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Marketing Your Small 
Business/ Private Practice

A Guide for Mental Health Professionals

By: Dalia Ruvalcaba, MS, LIMHP

Learning Outcomes
• Establish a strong brand identity for your small business/private practice.
• Identify how to create and manage a professional online presence through 

social media, websites, and other marketing strategies.
• Implement ethical marketing practices

• This accredited continuing education activity is designed for behavioral health providers to include psychologists, 
advanced practice nurses, nurses, and licensed mental health therapists.

Target Audience:

Agenda
• Introduction
• Understanding Your Brand
• Online Presence
• Networking and Collaborations
• Traditional Marketing Strategies
• Measurement and Analytics 
• Ethical Considerations
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Introduction
• Involves all activities aimed at attracting new clients to a practice.
• Encompasses networking with peers for referrals and online advertising.

Marketing

• Subset of marketing, focused on building awareness of your practice and professional identity.
• Building a positive reputation in the community

Branding

• One of several marketing channels alongside content creation, social media, and websites.
• Involves paying money to share information about your practice, services, or brand identity.

Advertising

Understanding Your Brand
• Face of your small business or private practice, conveying values, mission, and unique qualities.
• Sets you apart in a competitive market, fostering client recognition and recall.
• Builds trust, professionalism, and credibility.

Importance of Brand Identity:

• Reflect on Mission and Values.
• Target Audience: Identify who your Ideal client Is.
• Personal Connection: Share your journey and passion for mental health.
• Unique Selling Proposition (USP): Identify specific benefits and unique value for clients.

Defining Your Brand Identity:

• Logos, color schemes, and taglines.
• Designing a visually appealing and cohesive brand.
• Tone of communication reflecting the brand personality.

Branding Elements:

Online Presence
• Digital storefront for potential clients.
• Establishes credibility and trust.
• Includes essential information and user-friendly navigation.
• Features such as online appointment booking to enhance convenience.

Professional Website:

• Layout, content, and functionality.
• Optimizing websites for both desktop and mobile users.
• “Call to Action”
• Creating engaging newsletters with relevant content.

Website Essentials:
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Online Presence
• Enhances visibility and engagement.
• Builds credibility and trust in potential clients.
• Platforms aligned with target audience demographics.
• Tool for networking, collaboration, and industry trend updates.

Social Media Presence:

• Developing a content calendar for consistent posting.
• Engaging with the audience through comments, messages, and polls.

Maximizing Social Media Strategies:

Social Media Platforms
• Professional networking, industry insights, connecting with healthcare professionals.

LinkedIn

• Visual platform for inspirational content and behind-the-scenes glimpses.

Instagram

• Community-building, sharing articles, engaging with a broader audience.

Facebook

• Quick updates, sharing news, participating in relevant conversations.

Twitter

• Effective for video content sharing therapeutic techniques and practice introduction.

Youtube

Online Presence
Enhancing Visibility:

• Online Directories to enhance visibility by listing your practice on reputable platforms. 
• Google My Business for improved local search visibility. 
• Search Engine Optimization (SEO).
• Paid Advertising for targeted outreach and increased visibility.
• Doing a talk, podcast, e-course, or blog.
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Networking and Collaborations
• Opportunities for referrals, collaborations, and growth.
• Collaborate with healthcare professionals and community organizations.
• Foster relationships with local clinics, hospitals, and medical professionals for cross-referrals.
• Join mental health forums and social media groups for engagement.

Building Professional Relationships:

• Participate in conferences, workshops, and local events.
• Seek sponsorship at local events or mental health campaigns.
• Partner with businesses to sponsor workshops, enhancing visibility.

Community Engagement:

Traditional Marketing Strategies
• Print Materials: Visually appealing business cards and brochures.
• Public Speaking Engagements: Speak at conferences, community events.
• Events and Workshops: Showcase expertise and connect with potential clients.
• Community Engagement: Participate in health fairs and mental health awareness campaigns.

Building Connections Beyond Digital Platforms:

Measurement and Analytics
Importance of Measuring Success

• Understanding the impact of marketing efforts.
• Making informed decisions for continuous improvement.

Key Metrics:
• Client Inquiries, Website Traffic, Social Media Engagement, Conversion Rates.

Utilizing Analytics Tools:
• Website Analytics: Track traffic, user behavior, and engagement.
• Social Media Insights: Monitor performance on various platforms.
• Appointment Scheduling Analytics: Optimize availability.
• Client Feedback Surveys: Gather insights for enhanced client experience.
• Referral Source: Ask new clients and contacts how they learned about your practice. 
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Ethical Marketing

"In private practice, ethical marketing can be defined as the responsible 
promotion of mental health services to potential clients respecting autonomy, 
privacy, and dignity while avoiding any harm or undue influence."

https://www.writeupp.com/blog/ethical-marketing#:~:text=In%20private%20practice%2C%20ethical%20marketing,any%20harm%20or%20undue%20influence.

Ethical Considerations
Guiding Principles:

• Informed Consent: Clearly communicate marketing purpose and nature.
• Confidentiality: Safeguard client privacy in all marketing endeavors.
• Authenticity: Ensure accuracy, avoid misleading information.
• Professional Boundaries: Avoid dual relationships and exploitative tactics.
• Cultural Competence: Ensure inclusive and respectful marketing.
• Positive Promotion: Avoid fear-based marketing, focus on benefits.
• Respectful Communication: Uphold autonomy, privacy, and dignity.

Implementation:
• Accurate, Truthful, and Non-Misleading Materials.
• Protecting Client Confidentiality.
• Managing Online Reviews and Testimonials.
• Social Media Guidelines: Clear policies and informed consent.
• Dual Relationships: Avoidance and clear communication in marketing materials.

Conclusion
Key Takeaways:

• Understanding your brand establishes a strong foundation for recognition and trust.
• An effective online presence and social media engagement enhance visibility and credibility.
• Networking and collaborations open doors for referrals and growth.
• Traditional marketing strategies and events contribute to a well-rounded approach.
• Measurement and analytics guide informed decisions for continuous improvement.
• Ethical considerations are vital in maintaining integrity and client trust.
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Learning Outcomes Review
Establish a Strong Brand Identity:

• Defined the importance of brand identity.
• Explored steps to reflect mission, connect with the audience, and identify unique value.

Create and Manage a Professional Online Presence:
• Emphasized the significance of a professional website.
• Discussed the role of social media in building credibility and trust.

Implement Ethical Marketing Practices:
• Guided through ethical considerations in marketing.
• Stressed responsible promotion, informed consent, and respecting client autonomy.

Thank You!
Dalia Ruvalcaba, MS, LIMHP
Radiant Counseling (Practice)
Phone: 402-287-4927
Email: dalia@radiantcounseling.org
Instagram: @therapywithdalia 
Website: www.radiantcounselingservices.com

Therapists of Color Network
Email: hello@tocnetwork.com
Instagram: @tocnetwork
Website: www.tocnetwork.com

https://positivepsychology.com/marketing-for-therapists/
https://www.talkspace.com/blog/marketing-for-therapists/
https://privatepracticeskills.com/market-counseling-services-google-my-business/
https://www.businessnewsdaily.com/10549-brand-building-guide.html
https://www.linkedin.com/pulse/how-market-yourself-therapist-beginners-guide-avivit-fisher
https://www.butlrhealth.com/blog/how-therapists-can-use-social-media-for-their-private-practice
https://www.investopedia.com/terms/m/marketing.asp
https://www.counseling.org/docs/default-source/ethics/ethics-columns/ethics_february-2017--social-media-marketing.pdf?sfvrsn=1225522c_6
https://www.counseling.org/resources/aca-code-of-ethics.pdf
https://www.counseling.org/docs/default-source/ethics/ilt-10-social-media-do-s-and-don-ts-for-professional-counselors.pdf?sfvrsn=198e572c_2
https://www.apaservices.org/practice/business/marketing/building/advertising
https://www.simplepractice.com/blog/testimonials-market-practice/
https://www.simplepractice.com/blog/website-that-converts/
https://www.simplepractice.com/blog/how-to-create-authentic-therapy-brand/
https://www.joinheard.com/articles/the-complete-guide-to-marketing-for-therapists
https://www.carepatron.com/healthcare-business/marketing-your-therapy-business-tips-for-private-practitioners
https://www.writeupp.com/blog/ethical-marketing#:~:text=In%20private%20practice%2C%20ethical%20marketing,any%20harm%20or%20undue%20influence.
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