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         Visit our How To website at www.howto.co.uk 
         
 
         
             

         
 
         At www.howto.co.uk you can engage in conversation with our authors – all of whom have ‘been there and done that’ in their specialist fields. You can get access to special offers and additional content but most importantly you will be able to engage with, and become a part of, a wide and growing community of people just like yourself.
         
 
         
             

         
 
         At www.howto.co.uk you’ll be able to talk and share tips with people who have similar interests and are facing similar challenges in their lives. People who, just like you, have the desire to change their lives for the better – be it through moving to a new country, starting a new business, growing their own vegetables, or writing a novel.
         
 
         
             

         
 
         At www.howto.co.uk you’ll find the support and encouragement you need to help make your aspirations a reality.
         
 
         
             

         
 
         How To Books strives to present authentic, inspiring, practical information in their books. Now, when you buy a title from How To Books, you get even more than just words on a page.
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         ‘We are what we are and we do what we do.’
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            Preface

         
   
         Today there are hundreds of alternative and complementary therapies available to the general public as well as the more conventional therapies of psychotherapy or counselling. The vast majority of these therapies are not available through your doctor. They have to be sought out. To benefit from these therapies the public has to find therapists who are in private practice.

         As well as the existence of many different types of therapy, there are also hundreds of schools offering training on how to become a therapist in any chosen subject – from acupuncture to reiki, from kinesiology to naturopathy – there are many options with which to make your trade in the alternative and conventional medicine arena. You can take a correspondence course, a course over a period of years or an intensive course over a period of days and at the end call yourself a therapist. A course should not be judged by the period of time involved. Some of the best and most skilful therapists are self-taught and have never seen the inside of a classroom since leaving school.

         Whichever way you become competent in your skill, you will have one major lesson to learn when you graduate: how to attract clients to your practice. Some schools do an excellent job of providing their graduates with the necessary business skills to enable them to taste success quickly. Others do not provide an adequate grounding or the type of continued support necessary to help a fledgling therapist move from seeing an occasional client to having a full-time practice. Many therapy graduates have expectations of becoming a full-time therapist. They may see an opportunity of moving from a career that bores them to something more exciting. Without appropriate marketing skills, they are likely to fail and will probably return to their old career or at best have a very part-time business in which they occasionally attract a client or two.

         You should not jump from a full-time career to self-employment in one leap unless you have a safety net in place! The safety net could be a redundancy lump sum, a supportive partner or other funding to help you while you get your practice up and running. If you don’t have any of these then you should consider reducing your hours in the old profession as you increase the hours in the new career. You could negotiate a reduction in the hours with your current employer such as moving from a five-day week to four days. As your therapy practice expands over a period of time, you can reduce the hours you spend in the old career, eventually making a complete career change. This approach brings the comfort of knowing you have another source of income and takes away some of the financial pressure from your therapy practice.
         

         Being a successful therapist, particularly in private practice, requires good marketing skills. It is no good being the most effective therapist in the world if you don’t tell the world that you exist. Your practice will be a success or failure depending on your therapy and marketing skills. Most therapists have to find out the hard way what works for them and what doesn’t.

         Some new therapists fall into the trap of attempting to ‘buy’ their clients, in effect throwing away their hard-earned funds (usually saved from their previous career) into advertising. Any form of promotion should be researched and approached in the same manner you would use with your therapy clients.

         Advertising is not marketing but is just one part of the process. Marketing involves the four Ps: Product (or service), Promotion, Price and Place. Each has an important role to play. Get any one of them wrong and you will lose business. To the four Ps we should add a fifth P: Persistence. Persistence pays dividends.

         The purpose of this book is to give you so many ways of marketing your practice that it will be virtually impossible to fail. Yet, even armed with this book some will still not see the light. A history teacher whose students were worried about a forthcoming exam was heard to say that even if she gave them all the questions, there would be some students who would still fail. Her message was simple: having the information to succeed is one thing, using it is another. If you want to succeed you need to take action again and again.
         

         If you use this book as it is intended to be used you should be able to create a tidal wave of enquiries from potential clients. Take the ideas detailed here and not only use them as they stand but also adapt them to your circumstances. When you have undertaken all the marketing methods in this book you will be ready to start from the beginning again. There are many more than 101 ways to market your practice. You will know that you are successful when you start to create your own ideas.

         Look at it this way: if you just manage to attract one extra client through reading this book, it will have paid for itself. In reality this book has the potential to pay for itself over and over again.

         
         

      

      

    


  

    

      
         
         
 
         
            Acknowledging the Message v Medium

         
 
         
            Before you get into the contents of this practical book on marketing, it is important to know about an aspect of marketing that will make or break your efforts.

         
 
         All the tips in this book are very practical. The book’s aim is to offer such a broad spectrum of ideas that any therapist who is based in or near any reasonably-sized town or city, should never be short of ideas on how to market their practice.
 
         Yet some therapists, despite having these 101 client-attracting ideas, will still not enjoy enough business to survive financially as a therapist. Even if this book had 1001 ideas some therapists would still struggle to get enough fee-paying clients each and every week. There is a very good reason for this as you will soon discover.
 
         The purpose of this chapter is to explain for example why a therapist in Leeds will fail and yet another therapist offering the same therapy and who is also based in Leeds will succeed.
 
         Believe it or not, the difference between those two therapists will not be that one has a bigger marketing budget or is a more skilled therapist than the other, although these factors do make a difference of course. But that is not the reason for the difference in the success of their individual practices in this example.
 
         REJECTING MARKETING IDEAS THAT DON’T WORK
 
         As therapists and enlightened human beings, you will know that if you want something new to happen you need to do something new. A well-known known and well-worn NLP phrase is ‘if you keep doing the same old thing, you tend to end up with the same old result’. This is of course true.
         
 
         The problem is that some therapists will ‘throw the baby out with the bath water’. In other words they will discard something that looks ineffective, not realising that it has the potential to be effective. To elucidate: they may dismiss a marketing idea as ‘not working’ when in fact it may have the potential to be just what their business needs: a source for attracting clients.
 
         Too often a therapist will hear from a colleague about how well a method of marketing has worked for them. Their colleague will state in glowing terms how many clients they have got through their campaign.
 
         As an example, let’s say that this successful marketing idea is a classified advert in a local newspaper.
 
         Having heard that a classified advert worked so well for their colleague, our therapist will probably decide that they will do the same in their local newspaper. Unfortunately that is often where the similarity ends. The classified ad falls flat. It just doesn’t deliver anything like the number of clients required to make the cost worthwhile.
 
         Then a decision is made which goes something like this, ‘classified ads do not work for my therapy’ or ‘tried that and it doesn’t work for me’.
 
         Now of course there is a possibility that the two comments above are accurate. However, the therapist who made them will never know for sure because they stopped doing any more classified advertising in that newspaper after just one or two attempts. Let’s face it, if we stopped doing something after just a couple of attempts we probably would never have learnt to walk or ride a bike.
 
         SHOOTING THE MESSENGER
 
         Have you heard the expression ‘Don’t shoot the messenger’ before? I am sure you have. It stems from ancient times when communications were delivered by a messenger and sometimes the messengers were put to the sword if the message content displeased the recipient.
         
 
         Nowadays, if we have to inform someone of bad news and the reaction we get from the recipient is unpleasant we might say in our defence, ‘Don’t blame me, I was only asked to give you this message.’
 
         So how does this apply to the previous classified advert example, you might ask? Well, the newspaper is the ‘messenger’ and the advert itself is the ‘message’ in this example.
 
         The wording you use in the advert or the ‘copy’ as it is referred to in marketing circles, will make or break that advert’s success.
 
         The newspaper (or messenger) may offer the best and most cost-effective way of promoting your therapy service. It may have the highest potential to bring you numerous clients but, if you get your copy (or message) wrong, you will never know what you missed. You may mistakenly decide that classified adverts do not work for you, just like that therapist did.
         
 
         Now a caveat is required here. No therapist, unless they have limitless funds, can afford to continually experiment with a marketing idea like classified adverts. Only the large corporations have the vast sums required to experiment with their marketing to the nth degree.
         
 
         What this means is that you need to get your copy as perfect as possible the first time. However, if you think your first attempt at writing is going to be good enough, you probably need to think again.
 
         Even the most talented copywriters will never be satisfied with the first copy they produce. They will keep refining and changing and playing with words until they are happy with every single word they have used. This is why you should always be as meticulous as possible with the words you use for any marketing medium. This includes your brochures, leaflets, websites and business cards too.
 
         INTRODUCING THE ELEMENTS OF COPY
 
         ‘Copy’ refers to any words, sentences and descriptions you use to market your business. It can even include punctuation and any part of the written message. The term ‘copy’ applies to all your marketing media.
 
         Depending on whether you are crafting a sales letter, website, leaflet, flyer or other marketing medium, typically, copy will consist of one or more of these elements:
         
 
         
            1. Pre-heading – A sentence in a smaller size font than the headline that gives a lead into the heading.
            
 
            2. Heading or Headline – this is what the eye will focus on first because it has the biggest font and is meant to stick out from the text around it. The headline does the job of acting as bait. It must intrigue the reader in 3 seconds or less or risk losing the reader. Often the ‘problem’ is stated here, for example, ‘Finding Life A Struggle? Are You Always Feeling Stressed?’
            
 
            3. Sub-heading – A sentence that supports the headline and contains more words than the headline and again encourages the reader to keep reading.
            
 
            4. Opening salutation – things like ‘Dear friend’ or ‘Hello, fellow entrepreneur’ or other salutation if you can’t address the reader by name. This is only used usually with a letter, ezine (a magazine sent via email) and sometimes a website.
            
 
            5. Body text (words, sentences, paragraphs) – always err on the side of less words. Keep sentences short as they convey a sense of energy to the reader. Keep paragraphs short so that reading does not seem like hard work
            
 
            6. Body text sub-headings – where possible give paragraphs a subheading to break up the text. Some readers will skim read by using these sub-headings.
            
 
            7. Questions – ask questions when you can because it forces the reader to answer them mentally. A question should lead to an answer that makes the reader want to find out more. However, don’t overuse this as it will seem like an interrogation and turn the reader off.
            
 
            8. Slogans – a well chosen slogan may well stick in the memory more easily than many other parts of your copy.
            
 
            9. Quotes – enclosing sentences in quotation marks gives a sense of authority to that sentence. Such as ‘Excess stress can lead to premature death’. Use quotations sparingly to retain their power. Interestingly, you can make up your quotations and they will still maintain an aura of authority and substance.
            
 
            10. Cases histories – if you have the space, write about a client of yours who had a problem and how you helped them to overcome it. Unless you have your ex-client’s permission to use their experience, change the details so that no one is able to recognise them from your description. 
 
 The reader will often be convinced by this case history because they will see similarities between themselves and the person you describe.
            
 
            11. Bullet points – a way of making what you want to communicate to the reader as easy to read as possible. Used in the right way bullet points can create an overwhelming sense of so many reasons to take up your offer. 
 
 Use bullet points to summarise what you have already said. Repeating  what you have said in another way helps memory and emphasises important  points.
            

         
 
         Use bullet points for emphasising the problem. With the stress example you could say:
 
         
             

         
 
         Prolonged stress may lead to:
 
         
            [image: ] physical ailments such as ulcers and IBS
            
 
            [image: ] sleep disturbance and insomnia
            
 
            [image: ] difficulty in personal relationships
            
 
            [image: ] short temper
            
 
            [image: ] premature death.
            

         
 
         Likewise, use bullet points to highlight the positives of the service you offer, for example:
 
         
            [image: ] Regular meditation can lead to:
            
 
            [image: ] a feeling of harmony and balance
            
 
            [image: ] more restful sleep
            
 
            [image: ] better relationships with partners, spouses, children
            
 
            [image: ] feelings of calmness and control
            
 
            [image: ] a longer and healthier life.
            

         
 
         
            12. Testimonials – if you can include even one testimonial it really can make a big difference. The nearest thing to a personal recommendation for your service is to be able to publish a testimonial. Just make sure that you have the permission of the client to do this if you show their name.
            
 
            13. Guarantee – this is useful for dealing with what is known as ‘buyer’s remorse’. It’s the moment of doubt that a buyer of a service or product might have before and sometimes after a purchase. Before the purchase happens you can help prevent this by offering some form of assurance. This is not so easy as far as a therapy service is concerned because unlike with a product the customer cannot return something for a refund. 
 
 Having said that, some ‘stop smoking’ therapists offer a guarantee. The guarantee is not necessarily about getting a refund, but is more likely to be the promise of having access to unlimited free sessions if the customer starts smoking again.
            
 
             
            14. Bonuses – this is where you lay out anything extra you can offer. It adds extra value and attempts to convince the reader that they will miss a great opportunity if they don’t take up your service. 
 
 An example might be offering a free 15-minute Indian head massage with every full massage session.
            
 
            15. Call to action – this is often the aspect of the copy that the inexperienced will omit. A call to action tells the reader what to do. You will be amazed at how much we like to be led at times. By clearly stating the step that is needed you ensure that there is no confusion in the reader’s mind.
            

         
 
         Examples of a call to action are:
 
         
            [image: ] To Reduce Your Stress Today Call 0800 0000 00 Now!
            
 
            [image: ] Call Now To Book Your Massage Session!
            
 
            [image: ] Phone Me Now Before All The Sessions Go!
            
 
            [image: ] Contact Me Before August 30th To Get Your Discount!
            

         
 
         
            16. Closure – this is how you sign off and close your copy. In a letter it would be something like ‘Yours faithfully’ or ‘Yours sincerely’. Nowadays such old-fashioned forms of closure are no longer considered obligatory. Many people use closures such as ‘Best wishes’ or ‘Warm regards’ and other more informal word combinations. 
 
 In many instances when any marketing medium other than a letter is being written (an exception may be a website), this is not used.
            
 
            17. Post Scripts – this is a great way of jogging the memory such as: 
 
 PS – Don’t forget that this offer ends on 31 March 2010 
 
 In fact some people will use more than one postscript to quickly remind the reader of several benefits or what they will lose if they don’t take up the offer.
            
 
             
            18. Pictures/Photographs/Images – just as the song states ‘a picture paints a thousand words’. Sometimes rather than trying to communicate a feeling or emotion an image can save you a lot of effort and convey more than words could do. 
 
 Also an image breaks up any text and the idea is to encourage a potential customer to read your message and not to be turned off by a feeling that all those words look like too much hard work. 
 
 Even though one image can say it all, sometimes you might want to direct the reader’s imagination by giving the image a caption. A caption is simply four to six words immediately under the image. If you need ideas look at newspaper or magazine images and captions.
            

         
 
         Those are the main elements of copy that you can use or need. Do remember it is never about using all of them.
 
         As with anything that you want to communicate, think about a start, a middle and an ending.
 
         ORDERING WHAT YOU WRITE ABOUT
 
         The previous section of this chapter has given you a list and maybe a framework of elements that go to make up copy.
 
         The next challenge is knowing the most effective words to use for any of those individual elements of headline, body text and so on.
 
         State The Problem First
 
         When any potential customer glances at your website, leaflet, flyer, brochure, advert or anything you employ to market your business, they will want to know that you understand their issue or problem.
 
         You need to acknowledge their ailment and their pain and discomfort, whether that is physical, emotional or psychological.
 
         The previous example of a headline repeated below was:
         
 
         
            Finding Life A Struggle?
 
            Are You Always Feeling Stressed?

         
 
         Now this headline is also in the form of a question. When anyone reads these questions the answer will be ‘yes’ or ‘no’. If the answer is ‘no’ then they probably won’t read on and that is okay because you want to help people who are stressed.
 
         The likelihood is that most people will answer ‘yes’. In doing so, they will naturally feel you are talking to them (the word ‘you’ is included in the headline for this reason) and will want to find out more. The headline acts as an attention grabber and then leads them into wanting to read more.
 
         Reading the AIDA principles on page 81 in the chapter entitled ‘Advertising Plus!’ in this book will help you further.
 
         ‘What’s In It For Me?’
 
         All potential customers want to know that you have something to offer them. When they read your copy they will be mentally asking themselves ‘What is in it for me?’ If you know that they are looking for what they will gain by buying your service, this will give you a vital clue about the order of what to tell them in your marketing.
 
         Now with this in mind you can deduce that they are looking to find out how they will benefit from your therapy. So describe the benefits of what you offer first. Use bullet points to create energy and excitement and momentum if need be.
 
         By doing this you are tapping into their emotions. As humans we tend to make an emotional decision first and then look for a logical reason to support that decision.
 
         The error that is easily made in marketing is talking about features before benefits. Think of benefits as what they will gain as a result of having your therapy. Think of features as the method, which includes the therapy, any equipment, environment and any other ways you use to provide the ability to give them those benefits: An electric massage couch is a feature. A feeling of total relaxation is a benefit.
         
 
         A massage client wants to know that they will feel relaxed (a benefit) before they will want to know how this will happen by massaging the body (a feature).
 
         
             

         
 
         An example of a headline that uses a benefit is:
 
         
            Soothe Your Aching Muscles in 30 minutes

         
 
         An example of a headline that uses a feature is:
 
         
            Enjoy A 30-Minute Massage

         
 
         Desire, which is an emotion, is triggered in the headline that includes a benefit. However the second headline that uses a feature (massage) seems quite cold and uninviting.
 
         Remember to state the benefits first and features second.
 
         RECOGNISING THAT LESS CAN BE MORE
 
         Most people have a natural tendency to err on the side of more detail rather than less. The logical thinking behind this is that that last extra bit of detail might just be enough to sway an interested reader to become a potential client.
 
         While this can be accurate, if you include too much detail all those words will appear like hard work. They, the reader, may not go beyond your wonderful headline because they can see this huge body of text and it seems like too much work to wade through it all.
 
         Leaving blank lines and including lots of space around small blocks of text makes the medium you are using a lot easier to read.
 
         Simply put, marketing is about grabbing someone’s attention, keeping their interest, increasing their desire and then getting them to buy from you.
 
         If you can do that in 75 words rather than 100 so much the better!
 
         
         
 
         BRINGING IT ALL TOGETHER
 
         The aspects described above of designing any marketing medium may seem overwhelming when you first read through them. Here is a way of keeping matters simple and doable.
 
         You need to bear in mind the marketing medium you intend to make a design for. If you are creating a telephone directory display ad, for example, you will have much less space compared to a website or practice brochure.
 
         Also you need to consider what issue or issues you want to highlight in this particular campaign and the audience you want to aim for.
 
         
             

         
 
         For example:
 
         Issue = Sports injuries, muscle strains
 
         Audience = Sportsmen and Women
 
         Designing Your Copy
 
         Use this method as a guide to creating your copy.
 
         Start off with two blank sheets of paper. You can do this using word processing software on your computer or with a pen and paper.
 
         Label the first sheet of paper or document: Resources. Label the second sheet of paper or document: Copy Draft.
 
         Resources Sheet
 
         Divide your resources sheet into roughly three sections.
 
         In the first section put the subheading, Problems. The second section should be labelled Benefits and for the third section the subheading should be Features.
         
 
         Now go ahead and write under each section, anything and everything you can think of to do with the focus of your marketing campaign.
 
         Using the previous example your Resources document might resemble this:
         
 
         You will use your Resources sheet to give you ideas of what to write about in sub-sections on your Copy Draft document.
         
 
         
         
 
         
            Resources
            
 
            Problem(s): 
 Muscle Strain, Aches, Pains, Injury
            
 
            Benefit(s): 
 Eases pain, helps healing, soothes muscle strain, promotes better sleep, quicker injury recovery, prevents old injury repetition, get back to playing your sport more quickly, feel better, optimistic, improved concentration, reduced risk of future injuries, more confidence
            
 
            Feature(s): 
 Sports massage, hot stone massage, confidential, aromatherpy, experienced therapist, qualified, past successes, comfortable couch, a full hour of therapy, free consultation, specialised sports injury massage, professional
            

         
 
         The Copy Draft document will include a number of, but not necessarily all, the elements of copy design mentioned earlier in this chapter ranging from the Pre-heading through to Postscripts.
         
 
         Remember this is a first draft and not the final copy. Do not expect to get it right the first time.
 
         If you are designing a telephone directory display advert you will probably be limited to four or five elements of copy. Your Copy Draft might start off like this:
         
 
         
            HEADING – this is the problem(s)
 
            Sub-heading – want to be free of problem?
 
            Body text – benefits
 
            Body text features
 
            Call to Action
 
            Postscript

         
 
         Then as you develop it a possible version might look like this:
         
 
         
            Fed Up With Muscle Strain or Injury After Sport?
            
 
            Want to recover more quickly and prevent injuries?
            
 
            Imagine your aches soothed away, your injury 
 healing faster and you feeling more confident!
            
 
            Specialised Sports Injury Massage 
 Charles Bloggs MTH 
 Experienced and Professional Massage Therapist
            
 
            Call 0800 000 000 Now 
 Don’t Let Sports Injuries Ruin Your Game!
            

         
 
         Notice how the Resources sheet has provided the clues to completing this advert, also that only four or five of the total number of copy elements have been used. This advert is by no means finished as it can be refined further by playing with words and font sizes.
         
 
         A suggestion is that you end up with four or five different advert designs. Sometimes the difference between one design and another can just be one word in the heading.
 
         When you have four or five designs, print them out on paper and compare them in pairs. Comparing in pairs will make it easier to decide which advert appeals to you most. It can also be a good idea to show these designs to friends or colleagues to get their opinions.
 
         
         
 
         REFINING YOUR COPY FURTHER
 
         By now you will have realised that drafting copy is an art and skill. It is something that anyone can learn how to do and do well. Like any form of art and skill you can refine and improve on what you produce.
 
         A great and easy way of increasing your ability to write great copy is to be more observant when reading a magazine or newspaper. Pay attention to the advertising and analyse why one advert works and another one leaves you cold. Doing this will improve your copywriting skills in leaps and bounds.
 
         Even television adverts can be a lesson in themselves. There is a well-known clothes and food retailer who is particularly adept at promoting their goods and particularly their food.
         
 
         For example if you were going to describe one of their products such as a roast dinner, you might just say:
 
         
            ‘Get our roast beef dinner with potatoes, carrots and gravy.’

         
 
         That sentence above says exactly what the product is; however it is not very exciting and the imagination of the customer is not encouraged.
 
         However this particular retailer typically promotes the same food item by saying:
 
         
            ‘Experience the taste of our tender Scottish roast beef, served with lightly-salted golden Jersey potatoes, honey drizzled organic carrots and covered with our thick onion gravy.’

         
 
         This second description gets the imagination involved and indeed may even have the hypnotic effect of creating saliva in the mouth.
 
         Here is a copywriting lesson for free. Use words that bring out the feelings that paint a vivid mental picture of what your customer can expect to experience with your therapy. The better the picture you paint, the more you engage your customer’s imagination and the more they will want to see you and not your competition.
 
         A famous US theme park’s ethos supports this idea. They are not selling high-speed or themed fairground rides. Their customers are buying an experience. An experience they will talk about and encourage others to experience also.
         
 
         Whether it’s shoes, fairground rides, food or therapy, your marketing goal should be the same: Let your customers buy an experience from you. The challenge for you is how to communicate that experience in your copy.
 
         Get it right and you will be that therapist who is always booked up weeks in advance.
 
         
            ACKNOWLEDGING THE MESSAGE v MEDIUM 
            
 
            Increase the return on your marketing investment by using descriptions that fire your customer’s imagination within a tried and tested design structure for your copy. 
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