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Building Your Online Therapist Profile

A Free Teleseminar for Mental Health Therapists

Presented by Bridget (Weide) Brooks

Authorized Agent, The Therapy Directory

About The Therapy Directory:

The Therapy Directory, powered by Psychology Today, receives more than 600,000 unique visitors per month and drives more than $50 million in revenue to participating therapists each year.

Receive a free 90-day trial membership to The Therapy Directory:

http://www.tinyurl.com/DBL84B
Housekeeping Items:

To mute, press *6 on your keypad

To unmute, press *6 again

This teleseminar is being recorded.

Why go online? Current research shows:

· There are 112 million blogs on the Internet

· Facebook has 300 million members

· 13 billion videos are watched on YouTube each month

· 36 million businesspeople are on LinkedIn

· Twitter has 8 million users — and is growing at a pace of 40% per month

You want a place that you control, that you can take with you — independent of any institution — that demonstrates what type of therapist you are, and what you do.

The purpose of today’s teleseminar is to help you develop an online profile that will lead to calls from qualified prospects — that is, prospective clients __________________________________________.

Did you know that you have approximately _____________ to catch a prospective client’s attention with your online profile? 

Your online profile is a marketing piece — not a biography or a resume. It’s not designed to tell the prospective client everything about you — it just provides enough information to get them to take the next step…which is contacting you.

> How to Brand Yourself to Attract More Clients

The most important advice I can give to you when developing your online profile is that:

__________________________________________________

Be a _____________________, not a _____________________, when writing your profile. 

By clearly identifying who you work with, your potential clients will identify themselves. They will read your profile and think, “That’s me!”

Your Google results can reveal how visible you are on the web. Visibility — in the form of search results — can help you attract new clients. One of the best assets of The Therapy Directory is the visibility it can bring to your practice — particularly on Google. 

A big part of developing your online profile is related to branding. Your brand is:

_____________________________________.

To have a strong brand, you must be clear about __________________________________________.

A successful personal brand is _____________. It reflects your unique personal attributes or qualities. 

To cultivate the brand that will help you reach your goals, you must understand and be able to communicate what makes you __________________ and __________________.

Prospective clients decide to seek out therapy services because they are seeking an emotional solution. You need to connect with a prospect emotionally — it’s not about what degree you have or which therapeutic technique you use. Your clients want to reduce their pain and problems and move towards solutions and comfort.

When prospects are searching for a therapist online, they really want to know:

________________________________________________________

Write your profile in such a way that it could only describe you. Ask yourself: Would another therapist be able to use this profile?

Answer these questions: 

· What kinds of clients do you most enjoy working with?

· What training do you have to qualify you to specialize in a specific area?

· What life experiences have you had that would be valuable to others?

· What makes you different from other therapists? 

· What is your treatment philosophy and theoretical orientation?

· What do you see as possible for your clients? 

· What role might you play in helping your clients achieve those results?

· Is there an area where you are better than others?

· Is there an opportunity to serve a specific market that no other therapist is reaching?

· Where could you be the first in the market?

· Is there a specific result you can deliver?

Make a list of words and phrases to help you identify one or more areas of specialty for your therapy practice. Write down whatever comes to mind — the purpose of this exercise is to help you identify areas that will help you stand out from other therapists.

Consider these factors:

1. Where you grew up

2. Where you went to school

3. Places you’ve lived

4. Special talents / unusual skills

5. Past misfortunes / things you’ve overcome

6. Your religious background

7. Languages you speak fluently

8. Special training

9. Past careers

10. Life experiences

Identify your unique identity or niche. Robert Middleton, Action Plan Marketing guru, calls this your “onlyness.” What do you want to be known for? It must align with something your clients value — what do they want?

Leverage the therapeutic skills that you enjoy and do well. Focusing on these areas enables you to get the most out of your career while differentiating you from other therapists.

For therapists, the distinction can be the type of clients you work with, geography, type of therapy you offer, years of experience, certifications, degrees, work experience, or additional services.

Express: “__________________________________________”

For more on developing your personal brand, I recommend you read “Career Distinction” by William Arruda and Kirsten Dixson. You can find the link to it at www.therapistprofile.com.

If you are having trouble identifying your brand, here’s an idea I got from Brian Kurth, author of “Test Drive Your Dream Job.” Create a collage of your interests — quotes, photos, words, inspiration from magazines, newspapers, and materials you find online.

> Creating a Client-Winning Online Profile

Your prospective client needs to be the focus of your profile. 

The more you speak to your prospective client’s benefits, the more likely they will listen.

In the “Getting Started in Private Practice” book by Chris Scout and Laurie Cope Grand, they say people want:

· To be happy

· To enjoy life

· To feel attractive

· To be successful

· To have satisfying relationships

· To feel good about themselves

Your narrative starts ____________________________ — so the first 2-3 sentences are critical to drawing in a prospect.

Focus on your client, not on you. The general consensus is that the profile should be 80% about your client and his or her needs and 20% about you and your credentials. Unfortunately, most of the profiles I find online are the reverse — 80% or more of the narrative is about the therapist.

Prospective clients listen to a particular radio station — it’s called WIIFM. All they are listening for is: __________________________________________.

The problem is, too many therapists communicate in labels (or processes), which results in a “so what?” response from prospective clients.

When therapists start communicating in solutions, we start getting a “that’s for me” response from prospects.

Copywriter David Garfinkel put it best: “People buy for their reasons, not yours!”

Prospective clients just know they’re hurting and they want relief. Describe this in terms they can understand. Talk OUTCOMES, not PROCESS. Prospects care about what you can do for them, not about who you are — so don’t overemphasize you or your services. Talk in terms of BENEFITS to the client.
You need to talk to your prospective client about what he or she will get from therapy, more than ____________________________. Emphasize a pain you relieve or a solution you provide.

Throughout the process of developing your online profile, keep your focus on the prospective client. It can help you to write out a picture of who you are trying to reach — to profile your “ideal” client. What is their:

· Age range

· Gender

· Career/Job Position/Title

· Income

· Location/Geography

· Educational Background

· Type of Insurance They Have

When writing the profile, consider these five areas:

· Who is your TARGET CLIENT? Men or women? Ages (teens, young adults, thirtysomethings, baby boomers, seniors)? Where do they live (within an ‘x’ mile radius)? What are their values and interests?

· What PROBLEM, issue, pain, predicament, or challenge are your prospective clients facing that will prompt them to seek assistance?

· SOLUTION: What results can clients expect from working with you? In other words, when their therapy is completed, what will be different for them?

· PROOF: What proof do you have that you can deliver results? (Number of years of experience, hundreds of satisfied clients, outcomes, testimonials?)

· DIFFERENTIATION: What sets you apart from other therapists who work with these clients? What special training or education do you have? What makes you unique, special, or memorable?

Source: Robert Middleton, Action Plan Marketing. www.actionplan.com

People who can begin to make a connection with you through your profile are more likely to contact you to make an appointment.

With that in mind, don’t be afraid to use questions to help them “prequalify” themselves as potential clients. Think about those problems and solutions you identified.

For example:

“Are you feeling tired and can’t keep up with your daily routine?”

“Do you struggle with your child every night to get his homework done?”

“Is the romance dead in your marriage? Want to rekindle the fire in your relationship?”

Give the reader reasons to set an appointment. Talk about why people choose to work with you, what it does for them (not what you want it to do, but what people tell you it does), how it enriches their lives, etc.

Possible focuses for your profile:

· Clinician offering services geared towards women — with an emphasis on stress management, depression, anxiety, family, and midlife transition issues.

· Therapist interested in offering coaching/counseling/consulting for business owners (for example, business owners with ADHD)

· Family counselor who helps men whose wives are in midlife crisis.

· Therapist interested in working with children with learning disabilities.

· Practitioner specializing in working with couples with infertility issues.

· Therapist offering hypnosis for smoking cessation, pain management, and weight loss.

> Strategies to Attract Your “Ideal” Client Through Your Online Profile

Don’t use “Psycho-Jargon.” Remember your audience. Most of them have never been in therapy before. They don’t understand the difference between DBT and EMDR. You want to catch the reader’s attention and get a conversation going. If they don’t understand what you’re talking about, they’ll click to the next profile. 

Don’t copy other profiles. Be original! Look at other profiles for ideas, but don’t copy someone else’s narrative. Remember — your profile must speak to your “______________.”

Be specific and single out the training, experience, and/or results that set you apart. Someone who is reading your profile should be able to recognize YOU in it; if what you wrote could apply to “any” therapist, go back to the drawing board.

Identify the benefits your services offer your clients. Ask yourself, “How does my service make my client’s life better?”

While not every client will fit this profile, the closer you are able to speak to this “target” client, the more likely you will attract clients like these.

Sample Profile #1:

Are you a man whose wife has recently said to him, “I love you, but I’m not in love with you”? When a previously “perfect couple” suddenly isn’t anymore, you may wonder what it will take to save your marriage. This might be more than a rough patch in your relationship. Does your wife exhibit any of these symptoms?

•
She suddenly starts dressing differently, has lost a lot of weight, has gotten a tattoo or piercing, or is otherwise more interested in her personal appearance than before.

•
She expresses “unhappiness” with her situation — her work, the family, and especially, YOU. She is “rewriting the past.” 

•
She’s approaching a “milestone” birthday (35, 40, 45, 50).

•
There has usually been a “trigger” — death or illness of a loved one, job change or loss, car accident — that brings the reality of aging and death and dying close to home.

Your wife might be having a midlife crisis — and your marriage is on the line. I can’t promise you a happily-ever-after ending with your wife, but I’ve helped dozens of men in your situation to navigate this period and find their own happy endings — whatever the outcome with their spouse.

Drawing on more than 12 years of experience as an individual and couples therapist, I help my male clients survive their wife’s midlife crisis and figure out if their marriage can be saved. We’ll also talk about how this time can be an opportunity for you to improve yourself and your life, as well as the best ways to help your children and other family members understand what’s going on.
I invite you to call me at (402) 555-5555 for a free telephone consultation so I can learn more about your situation and how I can help you successfully navigate through this difficult time. Or e-mail me at wifeinmidlife@cox.net.

Take my free quiz, “Is it the marriage or is it midlife crisis” on my website. You may also visit my blog at ____ for more information about coping with a wife in midlife.

Sample Profile #2:

Here’s a REAL Profile (Phyllis Paige Bunch, Rancho Cucamonga, CA):

“Are you a mom who feels depressed, anxious, and overwhelmed? Are you in a troubled relationship and don’t know whether to stay or leave? If so, I can help. I specialize in helping moms by teaching them ways to communicate and assert themselves in order to really enjoy their spouse, their children, and especially themselves.

My style is collaborative, supportive, and compassionate. Together, we will develop purposeful goals that produce positive results.

Today is the day to start really enjoying life. If you can’t reach me at my office number, please call me on my cell phone at (913) 555-5555.”
Sample Profile #3:

Adrienne Kyak, Upland, CA

“Do you wake up in the morning with a feeling of anxiety? Are you worried about how you can just get through the day? Are your worries affecting your relationships?”

Sample Profile #4:

Kathryn Vannauker, Upland, CA
“Do you sometimes find yourself awake at night or distracted during the day, because you are concerned about your child or teenager?”

> Specific Tips for Writing Your Profile

The first 2-3 sentences need to instantly get your prospects interested in your profile — or, even better, get them excited about reading the rest of your profile.

The point of the first sentence is to ___________________________________________________. And the next sentence. And the next.

Get to the heart of your prospect’s ______________, if you’re interested in keeping your reader’s attention. It’s vital to look at things from your prospect’s point of view — rather than from your own.

What prospects buy is the benefit of what you sell. They’re not buying grass seed — they’re buying a lawn. They’re not buying EMDR — they’re buying relief from trauma. They’re not buying hypnosis, they’re buying “no more cigarettes.”

Assume people reading your profile have never been in therapy before. 

Speak to prospects naturally. Don’t use jargon or “the language of therapy.”

Clients don’t know what EMDR is, how an Object-Relations orientation will help them, or why you might use CBT with them. 

Assume people looking at your profile know little or nothing about therapy in general or you as a practitioner. Keep things simple. Explain how they can begin working with you. Provide plenty of contact information so anyone can ask questions. Respond to all questions quickly.

Speak to an individual reader. Make it personal. Emphasize outcomes — what makes you unique.

Find a common THREAD through your work 

Use storytelling principles to write your narrative. Have a beginning (get their attention), a middle (capture their interest and help them understand why to choose YOU), and an end (call to action).

There are generally four ways to start out your profile:

1. ____________________________________________________________.

“You can live a happier, more meaningful life. Right now, you may be depressed, unable to enjoy the things you used to, feeling sad, numb, or lost in darkness.”

· Tricia Anbinder, LCSW (Atlanta, GA)

“Who of us does not wish to feel at ease, able to express our fullest self wherever we may find ourselves? The counseling process is an invitation to grow, to remember who we are, to gain ways to fully express our true self and our potential.”

· Joyce Lynne Juster (Minneapolis, MN)

2. ______________________________________________________. Most often, this is done through the use of questions — the answer is something they’d like to know, or a problem they are having.
“Are you continually sad, stressed, or in crisis? Do your worries keep you up at night?”

“Are you wondering if your marriage has what it takes to last a lifetime? Ever feel there is little hope for your relationship to be different? It is not uncommon for couples to find themselves in this position at some point in their marriage.”

— Brenda Saturday, MA (Atlanta, GA)

3. ____________________________________________________________
“No one wants to be in emotional pain, to feel anxious, or to be sad. Still, at some point in our lives, most of us do experience pain, from a constant ache that we may not understand to a fear or sorrow that seems to overshadow our days. At times like this, it’s important to have someone calm, supportive, and skillful to help us sort things out.”

· Dolores Johnson, LMFT (Edina, MN)

4. ____________________________________________________________
“Relationships can be tough. Feelings of hurt, frustration, and loneliness can overwhelm us to the degree that it seems impossible to get back a sense of connectedness. But there is hope — all successful relationships require work and, with the right help, you can experience dramatic, positive change.”

— Ellen Marmon, MS (Atlanta, GA)

Some specific dos & don’ts:

Don’t just provide a whole LIST of questions. Have a theme!

Do NOT lead with a quote.

Do NOT lead with your credentials or license number.

Don’t get off track — talk about _________________________, not ________________________.

Don’t use the “Alphabet Soup” — either in describing your credentials or the type of therapy you provide. Consumers don’t know the difference between a LIMHP and a LICSW.

Don’t waste any words in your profile. Make the most dramatic, powerful, attention-getting statement you can.

Do list your hours of availability in your profile — especially if you offer evening and weekend appointments.

Do be conversational and informal in your tone — use contractions (you’re) instead of “you are.”

Do be careful what you put in your profile. Don’t include your home address — even if you work from a home office. You can use cross-streets to help clients identify whether the area is close enough for them, but your profile will be picked up by search engines, so if you don’t want everyone who can use Google to know where you live, don’t include it on your profile.

Finally, in the dos & don’ts, pay attention to grammar and spelling. Make sure there are no mistakes in your profile. Re-read it and edit it. Have a colleague, friend, or spouse read it. Copy-and-paste it into a word processing program and spell check it.

After you’ve asked the questions that help a prospective client see that you work with clients like them, the next part is to show them you offer a solution to their problems.

“I help (TARGET MARKET) with (SOLUTION).”

This is your Audio Logo, as marketing guru Robert Middleton puts it. Your Audio Logo can be used not just on your online profile, but also when introducing yourself in networking situations, or when talking to prospective clients on the phone.

You don’t have to come up with anything earth-shattering in your profile to attract clients. The simple point of differentiating yourself by identifying your target market will win you clients.

You may not get as many views to your profile as a generalist, but the ones you do get will be high quality leads — and are more likely to contact you and become clients. And, they’re more likely to be the kind of clients you can really make a difference with.

As Robert Middleton writes, “If you are very clear what kind of clients you want to work with, you will tend to attract those clients and eliminate those you don’t want to work with.”

Your profile narrative should encompass four characteristics:

· It needs to be personalized. It should read like it is talking to one person.

· It addresses the reader’s needs, concerns, and frustrations in real-world terms that he or she can easily relate to.

· It offers hope that there is an answer that can help your prospective client address those concerns and frustrations successfully.

· It tells the prospective client what they need to do to get the results they are seeking.

> Getting Prospects To Take Action -- Turn Visitors To Your Profile Into Clients

Clients who look for a therapist online are ready to ______________!

If you develop an effective profile:

· Prospective clients will become more interested in your services.

· They will understand how your services can benefit them — and they’ll want to know more about you.

· They will know what they need to do to begin working with you.

The goal is to get the prospect to take the next step — a phone call or e-mail.

Marketing guru Robert Middleton talks about a concept called MWR — Most Wanted Response. What do you want to happen when people visit your profile? Do you want them to call you? E-mail you? Look at your website? Use your online scheduling application to schedule a free consultation or first appointment?

Provide clear instructions for how someone can contact you and connect with you. 

Consider offering something for free to close out your narrative — a free consultation, free assessment, free special report, free download, free self-evaluation, free tape or MP3.

I like a call to action from Nena Smith, a therapist in Atlanta, Georgia. At the end of her profile, she writes, “Go to my website to take a free Anger Assessment.”

Consider offering a time-limited bonus or incentive on your profile — invite them to call or e-mail by a certain date to receive a special offer — that could be a free consultation, a special report, a MP3 download of a podcast on the topic, an article you’ve written on the subject, or a CD.

Your profile can be updated daily, if you want — so be sure to include information about free talks you’re giving or articles you’ve been quoted in recently.

Don’t expect to close the sale from your online profile. The goal is to get them to call you, so you can probe more about their needs and how you can help them.

> Your Profile Photo

Profiles with pictures attract ______________% more inquiries than profiles without pictures.

Proprietors of dating sites say those who post photos get 8x as many contact messages as those without photos.

Don’t use an old photo. There’s few things worse for a client than showing up for an appointment and not recognizing the therapist because the photo in their profile is from 10 years ago.

Consider a full body shot of you sitting or standing. At a minimum, your photo should include your head and shoulders, not just your face.

Smile! Radiate warmth and approachability.

Photos should be professionally done, if possible (but NOT Glamour Shots)

Photos should not be “face” only — at a minimum, use a head-and-shoulders shot.

Be professionally styled — hair and makeup

Wear your most complementary color.

Don’t have other people in your photos (and don’t crop other people out of your shot — there should not be any errant body parts.)

Make sure the background in the photo isn’t distracting.

Relax. Look directly at the camera.

Take multiple shots and then ask people their opinion on which one makes you seem most “approachable.”

Men:

A dark blue or black dress shirt

No t-shirts or Hawaiian shirts

No busy, crazy patterns.

WOMEN

Wear something you feel comfortable in

No t-shirts

No big or busy patterns

Soft, dark v-necks look great

Black always works; avoid white.

> Maximize Your Online Exposure -- Learn How to Drive Prospects to Your Online Profile

The first step is to buy a domain name — or what’s known as a “Vanity URL.” Your name is the most obvious choice. If your name isn’t available (Sorry, Chris Jones!), try alternatives.

Buy a domain name: (Visit www.tinyurl.com/netherapist.com to check domain availability)

www.yourname.com
www.yournametherapy.com
www.yournamecity.com
www.yournametherapist.com
www.yournamecounseling.com
If your name is hard to spell, pick a more descriptive domain

www.infertilityomaha.com
www.playtherapyomaha.com
Also consider a domain name that promises a benefit – i.e., www.painreliefomaha.com.
•
Do NOT choose a .net, .org, .info, .biz or other extension.

· Include your custom/vanity URL:

· On your business card, letterhead, envelope, brochures, and other marketing communications

· In PowerPoint presentations

· On your voice mail

· On your e-mail templates

· On every handout you provide to clients

· At the end of every article you publish (online or offline)

Current research suggests that only _______% of prospective clients who visit your profile will become clients. However, if you have 100 clicks to your profile per month, you could convert 3-5 new clients per month! And if each client sees you for three sessions at your current hourly rate, you could easily add $______ to your practice income each year.

Considering The Therapy Directory costs just $29.95 per month, your investment of $360 per year can return you thousands of dollars in new client revenue. And, to top it off, you can get your first three months on the directory for free.

Visit www.therapistprofile.com to sign up using my special link, to receive three months free. 

Finally, if you’re looking for help writing your profile, I also am offering a $39 introductory offer for the first 10 therapists who purchase “The Therapy Directory Introductory Special.” You’ll receive the sign-up kit for The Therapy Directory, which includes your free 90-day trial, plus I’ll consult with you to register one vanity domain name (and point it to your Therapy Directory profile). I’ll also provide a free 15-minute consultation with you to review your Therapy Directory narrative and make it more effective. I’m also offering a money-back guarantee — if you don’t receive a minimum of 100 views of your profile in the first 30 days from when your profile goes live, I’ll refund your $39 fee, and your one-year registration of your vanity domain will be yours to keep.

With The Therapy Directory, you’ll be able to see exactly how many views your profile has received, and how many e-mails you’ve received from qualified prospects.

To learn more about this offer or to sign up for your free 90-day trial of The Therapy Directory, visit www.therapistprofile.com.
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