
to maintain and I do all the work myself. Conversely, I know several 
clinicians that shell out $5,000 or more in start-up fees for a simple 
website that offers nothing more than provider profiles. 
 
	Time and money seem to be inversely correlated when it 
comes to websites. If you are willing to spend the time developing 
and running a good website, then you don’t want to spend a lot of 
money. But if you don’t have the time, the investment may prove well 
worth it. Ask yourself, do I have the time to manage this website? 
And then ask yourself if you want to devote the time to do so. If you 
answered yes to both questions, then I highly recommend you take 
the Do-It-Yourself approach. If you said no to either one or both, then 
you will do better taking the path of least resistance here and hiring 
an agency to take the job for you. If you are unsure, keep reading and 
consider how much time and money you have to spend on building a 
digital presence. 
 
	The DIY approach is not the right approach for all, nor is the 
professional route. Neither is wrong or better. We are looking for what 
fits you and your needs. One of the best traits of a great leader is the 
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ability to delegate jobs and tasks to others, especially when they 
know more than you do about the topic in question.
 
	Following the consideration of time and money, you need to 
explore your energy and creativity. We are all creative in different 
ways and degrees. Creating a website does not require you to be an 
expert artisan or a master code writer. Plenty of tools exist to assist 
you in developing an aesthetically pleasing and fully functional 
website. However, you will need to be creative regarding vision and 
abstract communication. Yes, you do have the ability to do this. It 
may take some time to fully develop your creativity, but it is possible, 
no matter who you are. More importantly, the question is one of 
energy. Do you have the energy to spend on this web design project? 
Will this be a task you enjoy, a labor of love, or will it be something 
you dread and avoid? 
 
	Should you find yourself with the time and energy for building 
a premium site, then the DIY approach is right for you. Additionally, 
as an entrepreneur, you may want to venture down this path to save 
on startup costs. Be sure to budget your time and money well. This 
brings us to the next question: Do you have a budget? 
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	At first thought, our reaction to a question about budgeting is 
often in the context of finances. However, as a business owner, it is 
arguably more important to budget your time 
than your money. DIY or professional website, 
you will need to develop a budget for time and 
money before moving forward with the project. 
A budget can be a simple list of anticipated 
expenses for your domain, hosting, web 
builder, and email along, with startup time and 
regular maintenance time. You can make the 
budget as detailed as you like, but in my 
experience, it is best to keep the budget simple 
as you get an idea of what will be required of 
your time and finances. Of course, your budget 
will be different depending on which plan you 
use. If you opt to DIY your website, your budget 
should be itemized, looking for the best bang 
for your buck. Plan to spend more of your 
energy in the design and maintenance 
components of your website.
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	Domain

	Governed by the Domain 
Name System (DNS), a 
web domain is the 
identification string for 
any given website. This 
string acts as authority so 
websites do not have the 
same name (location on 
the Internet).


	Hosting

	Hosting is the process by 
which end users access 
the web file from a host 
server through the 
Internet. The server is the 
actual location of the 
web files that make up a 
website.


	Web Builders

	Web Builders are used in 
the development of 
websites. They allow the 
user to build a website by 
the use of templates and 
tools that do not require 
manual code input. 



My Digital Practice


Taylor

DIY Your Heart Out
 
	I imagine that many counselors who read this book will have 
the heart of an entrepreneur. You do not fear the unknown but 
welcome it and always choose to take the harder road because you 
prefer to do the work yourself. There is something amazing about 
enjoying the fruits of your labor. Additionally, I recognize many of you 
are reading this book because you feel 
overwhelmed by the freedom of being your 
own boss. Either way, the DIY approach is 
one with great hardships and great rewards. 
And whether you are driven or conservative, 
this chapter will equip you with the skills and 
resources you need to build a professional, 
user-friendly, and highly functional website to bring your practice into 
the 21st century. The DIY list will help you to get started, and we will 
cover the basics shortly.
 
Small is Personal & Large Firms Bring Lower Rates
 
	Should you decide DIY is not your style, do not worry. You are 
among friends. Most therapists prefer not to run their own websites. 
If this is the case for you, do not just write it off as someone else’s 
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	DIY Website List

	The fine people at Top 10 
Sites have put together a 
great list of the best DIY 
web builders on the 
market. The reviews are 
highly detailed and even 
have video demos. 
 
website-
builders.thetop10sites.com
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project. There is still a great deal of time and energy you will need to 
spend ensuring the website is running smoothly, projecting the image 
you want, and providing a functional service to your current and 
future clients. This begins with yet another difficult question: Do you 
go with a small local web developer or a large national firm? 
 
	Large versus small is never an easy question to answer. Many 
of the national companies offer low prices, no start-up fees, and a 
monthly maintenance fee of $20 to $50 per month with “all the bells 
and whistles.” This is the age-old debate of quantity versus quality. 
Both small and large firms have their merit. It comes down to 
personal preference. Smaller firms tend to serve local communities 
and work with specific clientele. Many small firms are made up of 
one or two people. To make it even more confusing, many therapists 
I know used a friend or student to create their websites.
 
	Small or single person web design firms are going to charge 
you for the development and design of your website. They typically 
do not offer hosting or email support, and if they do, they will charge 
extra for the service. The smaller firms will offer to maintain your site 
but at a flat monthly rate or an hourly rate for ongoing work. They will 
customize anything you want and build the website of your dreams 
so long as you can communicate what you want, which is not as 
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easy as it sounds. These firms or individuals are perfect for the solo 
practice and the smaller practice that requires few updates.
 
	Think of it like this: If it’s just you or a few other therapists in 
the practice, and all you need is to get your aesthetically-pleasing,  
professional website set up with good copy, detailed bios, forms, 
emails, and modern SEO, this is a good way to go. You will pay a lot 
up front, but you will have a great website that will need very little 
updating in the future. Be sure to have all the passwords and know 
how to access your site in case the smaller firm was to go out of 
business or choose to dissolve over unforeseen issues. I’ve known 
several therapists who have had to start from scratch because one of 
their interns or a grad student was running their website. They had a 
disagreement and the intern/student no longer works for them. We 
never expect these things to happen, but we should always have 
some kind of plan for when the worst occurs. 
 
	There are no perfect therapists, nor are there perfect web 
designers. If you don’t want to do the job yourself, and the idea of a 
smaller firm turns you off, then you may want to go with one of the 
larger groups. I’m sure you’ve seen their ads online, in Psychology 
Today, or with your local mental health association. There are many 
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options to choose from, and if you are interested in a quality website 
for rock-bottom deals, then one of these firms might be for you. 
 
	All of the larger firms typically follow the same model. They 
have a low or no fee initial set-up then bill monthly (or yearly if you 
want to pay upfront). They tend to offer some kind of free customer 
services and unlimited updates to your site. They claim they will 
manage your SEO (I find this hard to believe as many of the sites I’ve 
researched all had rather poor SEO), and some will offer branding, 
logos, and intake forms as well. 
	
	The trade-off for the bigger sites is that you will become 
dependent on them over time. While $29.95 per month might not 
seem like a lot of money, over 10 years it adds up to $4,312.80 and 
up to $12,938.40 if you plan to have your practice for 30 years. 
Typically, they are offering some updates and customer service, so 
there is some offset. However, if you do not have a lot of updates, 
and you are not adding to your site regularly, then you might not 
value the updates. For some firms, your base fee may include 
hosting and email and others may charge a premium for those 
services. The need to budget your time and money is as clear as 
possible. If you do not know how much time you plan to spend and 
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how much money you can afford, you can get lost in a sea of choices 
rather quickly. 
 
	A simple warning as you consider the many choices facing 
you: Buyer Beware. You always get what you pay for. Just because a 
product is cheap or on sale does not mean it is bad nor does it mean 
that a $5,000 website is the best. However, you are paying for a 
premium product one way or another. And if it really is the deal of the 
century or FREE, take a good long look at the product and ask 
yourself, how the person selling it is making money. Now, let’s get to 
the basics.
 
Website Basics
 
	The Internet is filled with free how-to advice, as is your local 
library. I’m not going to waste your time with a guide of click this, 
label that, and move this. Rather, this chapter is meant to equip you 
with a specific thought process to help you think differently about 
websites. When I see a nice car pull up next to me, all I see is a shell 
and a price tag, but when a mechanic sees one he sees a 
technological marvel and is in awe of the machine. I have no idea 
how a car runs, many of you may have no idea what makes a 
successful website. Our goal here is to help you change the way you 
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look at websites, to conceptualize what your website needs and what 
will make it better.
 
	I’ve always found it helpful to sketch out my websites on a 
legal pad, and to write out everything I want covered. Start with a list 
of items you want included on your site. Write them out on a 
notepad. How many pages should you have? How many providers 
need bios? Should there be a Contact Me/Us page? A new client 
portal? What about the services you offer, or your forms, resources, 
referrals or a blog? Each page should have a purpose and provide a 
function. 
 
	Once you have your list, start grouping as many items as you 
can that fit naturally. Ideally, you only want a handful of tabs on your 
home page. Most websites have the following tabs; About Me/US, 
Providers, Services, Resources, Forms, Contact Me/Us, and Blog. It 
is common to combine the About page and the Contact page, as it is 
with the Providers and Services pages. It is important that your 
website is well organized, clean, and that topics fit together naturally. 
We will discuss the importance of cleanliness and organization in the 
chapter about SEO, but in the meantime, keep it simple. What good 
is something on your website if no one can find it? 
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	Finally, if something doesn’t fit into one of your groupings 
naturally, don’t force it. Think about the validity of the item and if it is 
important enough, create a new page. Less is more, but if it is 
important enough and it makes you unique, don’t hold back. 
 
The Source Code
 
	A more advanced concept in web design is the source code. 
Don’t worry, we will not get pulled into the Matrix here. Web design 
code is rather simple but appears highly complex. At this level of web 
design, you will not need to know any code. All major DIY sites and 
web design firms will take care of you. The place where code 
becomes the most useful is with your competitors. I was recently at 
an entrepreneur’s conference and attended a lecture on SEO 
development. One of the big focus points was website source code 
data from the point of view of the competitor. 
 
	One of the great things about the Internet is the illusion of 
privacy, anonymity, and mystery. We are often led to believe that 
what we do online is private. Even our browsers mislead us with 
privacy settings and private search modes. In truth, everything we do 
and search for is cached and stored. The positive aspect of this is 



48


My Digital Practice


Taylor

that if your competitors are doing something that you like, all you 
need to do is view the source code of their website and replicate. 
 
	Again, this is a more advanced feature but one that gives you 
a big leg up on your surrounding cohort. Any browser has a view 
source code option. If you are a DIY entrepreneur, there are countless 
how-to guides to help you learn and understand code. Any small or 
large firm worth its weight should be able to read and garner your 
direction from the code. Take a moment to visit three to five websites 
you admire that are in your line of work, and download the source 
code. As you build your site, borrow what you like from them and 
build some of your own. In the end, the website should be yours and 
reflect your values. At the same time, there is no need to reinvent the 
wheel. We must learn from the success of others. 
 
The Do’s and Don’ts 
 
	There are many do’s and don’ts when it comes to websites. 
These are a few of the most common issues that make the difference 
of successful website development and unsuccessful. Google’s 
algorithm for determining Page Rank is rather complex with more 
than 200 points of information, none of which Google wants to share 
with us. Do not be fooled by SEO wizards claiming they have 
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cracked the code. Google will not share this information fully with 
anyone. However, there are several factors that are well known and 
factors that Google states are most important. We will get into the 
complex world of SEO management in the next chapter, and the 
Webmasters link will help you understand how Google will rank your 
site. But in the meantime, here are a few do’s and don’ts. 
 
	Do make sure your site is clean and well-organized. Google 
will naturally crawl your site, and when it does, 
Google wants to make sure it understands the 
relevance of your site. This is accomplished by 
ensuring all of the content on your site is 
relevant to what you do. Based on your Value 
Focused Specialty, ensure your site’s content is 
highly relevant to what you do. Focus your 
home page copy on the types of services you provide. Be specific. 
The more direct you are about what you do, the higher the chance 
you will appear first for that topic. Have as many natural internal links 
to your pages, as well as external links to other professionally 
relevant websites. Then ask those sites to link back to yours. Add as 
many quality images and videos relevant to your site as possible, and 
label them appropriately.
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	Web Crawler

	Web crawlers are bots 
(computer programs) that 
map web pages by 
“crawling” them one 
page at a time while 
defining internal and 
external links much like a 
spider will crawl a web. 
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	Do not list the same key-word over and over again. Nor 
should you link to sites that have nothing to do with your own site or 
general field. This only confuses the Google crawl bots and lowers 
your rank. Stay away from bloated pictures that take too long to load 
and low-quality images that no one can understand. The same is true 
for video. If the clip cannot load in a few seconds, it needs to be 
resized or left off your site. Don’t add incessant content to your site. 
Discuss facts and be direct with what you offer. Avoid tangents and 
personal opinions. These will only serve to confuse and polarize your 
audience. Don’t be overly clever with your name or labels. Google 
ranks your site on relevance, not cleverness. If you treat depression, 
just focus on that fact. Don’t talk about melancholy in the 1800s. 
 
	Keep it simple. Keep it clean. Keep it smart. You won’t go 
wrong.
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	SEO Starter Guide

	For more information 
about Google’s algorithm 
and what Google views 
as most important to a 
websites SEO check out 
this SEO Starter Guide by 
google: https://
support.google.com/
webmasters/answer/
7451184?
hl=en&ref_topic=330946
9# 
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IV
 
SEO: Welcome to Wonderland
 
The time has come, the Walrus said, to talk of many things: of shoes -  
and ships - and sealing wax — of cabbages and kings — and why the 
sea is boiling hot — and whether pigs have wings. 
-Lewis Carroll
 
 
	Over the years, I have grown to admire the works of Lewis 
Carroll. Most of all, Through the Looking Glass, and so much so, that 
I enjoy starting off my ethics courses with this quote from The Walrus 
and The Carpenter. In this poem, the Walrus and the Carpenter have 
a clear agenda, and what they are up to makes perfect sense to them 
but is riddled with confusion by all the rest. Most of Through the 
Looking Glass is about turning the proper world of Alice upside down 
and teaching her to live in a world that seems absurd. However, to 
everyone else in Wonderland, the world seems just right. In the odd 
and confusing world of SEO management, you may feel like you are 
in Wonderland. Don’t worry, you are in the right place. The more you 
try to fight your surroundings, the harder you will find life in 
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Wonderland. The goal here is not to bring our logical reasoning into 
Wonderland but to learn to think differently and to be open to new 
avenues and new approaches. 
 
	As we discussed in the first chapter, Almighty Google reigns 
supreme in regard to SEO. Many blogs and services are available to 
help you optimize your search engine rank, but in the end, we are all 
at the mercy of Google. Yahoo and Bing have some space in SEO, 
but it is a small fraction compared to Google. This chapter will focus 
on the nuts and bolts of gaining high ranking on Google. Remember, 
Google ranks your website based on relevance, as well as on a slew 
of other factors, but at the end of the day, relevance matters most. 
 
	At this point, you have a refined Value Focused Specialty and 
a great website that reflects your VFS. Private practice is much like 
any other business, in that the best companies in the world only sell 
one thing. They only do one thing, but they do it extremely well. 
When the McDonald brothers set out to start McDonald’s in 1937, 
they knew the key to success in fast food was to sell one thing and 
to sell it well. Selling only hamburgers and fries with the option for a 
milkshake gave them complete and total control over their supply 
chain and efficiency. They didn’t have to worry about having too 
many tacos or not enough chicken. They never had to deal with two 
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items requiring different cook times. They just made really good 
burgers really fast at rock bottom prices. They did something no one 
else at the time could do. Take one look at the menu of McDonald’s 
today and you can see a huge difference, not only in the company 
model but in the quality of the food. 
 
	What is the one thing you are selling? No, it is not counseling 
services. Every counselor in private practice is selling counseling for 
an hour or so at some set fee. That is the service you provide, the 
industry you are in. What are you selling? What is that thing that 
makes you unique? The answer should be in line with your VFS. 
Perhaps you are a local expert on infidelity in marriage, a highly 
skilled biblical counselor, or have a passion for providing low-cost 
care to children with special needs. 
 
	Your VFS, when properly developed, is the thing that makes 
you unique. It is the thing that you do better than everyone else. 
Sure, there are other therapists who offer marriage counseling but 
you are the only one to approach infidelity in the marriage in this 
specific way. Several therapists are qualified to work with autistic 
children, but you are the only one who focuses on this population 
with a passion for low-cost care. 
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	If you don’t have a clear VFS or are unhappy with what you 
have so far, spend more time in development. I cannot stress how 
important your VFS will be to your SEO. Your VFS is the heart of what 
people are looking for and how they will find you. As we apply the 
VFS to your SEO parameters, you will find that a specific image 
begins to take place.
 
Location, Location, Location
 
	What is your goal with SEO management? A simple question. 
To be found, to get more clients, to get a good ranking on Google. All 
true. But do you have a specific goal in mind? Do you want to be 
number one on the first page of Google every time someone 
searches for anything relating to counseling? A laudable undertaking 
that may take you several years to accomplish and cost you a great 
deal. But, is this goal realistic? More importantly, is it right for you?
 
	Yes, SEO management and development is to improve your 
search ranking, but the real question is, what will make you happy? I 
would love to own a Porsche Targa 4S, and I could easily sell my 
house and buy two, but why? Why would I make such a reckless and 
irresponsible choice? Plus, I’m perfectly happy with my Audi. You do 
not need the most expensive house on the street to be happy. Nor do 
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you need the most expensive spot on Google to have a thriving 
practice. To be clear, when I say expensive, there is no way to buy a 
better spot on Google, other than buying ad space which we will 
discuss later. I say expensive because the more you put into your 
SEO, and the more you develop your website, the more time and 
funding are required. 
 
	Just as in physical real estate, digital real estate is all about 
location. You can have a beautifully designed website and be the 
state’s leading expert in any subject matter, but if no one can find 
you, none of it matters. If you keep coming up on page 50 in Google 
searches, no one will ever get to your website to learn about who you 
are and what you can do to help them. Being on the front page of 
Google is like having beachfront property in the Hamptons. It is 
prime! Hard to get and hard to maintain. 
 
	It is important to note that your search results are based on 
key-word searches by the end user. Many factors go into determining 
your search ranking at any given time. If you search a key-word that 
you would like to trigger your website to see your search ranking, 
such as “counselor near me” on Tuesday from your house in the 
morning you should not be surprised to find a different ranking on 
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Friday afternoon from your office. When setting an SEO goal, don’t 
worry too much if you see your results shifting from day-to-day. 
 
	Before we tread into all the complexities of SEO, let’s begin 
with setting a personalized goal for your website. Just as if you want 
to lose weight or improve your ability to speak French, we must 
establish a baseline. If you want to lose weight, you would start by 
getting on a scale, to see how much you weigh. If you want to 
improve your French, you might take a quick performance test to 
establish your proficiency level. Take a few minutes to Google several 
key-words that might pull up your website. Look through each page 
until you find yours. If you get to page 20 and you are not there yet, 
stop looking. 
 
	On a side note, this is a good time to take notice of your 
competitors. Take some time to review several of the sites that 
ranked above yours. What did you like? What did you not like? Which 
sites seemed much like yours or seemed similar to your practice. 
Keep a list and check back on these sites as you make changes to 
yours. 
 
	Perhaps you found your site on the middle of page nine. 
That’s not the best, but it’s certainly not the worst. How many 
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websites did you pass before finding yours? How many clients did 
you lose? How many never made it to page nine? Just like losing 
weight or learning French, it is going to take some time to reach your 
goal. Patience is a virtue. Ask yourself where you want to be. What is 
a reasonable goal? If you weigh 300 lbs and you want to lose 200 
pounds it may take you some time. On the other hand, if you just 
want to drop 10 lbs, it may only take two to three months. It’s the 
same with your French lessons. If you can barely say “I am 
American” in French, then it will take some time to become 
proficient. 
 
	Search Engine Land has a fantastic article on learning how 
to set SMART goals for your SEO. I love that 
they use SMART goals for SEO. As a 
therapist, you are setting SMART goals with 
your clients all the time. It doesn’t matter if 
you go from page nine to page four or page six, the fact is that you 
increased your exposure, visibility, and ideally your new client intake. 
You don’t have to get to number one overnight, or at all. You only 
need to increase your exposure slowly, over time. If Google decides 
that you should be on page nine, it is going to take some serious 
improvements and lots of time to advance a few pages. Do not be 
discouraged. Moving up a page or two will show serious results. 
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	Search Engine Land

	https://
searchengineland.com/
smart-goals-seo-288724 
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	Take a few minutes and review your website, your ranking on 
various key-words (no more than 30), and get to work setting some 
goals for improvement. Where do you want your rankings to be in a 
month, three months, six months, a year, etc. With some strong 
SMART goals and a steady baseline, you are ready to learn how to 
optimize your site. There are several free and 
paid online tests which you can conduct to 
find how well your site is optimized for search 
engine results. I do not recommend one over 
the other. However, know that paid sites will 
almost always be more accurate and the free 
sites will call and email you a few times after 
you run the search with paid offers on how you can improve your 
ranking. Pick a few tools from the SEO Improvement List to get an 
idea of where you can start.
 
SEO: Super Easy Online
 
	The SEO tools you utilized should have graded your site 0 to 
100 and given you a list of simple to complex ways you can improve 
your search rankings. I am sure that you feel overwhelmed by all the 
tasks in front of you. Do not worry. You need not do them all today. 
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	SEO List

	Rand Fishkin with Moz has 
created a wonderful 
checklist of nine tasks to 
get your SEO going. This is 
a great place to start.
 
moz.com/blog/rank-
in-2018-seo-checklist
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Remember, you have a set of goals. There are some simple tasks we 
can do today that will improve your site a great deal. Work on the rest 
over the next few months. Make a task list 
with a timeline. This month you will search 
your site with various search engines and start 
setting strong key-words. Next month, work 
on developing a favicon and heading 
structure. Give yourself some time, this is a 
big project. 
 
	Let’s start with three simple tools: Google My Business, 
Google Search Console, and Google Trends. If you have not done so, 
set up a Google My Business account now. If you don’t have a Gmail 
account, that is not an issue. Go to Google or search for “Google My 
Business” and follow the simple steps to set up an account. Once 
you have an account you will need to link your website. Once you’ve 
set up your account and registered your site, you will receive an 
actual postcard mailed to your business location. Yes, sometimes 
things must be done through snail mail. This may take a few days, 
but once you get your postcard and activation code, you are good to 
go. Google has been working on changing this activation method. 
When you set up your account you may be able to explore alternative 
activation methods. 
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	Favicon

	A favicon is an icon that is 
displayed in the search 
browser that represents the 
website’s logo or URL 
address. The icon is 
typically displayed in the 
URL bar or in the bookmark 
bar when the website is 
saved in the browser.  
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	Google Search Console is a little more advanced. You will 
need to create an account in the same way and then “Add A 
Property.” You will then need to verify your site by uploading the  
HTML code or by authorizing the site through your DNS provider. The 
vendor you used to develop your site should be able to help you. If 
you built the site yourself, the vendor you used to register your 
domain name will be able to assist you or you can add the code 
yourself. With Google My Business and Search Console linked to 
your site, you are ready to get real-time data on your site’s 
performance and have already increased your site’s visibility on 
Google.
 
	Finally, you will need to access Google Trends. You do not 
need an account for Google Trends. While Google My Business helps 
you to get your site registered and increases your real estate and 
Google Search Console allows you to see how people are finding 
your site and helps in search optimization, Google Trends allows you 
to see how people in your area are actually searching for the services 
you offer. This is where your VFS really shines. 
 
	Thinking about your Value Focused Specialty, imagine a word 
picture of your practice. What really defines what you do. Think 
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deeply about the people who are trying to find you and the 
population you hope to serve. Now reduce that idea to simplest 
language possible. What are the three to five words that come to 
mind? Explore the key-word planner tool in Search Console and 
Trends. Look for how these words are searched on Google by people 
in your area. More importantly look at the suggested key-words 
based on your search. Adding these ideas together you should be 
able to identify thirty trialing key-words (or phrases) that truly identify 
the essence of your website and your practice.
 
	With your key-words identified you are ready to update the 
meta tag and site descriptions for your site. Further, you are ready to 
adjust the copy of your home page and other pages to include the 
natural use of these key-words. It is of the utmost importance that 
these key-words appear naturally throughout your home page and 
throughout other pages on your site. This will communicate to 
Google crawl bots that your site is highly relevant to the key-word 
searches of the end user. Once you’ve made these adjustments, 
ensure they are clear on your Google My Business profile, then 
request Google Search Console to crawl your site, looking for errors 
and making necessary fixes as suggested.
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	Congratulations. You have completed the first steps to 
developing a quality website with the beginnings of well-managed 
SEO. Indeed, there is still a great deal for you to learn and many 
obstacles to overcome and tasks to complete, but you are well on 
your way. Revisit the SEO tools you used at the beginning of this 
exercise to see your advancements. It may take a few days to see 
the fruits of your labors, but they will shine brightly. Set your future 
goals and a timeline for continued development of your site. With a 
well-developed website and a steady SEO plan, you are ready to 
develop a complex marketing strategy.
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V
 
Your Marketing Strategy
 
The best marketing doesn’t feel like marketing. 
						-Tom Fishburne
 
 
	Now to the crux of it all: marketing. How do we catch the right 
fish? I have a deep passion for fly fishing. The art of it is so pure. 
There are many factors the fly fisherman must consider before 
casting his fly. Unlike spin cast fishing, the angler does not use bait. 
Rather, he emulates the insects the fish might like. The art of fly 
fishing is far more complex than going to a bait shop and buying a 
fly. 
 
	The angler must consider a myriad of factors. What insects 
are in season? Are cicada about to hatch? Are stoneflies buzzing 
about? What about bees or grasshoppers? Once we get an idea of 
the right fly, then the angler will need to decide the right size. This 
would depend on the size of trout he is after. Next, we have to find 
the right time of day, the right spot on the river, the best water flow, 
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and lighting conditions. We haven’t even started fishing yet! Now it’s 
time for the cast. Which cast should the angler use? There are 
several to choose from. Then we get into the more advanced fishing 
techniques. This could easily become a book about fishing. 
 
	Marketing is similar to fly fishing in that it requires an 
understanding of your clients and your environment. Each client is 
unique and is looking for a personalized counseling experience, just 
as each fish in the river is unique with different behaviors and 
appetites. Each marketing strategy will attract different clients. 
Advertising a sliding fee scale will bring in lower SES to middle SES 
clients but may turn off higher SES clients. Many people look at a 
higher rate as a reflection of your skill set. But if you are too quick to 
reduce your rate, you may be communicating to the client that you 
do not strongly value your own skills. Likewise, advertising that you 
are a premier counseling group offering the best service available will 
make you less accessible to lower SES clients. They may view your 
service as too expensive. 
 
	The same is true of the counseling services you offer. If you 
focus the bulk of your advertisement to couples, you will only get 
couples coming to you. This is a great strategy if this is your primary 
goal. However, if you are trying to grow your small practice into a 



70


My Digital Practice


Taylor

midsize group and have several interns or therapists working for you 
with different specialties, you would benefit from a wider marketing 
strategy. The same would be true for the therapist just starting out. 
While you may want to focus your practice on couples counseling, 
you need to get clients in the door first. Your practice will grow faster 
if you advertise to a larger population in addition to couples while 
building your caseload. Once you reach your goal, you can begin 
marketing primarily or exclusively to couples. 
	
	Markets are as different as each river the angler may fish. I 
never take the same equipment with me to a 
new river. I need to learn about that 
environment. It may be similar to what I’m 
used to, but it may be radically different. 
Modeling a marketing campaign in Dallas after 
one in Houston may generate moderate 
success but will ultimately prove inefficient. Sure you are still trying to 
get couples in the door, but how you do the marketing may need to 
be updated. This becomes more important the smaller the market. 
Ads targeting a high-end neighborhood such as Highland Park in 
Dallas will need to be completely different than ads targeting Uptown 
or South Dallas, even if the goal is to attract couples. The river is 
different with its own flow and challenges. 
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	Markets

	Markets are often known as 
the geographical area 
representing individuals 
who may be likely to 
purchase a specific good or 
service. Key markets are 
often viewed as major 
cities, regions, states, or 
even countries. 
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	Additionally, markets respond to seasons as do people, much 
as rivers and fish. An angler would never use a grasshopper during 
the winter months. The fish are too smart. It’s not what they want. 
The counseling field is uniquely intertwined with the school year. 
From play therapy to college students and into young and late adult 
life, our schedules and patterns change. I’ve always found it 
interesting how many new clients we get the second week of January 
and the day after Labor Day. 
 
	It is no coincidence that after the holidays we see a spike in 
couples in need of counseling. What happens when we have to travel 
a great deal, stretch our budgets for gifts, and get our entire family in 
one room? Chaos. I cannot tell you how many couples I’ve worked 
with that all say the same thing, “Let’s keep it together through the 
holidays and then we will try counseling.” After Memorial Day, a long 
weekend after an even longer start to the year, we always see a rise 
in clients. They realize their life is not going the way they hoped, the 
year did not start the way they wanted, and their New Year’s 
resolutions have all failed or fallen short. 
 
	The best marketing strategies do not try to lure or force 
clients in the door. They emulate the environment and reflect the 
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client’s unique needs and desires. These strategies naturally reflect 
what the client wants. A simple and clear message aids the client in 
finding the right therapist to help alleviate their specific issue, not all 
issues for all people. So what’s in a marketing strategy? 
 
B + C + T = S
 
	Essentially, a marketing strategy is rather simple. At its most 
basic level, a simple strategy is how much you want to spend on a 
specific marketing campaign over a period of time (Budget + 
Campaign + Time = Strategy). The budget and time length are easy 
enough. Set a time period: a month, a quarter, six months, a year. 
Then take a look at your overall budget and decide how much you 
want to allocate to marketing over the time length you’ve selected. 
Campaigns are more complex, which we will explore later. 
 
	If you are new to marketing, I 
recommend a time period of three months 
with weekly or monthly check-ups. Putting 
$500 into a Google Ads campaign does not 
guarantee that you will immediately get 20 
new clients. I have consulted with many 
therapists about marketing strategies, and I 
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	Google Ads is a key-words 
based advertising network 
that allows companies to 
display their ads through 
their various search 
networks and display 
networks by bidding for ad 
space. 
 
ads.google.com
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too often hear them say, “Yes, I tried that, but it didn’t work.” Then I 
ask them for how long and they tell me a week or two. These 
comments are so fascinating to me. Isn’t this exactly what our clients 
say?! Yes, I tried meditating, or journaling, or walking, but it didn’t do 
anything! Perhaps you didn’t get it just right or you didn’t let it run 
long enough. If you find yourself frustrated with marketing, don’t 
worry; you are not alone. Much like fly fishing, there is some art to 
getting it just right, and right looks different for everyone. There are 
several great books to help you with your Google Ads campaign 
strategy, but one stands above the rest. Perry Marshall’s book 
Ultimate Guide to Google Adwords is a fantastic detailed guide to 
everything you need to know about building an effective and 
affordable ad campaign. 
 
	As we discussed, your website and SEO budgeting is a 
combination of your time and funding. It’s not 
just enough to pump $200 into a Facebook Ad 
campaign and walk away. This is not cooking 
made easy. We don’t just set it and forget it. 
Some campaigns require a great deal of time 
and energy. The Google Ads campaign I run 
requires daily updates. On the other hand, 
some campaigns require less sophistication and diligence. But these 
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	Facebook Ads is similar to 
Google Ads in that it is an 
auction-based advertising 
network designed to drive 
key-word ads to gain clicks 
and impressions for 
companies and websites.  
 
facebook.com/business



My Digital Practice


Taylor

campaigns tend to be less efficient and precise. Marketing is a very 
important part of any business, and counseling is not the exception. 
    
	Deciding the budget for your campaign will be a difficult 
decision for you and will require a lot of evaluation and adjustment as 
you move forward. Your budget should reflect your growth 
objectives. The more aggressive your goals, the more you will want 
to invest in your campaign. If you are happy with your practice and 
have met all your goals, you may only be interested in baseline 
marketing to maintain your caseload. 
 
	Take a moment to review your goals from earlier. Where are 
you now and where do you want to be in one, three, and five years? 
Determining your current place and where you want to be is vital to 
marketing. You must have a clear vision of where you want to go 
otherwise you will have no idea if your marketing strategy is getting 
you closer to meeting your growth objectives. Part of setting these 
goals and picking the right strategy is to first determine what kind of 
practice you have. Do you have a small, medium, or large practice? 
Each size practice will advertise differently, as they will have unique 
needs and goals. 
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	Additionally, you should consider how quickly you would like 
to grow. If you are a solo practice with big dreams, marketing will be 
an important part of your journey and an expense you will need to 
invest in heavily. Conversely, if you are a medium practice just 
looking to keep a steady flow of clients, your marketing will be 
important but your budget will be more relaxed and will require less 
of your attention.
 
	For the purpose of marketing, we will take the following 
generic view of group sizes. If you are a solo practice, meaning it’s 
just you, up to nine total therapists of any level, we will refer to as a 
small group. A medium group is about 10 to 20 therapists in one to 
two offices. The large group would be 21 plus therapists with two or 
more offices. These are approximated values for our discussion here. 
If you feel your group falls into a larger or smaller category based on 
your billings or growth, then take the approach most appropriate for 
you.
 
	Once you have decided on the time length for your marketing 
campaign and a monthly, quarterly, or yearly budget, you are ready to 
develop your campaign. Most successful companies will have 
several campaigns active at a single time as well as campaigns they 
cycle through during specific times of the year. 
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	Think of it like this: If you are a couples therapist, you may 
want to have a basic campaign running year round. During the 
holidays you may want to add in an additional campaign focused on 
“Surviving the Holidays." Many divorce attorneys run ads just after 
the holidays targeting couples that have had enough and plenty of 
gyms that focus their ad budgets on January, “A New Year, A New 
You.” Take some time to think about your campaigns. Start with a 
basic campaign that you want to run for a season or for the year. 
Whatever the campaign subject, a five-point strategy will assure your 
ads are well deployed and exposed.
 
A Five-Point Marketing Strategy
 
	As with all things in life, balance is key. Focusing your 
advertisement in one area with one campaign can be profitable for a 
time, but in the end, you will miss out on the larger win. Your ultimate 
goal is to develop a lasting brand that your target client will 
understand and know. A five-point strategy is key to a diverse 
deployment of your brand. Paid digital marketing and social media 
are the bedrock for the five-point strategy, and we will discuss them 
at length in the next section. Additionally, digital marketing, print ads, 
and networking are crucial for long-term success. 
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	For this strategy, I have separated digital marketing, paid 
digital marketing, and social media into their own categories. It is 
important to understand each and the distinctions between them, 
which at times can be subtle. Here we will define paid digital 
marketing as any paid advertisement online such as Google Ads or 
any paid digital directory such as Psychology Today. Digital 
marketing is your website, SEO, eNewsletters, blogs, etc. Social 
media is your presence and use of Facebook, Twitter, Instagram, 
LinkedIn, and other social media outlets. Again, we will discuss paid 
digital marketing and social media at length in the next section. For 
now, we will focus on digital marking, print ads, and networking. 
 
	Digital marketing consists of any type of marketing campaign 
utilizing a digital platform. The simplest example would be your 
website with strong SEO. Another example would be a monthly 
newsletter you send out via email to promote your brand and 
services. A more complete form of digital marketing is content 
marketing where you promote free, content-rich documents to 
educate and inspire individuals on a subject matter. 
 
	We’ve covered your website and SEO in the last chapter. Now 
is a good time to review your website and SEO strategy. They should 
be included in the time budget of your free digital marketing strategy. 
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Set a time every month and every week to review your website and 
SEO. What can you do to drive traffic to your site? Take some time 
every week to call and email colleagues and potential referral sites to 
get them to link to your website as a referral source. Review the 
content of your site as you grow and change to reflect your current 
brand and goals. If you’ve added new services recently, it’s time to 
list them on your site and review your key-words. Website and SEO 
management is a long-term tool for success in digital marketing.
 
	Email marketing is one of the chief cornerstones of digital 
marketing. As therapists, we never email clients or former clients for 
any reason other than treatment or billing. However, there are many 
people that may benefit from a newsletter or subtle reminder about 
our services. Reminding your colleagues, local colleges, churches, 
community centers, and anyone else in your network monthly about 
your services, your brand, and your goals can go a long way. 
 
	The easiest approach is to use a free and easy service such 
as Mail Chimp to create marketing lists and 
content-rich emails to remind professionals 
and paraprofessional in your area that you are 
here to help. Sometimes these emails fall on 
deaf ears but, every so often, someone reads 
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them and thinks, wow this is exactly what my friend needs. Many of 
these services are free and only require time and dedication on your 
part. 
 
	Take a few minutes and write out an email marketing 
campaign goal. Sign up for Mail Chimp or a service you find easy to 
use, create a marketing list, and launch your first monthly campaign. 
If you are new to email marketing, keep it to once a month. It can be 
difficult at first, but if you set reminders for yourself, you will find it 
second nature soon enough. I do not recommend newsletters more 
than once weekly. No one has time to read them. 
 
	Your goal is to inform and remind possible referral sources 
about your willingness to help, not to assault them every day with 
some random facts. The more diligent you are the more you will find 
your list growing along with your caseload. Remember, this is a long-
term approach. You will not see results overnight. It may be several 
months before you gain positive results but keep with it. In time you 
will find your list and your practice growing. 
 
	The last and most complex form of digital marketing we will 
discuss in this section is content marketing. Much like email 
marketing, this approach takes a great deal of time before you will 
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see results, but it will have lasting growth for your practice and your 
digital brand. While email marketing is designed to remind others 
about your services and your willingness to help, content marketing 
is about offering a limited version of help without expecting anything 
in return. 
 
	Look at it like this: You just decided to start your own beehive 
and farm your own honey. You set up your booth at the local farmers 
market and you are ready to sell your honey. The only problem is that 
no one knows you. They don’t know your brand or what your honey 
taste like. Sure, you’ve got a great label and catchy marketing, but no 
one has tasted your sweet honey. The easiest thing to do would be to 
crack open a few jars and start handing out free honey. Of course, 
most people are going to grab a free taste and move on, but a few or 
maybe even more than a few will taste the honey and buy a bottle or 
two. Now you’re selling honey! 
 
	As counselors, we should not offer free therapy for people, 
asking them if they enjoyed the session, and if they would like to sign 
up for our 10 week, no-risk course. However, we can create content-
rich material to help inform clients what they should do if they feel 
overwhelmed, depressed, or anxious. We can write articles or guides 
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to help them navigate communication issues or how to know if their 
marriage is in trouble. 
 
	We can share our expert knowledge, not advice, to potential 
clients or referral sources in the form of free, downloadable content-
rich documents. The article or guide will have your contact 
information and a suggestion for what counseling might look like for 
them or their friend or loved ones. Think of it as a free sample. We are 
not asking for anything in return, but if they like what they read, they 
or maybe their friends, or family, just might want to buy a jar or two. 
 
	Take some time before you move on to the next chapter. 
Review your website and SEO, and develop some content-rich 
material. Set some simple goals for yourself. Over the next month, 
call or email 10 colleagues or professional organizations and ask 
them to link your website as a referral source on their website. Sign 
up for an email marketing platform, and develop your first monthly 
newsletter. Develop a short, two to three-page article or guide that 
can be a free download on your site, and include it in your second 
newsletter. Then review these goals every week and every month, 
and track your progress. Congratulations. You’ve just created your 
first three marketing campaigns, and it didn’t cost you a dime. 
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VI
 
Paid Digital Marketing
 
If your business is not on the Internet, then your business will be out 
of business.
-Bill Gates
 
 
	As we discussed in the last chapter a healthy marketing 
strategy is required to grow and develop your practice. A five-point 
marketing strategy is a simple, effective tool to help you define and 
implement your marketing plan with ease. While each point in your 
marketing strategy is important, two prongs reach beyond the rest: 
paid digital marketing and social media. 
 
	By this point, you have identified your marketing strategy by 
setting a budget, setting a time frame, and developing a campaign 
that reflects your VFS. The first three prongs of your strategy include 
digital marketing, print ads, and your networking plan. You have used 
these prongs to brainstorm how to best reflect your VFS into various 
marketing campaigns. These campaigns should be free or require 
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minimum funding while you think through what best expresses your 
Value Focused Specialty. 
 
	Budgeting is the most essential part of paid digital marketing. 
Marketing campaigns can get very expensive very quickly. 
Understanding the pricing structure and the value of digital marketing 
can be complex as well. It can be tempting to put more money in or 
take money out of your budget when you are frustrated by not seeing 
the results you want. Budgeting both time and money will help you 
stay on track when you doubt yourself and your strategy. 
 
	In this and the next chapter, we will discuss the value of 
utilizing paid digital marketing and social media as part of your five-
point marketing strategy. These two prongs are closely connected as 
they both utilize similar campaigns and strategies from a marketing 
perspective. To begin, we will look at paid digital marketing platforms 
such as digital directories and pay-per-click strategies. In the next 
chapter, we will transition into social media platforms.
 
Digital Directories
 
	The days of AAA Plumbing are dead and buried. You may 
remember the days of the phone book and why companies went the 



86


My Digital Practice


Taylor

extra mile to name themselves something like AAA Repair. The phone 
book utilized a simple directory system. It listed companies in 
alphabetical order classified by the type of business and then offered 
premium space to companies for an additional cost.  It was a simple 
system that was easily abused. 
 
	If your A/C was out and you needed a quick fix, you didn’t 
want to waste time calling each company getting quotes and asking 
around for opinions. You just went with the first listing in the book. 
Companies quickly learned that if they gave themselves names 
starting with an A like Apple Computers, then they would get a higher 
listing in the book and thus benefit from more calls. AAA A/C Repair 
would, by default, be listed above its competitor, Dallas A/C Repair. It 
didn’t mean the company was better, had lower costs, or would 
respond more quickly. Regardless, the consumer didn’t know any 
better and would often go with the top company on the list. 
 
	Larry Page and the guys at Google killed the book. Today, the 
phone book is only good for propping up your laptop. Before the 
Internet, If you didn’t have your company listed in the Yellow Pages, 
no one could find you. Now it’s Google. With the book gone for good, 
where is the best place to list your company? The Internet has given 
birth to a whole new industry of directories in the digital world. 
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Industry-specific directories exist for just about anything you can 
imagine, and the world of mental health is no different. You will find 
dozens of directories where you can list your practice for free or for a 
subscription. The best part is that these directories no longer follow 
the archaic system of listing by alpha order. 
 
	Where should I list my practice to get the most bang for my 
buck? This is the big question when considering digital directories. 
Plenty of free directories such as Health Grades allow you to verify 
your page and add a little about yourself and your practice. However, 
they offer no real support, are limited in what you can add and how 
clients search for you, and are ad-heavy, meaning they make their 
money by posting third-party ads throughout their directory. 
 
	Paid directories offer the best support for your practice. They 
have great SEO, first-page rankings, have in-depth search tools, are 
ad-free, and affordable. Psychology Today is by far the most well-
known for mental health and offers competitive pricing at the low rate 
of $29.95 a month. In addition, you get a free subscription to the 
magazine to read or put in your waiting room. Good Therapy is a 
close second to Psychology Today. It has great SEO, they verify your 
credentials, and have a great blog and social media presence. These 
sites operate in a very similar way with small differences. It has 
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always been my experience that Psychology Today has better 
visibility, but this could be different based on your market and target 
population.
 
	The downside to digital directories is that you are spending 
$29.95 per month indefinitely. I know many therapists are tempted to 
remove their profiles once they’ve grown to a specific number, but 
without tracking your data properly, this could cost you new clients 
down the road. Additionally, and this is the larger issue, these sites 
are crowded. Many therapists are registered with each of them, and it 
is easy for one profile to get lost in a sea of faces. However, they 
both do a good job of offering advanced search features for potential 
clients who know exactly what they want. This often helps connect 
clients with the “right” therapist, saving a great deal of time for us all. 
And to balance the number of therapists in the directories, both sites 
display therapists in random order so your name or title does not give 
you a higher ranking. 
 
	Overall, digital directories are a must. They are the new and 
improved phone book. I highly recommend you complete every free 
profile you can find, and register for at least one paid directory. The 
more visibility you have will only help drive traffic to your website, 
increasing the probability of new clients. Even if you do a great job of 
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tracking your client acquisition cost and referral source, it is always 
difficult to know exactly how the client found you. We ask every new 
client how they heard about us, and often times they say Google. 
Then we asked them what they searched, and they tell us they 
searched on Google and then found us on Psychology Today. 
 
Pay-Per-Click
 
	The most complex and difficult form of digital advertising is 
the pay-per-click (PPC) platform. Essentially, PPC is like a digital 
billboard. When the end user searches Google for something like 
“counseling in Dallas,” several ads appear at the top and bottom of 
each page. Unlike the roadside billboard, you do not pay a flat 
monthly fee. Rather, you pay only if the user clicks your ad. Hence 
the term pay-per-click. Your ad may appear in thousands of searches 
a day, but you would only pay for the number of times your ad was 
clicked. Clicks can range from pennies up to hundreds of dollars 
depending on what you are marketing and what your competitors are 
willing to pay. 
 
	Think of it this way: You are driving down a major highway 
and the closer you get to downtown Dallas, the more billboards you 
see. The advertisers are willing to pay more for billboards closer to 
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downtown because there is more traffic meaning more drivers will 
see the advertisement. Statistically, the more people are exposed to 
an ad the higher the chance that they will call or visit the website. 
With PPC, your ad is being shown to people who search for specific 
key-words. The more popular the key-words (that is, the more times 
they are searched) the more it will cost you to get your ad ranked on 
the top should someone click on the ad. You only pay if the ad is 
clicked. 
 
	Done well, this platform can be a highly productive client 
acquisition machine. Done poorly, you can easily waste $20 to $50 
per day and get nothing in return. PPC strategies are far and wide 
and require a great deal of attention and management. If at this point, 
you have elected for the DIY approach, then PPC is just another 
piece of the puzzle that you may enjoy. If you have chosen to 
outsource your website and other marketing tools then outsourcing 
PPC strategies or utilizing the simpler approaches will be ideal for 
you. Remember, Google is king here. Of the many PPC platforms, 
none is as effective as Google Ads and Ads Express. 
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Is PPC for Me?
 
	The DIY crowd will enjoy the complexities and customization 
of Ads while the outsourcer may enjoy Ads Express. Before you 
decide which is best for you, or if PPC advertisement is for you, take 
an inventory of your goals and time. Google Ads is not a simple 
program. It requires a great deal of time and effort to manage well. If 
you don’t feel you have the time, save your money and focus on the 
other points of your marketing plan. Additionally, if you are in solo 
practice and your goal is to maintain a caseload of 20 to 30 clients, 
PPC might be a waste of time and money for you. 
 
	Step one is to decide if PPC is something into which you 
want to venture. Take a serious inventory of your time, budget, goals, 
and most importantly, your energy. If your goal is to maintain a small 
practice with an intern or two, then focus your time elsewhere. 
However, if you want to grow your practice by adding on associates 
and contractors, and you want to build a brand, Google Ads can help 
you get there.
 
	Once you decide that you want to invest in a PPC platform, 
the next question is to decide if you want to invest heavily or lightly. If 
you are looking for something to help keep a steady flow of clients 
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and establish your brand, Google Ads Express may be for you. This 
is where you have to reflect on your goals and your Value Focused 
Specialty. If your goals and VFS line up and you want to grow your 
practice, Google Ads is for you. 
 
	The difference between Google Ads and Ads Express is night 
and day. Ads is highly complex, offering options for complex 
marketing campaigns to reach specific end users in any market 
imaginable. Express has the same reach but puts everything on 
autopilot. With Express, you put in a budget, create a few 
campaigns, and draft a list of key-words. The platform guides you 
through most everything you need to do. Then you check in once a 
month or so and adjust a few toggles as necessary. 
 
	Google Ads is the Cadillac package. You can customize Ads 
to a specific population per zip code or a wider market by key-word 
and ad group. You can customize your bid strategies by day, time, 
gender, location, age, etc., allowing you to advertise to a large group 
or a small targeted population. When used properly, Ads is highly 
efficient at bringing in new clients. However, if you don’t feel you 
have the time to do all the legwork or you don’t have the energy to 
learn how to do it right, you will waste a great deal of time and 
money on bringing in a client or two. 
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Setting Up Ads
 
	The set up for Google Ads and Express are similar. If you 
don’t have an account with Google, you will need to create one. Then 
you will set simple parameters. Express will have fewer options than 
Ads and allow for more specific targeting. However, the parameters 
are similar: budget, target market, schedule, population, key-words, 
and ad groups. 
 
	With Express, your budget is simple. You just set the amount 
you want to spend and Google will make sure to keep you on track. 
Ads allows for far more customization and if you are not careful, you 
can spend your entire monthly budget inside a few hours. Budgeting 
is complex with PPC platforms because you are not paying a fixed 
rate. During a Google search, a lot more happens than just finding a 
list of relative websites. Every ad using similar parameters and key-
words that will trigger the ad to be displayed, go into a bidding war 
for rank. Based on your bid strategy your ad may lose and not be 
displayed at all or place on the bottom of page six. With the correct 
bid strategy, your ad will rank among the top three on the first page 
without costing you an arm and a leg.
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	Your budget can become a lot more complex with Ads. With 
Ads, you are able to set percentage increases and decreases to your 
target market, population, schedule, key-words, ad groups, and ads. 
The budget aspect of Ads is part of what makes it far more complex 
than Express. Let’s say you did a research project on where your 
clients lived over the past five years. The big thing that stands out in 
the study is that over half of your clients came from three zip codes. 
Ads allows you to run all your ads the same but with a percentage 
increase in those zip codes. Your ads will display more often in those 
areas because you are willing to pay more. The cost per click rate will 
increase but will be worth it because you have data that support the 
notion that this is where your clients live. 
 
	Ultimately, your budget comes down to how much you want 
to spend and how quickly you want to grow. There is no reason to 
drop $2,000 a month on an Ads campaign if you are a solo clinician 
who just wants a few clients a month. Bringing on too many clients at 
once or connecting with the wrong clients is just as bad as not 
having enough clients. The goal is long-term steady growth. You 
need manageable growth that you can keep up month after month. 
Be sure to set a budget that is manageable and affordable for you in 
the long-term. This is not the place to cut corners or try to save on 
your bottom line. Depending on your goals, you may want to spend 
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$200 per month up to several thousand. Whatever your budget, set it 
for six months to a year before you make any major changes. 
 
	You can choose your target market by zip code, city, county, 
state, or mile radius. Unless you are data mining demographics from 
your surrounding zip codes, the easiest and most effective target 
market is the mile radius option. You can set any radius you choose, 
but think carefully about how far someone would actually travel every 
week to see you. Most clients won’t go out of their way to see a 
therapist every week. There are some exceptions to this, and you 
should take into account your geographical area, as well as provider 
density. 
 
	Scheduling and population are somewhat advanced and can 
create a lot of confusion. It is recommended to let your ads run 24/7 
and to leave the population open unless you have specific data on 
your target market that suggests something different or if you are 
targeting a very small and specific part of the population. If you are 
launching a pornography support group and wanted to run your ads 
to male clients between the ages of 18 and 35 from 8:00 pm to 4:00 
AM, then your ads will only run during those times and only if Google 
knows the end user is a male inside that age range. This radically 
drives down the cost of your ads but drastically limits how often they 
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will be seen. This strategy may prove highly effective for you because 
you’ve done a lot of research on this specific population. However, if 
you don’t have data to back it up, then don’t guess. 
 
	Once you’ve set your bid strategy, you are ready to create 
your first ad group, ad, and key-word list. Google requires that you 
have at least one key-word for every ad and one ad for every ad 
group. Think of your ad group as the home for a series of ads that are 
similar in nature and are all dependent on the same list of key-words. 
If you are offering play therapy, family therapy, and couples therapy, 
you would want an ad group for each. Each group should have three 
to seven ads (more or less if necessary). 
 
	Your ads for play therapy will be germane to that group. Your 
play therapy ads may focus on low cost, insurance, quality care, a 
specific treatment method, or even the age range of kids you see. 
Your ad should line up with your VFS and be a clear representation of 
your brand and mission. Your play therapy ad might read “Dallas Play 
Therapy | Quality Child-Focused Care.” Ideally, you will have several 
ads that all represent your VFS under each ad group. Google has 
very specific rules on what your ads can say, how long they can be, 
and where they can link. Each ad will be reviewed by Google before it 
is allowed to go live. 
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	With several ad groups and a handful of ads in each group, 
you are ready to compile a list of key-words. This is where some 
counselors get a little lost and cause problems for their campaigns. 
No matter what your ads say or how they read, they will only appear 
if the listed key-words are attached to the ads. Each ad group can 
have its own list of key-words and it is recommended that each list 
be unique and germane to the group. There is no limit to the number 
of key-words you can have, and there is no cost for adding key-
words. However, the more popular the key-word and the more 
counselors using similar key-words and ads, the more the price goes 
up for a top page ranking. 
 
	The Google Keyword Planner is a highly effective tool in 
assisting you to load as many key-words as possible. However, you 
should proceed with caution. The key-word 
planner does not know you, your brand, your 
VFS, or your goals. It just sees “depression 
counseling” and will give you a list of key-
words that are similar. This may include key-
words for medication, psychological testing, 
or free counseling. Using these key-words 
may bring the wrong kind of client to your 
website. If you are paying a dollar every time someone clicks on your 
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ad and then they waste time on your website and call you only to 
spend 15 minutes on the phone with you to find out you can’t 
prescribe medication, everyone loses out. Stay away from key-words 
that will bring the wrong crowd. 
 
	In addition to positive key-words, you can also list negative 
key-words. Negative words work in the opposite way as positive 
words. Where positive key-words attract users to your ads, negative 
key-words prevent your ads from displaying. This may seem like an 
odd idea at first. Why would you want to limit your ads? Let’s say 
your practice focuses on providing the highest quality of couples 
therapy, you only accept private pay clients, and your rate is fixed at 
$175 per session. The last thing you want to do is waste your 
advertisement on users searching for “free couples counseling.” 
What good is it to spend five bucks every time one of these searches 
clicks on your ad? How does it help you to waste hours of your time 
every week telling clients that you do not offer free or reduced rate 
sessions? Using the negative key-word “free” will assure this user 
never sees your ad. 
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After the Launch 
 
	With a good budget and carefully mapped parameters, you 
are ready to launch your first Ads campaign. Don’t worry if you don’t 
see any results for a week or two, as it will take a few days for 
Google to learn your strategy and help you get the right clicks. 
Remember, this is not about getting a lot of clicks, it’s about getting 
the right clicks. If I get 100 clicks in a day at a dollar a click but only 
five new clients that day, then I spent $20 on each client. If you only 
get 25 clicks and spend two bucks a click and get the same five 
clients, you only spent $10 a client. While I may have four times as 
many clicks and an ad budget twice as big, we both have the same 
number of new clients. The goal here is about long-term, 
manageable growth. 
 
	One of my favorite things to do with my grandfather when I 
was younger was to shrimp off his dock. Papal was very clear: The 
best shrimping comes from casting a small net in a large grouping of 
shrimp. We would go out to the dock before sunrise and toss out 
three chunks of bait on each side of the dock. He was always careful 
about where the bait was tossed. After lunch, we would go down to 
the dock and toss the shrimp net to the same areas where the bait 
was tossed. Without fail, we would fill the net. He told me that we 
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filled the net because we were intentional in what we were doing. 
Had we put in too much bait or tossed too wide a net, we would 
have only caught a few shrimp and wasted a day. The key was to aim 
for exactly what we wanted. The same is true of digital marketing. 
The wider the net and the more bait you use, the less effective your 
marketing campaign will be. 
	
	Matching your budget and your ad campaigns to your goals 
and VFS will assure you are aiming for the right place to fill your net. 
Regardless, if you are using Ads or Express the key is long-term, 
manageable growth and to ensure your campaigns mirror your Value 
Focused Specialty. Getting the right clients in the right amount will 
safeguard long-term success for your practice. 
 
	Finally, it is important that you understand the value of 
patience with pay-per-click platforms. Google Ads takes time to learn 
your strategy, and you might not always see the results you want. If 
after the first week, you’ve spent $100 and have nothing to show for 
it, do not worry! It takes time for your strategy to become fully 
optimized and as effective as you might like. Every time you make a 
change in Ads, it takes Google a few days to learn the change and 
implement it fully. If you are always making changes, you will never 
see results. Set a budget and stick to it for six months or a year. You 
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are in this for the long run, not for a quick bump in numbers. You are 
building a long-term brand, not just getting a few quick clients. 
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VII
 
Social Media
 
We don’t have a choice on whether we DO social media the question 
is how well we DO it.
-Erik Qualman
 
 
	Similar to paid digital marketing and pay-per-click platforms, 
social media is a fundamental part of any successful marketing 
strategy. This chapter may excite you, bore you, or intimidate you. 
Regardless, there is no longer a question of whether you do social 
media; it is a question of how well you do it. Social media is arguably 
as important as digital directories and PPC campaigns depending on 
your target population, goals, and practice model. Much like digital 
marketing, social media should be seen in two parts, free social 
media and paid social media. Both forms can be highly effective in 
establishing a brand and bringing in new clients. 
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Professional v. Personal
 
	First and foremost, it is absolutely imperative that you 
separate all of your social media into two groups. Chances are you 
currently have a Facebook page, a Twitter handle, and maybe even 
an Instagram feed for personal use. If you have any social media 
accounts for personal use, stop reading now, access them, and set 
them all to the maximum privacy settings possible. I cannot tell you 
how many times I consult with professionals who are using their 
personal social media to market their practice. This is a recipe for 
disaster. You must ensure that your personal social media is fully 
segregated from your professional accounts. 
 
	If you have been using your personal accounts as part of your 
practice, take some time and set up new professional accounts. If 
you continue to use your personal accounts for your practice, you 
will find yourself in hot water with your licensing board at some point. 
Clients will “friend” you on Facebook and follow you on Twitter and 
Instagram. They will, at some point, attempt to cross ethical 
boundaries with you and might even share confidential information 
through non-HIPAA compliant platforms, causing you to violate your 
own ethics code. We will discuss this in-depth at the end of this 
chapter. For now, take the time to divide your social media and set 



106


My Digital Practice


Taylor

your privacy to the highest setting with your personal social media. If 
you have patients who are “friends” with you on your personal 
Facebook page, unfriend them now. 
 
	Once you’ve set appropriate standards for your personal 
social media, it is time to consider how you would like to market your 
practice with professional social media. While there are firms that 
specialize in social media presence, they are mostly unnecessary 
unless you want to grow your practice to a multimillion-dollar 
business. These firms typically charge a great deal to promote 
business through social media and are highly effective in driving up 
likes, retweets, reposts, and subscriptions. However, this type of 
social media does not bring in clients. Rather, it helps you to 
establish a brand. If your goal is to build a practice, even a large 
practice, you can easily handle professional social media without 
hiring a group to do the legwork. 
 
Social Media Platforms
 
	With your personal social media set to private, you are ready 
to begin building your professional social media brand. Social media 
is the long-term process of establishing your brand online. It is not a 
tool to bring in clients quickly or even generate new clients at all. The 
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goal with social media is to establish your clinical identity and to 
drive traffic to your website. I have never had a client say, “I found 
you on Twitter.” Clients do not say to themselves, “I need a therapist. 
Let me jump on Facebook and see if there are therapists near me.” 
Potential clients look for counseling services through Google, not 
social media. However, you can build your presence and develop a 
clear identity for your practice. 
 
	Think about your Value Focused Specialty. Your VFS is a clear 
representation of your identity and the identity of your practice. All of 
your social media should be a reflection of your VFS. You are not 
marketing to clients here but rather to other professionals and to the 
public at large. You are using social media to build your expertise as 
a reflection of your VFS. Every page and post builds your digital 
identity, drives traffic to your website, and ultimately increases your 
SEO. Building a diverse and comprehensive social media platform is 
critical to developing a well rounded and strong digital presence. 
 
	Social media done well does not require a lot of work. There 
is a fair amount of time and energy required in the start-up phase, but 
the maintenance and continued development are simple. The first 
step is to establish a healthy social media platform. Linked In, 
Facebook, and Twitter are the clear frontrunners and platforms with 
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which you are probably already familiar. Instagram has become a 
new form of social media that many therapists are beginning to 
embrace and do well. Blogs, Vlogs (video blogs), Podcasts, RSS 
feeds, and Apple News are often not viewed as a part of social media 
but can be powerful tools if you know how to use them. Let’s start 
with the basics and go from there.
 
Linked In, Facebook, Twitter, and Instagram
 
	If you are not using the big three, Linked In, Facebook, and 
Twitter, now is the time to open accounts. If you already have them, 
great! Take some time to compare your 
current profiles with your VFS to see how they 
match up. Creating accounts for these three 
platforms is simple. You can use your work 
email and focus all your content to reflect your 
VFS and link everything to your practice and 
your work information. 
 
	Linked In should be a reflection of your website. This is a 
great platform to display your credentials and talk about the unique 
approach of your practice. From here, you can link with other 
professionals in your field and other professionals who might benefit 
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	Social Media can be 
overwhelming. If you are 
looking for an easy to use, 
comprehensive, how-to 
guide for getting your 
social media platform off 
the ground, the Constant 
Contact blog has the guide 
for you. 
 
blogs.constantcontact.com
/social-media-quickstarter
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from your practice and might produce referrals for you. Think of 
Linked In as a living resume that reflects what your practice is all 
about. Take some time to link to as many other professionals as 
possible but be careful not to link to personal connections or past 
and current clients. Anytime something happens in your practice or 
with your professional career, you should share it on Linked In. If you 
open another office, hire a new therapist, or complete a major 
training share it online. Essentially, you are announcing to your 
network your professional development and growth. 
 
	Think of Facebook as a similar platform to Linked In but with 
a focus to the public at large. Linked In is how you reach other 
professionals, and Facebook is how you reach potential clients 
indirectly. Your professional Facebook page does not allow you to 
have friends like your personal page does. Rather you gain likes and 
influence by posting often. Every time you post, your post is 
displayed in the newsfeed of anyone who is subscribed to your page. 
This is a great place to share news about your practice. If you are 
supporting a local charity, working for social change or committed to 
working with your local community, this is a great place to share what 
you are doing. 
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	Twitter is similar to Facebook in many ways. Twitter has 
developed into a great tool for news. Limited to 140 characters, 
Twitter allows you to post mostly anything you want. You can attach 
photos and tag other users, as well as use “#” (hashtags) to direct 
your post to specific feeds that maximize the relevancy of your post. 
Twitter is a great tool for posting news about your practice, the 
counseling field, or thoughts from your experience as a counselor, or 
even topics with which others may be struggling. 
 
	

	Instagram has become a powerful tool as well. Similar to 
Twitter, Instagram allows you to post photos rather than 140 
character posts. This might not seem like it goes well with the 
counseling field at first glance. However, many counselors are using 
Instagram to post photos of their office, “meet our counselors” 
photos, and inspirational quotes of the day. To maximize your Twitter 
and Instagram posts, be sure to link them to your website. While 
Linked In allows you to control who you are linked with, Facebook, 
Twitter, and Instagram do not. Be aware that past and current clients 
may be following or subscribed to your feeds and post accordingly. 
 
 
 



111


My Digital Practice


Taylor

Blogs, Vlogs, and Podcasts
 
	One of the most effective forms of digital marketing is the 
blog. Blogs, vlogs, and podcasts have been 
around for some time now, and many 
therapists do a great job utilizing them to 
establish their brand and grow their practice. 
While they can be powerful tools, you only get 
out what you put into them, and they require a 
fair amount of maintenance. 
 
	While blogs are not technically considered social media, they 
tie into social media well and do a great job of driving traffic to your 
website. Essentially, blogs, vlogs, and podcasts are pretty much the 
same. A blog is a series of short-to-long journal entries or articles 
about a specific topic. They are text and photo-based and may 
include a link to a video or additional websites. Vlogs are just blogs in 
video form. Instead of writing out what you want to say, you record 
yourself saying it. Podcasts are essentially vlogs without the video 
aspect. A major difference with podcasts is that they run like a radio 
show. Ideally, you would post your show daily or weekly. 
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	Blogging dot com has one 
of the best how-to guides 
for starting a blog. Serious, 
simple and comprehensive. 
They will get you blogging 
in no time. 
 
https://blogging.com
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	Vlogs are far less popular, and unless you really love the idea 
of broadcasting your face online talking about a topic, they do not 
have a great benefit over a blog or podcast. Blogs are highly popular, 
easy to start, and pretty simple to maintain. Podcasts are a little more 
difficult and more time-consuming. While you do not need 
professional equipment to run a vlog or podcast, it can be helpful. 
The best podcasts are posted daily or weekly and are content rich. 
They typically feature more than one person and should run for about 
30 minutes to an hour. Think of vlogs and podcasts as mini TV and 
radio shows. They require a great deal of time 
and effort but done well can pay off big. If you 
are interested in starting a podcast, 
Entrepreneurs On Fire has a great tutorial on 
how to get you started. 
 
    Blogs require far less time and energy than 
vlogs and podcasts. In fact, most of the time, they will cost little to 
nothing and only take a few minutes of your week or day. However, 
blogs do require commitment. There are too many half-started blogs 
that provide nothing and are a clear waste of time. Most counselors 
have a blog with only a handful of posts or the most recent post is 
more than a year old. This lack of commitment will do nothing to help 
you. Blogs are not for everyone, and they take some time before you 
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	Podcasts and Vlogs are 
more involved than blogs. 
If you need help deciding if 
a podcast is right for you, 
Entrepreneurs On Fire will 
get you on the right path.
 
eofire.com/resources
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begin to see the benefits. If you are concerned that you don’t have 
the time for a blog, or if you don’t want to wait a year or so before 
you see the results, then a blog might not be for you. 
 
	Think of blogs like this: The best time to plant a tree was a 
hundred years ago, the second best time is today. If you started a 
blog a year or so ago, you would be seeing some great results today. 
If you start your blog today It will take some time before you get 
results, but now is better than a year from now, or never. Once you 
have decided you want to attach a blog to your website, the next 
step is to decide how you want it to appear on your website and how 
often you want to post. Almost every web builder has an option for a 
blog, and they are almost always free. Setting up your blog is simple. 
If you decide to manage your own site, the builder you are using will 
have a how-to guide to help you get going, and if you decide to 
employ a web design firm, they can get it set up for you quickly. 
Setting up the blog should be fast, easy, and free or low cost. 
 
	Once you have the blog set up, you are ready to get going. 
Successful blogs follow three rules: Make short posts often, post 
content that is rich and relevant, and use high-quality photos. First, 
decide how often you will be posting. Posting daily or weekly is ideal, 
but be realistic. If a daily post is too much for you, then commit to a 
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weekly post at first. You should post the same day at the same time. 
If you are posting daily, you should post every day at the same time. 
This means you will need to write the post the day before and set it 
to auto-post at a certain time. This will keep you on task. You can 
always write several posts in advance and space them out over the 
week or month. If you are posting weekly, you should post on the 
same day and time as this builds pattern and consistency. 
 
	A lot of therapists become overwhelmed trying to write long, 
detailed posts every day. This will get old fast and put you at risk for 
burnout. Today, most people do not want long blogs to read. They 
want something short, easy, and to the point. If you want to write a 
lot about depression, break up longer posts into a smaller series. 
Keep the posts clean and simple and you can’t go wrong. 
 
	Finally, ensure your posts are content-rich and follow your 
VFS. If your main focus is on couples counseling, your blogs should 
follow a similar target. You can write about depression and other 
topics as well, so long as they are focused on relationships. Your 
blogs don’t always have to be about therapy. Feel free to write about 
your own experiences as well as pop culture. A high-quality photo 
that reflects the topic of your post will draw attention on social 
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media. Snappa Blog has a great post about 
sites that offer free high-quality photos for 
your website or blog.
 
    Now let’s put your blog to work. Most web 
builders or design firms can easily link your 
blog to your social media pages. This will automatically post a link to 
your blog post to social media each time you post. The link will 
include the photo you added, as well. If you 
are posting daily this means your blog will post 
to your Linked In page, Facebook, Twitter, and 
Instagram feeds, maximizing your potential 
reach. Additionally, you can apply to have your 
blog on other blog sites and news sites such 
as Apple News. Including an RSS application 
will allow your readers to get every new issue 
of your blog emailed directly to them.
 
	Blogs are great tools in helping you to reach potential clients, 
develop your brand, broadcast your specialties, and display your VFS 
for all to see. However, unless you are posting often and with a 
content-rich message, they will be little more than white noise. Keep 
your blog clean and simple and your message clear. 
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	Rich Site Summary or 
Really Simple Syndicate is a 
computer file that acts as a 
web feed to pull 
information from websites, 
such as blogs, when the 
information is updated. It is 
essentially like subscribing 
to a magazine. Every time a 
new issue comes out you 
will get a notification. 


	Free Photos

	Snappa has a list of 22 
websites that offer FREE 
high-quality photos you 
can use for your website or 
blog.
 
blog.snappa.com/free-
stock-photos
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Paid Social Media 
 
	In addition to standard social media platforms, there are paid 
advertisement options as well. You can use these paid campaigns to 
boost the reach of your posts or to launch PPC campaigns to reach 
additional users. The paid boosts extend the reach of your standard 
posts along with any blog posts you have attached to your social 
media accounts. Essentially, paying for a boost allows you to 
broadcast your posts to more users outside of your normal influence. 
People who are not subscribed to your page or following you may 
see your post depending on how much you pay. 
 
	Social Media pay-per-click platforms work similarly to Google 
Ads. You can get as detailed as you want with them and target 
specific populations. One of the major differences with social media 
PPC options is that you can specifically target user demographics. 
Unlike Google, you have to have an account to use Facebook. As 
these platforms know most everything about their users, you are able 
to pay to target users who may match your ideal client base. Using 
PPC platforms in this way with social media will allow you to target 
ads specifically to the potential clients that match the demographics 
of your current clients. 
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	If you know most of your clients are married, between the 
ages of 25 and 35, live in a specific area of town, and make $100,000 
a year or more, then you would be able to target that population with 
Facebook ads. Only users who match those demographics will see 
your ads. There is no guarantee that they will be struggling with 
depression or going through a divorce, but you are targeting your ads 
to the right people. 
 
	Unless you are trying to sell a specific product such as a 
book, workshop, or training, social media PPC platforms are not as 
effective as Google Ads and other search-based ads. The fact is that 
clients do not take to social media to find a counselor. They may be 
inspired by a blog post or a friend’s post about how amazing her 
therapist was, but they typically do not get on Twitter or Instagram 
looking for someone to help with their anxiety. There is a great deal of 
value in running Facebook PPC ads, so don’t write them off entirely. 
Reflect on your ad budget and your goals. Try building up your blog 
first and expanding your organic social media reach before jumping 
into the paid side. 
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VIII
 
Big Data
 
“Most of the world will make decisions by either guessing or using 
their gut. They will be either lucky or wrong.”
- Suhail Doshi
 
 
	Macro data analytics. Sounds pretty cool or scary, depending 
on how you look at it. You went to school to study how to help 
people, not to understand in-depth market analysis, client acquisition 
studies, or how to review macro data trends. You are reading this 
book because you have a master’s degree or a doctorate in people, 
not in numbers. But the truth is simple. If you do not know your 
numbers, you are limited in how you can help your people. Data 
impacts us all, and the more we understand macro data trends, the 
better we are at preparing for things that seem unexpected. In this 
case, data will help you to find and care for the right clients. 
 
	You probably took a statistics class somewhere along the way 
and realized one of two things. You hated the class and will never use 
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statistics again, or you loved the class and went on to be a 
researcher or writer and integrated a lot of research (aka data) into 
your work and treatment. This chapter is written for both of you. 
Data, no matter how big, is not something to fear or be confused by. 
When embraced, data can take your practice to the next level and 
beyond. 
 
	Why should I care about data if my practice is doing great? 
This is a question we often hear from counselors who have a stable 
or growing practice but don’t know why. They have stumbled into 
great locations or found needs that they are able to meet. Perhaps 
they made nice websites with great messages and their practices 
filled up quickly. If you are doing great, why care about data? The 
answer is rooted in Doshi’s quote at the beginning of this chapter. 
Thus far you have been lucky. Being lucky is great. If everything is 
working out for you, then keep doing it and hope your luck doesn’t 
run out. 
 
	However, you may find that your luck runs out as macro data 
trends shift. Perhaps the housing market in that area falls into decline 
or a major insurance company pulls out of the area or the state. Or 
perhaps you try to add on a new therapist to your practice or open a 
second office. You may find that your luck does not transfer to the 
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new therapist or the new location. I have worked with many 
therapists who often seem blindsided when their client loads begin to 
drop and they don’t know why. My first question is always, “What 
have you changed?” When they reply with, “Nothing,” I let them 
know that not changing is the problem. 
 
	People change, communities change, insurance panels 
change, the cost of living changes, our society changes and our 
needs change. In fact, we are in the business of change.  If you are 
not keeping up with the changes, then you will run out of luck at 
some point. Collecting and researching data is the only sure way to 
know that you are changing along with everything else. But where do 
you start? With so much data out there, where do you begin? In this 
chapter, we will review micro and macro data points that are vital to 
the mental health profession, as well as how to use that data in 
proactive and predictive ways. 
 
Fantastic Data and Where to Find Them
 
	Data analytics can be a scary subject. It’s not something 
counselors are used to doing. We have no formal training in data 
analysis, we typically dislike math to begin with, and we spend most 
of our time working with clients, which is difficult enough on its own. 
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After seeing six to eight clients in a day, no one wants to go home 
and look at graphs and spreadsheets. Let’s reduce the complexity of 
data and demystify the science of numbers. Here we will be 
discussing two forms of data, micro data and macro data. Micro data 
points are small and specific to the individuals being studied, and 
macro data is essentially the data trend of all the individual 
responses. Pretty simple stuff when you think about it. 
 
	If I issue a survey to 100 clients about how nice my waiting 
room is, each of the individuals surveyed is a micro data point. All the 
surveys together create a macro data trend. Respondent 24 might 
rank the music in the waiting room a zero out of 10. This will definitely 
hurt my feelings. He might be loud about it as well. Telling my staff 
every time he comes in that the music is terrible. However, if the 
macro data trend shows that the music had an average rating of 9.8 
out 10, then it is safe to conclude that he and maybe one or two 
more clients are the only ones who don’t like the music. If everyone 
else likes it, why change the music?
	
Knowing Your Data
 
	The easiest place to start is by gathering your own data sets. 
It is amazing how much data we collect on our clients at intake and 
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how easy it can be to analyze the data to make informed decisions 
about our practices. The first and most important question you 
should ask yourself is, “Who is my ideal client?” This answer is going 
to look different based on how long you have been in practice. 
 
	If you are planning on developing a private practice or just 
now starting out, your ideal client is more of a theoretical question 
but still an important question. If you have been in practice for some 
time, you can look back at your data and quickly identify your ideal 
clients based on your data trends. Take a few moments and 
complete the My Ideal Client worksheet before moving on.
 
	Understanding who your ideal client is or will be is an 
important first step to understanding what kind of data is important 
to you. Not all data is the same or of equal importance. If your ideal 
client is a Medicaid client, then you are not interested in finding 
private pay clients, so tracking household income might not be that 
important for you. Conversely, if you are interested in private pay 
clients, only tracking insurance data is not going to offer you any real 
information. 
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	Knowing your ideal client will arm you with all the necessary 
data points you need to review from current and past clients, as well 
as the data you will need to start collecting. If you are still using 
paper intake forms and filing cabinets, all you are doing is filling a 
room with useless data. Now is the time to upgrade to a new digital 
system. If you are already using a digital client database, take some 
time to review your ideal client and the data points that are important 
to you. If your system does not collect all the data you need, get a 
new system. 
 
	When considering a patient database, there are many from 
which to choose. Most are cloud-based and HIPAA compliant. They 
typically charge a monthly fee per therapist and offer some great 
features. Most client management platforms will offer everything from 
intake forms to scheduling, and many will offer insurance billing and 
credit card terminals. The more features you want and the more 
therapists you have, the more expensive the systems become. It is 
difficult to recommend one system over the other as they all have 
unique features and functions. Regardless of all the bells and 
whistles, what is most important is data management. 
 
	When selecting a practice management system, be sure 
that each and every data point you are interested in is collected and 
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can be easily retrieved in a report. Ideally, you 
will want to be able to download these reports 
into Excel spreadsheets or something similar.
 
	If you are really against the idea of 
upgrading to an electronic database or client 
management software, find some way of 
tracking data. Online interactive forms are great ways of tracking 
client demographic data. You can post the forms on your website or 
email them to clients before the session. You can even have clients 
complete the forms on an iPad or another tablet device. This will cut 
down on your use of paper and filing cabinets as well. Online forms 
will also allow you to create a client database 
and easily view your client data in reports. 
These forms are cloud-based as well and 
usually have a small monthly fee attached to 
them.
 
	Mapping out your ideal client will get 
you started with data collection. Tracking age, gender, address 
(specifically zip codes), insurance information, marital status, referral 
source, and the number of children are all great data points to collect 
up front. Additional data that you should track throughout treatment 
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	Capterra has put together 
a great list, complete with 
reviews, of the most 
popular practice 
management solutions on 
the market. 
 
capterra.com/mental-
health-software


	Online Forms

	Zapier has put together a 
great list of 17 online form 
builders with reviews. Be 
sure to check for HIPAA 
compliance before you 
start using one. 
 
zapier.com/learn/forms-
surveys/best-online-form-
builder-software
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will include diagnostic codes, number of sessions, session costs, 
number of cancelations, and termination reasons. With all of this 
information, you can begin to develop a clear picture of clients you 
enjoy working with and clients who enjoy working with you. 
 
Macro Data Applications
 
	As we discussed in earlier chapters, Google has a great many 
tools you can use to better understand populations you are targeting 
via pay-per-click platforms, search tools, trends, and analytics. If you 
are just starting out and have yet to collect any data, you can still 
implement your marketing strategy based on your theoretical 
approach. As data comes in, you can then compare your actual data 
to what you thought might happen and make changes as necessary. 
 
	The big question is what do you do with all that data you have 
collected thus far? First, and most importantly, understanding your 
macro data trends can help to confirm or reject your marketing 
strategy. If you are putting a lot of resources into Facebook ads and 
all of your clients say they found you on Psychology Today, you may 
be wasting money on Facebook or need to change your PPC 
settings. 
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	Likewise, if you are spending a great deal of time and money 
marketing to college students, yet all of your clients are over 30, 
perhaps your marketing campaign needs a new message or you 
should focus on the older population. In addition to confirming your 
marketing campaigns, your data can help you better understand your 
current clients, as well as recognize seasonal trends for acquiring 
new clients.  
 
Marketing Applications
 
	Three major marketing applications are impacted by your 
client data: customer (client) acquisition cost (CAC), population 
targeting, and seasonal predictions are powerful tools when using 
your data for marketing applications. These tools allow you to better 
understand your client base while maximizing and streamlining your 
advertisement campaigns. Used properly, these tools will allow for 
detailed macro applications, but there are many other ways to use 
your data. 
 
	Client Acquisition Cost
 
	Understanding your customer acquisition cost is an important 
indicator of success for any marketing strategy. As we are clinicians, I 
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prefer to refer to CAC as Client Acquisition Cost. This may sound 
like a scary process, but in reality, it is rather simple. CAC is best 
calculated by year, quarter, and month. However, you should pay 
special attention to times that you make a larger change to an 
existing marketing campaign or start a new one. 
 
	To compute CAC, take the total amount you spent on 
advertising during a particular period and divide it by the total 
number of new clients you signed up during the same period. If you 
spent $1,000 on total marketing cost in January and signed up 10 
new clients in that month, your CAC would be $100 per client. This 
means that on average you spend $100 on every new client. This 
number will fluctuate from time-to-time, which is why it is important 
to run your CAC per year, quarter, and month. If one period radically 
outperforms the rest, figure out what you did that month and keep 
doing it! 
 
	If you would like to get more detailed with your CAC data, you 
can use it to compare referral sources based on how many new 
clients they bring in and how much you spend for them. If you are 
tracking your referral sources well enough and have every new client 
matched to the appropriate source, you can compute a CAC for each 
referral source. If in January you acquired 20 clients from Psychology 
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Today and 50 from your Google Ads campaign, you may think that 
Google is providing you with the best deal. However, if your CAC 
from the Psychology Today clients is only $1.50 and the Google Ads 
clients cost is $10 per new client, you are getting a much better deal 
with Psychology Today. 
 
	Understanding your CAC will help you to make big decisions 
about your marketing strategies. If you are unsure if a particular 
campaign is having the impact you want, this would be a good time 
to review your CAC and your Value Focused Speciality. Be careful not 
to over-react when making changes to your marketing campaigns. It 
can be tempting to take a quick look at a CAC price point, assume it 
isn’t working and cut the campaign entirely. It is important that you 
give your marketing campaigns enough time before making big 
decisions. Give your campaigns three to six months before making 
adjustments. Once you have decided a campaign needs to be 
adjusted, make small adjustments. Advertisement campaigns take 
time to reach the ideal population. Making small adjustments based 
on decisions informed by your marketing strategy can save you a lot 
of time and money. 
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	Population Targeting
 
	Another powerful marketing application tool is population 
targeting. Much like CAC, once you understand the tool, it is fairly 
easy to use. Population targeting is the process of targeting a 
specific population with your advertisement. Targeting can be as 
broad as putting up fliers in every Starbucks in a 10-mile radius from 
your office or as specific as advertising to only 25-year-old married 
women with children in a specific zip code or neighborhood. The key 
to population targeting is, of course, to know your target. 
 
	Understanding your client data will help you to identify the 
ideal population for targeting. Think about your ideal client and the 
clients you are currently working with and have worked with in the 
past. Are there any common themes? With a client management 
system, you will be able to quickly identify and organize your client 
demographic data by gender, age, marital status or even zip code. 
Knowing what kind of clients you are attracting naturally will help you 
to make decisions about your marketing strategies. 
 
	If 30 percent of your clients come from a single zip code or 
area, it may be a good idea to focus marketing to the area. Likewise, 
if most or all of your clients are male or female, it would benefit your 



133


My Digital Practice


Taylor

blog posts, fliers, or advertisement to focus on a male or female 
perspective. You could refine your networking to focus on areas 
where you get a lot of referrals and even target specific clinical issues 
you enjoy most. For example, if you want to focus on marriage 
therapy, you can aim your Google and Facebook ads to display to 
only married users. Understanding your population will help you to 
establish a clear population target with your advertisement.  
	 
	Seasonal Predictions
 
	Now, we come to seasonal predictions. Unlike CAC and 
population targeting that focus on past information to make choices 
for future strategies, we can use client data to make seasonal 
predictions on when to use future marketing. No, this is not a magic 
trick or some big secret. Companies have been doing this for as long 
as there have been companies. Think of the classic example, the 
back-to-school sale. When school is about to start everyone needs 
school supplies. If you are in the market of selling pens and pencils, 
this is the best time to get your product on the shelf.
 
	This is not a new or an odd idea. On the contrary, many 
companies have reviewed their marketing success over time and 
now only sell their product a handful of times. Think about Halloween 
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costume stores that are only open a few months a year. They sit 
vacant for the rest of the year because they realized they can 
radically reduce costs while increasing profit margins if they are only 
open for 45 to 60 days a year. They make the same or more with far 
less work. 
 
	Remember that knowing your population is key to making 
seasonal predictions. Do not be fooled into thinking counseling is a 
year-round business. Sure, people need help 24/7, but that doesn’t 
preclude us from having busy seasons and slow times. Even when I 
worked at the local psych hospital as an intern, we had busy times 
and slow times. Full moons were a great example. As odd as it may 
sound, every full moon we had record high admissions. It is much 
easier to go with the flow of seasonal swings than to fight them. 
 
	To better understand your seasons, and seasons will be as 
unique as each practice, we need to understand where your clients 
are coming from and when you get the most new clients. If you work 
a lot with kids or teens, and you find that you get a lot of new clients 
in January and August, it is not a coincidence that this lines up with 
the school calendar. You may even find summer and Christmas break 
to be slow times. If you work with married couples you may find the 
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first week of January to be a big time for you as many couples, delay 
counseling until after the holidays.
 
	Seasonal changes and flows are all around us. Knowing your 
data and client demographics will help you to identify and 
understand these trends. With an understanding of when you get 
new clients, you can better plan your time off, your major expense, 
and when to focus your marketing or even plan a special 
advertisement campaign. Knowing your seasons can save you a 
great deal of money by helping you to focus your campaigns when 
you know clients need your services the most.
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IX
 
Ethics in Digital Marketing
 
Utility, or the Greatest-Happiness Principle, holds that actions are 
right in proportion as they tend to promote happiness, wrong as they 
tend to produce the reverse of happiness. 
-John Stuart Mill
 
 
	Part of working in the mental health profession is ensuring 
that we are following the highest level of ethics. As clinicians, we 
have a responsibility and a duty to our patients, clients, fellow 
therapists, our profession, and ourselves to act ethically and to 
promote the wellbeing and happiness of our clients. Any book on the 
field of mental health, especially private practice, would be remiss to 
overlook a section on ethics, and marketing is no different. In fact, 
ethical marketing is one of the most important aspects of running a 
successful practice. 
 
	Imagine that you are driving by a restaurant and you see a 
sign that reads: ”Kids Eat Free” and under that, “Live Clowns on 
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Tuesdays.” You may read this sign and think that kids eat free 
anytime they come and there are live clowns on Tuesdays, which 
sounds like fun. Unfortunately, you and the little ones can’t make it 
on Tuesday but you try it out on Friday. When the check comes you 
learn that kids do not eat free on Fridays. Speaking to the manager, 
you learn that the sign is communicating that kids eat free on 
Tuesdays and there are live clowns on Tuesdays. In other words, kids 
only eat free on Tuesdays. 
 
	A product of poor advertisement has left you angry and cost 
you a few meals. You would probably leave the restaurant pretty 
angry, ruining the rest of your day, and your budget for the week. It is 
unlikely that you will ever come back, meaning they have lost a 
customer. You might even take to social media or leave a negative 
review on Google about how you were misled. Everyone loses here. 
 
	The sad part about this true story is that English was the 
manager’s second language. While it is no excuse, he just made a 
small mistake and had no idea how big of an impact it might have. 
He was just trying to tell people about the free meals and the clowns 
that are there every Tuesday.
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	You, not your employees, friends, family, or professional 
advertisement company, are 100% responsible for any and all 
advertisement you send out into the world. Be it print, radio, TV, 
social media, or any other medium, you are responsible for your ads. 
As a clinician, you have an ethical duty to make certain you are 
promoting accurate and real information about you, your practice, 
and your services.
 
	Ensuring that you are running an ethically sound practice and 
advertisement campaigns starts by asking two questions: “What 
must I do?” and “What should I do?” Asking what we must do 
addresses what the law compels us to do. Be sure to note that as a 
mental health professional, you are bound by the ethics code and 
laws of your state. 
 
	If you are licensed in Texas, you must follow the laws and 
ethics code of your profession in the State of Texas. Too often 
therapists cite the ethics code of the American Counseling 
Association or of some other national organization, thinking these are 
the same as the state codes and laws by which they are legally 
bound. While these codes are great to follow, they have no impact on 
your license or the requirements of your state. Stop reading and go 
to your state’s licensing board website and download the most 
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current version of your ethical code of conduct, rules, and statutes. 
You are responsible for these. Put them in a binder and read them 
monthly. If your state board has a newsletter, join now.  
    
	Asking what we should do is another important question. 
Knowing the laws will keep you out of trouble and hopefully stop you 
from doing any harm. However, as mental health professionals, we 
want to go beyond not doing harm. We want to help people! We want 
to promote utility and happiness for all. We want to make the world a 
better place. Once you know what you must do, or what the law 
compels you to do, you will want to ask what I should do. What is the 
best course of action? What is going to create the most good, the 
most happiness? Asking these two questions will help to keep you 
on the ethical path in your practice and in your advertisements.
 
Ethics in Advertisement
 
	Most therapists who get in trouble for false advertisement are 
not doing it intentionally. Rarely do we see counselors making 
outlandish claims such as, “I can cure your depression in three 
sessions or your money back.” Nor have I ever come across a 
website with a therapist claiming to be the absolute best therapist in 
the city. However, the therapist’s intent does not matter when it 
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comes to false advertisement. If you get hit by a car, it doesn’t matter 
if it was deliberate or not. The damage is done.
 
	Typically, practice owners find themselves in hot water when 
they don’t know their ethical requirements and delegate their 
advertisement to someone who is not a therapist. Some of the most 
common issues are small but misleading. In some states, it is 
unethical to promote that you provide psychological testing or 
psychological evaluations unless you are a licensed psychologist. 
Even if you are a professional counselor with all the necessary 
training and you are using the same test and writing the same report 
that a psychologist would, you cannot refer to the testing as 
psychological testing or the evaluation as a psychological evaluation. 
 
	Language and phraseology are the most important parts of 
advertisement. Most states require some kind of internship or 
probationary period before you can obtain your full license. These 
states typically have higher restrictions on interns regarding 
advertisement. In Texas, every ad or announcement (such as a 
website) must include the supervisor's name and license following 
the intern’s name, and it must be in the same size and font. Some 
interns are highly motivated and want to help people as much as 
possible. Eager to build their caseload, interns start printing business 
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cards, fliers and build websites, all without running it past their 
supervisors first. Both supervisors and interns are cited by their 
licensing board because the interns did not list their supervisors 
properly. They did not pay enough attention to language and proper 
phraseology.  
 
	Another common ethical issue is with Google Ads and social 
media ads. Most PPC platforms allow the user to select an option to 
follow the best key-word search results. Essentially, if one of your 
key-words is ‘best counselor in Dallas’ (which is perfectly ethical as 
you are not stating you are the best, you are allowing your ad to be 
seen when the end user searches that phrase),  this option will 
replace your ad text to state Best Counselor in Dallas when that key-
word is searched. This is a problem and a fairly common one.
 
	The great people at Google want your ads to be successful 
and they want your practice to grow. However, they have no clue 
about your ethical requirements. If you were selling tacos, and you 
made a good ad stating Best Tacos in Dallas, there would be no 
issue. However, as clinicians, we cannot make misleading claims like 
this. Of course, the exception is when you have been named Best 
Counselor in Dallas by some authority such as D Magazine. Even 
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then, you would still be required to state that you are the Best 
Counselor in Dallas according to D Magazine. 
 
	These issues are most common amongst therapists who hire 
an advertising firm or individual to take care of all their ads. 
Advertising agencies want to work for you to make the best ads 
possible in order to grow your business as much as possible, but 
they don’t know your ethical requirements. Too often mental health 
professionals tell me, “Oh. I had no idea I wasn’t allowed to say that. 
My cousin (or friend, or intern, or ad company) handles all that stuff.” 
This is a bad answer and just flat out wrong. Anytime you send 
something out into the world, you must personally sign off on the 
content. 
 
	Almost all of these issues can simply be avoided by 
consulting the appropriate ethics codes, checking with learned 
colleagues, and getting a second set of eyes and opinions. These 
ethical issues are almost always accidental or rooted in pure 
ignorance and are the result of poor use of phrasing. Double-check 
your work, reference your ethics code, consult with others, and 
change the language or phrasing when needed.  
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Navigating Social Media
 
	As we discussed in chapter eight, social media is here to stay. 
If you happen to be one of the millions upon millions with personal 
social media accounts, keep using them. Remember to keep your 
privacy settings set to maximum and your business accounts 
separate. Social media can be a powerful tool when building a 
business and a brand. Use them to your advantage. Be sure you are 
being ethical and keeping your professional and personal life 
separated. It may seem like a simple idea, but it is important and will 
keep you out of trouble. 
 
	Too many mental health professionals find themselves in hot 
water because they did not separate their social media accounts 
properly. One of the saddest cases I’ve seen was a play therapist 
who would “friend” her minor clients on Facebook using her personal 
account. Eventually, one of the parents reported her to the ethics 
board for failure to maintain professional boundaries. When asked 
why she friended them on Facebook, she stated that she just wanted 
to see how the kids grew up. She didn’t see anything wrong with 
what she was doing. Due to the nature of the case, her license was 
suspended for two years. 
 



146


My Digital Practice


Taylor

	Being “friends” with someone on Facebook and other social 
media platforms is not exactly the same thing as actually being 
friends. However, it can be confusing. It can cause issues for minor 
clients as they might not understand the dynamics of the 
relationship. Clients might not realize the implications of being linked 
together on a social media platform. 
 
	Additionally, being friends with a client on social media 
creates a grey area and the possibility of a dual relationship, 
establishing poor communication boundaries. Clients might try to 
contact you via social media to schedule an appointment or ask 
advice. Keeping your clients away from your personal Facebook 
account will assure you are maximizing social media for your practice 
growth while maintaining ethical standards. 
 
	Some mental health practitioners enjoy working in multiple 
roles or even in multiple fields. Many therapists like to work in private 
practice and at a hospital, facility, or community program. When 
working in multiple roles, it is important that any social media 
platforms you have are separate, and that your roles are clearly 
defined. 
 



147


My Digital Practice


Taylor

	More importantly, if you are running another business, such as 
being a personal trainer, photographer, professional blogger, or any 
other kind of secondary job that would benefit from strong social 
media presences, it is imperative to have separate social media sites 
for each career. Be sure to carefully evaluate the contents of media 
posts before you make them. While your other business may have 
nothing to do with counseling, your current, and future clients may be 
put off or offended by inappropriate posts. 
 
	Keep it simple. When it comes to social media, be sure to set 
any personal accounts to the highest privacy settings, separate your 
personal and business accounts, and if you have multiple 
businesses, be sure to clearly define your roles and ensure posts are 
appropriate. Social media is a powerful tool that is best used 
ethically. 
 
Protecting Your Digital Image
 
	With a professional website, strong social media presences, 
and digital advertising campaigns, you are on your way to 
establishing a known brand and developing a digital identity. The 
difficult thing about a reputation is that sometimes you may find it 
difficult to live up to your standards or occasionally you may find it 
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hard to protect your image. Once you have established a thriving 
practice and brand, you want to be sure you protect your image and 
your reputation.
 
	The sad truth is that we live in a consumer based society. 
Healthcare is quickly becoming the same as the restaurant business. 
Clients want to price shop, they want someone to pick up the phone 
when they call, they want responses to their emails immediately, and 
they can be rather demanding at times. Consumers want the best 
services and the best price and when they get it, they want to tell 
others about how great it was. When they don’t get it, they will 
scream their disappointment from the rooftops.
 
	As mental health professionals, there are specific ethical 
guidelines that separate us from other industries. Because of these 
privacy requirements, it may be difficult to promote positive reviews 
and combat negative ones. Often, therapists will go about acquiring 
positive reviews unethically, not realizing they are abusing their power 
over the client. Conversely, when receiving a negative review through 
Google or some other review site, counselors often feel helpless, as if 
there is nothing they can do to combat unfair or inaccurate reviews. 
Learning to navigate positive and negative reviews is an integral part 
of developing and protecting your digital image. 
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Positive Reviews
 
	One of the most difficult parts of being a professional 
counselor is that, because you love to help people, positive client 
reviews would enable you to help more people. However, it is 
unethical to ask or suggest, in any way, that a client write a review 
about you. From time to time you may find that clients will want to 
write a review. We often refer to positive reviews as testimonials, and 
they are powerful! Many therapists post testimonials on their 
websites or on their social media platforms. 
 
	The chief concern with a testimonial is that the client is 
disclosing their identity and waving a part of their privilege to privacy. 
This is one of the main reasons it is unethical to ask a client to write a 
review. An alternative to using the client’s name is to use initials. 
However, this creates an ethical grey area. While you are not posting 
the client’s name, you are posting a testimonial that cannot be 
verified. How do prospective clients know if the reviews are real or 
fabricated?
 
	Google, Yelp, and other review sites provide an alternative 
solution to posting testimonials to your website. These sites are able 
to verify the user before the review is posted, creating some certainty 
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about the review’s authenticity. These sites take the control away 
from the practitioner so they are not responsible for posting or 
verifying the authenticity of the reviews. Additionally, these review 
sites can allow users to post with some anonymity or by using their 
full names. These reviews can then be attached to your website to 
help people find you and learn from others who have worked with 
you. 
 
	While it is unethical to ask clients to offer reviews and 
testimonials, it is perfectly fine to ask colleagues to write you a few 
reviews. Be careful not to pressure others into giving you reviews or 
asking interns or employees to review the practice on Google. While 
it may depend on the specific ethics codes of your state, I would 
highly advise against offering incentives to anyone for a positive 
review. If you want to open up a pizza place, giving away free pizzas 
for positive reviews is a great idea. However, as clinicians, we are 
held to a higher standard and must abide by our ethics code as well 
as what is best for our clients. 
 
Negative Reviews
 
	Google giveth and Google taketh away. Positive reviews are 
fantastic for helping you grow your practice, but negative reviews can 
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cause serious damage. The misconception is that you can only get a 
negative review if you are using Google regularly. This is not correct. 
Anyone can find your business and review it on Google and on many 
other sites, as well. Negative reviews can be difficult to deal with and 
scare off potential new clients who might benefit from your care.
 
	Sometimes we get a little angry, and the Internet offers a great 
place to express our anger and can even allow us to do so 
anonymously. Perhaps clients are unfair or inaccurate in their 
reviews, or maybe just unhappy with support staff or had a “bad” 
session. Regardless of the reason, people can be mean, 
unnecessarily mean at times. Should you find yourself dealing with a 
negative review, it may prove to be a lengthy ordeal. However, you 
are not alone and you are not at a total loss. 
 
	First, think about what happened. Is the negative review 
accurate? Did you fail your client or did you make a mistake? If so, 
that best thing to do is to own up to your mistake, reach out to your 
client, and see what you can do to make it right. Hopefully, you will 
be able to work out the issue and the client will remove the review. If 
you feel the review is inaccurate, false, a conflict of interest, 
inappropriate, or was not made by one of your clients, there are ways 
to challenge the review. 
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	Google and the other review sites all have policies for reviews. 
Sometimes removing the review is as easy as replying to it in a 
neutral and appropriate way, stating something similar to this: We 
appreciate your review and take these matters seriously. 
Unfortunately, we have no record matching your name in our system. 
If you are a current client of ours, please contact us. We would be 
happy to resolve the issue. After replying to the review, get as many 
people as possible to flag the review as inappropriate. This will 
trigger a review of the claim by the review site and probably result in 
the review being removed. 
 
	Building positive reviews in an ethically sound way while 
combating negative reviews will assure your digital image continues 
to develop and grow. As your marketing takes off, you will find new 
clients identifying with your reviews and branding. They are hoping 
for the same care and treatment that they read about in your reviews 
and marketing. Building and maintaining your digital image is an 
important aspect of growing your practice. We must be careful to 
ensure that we are growing ethically.
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X
 
Setting Your Goals
 
People with goals succeed because they know where they’re going. 
-Earl Nightingale
 
 
	You now have a clear picture of your Value Focused Specialty 
and your Goal Oriented Strategy. You have developed a professional 
website fully optimized for your SEO ranking. You have developed an 
advertising campaign and launched a social media campaign, as 
well. You are tracking your data well and monitoring trends to see 
how effective your strategies are so that you can make small 
adjustments when necessary. You have reviewed your ethics code, 
along with state requirements to ensure your advertisement is 
ethically sound. You have successfully brought your practice online 
with a competitive digital ad strategy.
 
	If you haven’t completed all of these wonderful tasks, don’t 
worry. This book was meant to give you an overview of how to bring 
your practice into the digital world. Perhaps you found only one or 
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two points that you will take with you, or perhaps you will use the 
book as a guide to do everything you need to build a thriving 
practice. Either way, none of these ideas will offer any support 
without well-developed goals. 
 
	Reading books and thinking of ideas is great. Dreaming big is 
great as well. Dreaming really big is even better. But without goals, 
you will just be spinning your wheels, going nowhere. Without 
measurements and data, you will have no idea if you are meeting 
your goals.
 
	As a mental health professional, you are probably familiar with 
SMART goals: Specific, Measurable, 
Assignable, Relative, Time-based. The 
SMART goals system is helpful in breaking 
down a long-term strategy into several 
smaller, attainable goals. Whether you use the 
SMART system or prefer another way to set 
goals doesn’t matter. What matters most is 
that you are using a system that you are most likely to use and 
commit to using regularly. Without goals, your practice will not thrive 
the way it should. 
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	Emily Esposito has put 
together a great guide to 
developing and achieving 
SMART goals. If you need 
help with goal setting, 
Smart Sheet is a great 
program. 
 
smartsheet.com/blog/
essential-guide-writing-
smart-goals
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	The purpose of goal-setting is to help you stay on track, 
which becomes more important the bigger the goal. Some goals are 
easily attained, while others may require a great deal of time and 
effort. As we discussed at the beginning of our journey, if you want to 
lose 5 lbs, it might not be that hard for you. You could probably drop 
the weight in a few weeks or a month by changing your diet a little 
and exercising more. However, if you want to lose 100 lbs, it 
becomes more difficult. The difficulty is not because of the amount of 
weight but because of how long it will take you to lose the weight. It 
could take you two to three years to lose 100 lbs. The more time that 
passes, the easier it is for us to lose sight of the big goal. 
 
	Building a practice is hard work and is nearly impossible 
without clearly defined goals. It may take your entire life to build the 
practice you want, or it may only take a few years. It depends on how 
big you want to grow and how complex your goals are. By setting a 
series of goals, you can help to ensure that you will stay on the right 
path. Rather than just saying, “I want a thriving practice in 10 years." 
It is better to define how you want your practice to look and how you 
plan to develop and grow the practice. 
 
	Setting a big goal a few years out is a good place to start. If 
you don’t have a specific goal in mind, try to imagine where you want 
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your life to be in five years. How will your practice look in five years? 
How many employees will you have? Will you sublease some office 
space? What will your Value Focused Speciality be, how does your 
budget look, and how much profit do you want to take home every 
month? Draw it out in as much detail as possible.
 
	Now work backward. What will your practice look like in four 
years, in three years, in two years, in one year, in three months? If 
your goal is to have three offices, 15 therapists, five interns, and 10 
subleases by the end of your fifth year, then you may want to have 
two offices online by the end of year three. Dream big and don’t hold 
back. The bigger the dream, the more specific your goals need to be. 
 
	The key to achieving big goals is to set small, attainable ones 
along the way. If you want to have 20 therapists working for you, you 
need to hire five every year starting at the beginning of year two. Be 
specific with your goals, and make sure they line up with your Value 
Focused Speciality and your Goal Oriented Strategy. Setting and 
achieving small goals is the foundation of success and a must for any 
business. 
 
	Finally, I will leave you with this: If building a practice starts to 
feel like work, then it is time to do something else. Don’t get me 
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wrong, you are working. This will require more of you than most 
anything else in your life. However, you are an entrepreneur, you are 
no longer working for someone else. If most days you are not in love 
with what you are doing, and there will be some really bad days, then 
you are not doing it right. If all of this is just too complex and it 
doesn’t seem like it's for you, that is A-OK. You can still help a great 
many people by working with or for someone else. However, if after 
reading this book you are fired up and ready to put in the long days 
and sleepless nights required to build something beautiful and 
meaningful, then best of luck. Private practice is for you. 
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More From My Digital Practice￼
 
mydigitalpractice.net
 
	
	
	The hope for this book was to make complex ideas simple. It 
is hard enough being a therapist; being a business owner at the 
same time can feel like too much. 
 
	If you enjoyed this book be sure to visit the website, join our 
mailing list, and get involved. 
 
	The My Digital Practice website offers many free and premium 
tools. If you are looking to develop your VFS, Google Ad campaign, 
website platform, social media, or SEO, you will find many resources 
on the website to help you achieve the goals you want. 
 
	Dr. Taylor will be offering live webinars as well as one-on-one 
consultation to help you grow the practice you’ve always wanted so 
you can reach the clients you enjoy working with the most. 
￼
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Where do you like to spend your time and energy the most?
Population, scheduling, and finances.

What do you value most?
Core values, personal values, and professional values.
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Goal Oriented Strategy

My Values Focus Specialty:

Techniques and strategies to achieve your goals.
How you get where you are going!

Yearly goals for your practice.
Where are you going?
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OPS/images/Screen_Shot_2018-10-20_at_11_29_28_AM.png
At Taylor Counseling Group we strive to provide you with
the highest quality of professional mental health care.

INDIVIDUAL

From children to adults, we
believe in individualized
counseling at an affordable
rate for all age groups. Each
member of our professionally
trained therapy treatment
team is uniquely qualified to

meet you where you are.

COUPLES

Marriage, Couples, and
Relationship therapies focus
on rebuilding the
foundations of a healthy
relationship by developing
strong communication skills
while enhancing the intimacy
in the relationship. Our
counselors are well qualified
in a wide array of
relationship counseling

techniques.

FAMILY

The family unit is the
foundation of our society,
and as such we believe that
a strong family system is an
integral part of a healthy
life. Our counselors are
professionally trained to
help your family develop in
the healthiest way possible.
Affordable family therapy is

available for all.

PLAY

Expression and play are
cornerstones of healthy
childhood development.
Effective with children ages
5 to 12, play therapy
provides a natural healing

environment for children to
express themselves through

play and engage in a self-

guided, self-healing

experience.
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What are my values?
Using the values list from your VFS write in your values.

Describe your clinical experience and qualifications.

Consider Consider Fee Consider
operating schedule. Insurance.
hours.

Collect and review client demographic data. |dentify
populations you enjoyed the most and had the most success.

l My Ideal Client

—_—)
Clinical Issue

Gender

Individual, Couple, Family
Age range

Income

Insurance

Special Considerations





