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Introduction 

 
As a practitioner you are here to help 

people improve their health. You start a 

private therapy practice to help more 

clients to solve their problems using your 

expertise obtained through years of study 

and practice. 

 
To help more clients, grow your practice, 

and have a greater impact - you need to 

market your services. 

 

Marketing has become associated with 

sales tactics and ads; however, marketing 

is simply communicating how you help 

with the people who need you. 

 

Whether your practice is long-established 

or newly formed, how to market yourself 

as a therapist and attract private clients is 

the same. 

 
You may be working with private paying 

clients in addition to work for the NHS or 

independent bodies. Either way, 

marketing for therapists is essential for 

building your own private client list. 

 

If the thought of marketing makes you 

cringe slightly, you feel like you don’t have 

the time or money to invest in marketing, 

or simply don’t know where to start, then 

this guide is for you. 

 

How to Market Your 

Private Practice will cover: 

1. Building your brand 

2. Knowing your audience 

3. Creating your message 

4. Online marketing for healthcare 

practitioners 

5. Growing your referrals network 

6. Showcasing your expertise 

1. Building Your 

Brand 

1.1 What do you do 

To connect with the right clients, you need 

to get clear on what you do. 

 

An effective brand has what’s known as a 

unique selling point (USP). Your USP is 

why clients come to you rather than 

another therapist. 

 

As a therapist, this will be related to your 

specialty or interests. Within this specialty 

you can then start to find your niche - what 

do you offer with your unique set of skills 

and experience that no one else can. 

 

For example, a sports physiotherapist 

could find their niche is in knees, 

shoulders, neck, or perhaps focus on a 

particular sport such as running. 

 

Having a niche means you have a clear 

message around what you do and who 

you help. 

 

1.2 What problem do you 

solve 

 
The best marketing focuses on how you 

solve problems, rather than what you do. 

 
As a health practitioner, you solve your 

client’s physical or mental health needs. 

 
Through your niche, you will begin to 

identify a specific problem or set of 

problems that you can help people 

address. 

 
For example, a dietitian with specialist 

training in vegetarian and vegan nutrition 

will be able to address the concerns 



people on special diets have around 

getting enough nutrients. 

 
Your marketing message is then built 

around this particular problem you solve. 

 
It may be that you solve a number of 

problems. You can absolutely share all the 

facets of your practice, however focusing 

on one or two key areas will keep your 

message clear and show that you cater 

towards a particular ideal client. 

 
If you aren’t sure what your niche is, look 

at your existing clients and see if you can 

find patterns. 

 

2. Know your 

audience 

You know what you do and the problem 

you solve. Now, you need to be clear on 

who this is all for - your ideal client. 

 

Understanding who you are marketing to 

is critical to creating a solid marketing 

plan. 

 

2.1 Who are your clients 

Take a look at your current and past 

clients, whether in your private practice or 

through the NHS or other bodies. 

 

Use the information you have on your 

clients to study who these individuals are: 

reason for treatment, location, age, 

gender, nationality, personal 

circumstances, interests. 

 

From this list, you may be able to paint a 

picture of your typical client, or perhaps 

begin to recognise patterns at least. You’ll 

begin to understand what their needs are 

and who they are as an individual. 

You may find your typical client is not the 

same as your ideal client. If this is the 

case, then pick out from your client list 

those individuals you would like to work 

with more, use their associating features 

to create your ideal client. 

 

Remember it’s all about client centric 

marketing - Optimise your messaging to 

make it about your clients and the results 

they’ll get. 

 

2.2 How do you currently 

get clients 

The next question to ask yourself is “How 

do clients find you at the moment”? Is your 

business mainly through referrals, other 

bodies, networking, or marketing? 

 

If you aren’t aware of how your current 

and past clients have found you, then 

simply ask them. 

 

This information will help you map out 

your most successful channels so far. It 

will also help you to understand more 

about your clients. For example, are they 

tech savvy, do they use social media, if so 

which channels? 

 

Some of these questions can also be built 

into your onboarding process for the future 

as an anonymous demographic 

questionnaire. 

 

As you become more knowledgeable 

about your clients, this will be hugely 

valuable to understand which marketing 

channels are most successful for you. 



2.3 How you support 

clients 

 
Before you market your practice, you need 

to be clear on how you deliver and have 

the right systems in place. 

 
Potential clients want simple options that 

suit their life and needs. This might mean 

offering face-to-face sessions, telephone, 

online video, or combining these. 

One secure system for scheduling 

bookings, securely storing client 

information and notes, process payments 

and conducting online sessions will 

reduce headaches for you and give clients 

confidence in your professional capacity. 

 
You’ll want a simple booking system that 

makes it easy for people to book an 

appointment at the time that they want - 

saving you time without lots of back and 

forth between you and the client. 

 
 
 

isosconnect, the secure practice 

management platform for therapists, has a 

feature that allows clients to make booking 

enquiries online - simply add your unique 

link to your website, social media 

channel(s) (e.g., Facebook). Watch this 

video to learn how. 

 

3. Creating Your 

Message 

 
Now you know your niche, the problem 

you solve, who you are helping and how - 

you can create your message. 

 
Having found what, you do and who you 

help, you should see a clear purpose for 

your private practice. This becomes your 

marketing message. 

 
It’s all about creating a story. 

Potential clients will want to know: 

● How you can solve their problem 

● What qualifies you 

● Why should they book with you 

and not someone else 

 

Start with your elevator pitch, explaining 

the highlights of what you do in under 2 

minutes. You can even record yourself 

doing this on video. 

 

You’re looking to sum up what you do as 

concisely as possible. One sentence, or 

even one phrase, is going to be easy for 

your audience to grasp and remember. 

 

The best marketing has a clear, concise 

message. Think Nike “Just Do It” or 

L'Oreal “Because You're Worth It.” These 

are slogans, but their simplicity makes 

them clear and easy to remember. 

 

Remember to focus on the value you can 

offer your clients over the services you 

provide. 

 

3.1 Recognise your 

strengths 

You will have marketing skills already. 

 
Look at where you are currently receiving 

referrals from or connecting with clients. 

See if you can notice common themes in 

how they come to you. 

 

Similarly, look at your skills in other parts 

of your business or life. Are you good at or 

enjoy: 

● Social media 

● Writing 

● Presenting 

https://www.isosconnect.co.uk/
https://www.loom.com/share/520f5de554864fac8ab41da96c0556ea


● Teaching 

● Visual design 

● Connecting with others 

● One-on-one networking 

● Website building/SEO skills 

 
These are some of the skills that will help 

you to grow your brand through marketing. 

 

4. Online marketing 

The basis of good online marketing is 

about sharing a message through great 

content - known as content marketing. 

 

Great content is: 

 
● Educational 

● Entertaining 

● Unique 

The key is being confident with what you 

share and being yourself. People are 

looking for support for their health and you 

have the knowledge they need. This 

makes your message valuable to that 

audience - it’s why they are looking at you 

in the first place! 

 

4.1 Types of content 

practitioners can share 

 
Remember, content marketing is about 

telling a story. This story typically will have 

three parts: 

1. Addressing audience needs 

2. Building trust in your expertise 

3. Sharing your solutions 

 
Great content marketing will include a 

range of different media types: 

 

● Short form text 

 
Short text includes comments, quotes 

(your original ideas or from experts). 

 

● Long form text 

This is your website content, blogs, 

articles you publish on your own or in 

partnership with others or on other 

websites. 

 
For a mouth-watering example, take a 

look at 99 ways to eat eggs by Dr Oz. 

 
● Images 

You can use various types of images, 

from photos to graphics and infographics, 

to grab and retain the attention of your 

potential clients. 

 
Using images has been a key part of 

advertising since it began. These 

examples of healthcare adverts show how 

to use imagery. 

 
● Videos 

Videos have been fast-growing in 

popularity for many years now. Video 

content could be short 30 second clips, 5- 

minute introductions and explanations, all 

the way up to 60-minute interviews or 

tutorials. 

 
Most people cringe at the thought of 

getting in front of a camera or are 

concerned about having the technical 

skills. Kim, Founder of isosconnect did a 

great job with her welcome video, which 

was easily produced and edited using an 

Apple Mac. See the video here 

 
For more ideas, take a look at these 

examples of effective content marketing 

from some big names in healthcare. 

 
 

If you still need some inspiration, look at 

the HubSpot article 10 examples of 

brilliant healthcare marketing. 

https://www.doctoroz.com/gallery/99-ways-eat-eggs/placing-a-hardboiled-egg-inside-your-meatballs
https://www.bluecorona.com/healthcare-advertising-campaigns/
https://youtu.be/l1KXnXTk76c
https://econsultancy.com/15-examples-of-effective-content-marketing-from-healthcare-brands/
https://blog.hubspot.com/marketing/brilliant-healthcare-marketing
https://blog.hubspot.com/marketing/brilliant-healthcare-marketing


4.2 Using content to tell 

your story 

 
Let’s look at some examples of how the 

different media types can be used for 

those three stories you are telling. 

 

4.2.1 Addressing your 

audience needs 

Here, you want to highlight that you 

understand your audience and what their 

needs are. 

 
Imagine yourself as a friend to your 

audience. Acknowledge the problem, 

show empathy, and recognise how they 

feel. Make them feel understood and part 

of a community. 

 
Examples of content here include 

statistics, sharing information on the 

problem, news or academic papers. You 

want your potential clients to know that 

they are not alone in this. 

 

4.2.2 Building trust in your 

expertise 

Your audience feels understood, now you 

can share who you are and how you can 

help with their problems. 

 
This content is based on your knowledge 

of the problem and who you are as a 

practitioner. 

 
The content that shares your expertise 

includes: 

● Unique content such as quotes, 

articles, statistics and infographics, 

or short videos produced by 

yourself. 

● Self-help guides, instructional 

videos and tutorials are all great 

longer form content you can create 

and share with your audience. 

● Repurpose or comment on other 

experts' content, sharing relevant 

information with your audience. 

● Give your practice a personality - 

talk about team members, share 

behind the scenes, your 

professional development. 

● Testimonials from existing clients - 

You should be asking your clients 

for feedback on your support. Pull 

out quotes which you can then 

share (Depending on your 

discipline this could be anonymous 

- either way, always gain 

permission to use comments). 

 

4.2.3 Your solutions 

The first two areas should be the majority 

of the content you are sharing. Client- 

centric marketing means making it all 

about the client and their problem. 

 
Marketing your solution is the final vital 

piece of the puzzle. This is the sales 

aspect or your marketing. 

 
Your solution is your services and how 

you solve the problem. How you share 

your solution could be a simple one line 

directing people to contact you or visit 

your website. 

 
You can use the different media forms 

(text/image/video) to highlight any special 

rates, discounts, availability and so on. 

 
Remember, keep providing valuable 

content as a priority, and sales content as 

a small part of your overall marketing - but 

do always include this. 



4.3 Online marketing 

platforms 

4.3.1 Email 
 

The best place to start is with the 

audience you already have - your client 

list. 

 
Ongoing contact is a great way to develop 

the relationship with potential and existing 

clients, with email as the most powerful 

tool for connecting directly with people. 

 
When people sign up to your list, they are 

inviting you into their inbox and asking to 

hear from you. 

 
According to the Data and Marketing 

Association, email has the highest 

conversion rate (66%) of any online 

marketing strategy. 

 
If you don’t have an email list start one 

now by asking your client list for 

permission to send them regular updates. 

 

4.3.2 How to grow your email 

list 

Include an email list sign up when you 

bring on new clients. 

 

Include a signup link on your website and 

social media. 

 

You can also create a lead magnet - a 

free valuable piece of content - to 

encourage people to sign up. For 

example, this could be an article, tip 

sheet, or eBook based on your expertise 

or niche. 

4.3.3 Email Content Ideas 
 

Start with information and education 

around your area of expertise which adds 

value. Always start with this content and 

make it the focus of your email. 

 

Do include a sales pitch in every email 

though - for example, a reminder that you 

have appointments available, special 

offers and discounts for list members, 

practice changes like opening hours. 

 

4.4 Website 

Every business should have a website 

these days. This is your digital shop 

window. 

 

Self-paying clients like to read about a 

clinic and the clinicians they are going to 

see before they select their practitioner. 

Potential clients will most likely search for 

you before they commit to read more 

information on you. A website can be an 

excellent place to centralise all the 

information about your services. Finding 

no results could serve as a red flag and 

deter potential clients. 

 

4.4.1 How to create a website 
 

Having a website is simple and affordable 

these days. 

 

Many DIY options such as wix, 

squarespace and wordpress provide 

template layouts where you just enter your 

own text and visuals, or allow you to drag 

and drop easily. 

 

If you prefer it to be done for you, hiring 

someone can save you time, energy, and 

create a professional look that you may 

not achieve alone. 

https://thedma.org/
https://thedma.org/
https://www.wix.com/
https://www.squarespace.com/
https://wordpress.com/


If done properly, your website should pay 

for itself with new clients. The success will 

depend on the content you produce. 

 

4.4.2 Best practice website 

content for practitioners 

Your website should include relevant 

content that appeals to your potential 

clients. 

 
Potential clients may come to your 

website looking for every piece of 

information on their problem and the 

potential solutions. The more valuable and 

relevant your content, the more people will 

return - this increases the chance of your 

audience converting to paid clients, and 

also enhances your website’s ranking on 

search engines such as Google, Bing or 

Yahoo. 

 
● Showcase your expertise - include 

details about your qualifications 

and professional memberships. 

● Repurpose content - use articles 

you have written for professional 

bodies, research papers, anything 

that can be used multiple times is 

valuable to you and your practice. 

● Visual content - it’s really important 

to share different kinds of content 

to engage your reader. You can 

create unique content or use a 

service like Pexels to get images 

for free. 

● Include FAQs - a footer or page 

addressing common concerns 

shows you understand your clients 

and their needs, which could 

encourage people to get in touch. 

● Be mobile friendly - this is 

essential these days, with the 

majority of our browsing done on 

phones. 

4.4.3 Converting clients from 

your website 

The focus of your website should be great 

content. However, you also want to make 

it clear how people can get in touch and 

hear from you. 

 

Every page should contain the following 

three ways to engage with you in the 

heading, body text, or your footer: 

 

1. Contact details - Clients need to be 

able to get in touch. This could be 

sharing your details or adding a 

form to the site. If you add a 

contact form, keep it concise - too 

many details at this stage could be 

off-putting and prevent people 

completing the form. Just email 

and phone number would be 

enough for you to start your 

conversation. 

2. Sign up to your email list - As 

discussed earlier, email is your 

number one tool for 

communicating your expertise and 

practice information. You could 

use a lead magnet here to 

encourage sign-ups, such as a 

free resource or consultation. 

3. Booking link - Having a booking 

link is professional best practice. 

Existing or new clients may want a 

fast track to booking their 

appointment with you, without 

lengthy back and forth calls or 

emails. A booking link built into 

your website will make it simple for 

clients. 

 

With isosconnect, your booking link can 

be easily added to your website just by 

copying and pasting the link into the 

booking button, allowing seamless 

booking for you and your clients. 



Watch how to generate your own booking 

page using isosconnect : Here 

 

Note, the simpler the better, as too many 

pop ups and your website seems like an 

ad trap. 

 

4.4.4 How to get people to find 

your website 

Your website will only be successful in 

winning you clients if people visit it. The 

best ways to share your website include: 

 

● Email list - That email list comes in 

handy here. Driving people from 

your emails back to your website 

will increase the chances that they 

press one of those buttons 

previously mentioned - booking, or 

contact. 

● SEO - Search engine optimisation 

is a marketing term for having your 

website show up higher on 

Google, Bing, or other search 

engines. How high your website 

comes up is based on how well 

you meet what people are 

searching for. There are many 

tools ( SemRush, SimilarWeb, Moz 

) you can use or SEO experts you 

can hire at various rates, however 

there are some simple tips anyone 

can implement: 

- Take your audience 

research on who might be 

looking for your service and 

think about what they might 

be looking for, the 

questions they might ask 

when searching for a 

clinician. 

- Use a search engine to try 

questions and see what 

results come up. Look at 

the websites at the top and 

see if there are common 

terms highlighted. 

- Include these terms on 

your website. 

 

For example, if you offer CBT in North 

London, this is a term you would want to 

include in your page titles and body text 

on the website. 

 

Another aspect of SEO anyone can build 

is backlinking. This is when you link to 

other popular websites and they provide a 

link to your website on their own. Search 

engines see this as a sign of your 

authority on that subject and rank you 

higher as a result. 

 

An example of backlinking would be 

writing a guest blog for a publication in 

your field or being a guest on a podcast. 

You then request the publishers provide a 

link to your website when posting the 

content, and you also include it on yours. 

 

Hiring a professional in SEO will give you 

stronger results, but these are simple 

ways to enhance your chances on your 

own. 

 

● Online networking and community 

- Social media and online 

communities are continuing to 

grow in prevalence. Creating your 

own business pages and engaging 

online will be a huge tool for your 

practice growth, which we will 

cover in the next section. 

 

Wherever you are building a 

presence, be it social media, 

online communities and forums, 

business networks, etc., be sure to 

include links back to your website. 

 

4.5 Social media 

Social media is a valuable free tool for 

marketing your practice. If you do not 

have the funds or the time to invest in 

building a website social media is a great 

https://youtu.be/8XOnB5RFVkA
https://www.semrush.com/
https://www.similarweb.com/
https://moz.com/


alternative option. We recommend that 

you select only one social media channel 

at the beginning. 

 
There are a vast number of platforms, 

and it can be easy to spend all of your 

spare time posting across different 

accounts. 

 
Choosing your platform(s) is important. 

Consider first where your clients like to 

talk to you online. Then consider which 

one you enjoy or use personally. 

 
If your client audience is companies or 

corporate clients, choose LinkedIn. If your 

clients are Instagram users, and enjoy 

commenting on visual posts, choose 

Instagram. If your clients are younger- 

Gen Z maybe- and are using TikTok, 

consider starting there. If your clients are 

in generation X, you might consider 

Facebook. 

 
Next consider which platform will suit your 

strengths. If you are not confident with 

making videos TikTok is unlikely to be the 

best option for you. If you enjoy taking 

pictures of nutritious food, or creating 

infographics, Instagram might be best for 

you. If you like to run support groups, 

Facebook might be the best option. 

 
If you enjoy writing, making connections 

and comments, Twitter could be best. 

 
Pick one and follow the step-by-step 

instructions provided by the platform to 

help you get set up as a business. 

 
4.5.1 Facebook Business 

Pages 

 
Creating a business Facebook page is a 

mandatory fixture in the digital age. 

Especially more so as Facebook is the 

biggest social media platform based on 

global users. As a practitioner there are 

many ways to leverage Facebook to your 

advantage, see below how to create a 

business Facebook page. 

Facebook business page set up 

 
4.5.2 LinkedIn Business Pages 

There are still very few clinicians on 

LinkedIn, compared to other social media 

platforms. Now is your opportunity to 

acquire clients that are well-paid 

professionals. As the fastest growing 

business network, a business page is a 

must-have for private practice. 

 
The Ultimate Guide to Linkedin for 

Businesses 

 

4.5.3 Instagram Business 

Accounts 

Instagram is a great way to expand your 

business's reach and engagement with 

your customers. As a private practice you 

can take advantage of the many benefits 

Instagram offers, such as: 

 
 More people are using Instagram - 

According to Instagram, their 

social media presence currently 

brings with it over 1 billion active 

users. Of those millions of people, 

over 500 million are on the 

platform on a daily basis. With that 

many available eyeballs, there is 

no limit to the success a business 

can reach with a dedicated 

Instagram strategy. 

 Any size of business can thrive. 

 Businesses can make money 

directly from Instagram - Instagram 

has evolved to be able to offer on- 

platform e-commerce sales ability 

to businesses via product 

placements. Latest functionalities 

include the “Shop Tap” which 

allows users to discover and 

purchase from brands directly 

https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
https://en-gb.facebook.com/business/pages/set-up
https://www.linkedin.com/pulse/ultimate-guide-how-set-up-your-linkedin-page-business-peterson-stone#%3A%7E%3Atext%3D%20The%20Ultimate%20Guide%20on%20How%20to%20Set%2Cdriving%20new%20business%20on%20its%20own%2C...%20More%20
https://blog.hootsuite.com/social-media-health-care/


through Instagram. Instagram also 

offers shoppable post, which allow 

businesses to add tags to the 

products and services in their 

photos with links that include a 

product/ service description, price, 

and the ability to "shop now,”. With 

these services, it's simple for a 

clinician to attract actual sales from 

the site. 

 Partner with key influencers or 

Stakeholders - To amplify your 

practice brand message. For those 

not in the know, influencers are 

online celebrities who often 

promote a brand or product and 

take it into the mainstream. 

A dependable influencer can take 

a business’s sales to a new level 

through increased return on 

investment and access to 

demographics that you wouldn't 

normally reach. 

 Instagram stories – Will not only 

increase your brand message but 

can also make your business 

relatable. It is a great way to show 

potential customers that you are 

more than just a faceless entity but 

rather give your targeted audience 

a glimpse of behind the scenes of 

who you are, your practice and 

your passions. This is an excellent 

way to build rapport, trust, and 

credibility with followers, as well as 

showing that there's a human side 

to your business. 

 Hashtags can increase your 

visibility – This can help you 

separate your practice from the 

crowd if done correctly. 

 You can keep an eye on the 

competition – See how other 

practitioners are interacting with 

their followers and gain some best 

practices and learnings that you 

could adopt to your marketing 

efforts. 

 
Getting started with business Instagram 

 
4.5.4 Twitter for Business 

Twitter is one of the world's most popular 

social media platforms with over 

187 million daily active users worldwide, 

as of December 2020. Many small and 

large businesses use Twitter to reach and 

connect with their customers. 

There are several advantages that using 

twitter can bring to your private practice 

and marketing efforts: 

 Reach a wide audience - Twitter 

has a large user base, which could 

include your potential customers. 

Using hashtags can help you 

reach an audience interested in a 

particular treatment or service your 

offer or in a particular geographic 

location you serve. 

 Deliver customer service - The 

platform allows direct two-way 

communication with your 

customers. Because it's a public 

interaction, if you do it well it 

shows your business in a positive 

light. 

 Brand identity - Being on Twitter 

can help communicate your brand 

ethos and personality. This should 

help your private practice appeal to 

your target audience. 

 Feedback - Twitter can be a useful 

resource for gathering feedback 

from followers that can be used to 

deliver insights to your business. 

 Cost - It is free of charge to set up 

a Twitter account. While paid ads 

are available, many businesses 

see benefits from organic posts 

and interactions. 

 
Twitter business basics 

https://business.instagram.com/getting-started?locale=en_GB
https://www.statista.com/statistics/242606/number-of-active-twitter-users-in-selected-countries/#%3A%7E%3Atext%3DGlobal%20Twitter%20usage%2Cformer%20U.S.%20president%20Barack%20Obama
https://business.twitter.com/en/basics.html


Whichever social media platform you go 

with for your business remember to share 

it with your existing network - Invite all of 

your friends, family, colleagues and 

professional contacts to like your business 

page. They want to see you succeed and 

will support you. 

 

4.5.5 How to turn social media 

engagement into appointments 

booked 

 
The key to social media is sharing content 

that showcases you as a clinical expert so 

that clients think of you when they need to 

book an appointment. 

 
If you add the isosconnect booking link to 

your social media business page, they 

won't even need to visit your website. 

 
As a mental health or allied healthcare 

professional it is important that content is 

both engaging and compliant with 

regulatory body guidelines. Planning 

content in advance is helpful to make sure 

that your content drives clients to book on 

your social media page, or via your 

website. 

 

4.5.6 How to increase social 

media engagement 

 
Content creation 

● Share expertise - Quote people 

you admire and share their posts. 

● Share meaningful content that 

appeals to your ideal clients. 

● Investigate what people engage 

with and do more content like that 

of this. 

● Study the times people are 

commenting, share your posts at 

this time. 

● Be topical and timely - what is 

going on in the world. 

● Research and include hashtags 

that are relevant to your work, be 

sparing. 

● Locations can help you show up 

on algorithms for people in your 

area, great if you run a local 

practice. 

 
Audience engagement 

● Have conversations with your 

audience - acknowledge when 

people comment, you reply, 

messages should be a priority. 

● Build relationships with people in 

direct messages. 

● Prompt people to 

comment/share/like etc. 

● Provide perks and incentives to 

users to engage. 

● Be present - Show up regularly 

and consistently. 

 
Build community and networks 

● Join in public conversations - 

comment, like, send direct 

messages. 

● Be part of online communities - 

Groups are a great way to 

connect. Choose ones which are 

local to you or match your personal 

and business interests. Be actively 

contributing and engaging with the 

group in other ways to build trust 

and relationships, before you 

consider going in and selling your 

service. Follow group rules, if they 

say no business sales, be a good 

member and abide. 

● Network with other practitioners - 

join communities for sharing 

referrals, Facebook is particularly 

great for this. 

● Join the isosconnect 

multidisciplinary community of 

practitioners. 



 
 

4.5.7 How to manage social 

media posting 

 
To take part in social media marketing you 

do not need to be on social media all the 

time. There are lots of free tools to help 

you plan a schedule post for different 

channels. 

 
We suggest that you spend a couple of 

hours once, or twice a week preparing and 

scheduling posts using a free tool like 

Hootsuite, or Buffer. 

 
If you are not great at designing social 

media content check out Canva, a free 

design tool that turns everyone into a 

designer. You can search for the platform 

you are using and use a design template. 

If you upgrade to the paid version you can 

post directly to Facebook, Instagram and 

Twitter, without leaving the platform. 

 
Search Engine Optimisation 

 
Search engine optimisation is a strategy 

that marketers use to get ranked higher on 

search engines like Google. The topic can 

be very technical, but we have some tips 

on what you can do to get started. 

 

 
4.5.8 Start with Google 

Business – It’s Free 

Lots of people search for healthcare 

professionals on google. To register, all 

you need is an email, a business address 

and telephone number. Google business 

is great because it sends people directly 

to your website and gives clients the 

option to call you, leave reviews and find 

you via GPS. 

5. Grow your 

referrals network 

Referrals from other professionals is the 

traditional route for gaining new clients. 

You can also register with online 

directories where clients can search 

directly for professionals. 

 

A few of these directories include: 

 
● www.isoshealth.com 

● https://welldoing.org/ 

● https://www.privatehealth.co.uk/do 

ctors-and-health-professionals/ 

● www.bark.com 

● https://www.findatherapist.co.uk/ 

● https://www.counselling- 

directory.org.uk/ 

● https://www.bacp.co.uk/search/The 

rapists 

● https://www.psychotherapy.org.uk 

● http://www.pinktherapy.com/ 

● https://www.csp.org.uk/public- 

patient/find- 

physiotherapist/physio2u 

● https://www.physiofirst.org.uk/find- 

physio.html 

● https://www.find-a-physio.com/ 

● https://www.bda.uk.com/about- 

dietetics/find-a-dietitian-near- 

me.html 

● https://freelancedietitians.org/dietiti 

ans-in-private-practice/ 

● https://www.nutrition.org.uk/nutritio 

nscience/careers/finding-a- 

nutritionistdietitian.html 

 
Current clients - your best 

recommendation will come from someone 

who has experienced your support first- 

hand. Depending on the nature of your 

support, clients may be willing to give you 

testimonials, share your details online, or 

through their personal networks. Offering 

discounts on future sessions could be a 

https://www.hootsuite.com/en-gb/
https://buffer.com/
https://www.canva.com/join/ttn-zch-mdb
http://www.isoshealth.com/
https://welldoing.org/
https://www.privatehealth.co.uk/doctors-and-health-professionals/
https://www.privatehealth.co.uk/doctors-and-health-professionals/
https://www.privatehealth.co.uk/doctors-and-health-professionals/
http://www.bark.com/
https://www.findatherapist.co.uk/
https://www.counselling-directory.org.uk/
https://www.counselling-directory.org.uk/
https://www.counselling-directory.org.uk/
https://www.bacp.co.uk/search/Therapists
https://www.bacp.co.uk/search/Therapists
https://www.bacp.co.uk/search/Therapists
https://www.psychotherapy.org.uk/
http://www.pinktherapy.com/
https://www.csp.org.uk/public-patient/find-physiotherapist/physio2u
https://www.csp.org.uk/public-patient/find-physiotherapist/physio2u
https://www.csp.org.uk/public-patient/find-physiotherapist/physio2u
https://www.csp.org.uk/public-patient/find-physiotherapist/physio2u
https://www.csp.org.uk/public-patient/find-physiotherapist/physio2u
https://www.physiofirst.org.uk/find-physio.html
https://www.physiofirst.org.uk/find-physio.html
https://www.physiofirst.org.uk/find-physio.html
https://www.find-a-physio.com/
https://www.bda.uk.com/about-dietetics/find-a-dietitian-near-me.html
https://www.bda.uk.com/about-dietetics/find-a-dietitian-near-me.html
https://www.bda.uk.com/about-dietetics/find-a-dietitian-near-me.html
https://www.bda.uk.com/about-dietetics/find-a-dietitian-near-me.html
https://www.bda.uk.com/about-dietetics/find-a-dietitian-near-me.html
https://freelancedietitians.org/dietitians-in-private-practice/
https://freelancedietitians.org/dietitians-in-private-practice/
https://freelancedietitians.org/dietitians-in-private-practice/
https://www.nutrition.org.uk/nutritionscience/careers/finding-a-nutritionistdietitian.html
https://www.nutrition.org.uk/nutritionscience/careers/finding-a-nutritionistdietitian.html
https://www.nutrition.org.uk/nutritionscience/careers/finding-a-nutritionistdietitian.html
https://www.nutrition.org.uk/nutritionscience/careers/finding-a-nutritionistdietitian.html
https://www.nutrition.org.uk/nutritionscience/careers/finding-a-nutritionistdietitian.html


great incentive for clients to promote your 

practice. 

 
Partnerships - Working with others to refer 

each other is a great way to build clients, 

as those other businesses have already 

gained client trust. Building a mutual 

referral relationship, each business 

advertises on each other’s website, social 

media, in the practice, and so on. 

 
There are different types of business you 

could partner with - local to you; your 

support services such as accountants, 

insurers, and so on; or complementary 

services, for example connecting your 

physiotherapy practice with a dietitian. 

 
isosconnect partner isoshealth has a 

practice directory built in to the app for 

clients to book directly with you. 

 
 

6. Showcase your 

expertise 

A great way to build your practice is to 

become the go-to expert in your field. This 

will increase confidence in you and your 

practice and expose you to a wider 

audience. 

 
The best way to do this is to share your 

knowledge with different audiences. 

 
6.1 Online 

The easiest way to share your knowledge 

is going online, using the many free 

platforms. The types of sessions you can 

deliver include: 

Start a blog on your website and/or write 

guest blogs on other websites. 

 Live Stream a talk on your area of 

expertise. 

 Create a video tutorial such as a 

cooking demonstration as a 

dietitian, or physiotherapy 

exercise. 

 Be a podcast guest or host your 

own show. 

 Webinars on your specialty, these 

can be delivered in partnership 

with another business. 

 
isosconnect is sponsoring a series of 

webinars for our clinical community. 

 
We are committed to supporting our 

clinical community with exposure so that 

you can share your expertise with the 

world. As a result, we hope that more 

people will be better educated on the best 

way to live a happier and healthier life. 

 
There are no charges for this service. Our 

events operations and marketing service 

is part of isosconnect's mission to better 

connect clinicians with their clients. 

 
6.2 Publications & press 

 
Gaining recognition for your work with 

relevant publications will help to build your 

credibility. 

 
Focus beyond your own specific sector 

and into the wider network of health 

providers. 

 
This could include: 

● Publish research papers. 

● Build relationships with local press 

to source media coverage for your 

practice or yourself. 

● Put yourself forward for awards. 

● Write articles for professional 

bodies or wellbeing press e.g., 

https://www.isosconnect.co.uk/
https://isoshealth.com/


Women’s Health, Men’s Health, 

etc. 

 
isosconnect has large network of UK print 

and digital media partners and are often 

approached by UK journalists seeking 

clinical experts for comments or 

references. We are committed to 

supporting our clinical community with 

media exposure so that you can share 

your expertise with the world. As a result, 

we hope that more people will be better 

educated on the best way to live a happier 

and healthier life. 

 
To be considered as an expert for future 

news articles and broadcasts, please visit 

our website, head to the “about us” 

section and leave a message in the 

message box. 

 
There are no charges for this service. Our 

media service is part of isosconnect's 

mission to better connect clinicians with 

their clients. 

 

 
6.3 In person 

● Deliver talks on your area of 

expertise. 

● Workplace wellbeing has long 

been a hot topic of conversation 

but is relevant now more than 

ever. Offering talks to businesses 

on your area of expertise will 

increase your audience and 

potential client pool. You can 

provide these for free or you could 

charge for talks. 

 
Building your practice has never been 

easier, thanks to the myriad of online 

platforms for engaging with potential 

clients, building trust in your expertise, 

and directing people towards your 

services. 

There are many options available - both 

free and paid tools - for growing your 

business. The real cost to you as a 

practitioner will be the time it takes to 

invest in growing your different routes in 

marketing, attracting, and securing new 

clients. 

 
Hiring professional contractors to help you 

develop specific areas of your marketing 

endeavor or hiring your own Virtual 

Assistant could save you time. 

 
The investment in marketing, when done 

right, will see your private practice grow so 

you can support more clients with your 

clinical skills, and help more people. 

 
isosconnect would like to thank all of the 

practitioners, NHS workers, and governing 

bodies for continually providing 

exceptional services which improve 

people's health and lives, building clinical 

excellence in practice. 

 
This information has been sponsored by 

Kim Page of isosconnect and isoshealth, 

with kind contributions from our 

ambassadors in clinical excellence. 

https://www.womenshealthmag.com/
https://www.menshealth.com/
https://www.isosconnect.co.uk/
https://start.isosconnect.com/clinicalexpert
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