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Workshop Outline

• Overview	
  of	
  Basic	
  Business	
  Principles
	
  	
  	
  	
  	
  	
  	
  

• Pay	
  Per	
  Click	
  Advertising	
  with	
  Google	
  AdWords
	
  	
  	
  	
  	
  	
  

• Pay	
  Per	
  Click	
  Advertising	
  with	
  Microsoft	
  Bing
	
  	
  	
  	
  	
  	
  	
  	
  

• Pay	
  Per	
  Click	
  Advertising	
  with	
  Facebook
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

• Search	
  Engine	
  Optimization	
  (SEO)
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

• Social	
  Media	
  Marketing
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

• Creating	
  and	
  Distributing	
  Effective	
  Videos
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

• Action	
  Plan	
  for	
  Success

http://www.uncommonpractices.com
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Review	
  of	
  
Key	
  Business	
  Principles
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Key	
  Business	
  Principles

	
  	
  

1.	
  CREATING	
  YOUR	
  
USP	
  (your	
  Unique	
  
Service	
  Proposition)

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

	
  	
  

1.	
  CREATING	
  YOUR	
  
USP	
  (your	
  Unique	
  
Service	
  Proposition)

Elevator	
  Speech	
  Exercise:	
  

“You	
  Know	
  How	
  [problem]?

Well	
  I	
  [benefit,	
  in	
  terms	
  of	
  
specific	
  behavioral,	
  emotional	
  
or	
  relational	
  change]”

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

	
  	
  

2.	
  BUSINESS	
  
PLANNING

He	
  who	
  fails	
  to	
  plan,	
  
plans	
  to	
  fail.

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

	
  	
  

2.	
  BUSINESS	
  
PLANNING

•How	
  Many	
  New	
  Intakes	
  Per	
  Month?

•How	
  Many	
  Clients	
  Per	
  Month	
  for	
  
Each	
  Service?

•How	
  Much	
  Total	
  Revenue	
  Each	
  
Month	
  &	
  Year?

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles
	
  	
  

3.	
  TRACKING	
  YOUR	
  
RESULTS

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles
	
  	
  

3.	
  TRACKING	
  
YOUR	
  RESULTS

Know	
  Your	
  Key	
  Metrics!
	
  	
  	
  	
  	
  

 Number	
  of	
  phone	
  inquiries	
  per	
  month
	
  	
  	
  	
  

 Number	
  of	
  email	
  inquiries	
  per	
  month
	
  	
  	
  	
  	
  

 Track	
  specific	
  referral	
  sources	
  –	
  how	
  many	
  from	
  each?
	
  	
  	
  	
  	
  

 Conversion	
  rate	
  of	
  phone/email	
  inquiries	
  to	
  paid	
  session
	
  	
  	
  	
  

 Number	
  of	
  new	
  clients	
  per	
  month
	
  	
  	
  	
  

 Number	
  of	
  sessions	
  per	
  month
	
  	
  	
  	
  

 Average	
  Income	
  &	
  Expenses	
  Per	
  Month,	
  Quarter	
  and	
  Year

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

	
  	
  

4.	
  THE	
  ONLY	
  THREE	
  
WAYS	
  TO	
  GROW	
  A	
  
BUSINESS

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

	
  	
  

4.	
  THE	
  ONLY	
  THREE	
  
WAYS	
  TO	
  GROW	
  A	
  
BUSINESS

	
  	
  

 More	
  Clients

 More	
  Transactions	
  
per	
  Client

 Increase	
  Average	
  
Transaction	
  Value

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

	
  	
  

5.	
  LIFETIME	
  VALUE	
  OF	
  
A	
  REFERRAL

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

	
  	
  

5.	
  LIFETIME	
  VALUE	
  
OF	
  A	
  REFERRAL

http://www.uncommonpractices.com
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Key	
  Business	
  Principles

	
  	
  

6.	
  GETTING	
  A	
  NEW	
  
CLIENT	
  WHO	
  HAS	
  NEVER	
  
HEARD	
  OF	
  YOU	
  IS	
  AT	
  
LEAST	
  FIVE	
  TIMES	
  MORE	
  
EXPENSIVE	
  THAN	
  
GETTING	
  AN	
  EXISTING	
  
CLIENT	
  TO	
  DO	
  ANOTHER	
  
SERVICE	
  WITH	
  YOU

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

	
  	
  

6.	
  GETTING	
  A	
  NEW	
  
CLIENT	
  WHO	
  HAS	
  NEVER	
  
HEARD	
  OF	
  YOU	
  IS	
  AT	
  
LEAST	
  FIVE	
  TIMES	
  MORE	
  
EXPENSIVE	
  THAN	
  
GETTING	
  AN	
  EXISTING	
  
CLIENT	
  TO	
  DO	
  ANOTHER	
  
SERVICE	
  WITH	
  YOU

	
  	
  

 	
  Your	
  Database	
  is	
  Your	
  
Goldmine

	
  	
  	
  -­‐What	
  System	
  Do	
  You	
  use	
  to	
  
Keep	
  Track	
  of	
  Client	
  Contact	
  
Information?

	
  	
  	
  -­‐How	
  Often	
  Do	
  You	
  Contact	
  
Past	
  or	
  Present	
  Clients	
  (with	
  
permission)	
  ?

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

	
  	
  

6.	
  REACTIVATE	
  PAST	
  
CLIENTS!

	
  	
  

 	
  Electronic	
  Newsletters	
  are	
  the	
  
least	
  expensive	
  way	
  to	
  stay	
  in	
  
touch	
  with	
  potential	
  clients	
  (or	
  
current	
  clients,	
  to	
  let	
  them	
  
know	
  about	
  additional	
  services)	
  

	
  	
  	
  -­‐www.constantcontact.com

	
  	
  	
  -­‐www.mailchimp.com

	
  	
  -­‐www.verticalresponse.com

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

	
  	
  

7.	
  UNDERSTANDING
MARKETING

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles
	
  	
  

7.	
  UNDERSTANDING
MARKETING

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles
	
  	
  

8.	
  THE	
  FOUR-­‐STEP	
  MARKETING	
  FORMULA

	
  Problem	
  statements	
  -­‐	
  Focus	
  Attention

	
  Benefits	
  -­‐	
  Create	
  Hope	
  and	
  Motivation	
  to	
  Act

	
  Features	
  -­‐	
  Establish	
  Trust	
  and	
  Credibility

	
  Call	
  to	
  Action	
  -­‐	
  Tells	
  the	
  Person	
  Seeking	
  Help	
  What	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  to	
  Do	
  Next

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles
	
  	
  

The	
  Marketing	
  Formula

	
  A	
  technique	
  is	
  not	
  a	
  benefit,	
  but	
  a	
  feature

	
  A	
  benefit	
  is	
  a	
  specific	
  change	
  in	
  feelings,	
  behaviors	
  
or	
  relationship	
  patterns

	
  Confusion	
  is	
  the	
  enemy	
  of	
  a	
  good	
  marketing	
  
campaign	
  –	
  clarity	
  and	
  curiosity	
  are	
  your	
  best	
  friends

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

http://www.uncommonpractices.com
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Key	
  Business	
  Principles

Additional	
  Items	
  Specifically	
  for
	
  

Neurofeedback	
  Practitioners

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Key	
  Business	
  Principles

1.	
  Setting	
  Clear	
  Expectations	
  on	
  Intake

2.	
  Creating	
  an	
  FAQ	
  Page

3.	
  Providing	
  Post-­‐Session	
  Feedback	
  
that	
  Something	
  is	
  Happening

4.	
  Offer	
  10	
  -­‐	
  20	
  Session	
  Package	
  Pricing

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Internet	
  Marketing

	
  	
  

Internet	
  Marketing

 The	
  fastest,	
  easiest,	
  
least	
  time-­‐consuming	
  
way	
  to	
  find	
  clients	
  
who	
  fit	
  your	
  USP

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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•You	
  MUST	
  Learn	
  How	
  to	
  Get	
  Found	
  on	
  the	
  First	
  Page	
  of	
  
Google
	
  	
  	
  	
  	
  

Internet	
  Marketing

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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You	
  Can	
  Dominate	
  the	
  Local	
  Search	
  Market

http://www.uncommonpractices.com
http://www.uncommonpractices.com


Uncommon	
  Practices www.uncommonpractices.com

Pay	
  Per	
  Click	
  Advertising:

The	
  Most	
  Effective	
  Way	
  to	
  Get	
  
Your	
  Target	
  Market	
  to	
  Visit	
  

Your	
  Website

29
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Pay	
  Per	
  Click	
  Advertising:

-­‐No	
  Long	
  Term	
  Commitment
-­‐You	
  Set	
  the	
  Budget
-­‐You	
  Decide	
  on	
  the	
  Search	
  Terms
-­‐You	
  Decide	
  When	
  the	
  Ads	
  Run
-­‐You	
  Only	
  Pay	
  When	
  You	
  Get	
  a	
  Visitor	
  to	
  
Your	
  Website

30
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How	
  to	
  Get	
  On	
  the	
  First	
  Page	
  of	
  Google…
in	
  Just	
  One	
  Day!

Pay	
  Per	
  Click	
  Ads
 Google	
  AdWords
 Google	
  AdWords	
  Express

31

Internet	
  Marketing

http://www.uncommonpractices.com
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Google	
  AdWords
The	
  Pay	
  Per	
  Click	
  Ad	
  Leader...
	
  	
  	
  	
  

	
  Difficult,	
  steep	
  learning	
  curve
	
  	
  	
  

	
  Campaign	
  settings	
  by	
  default
not	
  set	
  up	
  for	
  success
	
  	
  	
  	
  	
  

	
  Complete	
  control	
  over	
  keywords,
prices,	
  time	
  of	
  day	
  that	
  ads	
  run
	
  	
  	
  	
  	
  	
  

	
  Crucial	
  to	
  test	
  different	
  headlines
and	
  ad	
  copy	
  	
  
	
  	
  	
  	
  	
  

	
  QUIZ:	
  What’s	
  wrong	
  with	
  these	
  
headlines?	
  

32

http://www.uncommonpractices.com
http://www.uncommonpractices.com


Uncommon	
  Practices www.uncommonpractices.com

adwords.google.com
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adwords.google.com
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adwords.google.com
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Click	
  Type

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Device

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Location
on	
  Search	
  
Engine	
  
Results	
  
Page

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Find	
  
Keywords	
  
You	
  Paid	
  
For

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Select	
  Negative	
  
Keywords

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Use	
  Ad	
  Extensions

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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adwords.google.com

42

How to Create a New AdWords Campaign

http://www.uncommonpractices.com
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adwords.google.com

43

How to Maintain/Update Your
AdWords Campaign

  

• Average Position on Page
• Types of  Clicks
• Adding to Negative Keyword List
• Types of  Devices
• Split Testing Ads
• Keyword Insert Headlines
• Updating Bid Prices
• Ad Extensions: Call, Location & Sitelinks
• Use Correct Campaign Settings

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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adwords.google.com

44

Key Elements in Your Landing Page

Your Landing Page Should:

• Not Be Your Home Page

• Be Very Specific to the Theme/Niche of  
The Ad

• Contain a Clear ‘Call to Action’ - With 
Phone Number, Email and Text Options

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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adwords.google.com

45

Why You Should Bid HIGHER for 
Mobile-Only Smartphone Clicks:

• Google Controls 97% of  Search on Smartphones 
and Tablets

• Up to 35% of  Searches Now Occur on Smartphones 
or Tablets

• Potential Clients Can CALL YOU When Clicking 
on a Smartphone Ad

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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adwords.google.com
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Why You Should Bid HIGHER for 
Mobile-Only Smartphone Clicks:

http://www.uncommonpractices.com
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Uncommon	
  Practices www.uncommonpractices.com

      Mobile	
  Search	
  is	
  Increasing	
  Every	
  Month	
  	
  	
  	
  	
  	
  	
  

Be Sure Your Website Formats Correctly 
on an iPhone or Android Smartphone!

To See How Your Website Looks on a Smartphone, go 
to:

http://quirktools.com/screenfly/

or

http://www.howtogomo.com/en-gb/d/test-your-
site/#getmo-meter
	
  	
  	
  	
  	
  	
  	
  

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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  Mobile	
  Search

Here are two Mobile Site Creators:

http://gomobi.info/ 

or

http://www.dudamobile.com/ 

http://www.uncommonpractices.com
http://www.uncommonpractices.com
http://gomobi.info/
http://gomobi.info/
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Microsoft	
  Bing	
  Pay	
  Per	
  Click	
  Ads

bingads.microsoft.com

49
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Bing	
  Ads

50
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How	
  to	
  Create	
  a	
  New	
  
Bing	
  Ads	
  Campaign

51
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Facebook	
  Pay	
  Per	
  Click	
  Ads

facebook.com

Ads Are Totally Independent 
of Your Personal Profile

52
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oFacebook	
  passed	
  Google	
  in	
  
Daily	
  Visits,	
  March	
  2010

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

oFacebook:	
  1	
  billion	
  active	
  users;	
  
380	
  million	
  access	
  via	
  cell	
  phones

	
  	
  	
  	
  	
  	
  	
  	
  	
  

oAverage	
  Visit	
  on	
  Facebook:	
  20	
  minutes,	
  
longest	
  of	
  any	
  website
	
  	
  	
  	
  	
  

oPrivacy	
  Concerns!	
  Don’t	
  trust	
  ANYTHING	
  Facebook	
  
ever	
  says	
  about	
  Privacy!
	
  	
  	
  	
  	
  	
  	
  

oYou	
  can	
  Establish	
  a	
  Purely	
  Business	
  Profile
	
  	
  	
  	
  

oYou	
  Can	
  Also	
  Create	
  a	
  “Business	
  Page”	
  within	
  
Facebook

53
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Facebook	
  Pay	
  Per	
  Click	
  Ads
	
  	
  	
  
Advantages	
  over	
  Google	
  AdWords:

-­‐precisely	
  targeted	
  profiles;	
  
-­‐lower	
  price	
  per	
  click;	
  
-­‐picture/graphic	
  can	
  be	
  included;	
  
-­‐more	
  words	
  in	
  ads

54
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Facebook	
  Pay	
  Per	
  Click	
  Ads
	
  	
  	
  

BUT	
  Some	
  Big	
  Disadvantages	
  over	
  Google	
  Pay	
  
Per	
  Click:

•People	
  are	
  NOT	
  searching	
  for	
  help

•	
  You	
  are	
  reverting	
  to	
  the	
  ‘Interruption	
  
Marketing’	
  model	
  of	
  the	
  20th	
  

•	
  So	
  it	
  requires	
  MORE	
  clicks	
  per	
  inquiry
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Uncommon	
  Practices www.uncommonpractices.com

Facebook	
  Pay	
  Per	
  Click	
  Ads

	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  SAMPLE	
  ADS:

Are	
  Facebook	
  Ads	
  for	
  You?	
  Free	
  
quiz:	
  http://istforme.com/
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Uncommon	
  Practices www.uncommonpractices.com

Facebook	
  Pay	
  Per	
  Click	
  Ads

Key	
  Factors:
 The	
  Image
 The	
  Headline

Both	
  Must	
  Grab	
  Attention
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Facebook	
  Pay	
  Per	
  Click	
  Ads
	
  	
  	
  
-­‐	
  	
  Targeting	
  Can	
  Also	
  Include	
  Family	
  Status	
  -­‐	
  Ideal	
  for	
  
Working	
  with	
  ADHD	
  Children	
  -­‐	
  So	
  Only	
  Those	
  
Parents	
  Will	
  See	
  Your	
  Ads
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Uncommon	
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Facebook	
  Pay	
  Per	
  Click	
  Ads
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SEO	
  –	
  to	
  increase	
  free,	
  organic	
  search
	
  	
  	
  	
  	
  	
  	
  	
  

oMeta	
  tags	
  
	
  	
  	
  
oHigh	
  Search	
  Keywords	
  
for	
  Your	
  Area	
  of	
  Specialization

	
  	
  	
  
oDomain	
  Name
	
  	
  	
  	
  
oInbound	
  Links

oLots	
  of	
  Good	
  Content
	
  	
  	
  	
  	
  
	
  	
  	
  	
  

Search	
  Engine	
  Optimization
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Search	
  Engine	
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Uncommon	
  Practices www.uncommonpractices.com

Meta	
  Tags	
  -­‐	
  the	
  most	
  important	
  thing	
  you	
  can	
  do	
  for	
  
free	
  to	
  get	
  listed	
  high	
  on	
  Google
	
  	
  	
  	
  	
  	
  
	
  	
  	
  	
  	
  	
  	
  	
  

o ‘View	
  Source’	
  in	
  your	
  browser	
  to	
  see	
  them	
  all

	
   -­‐Title	
  Tag	
  most	
  important	
  (up	
  to	
  70	
  characters)
	
  	
  	
  	
  

	
   -­‐Description	
  Tag	
  2nd	
  most	
  important	
  (up	
  to	
  160	
  
characters)
	
  	
  	
  	
  	
  	
  

	
   -­‐Keyword	
  Tag	
  is	
  WORTHLESS

Search	
  Engine	
  Optimization
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  Practices www.uncommonpractices.com

Search	
  Engine	
  Optimization
Sample Meta Tags – VIEW SOURCE

In your Browser
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Uncommon	
  Practices www.uncommonpractices.com

Search	
  Engine	
  Optimization

Sample of  a Good Title Tag - Max 70 Characters
(with highest search keyword first):

ADHD Neurofeedback, 
Anxiety Depression Therapy 

Counseling in Denver
(69 characters)
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Uncommon	
  Practices www.uncommonpractices.com

Search	
  Engine	
  Optimization

Sample of  a Good Description Tag -
Max 160 Characters

(with most crucial message in the first half):
     

Counseling, Psychotherapy and Neurofeedback for 
ADHD, Anxiety,  Depression, Trauma, Couples, 

Children and Families in Denver Colorado 
with Dr. Lance Jones

(154 characters)
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Uncommon	
  Practices www.uncommonpractices.com

Get	
  High	
  Search	
  Keywords	
  with	
  
	
  	
  	
  Google	
  Keyword	
  Tool

	
   -­‐Find	
  the	
  link	
  for	
  this	
  tool	
  by	
  searching	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  in	
  Google	
  for	
  “keyword	
  tool”
	
  	
  	
  	
  	
  	
  	
  	
  

	
  	
  	
  	
  

Search	
  Engine	
  Optimization
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Sample	
  Keyword	
  Research	
  Results
	
  	
  	
  	
  	
  	
  	
  	
  

	
  	
  	
  	
  

Search	
  Engine	
  Optimization
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Desktop/Laptop	
  Searches
for	
  “Neurofeedback”	
  and	
  
Related	
  Keywords:
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Desktop/Laptop	
  Searches
for	
  “ADHD”:
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Uncommon	
  Practices www.uncommonpractices.com

Google	
  Places	
  –	
  free	
  to	
  create	
  a	
  profile

	
  	
  	
  	
  	
  	
  	
  	
  

	
  	
  	
  	
  

Search	
  Engine	
  Optimization
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Google	
  Search:
“neurofeedback	
  Denver”
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Create	
  a	
  Profile	
  on	
  Google	
  Maps/Places
	
  http://www.google.com/business/placesforbusiness/	
  

	
  	
  	
  	
  	
  	
  	
  	
  
Create	
  a	
  Profile	
  on	
  Microsoft	
  Bing	
  Maps/Places
	
  https://www.bingplaces.com/	
  

Both	
  Profiles	
  Needs	
  to	
  be	
  Verified
-­‐By	
  immediate	
  phone	
  call	
  with	
  a	
  PIN	
  #
-­‐By	
  a	
  postcard	
  mailed	
  to	
  your	
  office	
  address	
  with	
  
a	
  PIN#

Search	
  Engine	
  Optimization
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Uncommon	
  Practices www.uncommonpractices.com

To	
  Get	
  a	
  Free	
  Report	
  on	
  How	
  Your	
  Website	
  is	
  Doing	
  
Regarding	
  SEO,	
  go	
  to	
  any	
  of	
  these	
  sites:

www.woorank.com	
  (online)

http://www.juxseo.com/	
  	
  (online)

www.seoquake.com	
  (requires	
  download	
  and	
  installation)
	
  	
  	
  	
  	
  	
  	
  	
  

Search	
  Engine	
  Optimization

http://www.uncommonpractices.com
http://www.uncommonpractices.com
http://www.woorank.com
http://www.woorank.com
http://www.juxseo.com/
http://www.juxseo.com/
http://www.seoquake.com
http://www.seoquake.com
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To	
  Get	
  a	
  Free	
  Report	
  on	
  How	
  Many	
  Inbound	
  Links	
  
Your	
  Website	
  has,	
  go	
  to:

www.opensiteexplorer.org	
  (online)

Also:	
  www.ahrefs.com	
  	
  	
  	
  	
  	
  	
  	
  	
  and	
  

	
  	
  	
  	
  	
  	
  	
  www.getlisted.org	
  	
  

Search	
  Engine	
  Optimization
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To	
  Get	
  a	
  Free	
  Report	
  on	
  Everything	
  You	
  Wanted	
  to	
  
Know	
  About	
  Your	
  Website	
  Visitors,	
  Go	
  To:

www.google.com/analytics

	
  	
  	
  	
  	
  	
  	
  	
  

Website	
  Analytics
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To	
  Get	
  a	
  Free	
  Report	
  on	
  Everything	
  You	
  Wanted	
  to	
  
Know	
  About	
  Your	
  Website	
  Visitors,	
  Go	
  To:

www.google.com/analytics

	
  	
  	
  	
  	
  	
  	
  	
  

Search	
  Engine	
  Optimization

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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To	
  Get	
  a	
  Free	
  Report	
  on	
  Everything	
  You	
  Wanted	
  to	
  
Know	
  About	
  Your	
  Website	
  Visitors,	
  Go	
  To:

www.google.com/analytics

	
  	
  	
  	
  	
  	
  	
  	
  

Search	
  Engine	
  Optimization

Successful	
  Websites
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Converting	
  Traffic	
  to	
  Inquiries
Keys	
  to	
  Conversion

 Make	
  Your	
  Home	
  Page	
  About	
  the	
  Potential	
  
Client,	
  Not	
  About	
  You

 Specialize	
  (you	
  may	
  only	
  have	
  10	
  seconds	
  to	
  
convince	
  me	
  you	
  can	
  help)

 	
  avoid	
  tiny	
  fonts

 Have	
  a	
  Clear	
  Call	
  to	
  Action:	
  
What	
  Do	
  You	
  Want	
  the	
  Visitor	
  to	
  Do	
  Next?
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Successful	
  Websites
•Ok,	
  So	
  What’s	
  a	
  GOOD	
  ONE	
  LOOK	
  LIKE?	
  

http://www.neurofeedbackconsult.com/	
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Converting	
  Traffic	
  to	
  Inquiries
	
  More	
  Keys	
  to	
  Conversion

 Have	
  Phone	
  Number	
  &	
  Clickable	
  Email	
  Address	
  on	
  
Every	
  Page

 Emotionally	
  Engage	
  the	
  Reader	
  With	
  Relevant	
  
Content	
  that	
  Taps	
  into	
  More	
  than	
  One	
  Sense
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Converting	
  Traffic	
  to	
  Inquiries
	
  More	
  Keys	
  to	
  Conversion

 Understand	
  the	
  Continuum	
  of	
  Engagement
 Text	
  (worst)
 Pictures
 Audio
 Video	
  (best)	
  with	
  Additional	
  Bonus:	
  	
  GOOGLE	
  Owns	
  
YouTube!
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Uncommon	
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Social	
  Media

User-­‐Generated	
  Content	
  	
  	
  	
  	
  
	
  	
  	
  	
  
Lists	
  of	
  Friends/Contacts/Followers

Messaging	
  Between	
  Contacts
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Uncommon	
  Practices www.uncommonpractices.com

Social	
  Media
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Social	
  Media
	
  Twitter

oGreat	
  Resource	
  for	
  Up	
  to	
  the	
  Minute	
  
News	
  and	
  Postings	
  by	
  People	
  you	
  
Respect

oBut	
  Despite	
  Massive	
  Hype,	
  It’s	
  Not	
  
Ready	
  for	
  Prime	
  Time	
  as	
  a	
  Referral	
  
Source	
  

oSince	
  Posts	
  are	
  Limited	
  to	
  140	
  
Characters,	
  Most	
  Posts	
  Include	
  URL	
  
Shorteners	
  such	
  as	
  www.bitly.com
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Social	
  Media
	
  Twitter

oCan’t	
  Hurt	
  to	
  Register	
  Twitter	
  Names	
  
<=	
  20	
  characters,	
  for	
  FREE,	
  in	
  case	
  
Search	
  Capabilities	
  Become	
  More	
  
Widely	
  Used	
  –	
  such	
  as:

	
  	
  	
  @chicagoanxiety	
  or	
  
@neurofeedbackla	
  or@adhdsolutions
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Sample	
  Twitter	
  Postings
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Social	
  Media
	
  LinkedIn

Emphasis	
  is	
  on	
  Learning
&	
  Networking

oGood	
  for	
  Business	
  to	
  
Business	
  Referrals	
  such	
  as	
  
Supervision	
  or	
  Clinical	
  
Training

oAlso	
  Good	
  to	
  Ask	
  Clinical	
  
Questions	
  and	
  Get	
  Support	
  for	
  
your	
  Practice
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Uncommon	
  Practices www.uncommonpractices.com

Social	
  Media
 Facebook

 In	
  Addition	
  to	
  Pay	
  Per	
  Click	
  Ads,	
  
You	
  Should	
  Create	
  a	
  Facebook	
  
Business	
  Page

 Facebook	
  “Likes”	
  
Will	
  be	
  More
Important	
  Now
That	
  They	
  Are
Starting	
  “Graph
Search”
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Social	
  Media
 Facebook’s	
  New	
  ‘Graph	
  Search’

 Since	
  Most	
  People	
  Don’t	
  “Like”	
  
Their	
  Therapist,	
  Graph	
  Search	
  Will	
  
Default	
  to	
  BING	
  Search

 So	
  Be	
  Sure	
  You	
  Have	
  a	
  Free	
  
Profile	
  on	
  Bing	
  at	
  

 https://www.bingplaces.com/	
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Social	
  Media
 Facebook’s	
  New	
  ‘Graph	
  Search’:
	
  	
  	
  	
  Sample	
  Searches
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  Practices www.uncommonpractices.com

Social	
  Media
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Social	
  Media
Google+	
  -­‐	
  Google’s	
  Answer	
  to	
  Facebook

	
  Join	
  at	
  plus.google.com

	
  130	
  Million	
  Active	
  Users,	
  400	
  Million	
  Total	
  Users

	
  Combines	
  the	
  Best	
  of	
  Twitter	
  and	
  Facebook	
  with	
  
Great	
  Privacy	
  Settings

	
  Features	
  ‘Video	
  Hangouts’	
  with	
  up	
  to	
  9	
  People

	
  You	
  Can	
  Have	
  a	
  Business	
  Profile	
  on	
  Google+
103
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Social	
  Media
Google+	
  

	
  Google	
  is	
  Forcing	
  All	
  New	
  Google	
  Accounts	
  to	
  Have	
  
a	
  Gmail	
  Email	
  Address	
  AND	
  Signup	
  for	
  Google+

104

http://www.uncommonpractices.com
http://www.uncommonpractices.com
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Social	
  Media
Google+	
  

Google	
  Gives	
  Organic	
  Search	
  Results	
  
Preference	
  to	
  Businesses	
  
that	
  Post	
  on	
  Google+
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Social	
  Media
Google+	
  

	
  Everyone	
  Should	
  Have	
  a	
  Google	
  Plus	
  Account
	
  Create	
  a	
  Business	
  Profile
	
  Contacts	
  are	
  Contained	
  in	
  ‘Circles‘	
  of	
  People	
  of	
  
Common	
  Interest	
  or	
  Location
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Social	
  Media
Google+	
  -­‐	
  LOCAL	
  

	
  Google	
  Has	
  Been	
  
Importing	
  Google	
  Places	
  
Profiles	
  Since	
  July	
  2012	
  
into	
  Google	
  Plus/Local
	
  Most	
  of	
  These	
  
Imported	
  Profiles	
  
Contain	
  Errors
	
  Check	
  Your	
  Profile	
  in	
  
Google	
  Local
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Social	
  Media
Google+	
  -­‐	
  LOCAL	
  

	
  Best	
  Way	
  to	
  Check	
  Your	
  Google	
  Local	
  Profile:

Go	
  to	
  maps.google.com
Type	
  in	
  Your	
  Name	
  and	
  City
Click	
  on	
  the	
  Link
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Social	
  Media
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Social	
  Media
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Video
Video	
  Marketing	
  Has	
  Six	
  Big	
  Advantages:

oVideos	
  Get	
  Indexed	
  in	
  Google	
  Faster	
  than	
  
Anything	
  Else

oVideos	
  Can	
  be	
  Keyword	
  Tagged	
  for	
  Search

oIn	
  Search	
  Results,	
  Video	
  Shows	
  up	
  a	
  
Thumbnail	
  Image,	
  not	
  a	
  Line	
  of	
  Text:


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Video
Video	
  Marketing	
  Advantages:

oVideo	
  is	
  the	
  Most	
  Engaging	
  Medium	
  
Available

oVideos	
  Can	
  go	
  Viral	
  (others	
  market	
  for	
  you)

oHigh	
  Resolution	
  Video	
  is	
  Very	
  Inexpensive	
  
To	
  Produce	
  and	
  Free	
  to	
  Put	
  Online	
  and	
  on	
  
Your	
  Website

o	
  YouTube	
  Has	
  Become	
  a	
  Major	
  Search	
  	
  	
  	
  	
  	
  
Engine	
  for	
  Information
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Video
YouTube

oYouTube: 4 billion videos 
viewed every day; 200 million 
of those on mobile devices

o60 HOURS of Video is 
Uploaded to YouTube Every 
MINUTE

oOwned by Google
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Video
YouTube

oEveryone Should Create a 
YouTube Channel (free)

oUpload 2-3 Minute Videos 
Based on FAQs

oEmbed Videos on Your 
Website

     
oKeyword Tag Your Videos



114

http://www.uncommonpractices.com
http://www.uncommonpractices.com


Uncommon	
  Practices www.uncommonpractices.com

YouTube	
  -­‐	
  How	
  to	
  Embed	
  on	
  Your	
  Website
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Rapid	
  Public	
  Relations
The	
  Internet	
  Allows	
  a	
  New,	
  VERY	
  EFFICIENT	
  

Method	
  of	
  Public	
  Relations

	
  Get	
  Free	
  Coverage	
  on	
  TV,	
  Radio,	
  Newspapers

	
  Enhance	
  Your	
  Brand	
  Image	
  in	
  Your	
  Community

	
  Increase	
  Visitors	
  to	
  	
  Your	
  Website

	
  Take	
  Advantage	
  of	
  the	
  Fact	
  that	
  Reporters	
  Now	
  
LOOK	
  FOR	
  NEWS	
  STORIES,	
  Rather	
  than	
  Waiting	
  for	
  
News	
  to	
  Come	
  to	
  Them	
  as	
  In	
  the	
  Past
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Rapid	
  Public	
  Relations
	
  STEP	
  1:	
  Sign	
  up	
  for	
  Google	
  Alerts
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Rapid	
  Public	
  Relations
	
  STEP	
  2:	
  Create	
  an	
  Account	
  on	
  PR	
  Web	
  (prweb.com)

	
  STEP	
  3:	
  When	
  a	
  National	
  News	
  Story	
  Breaks	
  with	
  
Your	
  Keyword	
  Topic	
  (e.g.	
  neurofeedback,	
  ADHD	
  etc),	
  
Create	
  a	
  Press	
  Release	
  and	
  Send	
  out	
  Locally	
  or	
  
Nationally	
  via	
  PR	
  Web

Example:	
  Nov	
  2011:	
  Huge	
  national	
  story	
  on	
  shortage	
  
of	
  ADHD	
  Medications
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Rapid	
  Public	
  Relations
	
  STEP	
  4:	
  (Optional):	
  Post	
  Your	
  Press	
  Release	
  Copy	
  
on	
  Twitter	
  and	
  Google	
  Plus	
  with	
  Hash	
  Tags	
  (#ADHD)

	
  STEP	
  5:	
  Ride	
  the	
  Momentum	
  of	
  the	
  News	
  Story

	
  STEP	
  6:	
  Be	
  Available	
  for	
  Interviews	
  -­‐	
  Reporters	
  
Have	
  Very	
  Fast	
  Schedules	
  and	
  Usually	
  Want	
  to	
  Talk	
  or	
  
Tape	
  the	
  Same	
  Day	
  (or	
  at	
  the	
  most,	
  1	
  day	
  later)

	
  Record	
  all	
  Interviews	
  (audio	
  and	
  video)	
  and	
  Post	
  on	
  
YouTube,	
  Your	
  Website	
  and/or	
  Blog
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ESSENTIAL	
  TAKEAWAYS	
  (all	
  FREE):
	
  	
  

• 	
  Update	
  Copy	
  on	
  Home	
  Page	
  of	
  Website
• 	
  Update	
  Website	
  Meta	
  Tags
• 	
  Create/Update	
  Google	
  Places	
  Profile
• 	
  Create/Update	
  Bing	
  Places	
  Profile
• 	
  Create/Update	
  a	
  Google+	
  Profile
• 	
  Create/Update	
  a	
  Facebook	
  Business	
  Page
• 	
  Create	
  Quantifiable	
  Goals
• 	
  Carefully	
  and	
  Systematically	
  Track	
  
Results	
  Monthly
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OPTIONAL	
  TAKEAWAYS:
	
  	
  

• 	
  Experiment	
  with	
  Google	
  AdWords	
  to	
  
Increase	
  Traffic

• 	
  Experiment	
  with	
  Facebook	
  Ads	
  to	
  IF	
  You	
  
Have	
  a	
  Specific	
  Target	
  Market

• 	
  Create	
  a	
  YouTube	
  Channel	
  and	
  Make	
  
Several	
  2-­‐3	
  Minute	
  Videos	
  on	
  FAQs

• 	
  Post	
  Something	
  on	
  Google+	
  Several	
  
Times	
  a	
  Month
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Summary
The	
  Internet	
  
connects	
  	
  you	
  with	
  a	
  
vast	
  network	
  of	
  
relationships	
  that	
  
would	
  otherwise	
  be	
  
unavailable	
  to	
  you
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Attitudinal	
  Issues

You	
  Have	
  to	
  take	
  Risks	
  to	
  
Succeed,	
  and	
  Ignore	
  the	
  
Negative	
  People	
  in	
  Your	
  Life

You	
  Have	
  to	
  Invest	
  Time	
  and	
  
Money	
  to	
  Really	
  Learn	
  How	
  to	
  
Implement	
  This	
  Stuff

Business	
  is	
  a	
  Complex	
  Field	
  
that	
  is	
  Ever	
  Changing
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Hang	
  Out	
  with	
  People	
  Who	
  
Are	
  More	
  Successful	
  Than	
  You

Don’t	
  Invest	
  Time	
  in	
  People	
  
Who	
  are	
  Negative

Never	
  Stop	
  Learning

Attitudinal	
  Issues

If  I'd asked my 
customers what they 
wanted, they'd have 

said a faster horse.
         -Henry Ford
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Attitudinal	
  Issues
“Death is very likely the best 
invention of Life. Your time 
is limited, so don't waste it 
living someone else's life. 
Don't let the noise of others' 
opinions drown out your own 
inner voice. And most 
important, have the courage 
to follow your heart and 
intuition. They somehow 
already know what you truly 
want to become.” Steve Jobs, 1955-2011
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Key	
  Business	
  Principles
	
  	
  

Action	
  Plan	
  Exercise
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Key	
  Business	
  Principles
	
  	
  

Follow	
  up	
  Resources:

1)	
  Internet	
  Marketing	
  Resources:
	
  	
  	
  	
  

http://uncommonpractices.com/sts.html

2)	
  Email	
  me	
  with	
  any	
  questions	
  you	
  might	
  have:

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  joe@uncommonpractices.com	
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