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To the Salt Marketing community: Together, we are impacting so many 
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FREE GIFT FOR MY READERS

As a way of saying thank you for purchasing my book, I wanted to oler 
the opportunity for reaq insight into your uniSue onqine presence and the 
opportunities ahead with Maqt ’arketingFs REOO Pnqine xresence Inde.T 

-his highvqe(eq audit re(eaqs your weqqness practiceFs onqine (isibiqity and 
electi(eness, incquding factors such as website performance, MOP, qocaq 
search presence, and con(ersion gapsT It highqights whatFs working, whatFs 
missing, and where opportunities e.ist to attract more Suaqi)ed patientsT

You can get your FREE gift by going here:

https://saltmarketing.co/online-presence-index/ 
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Introduction
Why Marketing Feels Hard, And How This Book Will Help

M arketing your wellness practice or med spa feels overwhelming, 
inconsistent, and ine’ective, even though you.re great at what you 

doY xou have the education, ebpertise, and reputation for ebcellence, yet 
what they did not teach you in school is creating an ongoing visiHility and 
consistency proHlem that impedes the growth and success of your practiceY 

-ave you ever stared at your phone late at night trying to come up with 
something, anything, to post after a hectic day of treating clients or pa?
tients“ xou.re not aloneY MayHe you.ve delegated marketing to your front 
desk manager Hecause she.s Igood with ”nstagramY— MayHe you.ve spent 
thousands on ads, only to wonder where the so?called leads went, assuming 
they were real people to Hegin withY MayHe you.ve tried a little Hit of 
everything Hecause you were told you had to He everywhere B and you.re 
understandaHly ebhaustedY

” hear youY ” know from jrsthand ebperience that wellness practitioners 
and med spa owners are among the most passionate, heart?driven profes?
sionals in the worldY xou chose your profession Hecause you wanted to 
help people feel better, look better, and live better. Sut somewhere along 
the way, it started to feel like you needed a second degree in marketing, 
tech, and mayHe even psychology Eust to keep upY xou didn.t estaHlish your 
practice only to spend your nights learning O;1 or Huilding sales funnelsJ 
you did it to make a positive impact on the clients or patients seeking your 
knowledge, precision, and careY 
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Gnd yet, here you areT qoogling Ihow to get more patients,— scrolling 
through marketing advice more aligned with e?commerce Hrands than 
local med spas, and wondering why some practices seem to have a waitlist 
while your practice rides the revenue rollercoaster in a seemingly endless 
loopY ”t.s not that you.re doing anything wrongJ you.re simply playing a 
game without the right playHookY

Phe truth“ Marketing feels like a steep uphill climH Hecause without a 
well?dejned strategy at its foundation, it yields scattered resultsY Po make 
matters worse, med spas and wellness practitioners confront a uniLue 
challengeT they.re not selling a tangiHle product like shoes or software, Hut 
a promise of transformation, trust, and hopeY Ueople schedule wellness 
appointments, aesthetics or consults not out of Horedom Hut in a sincere 
e’ort to feel di’erent, Hetter, and wholeY 

Phat.s why marketing in this space is so nuancedY Gs the provider of a 
deeply personal service, you can.t fake authenticity, outspend corporate 
franchises on ads, or rely on ever?changing weekly trendsY ”nstead, attract?
ing your ideal clients and patients reLuires marketing that feels like you and 
rezects your heart as well as your ebpertiseY Dong Hefore someone Hooks 
an appointment, your marketing must estaHlish trust Hecause people do 
Husiness with people they know, like, and trustY 

…nfortunately, most Imarketing advice— precludes these critical elementsY 
”t may work for tech startups or retail Hrands, Hut not fra22led practitioners 
Halancing patient care, staKng, operations, and compliance B all while 
sLuee2ing in a minute to post on ”nstagramY 

Xo any of the following sound familiar“

  xou attempt to post on all social media platforms Hecause some?
one told you you shouldY

  xou post when you have time, Hut you.re never sure what to sayY

  xou run a promo and see a little Hump in calls®Hut it doesn.t lastY
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  xou hire a marketing agency, and they treat you like Eust another 
account instead of a partnerY

Deep Breath: You Don’t Have to Turn Into a Marketer to 
Get Results 

Row that we.ve identijed the proHlem, ” want you to relab and take a deep 
Hreath Hecause there is a solution that will change everythingY

Marketing doesn.t have to He a separate part of your EoH that competes 
with client and patient careY :hen done right, marketing is careY ;very 
time you post educational content, answer a common client Luestion, or 
appear on video to talk aHout the di’erence Hetween S1P145 and jllers, 
you.re helping your potential new clients and patients make informed 
choices aHout their health and wellnessY Sefore they even call you or set 
foot into your oKce, you.re guiding them in an act of service, not engaging 
in Imarketing zu’Y—

Gnd when your marketing zows naturally from the way you already care 
for people, aligned with your mission, values, and ebpertise, it stops feeling 
forced and starts feeling fuljllingY Phat.s the transformation ” envision for 
you as you move through this HookY

It’s Not You. It’s the Noise

1ver the past decade, the wellness industry has ebplodedY :ith new med 
spas and wellness practices popping up everywhere, it is Hecoming in?
creasingly competitiveY AomHined with the online noise, including social 
media platforms, prospective clients and patients are more overwhelmed 
than everY -owever, ” want you to understand a critical distinctionT you.re 
not competing with every practice in your cityJ you(re competing with 
confusionY

SomHarded with di’ering approaches and various personas, your poten?
tial new clients don.t know who to trustY 
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:hy is your approach Hetter than the clinic down the street“ 

:hat treatment suits them Hest“ 

:hat proHlem do they need to solve“ 

”f clients don.t understand what they need and what distinguishes you 
from another wellness practice or med spa in addressing that need e’ec?
tively, they won.t choose youY 

”f your marketing is inconsistent, they.ll forget youY 

”f your message isn.t clear, they won.t trust youY 

;very month you delay Huilding a system is another month you.ll spend 
reinventing the wheel, riding the revenue rollercoaster, and hoping the nebt 
post or promo jnally worksY

Phat.s where an e’ective, consistent marketing strategy comes inY 

:hen you learn how to communicate clearly and position yourself as a 
trusted guide instead of Eust another option, you cut through the noise and 
Hecome the oHvious choiceY Phat.s what this Hook is here to help you doY

Get Found, Get Booked Is the Playbook You’ve Been Miss-
ing 

”n this Hook, ”.m going to show you how to market your med spa or 
wellness practice without Hecoming a full?time marketerY Get Found, Get 
Booked will guide you through Huilding a clear, repeataHle system that 
makes it easier for your ideal clients and patients to jnd you, trust you, 
Hook with you, refer others to you, and return to you again and again B 
while you enEoy consistent marketing that no longer drains youY 

xou won.t need to chase constantly evolving trends or duct?tape together 
random tacticsY Gnd you.ll no longer sacrijce your nights to study O;1, 
create funnels, or reinvent your messaging every monthY 

6
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”nstead, you.ll construct what most med spas and wellness practices lackT 
a marketing system designed for your kind of HusinessY

The Moment I Realized There Had to Be a Better Way

:hen ” started Oalt Marketing, ” did not intend to Huild another tradition?
al agencyY Gfter years of working with small Husinesses, including market?
ing my own, ” swore ”.d never do it the Itypical— way againY ” had seen too 
many Hrilliant practitioners with incrediHle skill and heart invest in tactics 
that never moved the needleT CaceHook ads without compelling messaging, 
Heautiful weHsites that failed to convert, and social media posting with no 
strategy Heyond Itry to stay visiHleY— Phey had plenty of hustleY :hat they 
needed was a system that respected their time, honored their voice, and 
transformed marketing from chaos into clarityY

Phat.s where ” conceived The Salted EdgeT a step?Hy?step framework root?
ed in StoryBrand messaging, inHound marketing, automation, and smart 
measurement, Huilt around you, the practitioner, not around the easiest 
deliveraHles for a digital marketing agencyY 

Phis framework transforms marketing from scattered to strategicY ”t does 
not chase trends or overcomplicate your e’orts Hut estaHlishes a founda?
tion that actually worksY :hy“ Secause it focuses on you, the practitioner, 
and honors your voice, ebpertise, and timeY

What Makes The Salted Edge Framework Di?erentA 

Phe Oalted ;dge Cramework materiali2ed from one simple HeliefT when 
your marketing aligns with your mission, it Hecomes e’ortless and e’ec?
tiveY

;ach part of the system Huilds on the otherT

NY cttraCt: Areate clear, magnetic messaging that cuts through the 
noise and draws your ideal clients to youY

7
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'Y &onvert: quide those prospects to a conjdent Iyes— through 
trust?Huilding systems and intentional communicationY

)Y &reate Raving Fans: Xeliver such an incrediHle ebperience that 
clients can.t help Hut talk aHout youY

6Y cutomate: Suild systems and automations that save time, reduce 
chaos, and keep your marketing running consistentlyY

7Y Measure f SCale: …se real?time data to see what.s working, 
what.s not, and where to grow nebtY

;very chapter of this Hook will walk you through these steps, with ebam?
ples, templates, and workHook ebercises designed for med spa and wellness 
owners Eust like youY

xou.ll jnally have a marketing strategy that feels doable, not dauntingJ one 
that grows with your practice instead of holding it HackY

The BeneOts You’ll ReCeive When Marketing BeComes 
Transparent and StrategiC

:hen your marketing aligns with your mission, it moves from feeling 
forced to feeling fuljlling, Hecause it Hecomes an ebtension of you and the 
care you o’erY

xou can ebpect several changes when you implement a real systemT

  xou stop guessing what to post and start communicating with 
transparency

  xou attract clients who value your ebpertise 8not Hargain hunters 
chasing discounts9

  xour weHsite Hecomes a conversion tool, not an online Hrochure

  xour calendar jlls more predictaHly, without constant promos
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  xour team feels focused Hecause your consistent messaging

  xou spend less time Idoing marketing— and more time serving 
patients and clients

ProoU: Why Some PraCtiCes Get Booked While Lthers Burn 
Lut

xou.ve proHaHly noticed itT one practice has a waitlist, steady new patient 
zow, and seemingly e’ortless content, while another practice in the same 
geographic area struggles to stay consistent, constantly runs promotions, 
and starts over every month, despite having top?notch providersY 

”n my ebperience, talent and Hudget are rarely the dejning factorsY ”t.s 
aHout structureY

Phe practices that get found and get Hooked simply operate with messag?
ing, systems, and follow?up that develop trust long Hefore the appoint?
mentY

Emotional Burnout Is Real: Don’t Wait ,ntil It’s Too 4ate

-ave you ever compared yourself to other practices on ”nstagram that 
show up with perfect lighting, zawless videos, and hundreds of comments“ 
” know how dezating it feelsY 

Most marketing Hooks overlook the emotional conseLuences a Husy prac?
titioner su’ers when trying to reach and attract potential new clients 
onlineY ”t.s easy to Helieve they have a secret you don.t, Hut more often than 
not, the di’erence has nothing to do with talent and everything to do with 
consistency and systemsY Sehind the scenes, your competitors work from 
a structure while you reinvent the wheel every monthY

Marketing Hurnout is realY xou.re likely depleted from the endless posting, 
the constant pressure to Ishow up,— and the trial?and?error with little 
feedHackY 
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” want you to know that you are not the proHlemY ”t.s the lack of marketing 
systems and processes that support your goalsY Phe longer you wait to 
implement a framework that Hrings structure, strategy and sanity Hack into 
your marketing, the greater your ebhaustion and the risk to growing your 
practice and increasing your revenueY Otop spinning your wheels and start 
reading nowY  

How To Get The Most Lut LU This Book

” wrote this Hook to provide you with a clear, repeataHle marketing system 
B a framework that integrates with your schedule, not complicates itY 
”f you follow the framework on these pages, you will stop relying on 
random tactics and start creating steady momentumT more visiHility, trust, 
Hookings, and predictaHle growthY

xou don.t need an advanced degree in marketingY xou Eust need the right 
playHookY

Read5 Implement5 SuCCeed 

”n the chapters ahead, you.ll learn how to implement a doaHle, ethical, and 
sustainaHle marketing system that rezects your ebpertise and heartY

xou.ll discover how toT

”dentify and attract ideal clients who align with your mission

Areate powerful messaging using OtorySrand principles so you Hecome the 
oHvious choice

Xesign a weHsite that converts and guides clients toward a conjdent Iyes—

…se automation to save time and keep your client ebperience seamless

Deverage social media and email naturally and consistently

M
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Measure what matters to determine what.s working and where to grow 
nebt

Sy the end, you.ll have a system you can maintain without Hurning out or 
micromanagingY ”f you.re ready to stop guessing, cut through the static, 
and grow your practice with clarity, let.s get startedY
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Part I
The Reality of Marketing a Wellness Business
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Chapter One

The Chaos Trap
Why "Doing Everything" Is Disrupting Your Marketing & 

Stalling Your Success

I f you’ve continued reading beyond the introduction, chances are you 
have already lived through what I call The Chaos Trap. In my experi-

ence with my Salt Marketing clients, it usually starts innocently enough, 
prompted by a slow month, a dip in new patient leads, and a well-meaning 
friend saying, “You really need to be doing TikTok.”

From there, the path often leads to joining a marketing webinar that 
promised “ten patients a day in ten days” or hiring an agency that swore 
they had the secret for med spas and wellness practices. 

Maybe  you’ve  tried  boosting  a  random  Instagram  post,  sending  a 
last-minute discount email, creating a new service special because “every-
one else was doing one,” or posting three reels a week because someone told 
you, “Consistency is key.”

And what is the result of all of that extra e?ortN Wothing sticks. Some 
months you’re slammed, other months you’re staring at an empty schedule 
wondering where everyone went. If that sounds familiar, take a deep breath 
because you are in excellent company.

:elcome to the reality for most med spa and wellness practitioners1 smart, 
skilled, heart-centered clinicians struggling to operate inside a marketing 
system that was never built for them. 

2G
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You didn’t choose the wellness profession because you wanted to become 
a part-time marketer, yet here you are, trying to juggle marketing tactics 
like Laming swords while simultaneously running your practice, serving 
patients, managing sta?, keeping up with industry trends, and P oh yes P 
maintaining a fulzlling life outside of work.

Ret’s name this phenomenon appropriately1 Marketing chaos — and it’s 
costing you in more ways than one. I’m not just talking about money, but 
your time, conzdence, energy, peace, and ability to grow in a purposeful, 
aligned manner.

Kefore we talk about how to zx it, and I promise, we will, let’s take a closer 
look at how well-meaning practitioners end up trapped in chaos, why it 
feels impossible to get out, and the simple shift that changes everything.

Why Wellness Practices Get Mired in Marketing Chaos

There are three major reasons practitioners fall into the Chaos Trap and 
stay there longer than they should.

Reason #1

Your training taught you how to care for clients and patients, not engage 
in marketing. Wo medical school, chiropractic college, nursing program, 
3A track, aesthetics academy, or certizcation course teaches the kind of 
marketing that builds a sustainable practice. Instead, you learned how 
to diagnose and treat patients with care by listening and personaliJing 
protocols.

:hat you didn’t learn was how to understand the patient journey or create 
irresistible messaging. Wo one taught you how to run successful email 
campaigns or automate follow-ups. You knew you needed a website, but 
no one showed you how to optimiJe it for SOU and conversion. And you 
certainly weren’t given the tools to train your sta? to support or measure 
your marketing HUI across multiple channels.

2q
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And yet, the moment you open your doors, you’re suddenly hit with the 
expectation to do all of that and more. The gap between your clinical 
knowledge and the need for a strategic marketing strategy creates chaos.

Reason #2

You’re surrounded by cookie-cutter marketing advice dispensed by people 
who have never stepped foot into a wellness practice. They lack a thorough 
understanding of ;I3AA rules or patient decision cycles, and have no clue 
concerning the emotional, znancial, and relational considerations that 
guide a patient to say “yes.”

So, you buy generic marketing strategies that fail to speak to your ide-
al client, and when they inevitably fail, you assume marketing simply 
“doesn’t work.” :hile it’s not the fault of you or your practice, you’re 
employing the wrong strategy. 

Reason #3

You’re operating with tactics, not within a system. I get it1 tactics are 
tempting because they make you feel as if you’re making progress by keep-
ing you busy and generating lots of marketing activity for you and your 
team. Kut tactics cannot create sustainable growth on their own. :hen 
you string together isolated actions without a framework or a strategy, the 
result is noise1 signizcant e?ort, minimal payo?.

This is the crossroads where many wellness owners give up entirely or con-
tinue burning out while pushing harder and harder. Kut there’s another 
way, one that’s simple and scalable, and it begins with understanding the 
system that shifts med spas and wellness practices from chaos to clarity.

Introducing the Scalable Simplicity System

:hen we zrst started Salt Marketing, I 5uickly realiJed that wellness 
practitioners didn’t need more marketing, but a marketing system P a 
simple, repeatable, and proven path for growth that works, regardless of 
the platforms you use or Luctuations in the market. 

20
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After working with hundreds of practitioners across med spas, functional 
medicine, primary care, therapy, and wellness clinics, the pattern became 
crystal clear1

Overy successful practice follows the same zve stages, in the same order, and 
in a continuous loop of reznement. These zve stages became the founda-
tion of The Scalable Simplicity System… a framework designed specizcally 
for wellness businesses1

2. Scramble

G. StabiliJe

q. SystematiJe

0. Scale

6. Soar

26
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:hether you’re a solo injector, chiropractor, or hormone clinic prac-
titioner, or the director of a multi-seven-zgure med spa with multiple 
providers, these stages help you identify where you are, what you’re miss-
ing, and most importantly, what to do next.

:e’re going to walk through each one, because the moment you un-
derstand this path, marketing stops feeling chaotic and starts feeling like 
something you can actually control.

Stage One: The Scramble 

If you’re like most practitioners, your marketing probably feels a little bit 
like a frantic dash from one thing to the next. Une day you’re posting 
on Instagram because someone told you should be posting daily, and the 
next day you’re sending a last-minute promotion because the schedule 
looks thin. The day after that, you’re Eoogling “how to get more med spa 
clients” at 27 p.m., clicking through articles you don’t have the energy to 
implement.

That’s The Scramble.

It is the inevitable result of reactive marketing instead of intentional mar-
keting P when you’re responding to dips in revenue or slow weeks instead 
of guiding your growth with purpose. It arises when every month feels like 
a surprise, but not in the fun, celebratory way. Some weeks you’re booked 
solid… others, you’re wondering if everyone coordinated to take a vacation 
at the exact same time.

In Scramble, everything hinges on you. If you don’t post, nothing goes out. 
If you don’t follow up, no one does.  If you don’t remind the team8well, 
you probably already know how that ends.

You’re spinning so many plates that “marketing” becomes this vague, foggy 
cloud that follows you around everywhere you go1 on your drive home, 
during appointments, and even when you’re trying to fall asleep.

And the messagingN If you’re honest, it’s a mix of whatever words you 
grabbed in the moment that felt right or that you saw someone else using. 

29
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A caption dashed o? between patients. A promo thrown together on 
Canva that still looks like a Canva template. A sales page that sounded good 
at the time but doesn’t really sound like you anymore.

:hen you’re in Scramble mode, everything feels like you’re throwing 
spaghetti at the wall and hoping desperately that something sticks.

The most ironic partN Wone of it is a reLection of your capability. In 
fact, it’s generally the opposite1 Scramble happens because you care deeply 
about your business. You want it to grow so you can help more people. 
That’s why you’re trying so hard to make the right moves, yet the more 
you try, the more chaotic things feel. Although e?ort fuels the Scramble, 
clarity remains the missing guide.

And clarity is the one factor you absolutely must have before anything else can 
work.

It begins with knowing who you serve. It’s not everyone… it’s the specizc 
people who are the best zt for what you do. Eetting your messaging right 
means identifying what your clients and patients need P not what you 
want to sell P but what they are actually searching for. Clarity is kind. It 
communicates how you help in language that makes your ideal client feel 
understood, not overwhelmed. :hen you get this right, you demonstrate 
why someone should choose you, including your uni5ue method, philos-
ophy, and care. 

Most importantly, you need clarity about what happens next1 the simple, 
repeatable path that turns a curious follower into a booked client.

Unce that clarity snaps into place, Scramble loosens its grip. You can feel 
the shift physically as your shoulders drop, the knot in your stomach 
relaxes, and the pressure lifts like fog when sunshine pierces through the 
atmosphere. Wow let me share a little secret no one divulges to practition-
ers1 Scramble can be the shortest stage in your entire business if you allow 
it.
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In my experience, wellness practices stay mired in Scramble far longer than 
necessary because no one handed them a map. They have no idea what the 
next stage is supposed to look like, or how simple the transition can be once 
they znally have a clear foundation.

The moment you learn where to place your attention, and what you can 
safely ignore, you begin to stabiliJe and see results that make sense. You 
stop reacting and start leading. And marketing transitions from being a 
Scramble to a reliable system you can trust.

Stage Two: Stabilize

If Scramble makes you feel like you’re constantly running behind your 
own business, StabiliJe feels like the zrst deep breath you’ve taken in 
months. It’s the stage where the noise 5uiets down just enough for you 
to hear yourself think. You begin to notice, almost to your surprise, that 
not everything re5uires your immediate attention. There’s znally a sense 
of direction, something sturdier than what you had before.

The StabiliJe stage is often marked by a single moment of realiJation, one 
I hear from practitioners all the time1 “Uh. So, this is what actually moves 
the needle.” It’s not a new tactic, a fancy funnel, a viral reel, a paid ad, or 
a perfect logo. It’s the moment you stop trying to do everything and start 
doing the right things.

At this point, your marketing begins to align with your business P not 
the other way around. You stop contorting yourself to zt someone else’s 
blueprint, and instead begin building an authentic, manageable, and sus-
tainable framework.

Wext, something subtle but powerful begins to occur1 instead of scram-
bling for content ideas, you start developing a clear point of view that 
enables you to build a relationship with your audience. Your voice becomes 
recogniJable and your message becomes memorable.Wow you have the 
ability to put some energy into consistency, not perfection, daily posting, 
or endless content. Simple consistency removes the guesswork from your 
marketing and replaces it with a strategic means to an end. 

2H

ARC C
op

y O
nly



EOT FUDWB EOT KUU—OB

:hen you start to feel as if you’re steering your marketing rather than 
chasing it, you’re ready for what comes next.

Finally, at this stage, lead capture comes into play, where you turn visitors 
into engaged participants. At Salt Marketing, we call this a list builder or 
a lead magnet, and it can take the form of a guide, a checklist, a 5uiJ, a 
video, or even an informative podcast. The most critical characteristic is 
that it’s something you would have wanted when you zrst embarked on 
your own wellness journey. It doesn’t have to be elaborate. It just needs 
to answer a 5uestion your ideal patient is already asking. Kecause when 
someone engages with your content, your relationship with them oIcially 
begins.

Stage Three: Systematize

Ky the time you reach Stage Three of the Scalable Simplicity System, your 
business feels lighter, steadier, and more predictable. You’re no longer 
waking up each week wondering what to say in your marketing, or where 
to show up. Attracting new clients or patients starts to take on a reliable 
rhythm and structure.

If StabiliJe focuses on clarity, SystematiJe focuses on conzdence. It’s the 
moment you stop building your marketing on adrenaline and start build-
ing it on intention. You’re no longer reacting to every slow day or descend-
ing into panic mode every time you see empty time slots on your calendar. 

Instead, you’re noticing patterns in terms of what your audience responds 
to. You’re understanding your own voice, message, and strengths.

And from that awareness, you cultivate the ability to create systems P 
decisions you only have to make once.

It starts small with a few simple automations or your zrst set of repeatable 
campaigns. You have a weekly content routine and a centraliJed place with 
live ideas, assets, and messaging. Rittle by little, the chaos that used to dezne 
your marketing gives way to Low.
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You begin to see where technology can support you, not overwhelm you. 
You znd that automation isn’t cold or impersonal… it’s a tool that frees your 
time and treats every lead with care. This is when you get to discover the re-
lief of having an email se5uence that nurtures patients without you having 
to remember to send anything. And you create a library of reusable content 
that enables brand consistency and saves you from having to reinvent the 
wheel every time your team posts.

3erhaps for the zrst time since you started your business, you’re not carry-
ing all of this alone, because SystematiJe is also the stage where delegating 
becomes possible, and sometimes even exciting. You can delegate because 
you znally have a structure and a plan to delegate. You’re not tossing tasks 
to your team with a hope and a prayer that they zgure it out. You’re giving 
them a clear direction, with boundaries, expectations and tools they can 
use.

At the SystematiJe stage, your business no longer depends on your stamina 
and begins to rely on your systems. And with an established structure P 
smoothly functioning automations, predictable and purposeful content, 
documented processes, and an empowered team, you’re ready for a stage 
that used to feel like a pipe dream.

Wow your practice shifts from steady to soaring.

Stage Four: Scale 

If the zrst three stages create your marketing engine, Stage Four enables 
you to znally turn the key and feel the power underneath you. It’s the 
zrst time you look at your business and realiJe, Oh… this is what growth 
is supposed to feel like!

Scale is the stage most practitioners imagine when they daydream about 
“next level growth.” It’s the point where your practice begins to stretch, 
expand, and open new doors that once seemed unreachable. :orkshops, 
webinars, memberships, collaborations, events, new team members, and 
even the thought of opening a second location feel less like a fantasy and 
more like a strategic possibility.
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Scale invites you to abandon doing more in favor of doing more of what 
works. 

And that’s only possible because you’ve already laid the foundation in 
SystematiJe. :ithout that clarity and structure, Scaling represents a more 
expensive version of chaos rather than sustainable growth. You’ve probably 
seen this for yourself1 a practice that launches everything all at once, burns 
out their team, overextends their budget, and ends up more stressed than 
ever.

You cannot scale chaos.

If there’s even one part of your business still entangled in Scramble, 
whether it’s unclear messaging, inconsistent content, no lead capture, or 
no follow-up process, it will follow you into Scale like unchecked baggage. 

Scale magnizes whatever foundation you’ve built1 strong or shaky.

That’s why the work you did in StabiliJe and SystematiJe matters so 
deeply. :ithout those stages, Scale becomes a house of cards. :ith them, 
it becomes the most energiJing phase of your business, where you get to 
innovate, experiment, and expand without sacrizcing your peace or your 
sanity.

For the zrst time, you’re steering the ship, which zlls you with a new sense 
of conzdence that prepares you for the znal stage, where your business 
becomes self-sustaining, not just successful. Scaling means trusting your 
team with profound responsibilities because you’ve created systems that 
teach them how to win.

This stage elicits the realiJation that the patients on your schedule are no 
longer random, but ideal zts who already feel connected to your brand. 
You now possess the ability to reach more people by cultivating your 
personal brand… for example, launching a workshop with the knowledge 
that your email se5uence, nurture system, and follow-up automation will 
support it Lawlessly.
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:hen you arrive at this stage, you o?er discounts or promotions that 
feel aligned with your marketing strategy, and not like desperate, reactive 
measures. Wow you can raise your prices because your demand, data, and 
conzdence support the decision. 

Stage Five: Soar 

There’s a moment in every well-run wellness practice where the founder 
looks around and thinks, almost with disbelief, “This is what I hoped it 
would feel like.” Bon’t get me wrong1 I’m not talking about perfection, be-
ing “done,” or reaching some mythical znish line. I’m referring to ease and 
predictability and stepping into your role as a practitioner and visionary… 
someone who leads with intention instead of urgency.

At this stage, everything you built in the zrst four stages comes together 
to support your freedom. It’s your reward for choosing clarity over chaos, 
systems over stress, and intention over reaction. 
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It’s the moment when your marketing, team, patient experience, and op-
erations all work in sync, at last a?ording you the ability to expand without 
carrying the weight of the entire business on your back.

The owner of a soaring med spa now spends her mornings leading team 
huddles, not putting out zres. She reviews her metrics dashboard once a 
week and sees steady growth, month after month, without the emotional 
rollercoaster she used to brace for. ;er team knows exactly how leads Low 
through the business, so no one wonders what happens next or who’s 
supposed to do what.

3atients arrive educated and excited because the automated nurture se-
5uences gave them everything they needed before they ever booked. Overy 
consultation feels easier because they already align with patient expecta-
tions. Overy conversion feels more natural because you have developed 
trust long before the appointment.

Unce you have reached the Soar stage, your involvement becomes high-lev-
el instead of high-pressure. In this stage, you can focus on higher aspirations 
like thought leadership, writing, speaking, podcast guesting or hosting, 
and contributing to industry conversations with your uni5ue expertise. 
Your focus can shift to advanced ways to serve your clients and patients 
through e?orts that add depth in addition to revenue, such as member-
ships, continuums of care, and signature programs.

You’ll also znd that you have the time to connect with your community 
and local businesses to engage in cross-promotions and collaborations that 
expand your reach without increasing your workload. 

In my work with clients, I have found that the reward that excites so many 
practice owners the most is the ability to develop a world-class team, invest 
in people, empower new leaders, and cultivate a culture of growth. :ith 
these pieces in place, you have the ability to innovate P to test new ideas 
without destabiliJing the business. 
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Finally, you can start to think about next steps, like opening a second 
location, seeking investors, or researching MKA opportunities because 
your systems and foundation are strong enough to support it.

Chapter 1 Salt Shaker: Step Out of the Chaos Trap

Kefore you move on, pause for a moment and reLect. Ask yourself honest-
ly1

  :hich parts of my marketing feel reactive instead of intentionalN

  :here am I scrambling because I lack clarity, not motivationN

  :hich stage of the Scalable Simplicity System best describes 
where I am right nowN

Scan this QR code to download a PDF of my Scalable Simplicity System as 
well as your own Success Tracker here!

I am not asking you to zx everything today, nor am I telling you to create a 
new tactic, platform, or promotion. I created these 5uestions to help you 
cultivate awareness, because clarizcation always comes before change.

As you continue to Chapter G, remember that marketing stops feeling 
chaotic the moment you stop trying to do everything and start doing the 
right things, in the right order.
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Wow let’s explore the uni5ue challenges wellness practitioners face when 
it comes to strategic marketing. 
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Chapter Two

The Unique Challenges of 
Wellness Marketing

I f you’ve been in the wellness delr foa mny m,ount of ti,ek you mlaemry 
gnow thmt ,magetinp m cam.ti.e is riMeaentB -ost s,mll businesses .mn 

aun m smlek cut out m few mrsk cost .onsistentlyk mnr see m re.ent bu,c in 
inteaestk if not aevenueB Sut ,er scms mnr wellness cam.ti.es live in m .o,x
cletely riMeaent e.osyste, shmcer by taustk smfetyk ceasonml vulneambilityk 
mnr lonpxtea, aelmtionshicsB

“in.e the aules riMea ram,mti.mllyk so roes the cmth to paowthB In this 
.hmcteak we’ae poinp to e”cloae whyk be.muse on.e you unreastmnr the csyx
.holopy of wellness buyeask the faustamtion you’ve felt maounr Y,magetinp 
.hmos( ,mges senseB )ou’ll leman why youa mr .m,cmipns rirn’t .onveatk 
why youa .o,cetitoas see, to e”ceaien.e paowth Trescite lour but not 
ne.essmaily reec ,magetinpqk mnr why youa ,ost loyml .lients see, to tmge 
foaevea to .onveatB

Che uni:ueness of wellness re,mnrs m uni:ue ,magetinp stamtepyB 

Why “High Trust” Changes Everything

2usto,eas in ,ost inrustaies msg the,selves m si,cle :uestion6 “Do I want 
this?” 2ontamst thmt with wellness .lients mnr cmtients who cose m ,oae 
caofounrly ceasonml :ueay6 “Can I trust you?”
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j cotentiml new wellness .lient is not buyinp m shiatk .mnrlek oa lmtteB 
Chey’ae mllowinp so,eone they ron’t yet gnow reec insipht into theia 
hemlthk boryk .ondren.ek hoa,onesk mnr mpinp cao.essB Chmt level of vulx
neambility ae:uiaes m level of taust no .mt.hy mr oa .levea oMea .mn .ia.u,x
ventB Che intensely ceasonml nmtuae of wellness e”clmins why the tyci.ml 
Ys,mll business ,magetinp clmyboog( so often fmils cam.titioneasB It msx
su,es buyeas mlaemry feel smfe enouph to tmge m.tionB Poweveak wellness 
cam.titioneas mnr ,er scms ,ust eman smfety slowlyk thouphtfullyk mnr .onx
sistentlyB

)oua cmtients mnr .lients evmlumte you lonp befoae they evea boogB Chey’ae 
listeninp to how you tmlg mbout theia .on.eansk wmt.hinp how you caesent 
youaselfk mbsoabinp how you eru.mtek mnr looginp foa sipns thmt you tauly 
unreastmnr whmt they’ae e”ceaien.inpB )oua voi.ek caesen.ek mnr chilosox
chy ,mttea zust ms ,u.h ms youa seavi.esB

Chis is why so ,mny cam.titioneas lige you feel stu.gB —eocle tell you to 
Ycost ,oaek( Yro ,oaek( mnr Ybe eveaywheaek( yet none of those suppesx
tions mrraess the .oae issuek whi.h is the taust pmc mt the bepinninp of eveay 
wellness aelmtionshicB Nn.e you ae.opni7e thmt taust is the taue .uaaen.y of 
wellness re.isionsk eveaythinp else .li.gs into clm.eB

Education and Sales: A Dance of Distinction 

-ost cam.titioneas nmtuamlly lemn towmar eru.mtinpB )ou love to e”clmink 
tem.hk puirek mnr pive .onte”t be.muse you’ae wiaer thmt wmyB )oua instin.ts 
mae aipht .on.eaninp youa caofession6 eru.mtion builrs taust mnr taust 
.o,cels m.tionB

Poweveak ,mny cam.ti.es unintentionmlly pet stu.g mt the Ye”clmininp( 
stmpek couainp out vmluek mnsweainp eveay :uestionk costinp aeels mnr inx
fopamchi.sk senrinp helcful e,mils J mnr still hema .ai.getsB —eocle leman 
fao, the,k thmng the,k mnr even .o,cli,ent theia .ontentk but fmil to 
tmge the ne”t stecB
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I ron’t ,emn to i,cly thmt you’ae pivinp mwmy too ,u.hB Chis caobx
le, illustamtes thmt you’ae not guiding the, enouph be.muse infoa,mtion 
mlone amaely .mtmly7es m.tionB  ;hmt roes8 2lmaityB “e:uen.eB “uccoatB )oua 
caosce.tive .lients neer you to .onne.t the rots foa the, so they .mn 
ripest not only what the infoa,mtion ,emnsk but why it matters, what’s 
at stake, mnr what to do next. Chey neer you to helc the, inteacaet theia 
sy,cto,sk pomlsk oa faustamtionsk mnr then oMea the, m .lema cmthwmy 
towmar tamnsfoa,mtionB

jt this zun.tuaek the bmlmn.e between eru.mtoa mnr puire be.o,es cmamx
,ountB ;hen youa .ontent tem.hes youa caosce.tive .lients mnr cmtients 
enouph to builr .ondren.e and puires the, towmar m si,clek lowxfai.tion 
ne”t steck you no lonpea feel lige you’ae Yroinp m lot of ,magetinp( without 
aesultsB )oua murien.e bepins ,ovinp towmar you nmtuamllyk be.muse you’ve 
.aemter m sense of cmatneashic amthea thmn caessuaeB

The Buyer’s Journey Explained: Understanding the Mar-
keting Funnel

;hen ,mageteas aefea to m Yfunnelk( they’ae si,cly res.aibinp the stmpes 
ceocle ,ove thaouph on theia wmy to be.o,inp cmyinp .lientsB jt the 
toc of the funnel mae ceocle who mae zust be.o,inp mwmae they hmve m 
caoble,k su.h ms so,eone with ae.uaainp bm.g cmin who isn’t suae whmt’s 
.musinp it oa who .mn helcB In the ,irrle of the funnel mae ceocle who mae 
m.tively .onsireainp theia octions6 they’ae aesema.hinp chysi.ml theamcistsk 
aemrinp aeviewsk mnr .o,cmainp mccaom.hesB jt the botto, of the funnel 
mae ceocle who mae aemry to .hoose you ms m caovirea be.muse they taust 
youk unreastmnr youa cao.essk mnr feel .ondrent you .mn helc the,B

Om.h of these stmpes ae:uiaes m riMeaent ,essmpe mnr mccaom.h6 eru.mtion 
foa the tock .lmaity mnr aemssuamn.e foa the ,irrlek mnr m si,cle invitmtion 
to boog foa the botto,B In m ,inutek we’ll tmlg mbout why ris.ounts woag 
best after you hmve mlaemry eru.mter so,eoneX m loymlty ceag ,mges sense 
to m ceason who tausts youk but it won’t .onvin.e m stamnpea whose bm.g 
cmin ae,mins m ,ysteayB
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The Critical Timing of Discounts, Urgency, and Gimmicks 
in the Buyer’s Journey 

Nne of the ,ost .o,,on faustamtions I hema fao, ,er scm owneas is6 
Y;hy roesn’t ,y cao,otion woag the wmy I e”ce.ter8 Nthea ceocle mae 
roinp itX why isn’t it woaginp foa ,e8(

Che aemson is si,cle6 in wellnessk if so,eone roesn’t gnow you yetk not 
reallyk m ris.ount will not .aemte taustB In fm.tk mn mtte,cter tocxofxfunnel 
ris.ount .mn eli.it ,oae sgecti.is, in the eyes of youa caosce.tsk not lessB

—i.tuae so,eone who’s nevea hmr SNCNV9k oa so,eone e”cloainp hoax
,one theamcy foa the dast ti,eB Chey’ae not thinginpk “Ooh, save $50!” 
Chey’ae thinginp6

  Y;ill this woag foa ,e8(

  YIs it smfe8(

  Y;ill I loog nmtuaml8(

  YAo they unreastmnr ,y .on.eans8(

  YPow ro I gnow I .mn taust the,8(

j ris.ount .mn’t mnswea those :uestionsB Nnly eru.mtion .mnB

?est mssuaerk theae is m coint wheae thinps shift mnr ris.ounts mbsolutely 
can woagB Nn.e mn eru.mter .lient feels smfek the rynm,i.s .hmnpeB j 
loyml SNCNV9 cmtient of eiphteen ,onths roesn’t neer .onvin.inp thmt 
inze.tions woag oa thmt you gnow whmt you’ae roinpB “he mlaemry believes in 
the seavi.eB “he tausts youB jt thmt cointk m rollmasxoM cao,otion oa m YLI— 
only( li,iterxti,e ceag .o,es m.aoss ms mccae.imtionk not ceasumsionB

Chis is mn e”m,cle of botto,xofxfunnelk aetentionxraiven ,magetinpB jnr 
in wellnessk thmt’s wheae ris.ounts m.tumlly shineB Oru.mte dastB Suilr taust 
se.onrB ?ewmar loymlty thiarB ?evease the oareak mnr eveaythinp fmlls mcmatB 
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Uollow the oareak mnr you’ll see .onveasions in.aemse eMoatlesslyk entiaely 
mlipner with how wellness .lients wmnt to buyB

Your Clients Seek the Right Option, Not the Cheapest 
Option

Feneai. ,magetinp mrvi.e roes not mccly to wellness rue to the nmtuae of 
the re.ision itselfB ;hen ceocle invest in m hoa,one aeclm.e,ent caopam,k 
m cectire caoto.olk m seaies of lmsea sessionsk oa m .o,caehensive fun.tionml 
,eri.ine caopam,k they’ae not .hoosinp m .o,,orityk m si,cle e”.hmnpe 
of seavi.es foa theia ,oneyB Chey are .hoosinp m aelmtionshick mnr ,oae 
i,coatmntlyk to see m futuae veasion of the,selvesB Chey’ae octinp foa 
so,eone who will wmlg with the, thaouph theia hemlthk .ondren.ek oa 
lonpevity zouaneyB

Uoa these aemsonsk they’ae .o,cmainp taust sipnmlsk not cai.e tmpsB )oua ireml 
.lients mnr cmtients wmnt to gnow who will6

  Cmge the ti,e to unreastmnr the,

  Fuire the, without zurp,ent

  O”clmin thinps in m wmy thmt ,mges sense

  0isten with intention

  “uccoat the, when caopaess feels slow

  Se the cam.titionea they .mn aely on foa .onsistentk smfe .mae

;hen you ,maget with this mwmaeness by scemginp riae.tly to the e”ceaix
en.e youa .lients wmnt to hmvek you mttam.t hipheax:umlity .lients who stmy 
lonpea mnr aefea ,oae oftenB )ou stoc .o,cetinp on cai.e mnr caioaiti7e 
taustB )ou ris.mar the zupplinp of amnro, tm.ti.s in fmvoa of builrinp m 
sustminmble syste,B jnr you no lonpea puess mbout whmt to smy mnr bepin 
.o,,uni.mtinp with .lmaityk .ondren.ek mnr muthoaityB

1…

ARC C
op

y O
nly



FOC UNDKA FOC SNNHOA

Why Standard “Small Business” Marketing Advice Falls 
Short 

Camritionml ,magetinp mccaom.hes mssu,e buyeas ,mge fmst re.isions bmser 
on si,cle resiaesk yet thmt’s not how wellness woagsB )oua caosce.tive 
.lients6

  Cmge lonpea to re.ire

  ?esema.h ,oae thoaouphly

  2o,cmae cam.titioneas ms ,u.h ms they .o,cmae seavi.es

  ;oaay mbout .hoosinp the waonp caovirea

  jccaom.h new taemt,ents .mutiously

  ;mnt eru.mtion and aemssuamn.e

  Keer .lmaity mnr puirmn.e befoae they .o,,it

;ellness hms nevea beenk mnr will nevea bek m tamnsm.tionml cua.hmseB 

Kow you gnow why you’ve ligely felt faustamter by tm.ti.s thmt Yshoulr( 
woag be.muse othea inrustaies hmve su..ess with the,B Sut in wellnessk 
you’ae remlinp with m lonpeak ,oae e,otionmlk mnr ,oae lmyeaer buyea’s 
zouaneyB If you’ae e”.lusively e,cloyinp shoatxtea, tm.ti.s in the foa, of 
m few mrsk m few cao,otionsk mnr so,e scoamri. so.iml ,erim costsk you’ae 
scemginp to m fam.tion of the buyinp .y.leB

Nn.e you unreastmnr thmt youa ,magetinp is m zouaney thmt emans taust 
pamrumlly mnr intentionmllyk eveaythinp be.o,es emsieaB )ou’ll staenpthen 
youa ,essmpinpk reecen youa .ontentk mnr ,mge .lemaea oMeask succoater 
by youa muto,mtionB jnr youa tem, will dnmlly unreastmnr how to mllevix
mte the buaren you’ve been .maayinp on youa shoulreasB
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Why Who You Are Matters More Than You Realize

In m hiphxtaust inrustayk e”ceatise is only one cmat of the e:umtionB Seyonr 
thmtk ceocle wmnt to gnow who you maek whmt you believek how you thingk 
mnr how you’ll .mae foa the,B Chey wmnt to see youa chilosochy woven 
thaouph youa .ontentk feel youa .onvi.tionk mnr sense youa e,cmthyB

-mny cam.titioneas unreaesti,mte the sipnid.mn.e of this tauth until they 
stmat shmainp theia stoayk mccaom.hk Ywhyk( mnr cmtient chilosochyB “urx
renlyk the tamnsition fao, cotentiml new .lient oa cmtient to paying .lient 
oa cmtient m..eleamtes be.muse they feel .onne.terk unreastoork mnr seen 
befoae they evea ,eet youB 

It’s the bemtinp hemat of wellness ,magetinpk when youa ,essmpe .onveys 
youa vmlues mnr youa .ontent ,iaaoas youa reri.mtionB It then aeKe.ts in 
the e”ceaien.e youa .lients mnr cmtients hmve mnr mccemas in the Foople 
aeviews they cublishB  ;hen youa caesen.e feels smfe mnr .onsistentk ceocle 
sele.t you lonp befoae they s.herule m .onsultmtionB

jnr on.e they .hoose youk they stmyB Kot be.muse of m cao,otion oa taenr 
but be.muse they feel puirerk succoaterk mnr .maer foak the e”m.t neer they 
soupht to fuldll in the dast clm.eB 

Kow thmt we’ve e”cloaer the aemlities of the wellness inrustayk you .mn 
caobmbly see why .hmos see,s to aeipn sucae,e foa ,ost cam.titioneas 
usinp stamtepies reviser foa businesses thmt ro not ae:uiae the sm,e hiph 
level of taustB Chey’ae mcclyinp tm.ti.s resipner foa :ui.g tamnsm.tions to m 
cao.ess thmt ae:uiaes cmtien.ek eru.mtionk mnr e,otionml .onne.tionB

Dngnown to youk you’ve caobmbly been clmyinp by the waonp clmyboogB

Cmge hematk I hmve poor mnr si,cle news6 on.e you stmat ,magetinp m..oarx
inp to the tauth of wellness buyinp behmvioak you .mn e”ce.t m pm,ex.hmnpx
eaB 2onfusion .eres to stamtepyk caessuae emsesk the syste, .aystmlli7esk mnr 
youa aesults be.o,e ,oae caeri.tmbleB )oua business dnmlly e”cmnrs in the 
wmys you mlwmys i,mpiner it .oulrB
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Where Do We Go From Here?

Kow thmt you unreastmnr thmt the wellness lmnrs.mce roes not aesconr 
to peneai.k .oogiex.uttea ,ethors mnr instemr ae:uiaes m uni:ue bamnr of 
,magetinp J mnr why taust is the founrmtion of eveaythinp J we .mn ,ove 
into the chmse thmt will tamnsfoa, how you show ucB In the ne”t .hmcteak 
you’ll leman how to .aemte m ,magetinp syste, thmt puires mnr aemssuaes 
ceoclek cositions you ms the tauster e”ceatk mnr pently lemrs the, towmar 
be.o,inp loymlk lonpxtea, .lients oa cmtientsB

;ellness ,magetinp roes not scemg loureak yet auns ,u.h reeceak aooter 
in taustwoathinessB In this .hmcteak we’ve e”clminer the aulesX in 2hmctea 
1k we’ll .aemte m syste, thmt m.tumlly woagsB

Chapter 2 Salt Shaker: Shifting from Tactics to Trust

Sefoae you ,ove onk tmge m ,o,ent to shmge out whmt roesn’t belonp in 
youa wellness ,magetinpk so you .mn geec whmt roesB

jsg youaself6

  ;heae in ,y ,magetinp hmve I been msginp ceocle to buy befoae 
they taust8

  j, I eru.mtinp ,y murien.eL but lemvinp the, unsuae of whmt 
to ro ne”t8

  ;hi.h cmat of ,y .uaaent ,magetinp scemgs to price instemr of 
partnership8

  If I weae m dastxti,e .lientk whmt woulr I neer to feel smfe .hoosinp 
,e8
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?e,e,beak in wellnessk taust mlwmys .o,es befoae tamnsm.tionsB -magetinp 
woags best when it ,iaaoas the .maek cmtien.ek mnr puirmn.e you mlaemry 
pive youa .lients oa cmtients insire the taemt,ent aoo,B

js you hemr into 2hmctea 1k let po of the s,mll business ,magetinp aules 
thmt nevea mcclier to you in the dast clm.eB )ou’ae not heae to s.aem, mbove 
the online noise oa cush m hmar sellB )ou’ae heae to puireB

In 2hmctea 1k I’ll show you how to builr m syste, thmt puires youa ireml 
.lients mnr cmtients .ml,lyk .onsistentlyk mnr with intepaityB
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Chapter Three

The Missing System

I f you’re like most wellness entrepreneurs, you probably feel over-
whelmed by the multiple marketing options available, from answer 

and search engine optimization (AEO & SEO) and social media to email 
and online reviews. By the time most practitioners ask for help, they’re 
usually frustrated and exhausted because their random approach to digital 
marketing (post a little here, post a little there) has failed to attract their 
ideal clients and increase bookings. 

Can you relate? If so, it is because you do not yet have a system — a struc-
tured, repeatable, and measurable method of aligning all that activity. In 
this chapter, we’ll discuss The Salted Edge Framework, a Tve-part market-
ing system designed speciTcally for wellness businesses. It’s the missing link 
that will connect your marketing eForts into a cohesive growth engine. 

Imagine following a clear marketing roadmap that tells you precisely how 
to attract new prospects, convert them into clients, delight those clients 
so much they sing your praises, streamline your processes, and continually 
improve your results. 

Enter 3he Salted Edge 5ramework. 3his proprietary system structures 
your marketing eForts (say goodbye to scattershot tactics), creates repeat-
able campaigns (stop reinventing the wheel every month), and provides 
measurable metrics (no more guessing which eForts pay oF). 
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Wather than conceiving one-oF ideas, you’re implementing a cycle of 
strategies that build on each other to form a repeatable, proven system. 
3his approach brings in new clients, keeps current ones engaged, and frees 
you to focus on what you do best.

At a high level, the Salted Edge 5ramework consists of Tve interconnected 
phases– Attract, Convert, Create Raving Fans, Automate, and Mea-
sure to Scale. Each phase represents a critical function in your wellness 
practice’s marketing machine. 

Here’s a quick overview:

D. Attract 2 4raw your ideal audience to you and make them aware 
of your services. 3his phase focuses on getting the right people to 
notice you, so you can start building trust with them.

6. Convert 2 3urn those interested prospects into actual paying 
clients by nurturing leads and optimizing your booking or sales 
process to turn eyeballs turn into revenue.

J. Create Raving Fans 2 4elight your clients and turn them into 
loyal advocates by delivering exceptional value and service. :appy 
patients will return for more and refer others, eFectively doing 
your marketing for you

G. Automate 2 Streamline and automate your marketing and client 
follow-up processes. By using simple systems such as email fol-
low-ups, scheduling tools, etc., you “rinse and repeat” successful 
campaigns and free up your time.

N. Measure to Scale 2 3rack your results and use data to contin-
uously improve. By diving into key metrics, you can see what’s 
working, what to leverage, and what to let go of, allowing you to 
scale up your success conTdently.

Although each of these Tve phases serves a distinct purpose, they must 
work in harmony for the engine (your marketing) to run smoothly. 
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In a visual diagram, you might depict the Trst three phases 2 Attract, Con-
vert, and Create Waving 5ans 2 as a cycle that turns strangers into happy 
customers and advocates. Surrounding that cycle, Automate and jeasure 
function as ongoing processes– automation keeps the cycle running with 
less manual eFort, and measurement provides the feedback to fuel growth. 

Figure 3.1 illustrates how a new lead enters the system at Attract and 
eventually comes full circle as a raving fan who attracts further leads 2 all 
underpinned by automation and data insights. 

By the end of this chapter, you’ll understand how each piece contributes to 
a comprehensive marketing plan tailored for a wellness practice like yours. 
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How, let’s take a closer look at each phase of the Salted Edge 5ramework 
and how it applies to your wellness business.

Attract: Draw In Your Ideal Clients

3he Trst Pob of any marketing system is to Attract the right people 2 your 
ideal prospective clients or patients. In the Salted Edge 5ramework, the 
Attract phase proactively drives qualified new leads and builds awareness 
of your practice. 3his phase seeks to attract the right people, the ones best 
suited to your services who will likely become happy, long-term clients. 

Attracting YualiTed leads begins with clarity surrounding your Ideal Cus-
tomer Profile (sometimes called your Ideal 0atient 0roTle in healthcare). 
Before you spend another dollar or minute on marketing, you must deTne 
the exact prospects you want to reach and determine what will resonate 
with them. 

In fact, the Trst milestone in creating a sustainable system is identifying 
your Ideal Customer 0roTle and clarifying your core brand messaging. 
1hen you articulate your target client’s demographics, needs, fears, and 
desires, then shape your message to speak to them, you set the stage for 
focused, eFective marketing.

Build your message and content around your ideal client. Imagine you run 
a holistic wellness clinic focusing on stress relief. “our ideal client might 
be a busy professional in her G”s who struggles with anxiety. 1ith this 
knowledge, you can create content that speaks to her, for example, blog 
articles about managing work stress or social media posts featuring Yuick 
breathing exercises. 

“our marketing will attract her because it addresses her real problems 
in an authentic, helpful way. 3his approach beats generic, 8anyone and 
everyone[ advertising every time. 

“ou need methods to understand your perfect client and ways to bring 
them to you so you can create connections, authority, and trust. 
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In practice, that means developing educational, valuable content and cam-
paigns that naturally draw your ideal audience in. 

5or a med spa or wellness center, high impact Attract strategies often 
include optimizing your online presence for local search. 

5or example,  you must infuse your website  with relevant keywords 
——the terms your potential clients type into their search bar when seek-
ing your services — to rank on page one of Koogle and appear in search 
engine results page (SEW0) features like AI Overview and 0eople Also Ask. 

Welevant keywords could include 8massage therapy in X“our City® or 8best 
med spa for BO3O9‘ near me.[ 
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Additionally,  maintaining an updated Koogle Business 0roTle with 
high-Yuality photos of your med spa or wellness practice and staF, and 
current info helps new people discover you on Koogle japs or search. 
1ith these SEO eForts, you can make yourself visible to those actively 
seeking your services.

Show Up to Stand Out 

Content marketing is a powerful magnet for attracting your ideal clients 
and patients. 3herefore, prioritize implementing systems that enable you 
to share valuable content consistently in the form of weekly blog posts, 
short videos, or social media tips that address your audience’s common 
Yuestions and interests. 

Consistency is key because posting once and disappearing won’t build mo-
mentum. 1hether you choose Instagram, 5acebook, email newsletters, or 
another platform, commit to showing up regularly. At Salt jarketing, we 
prompt our Salted Edge members to choose one primary content platform 
and appear on it consistently. 

By delivering useful tips on skincare, nutrition, mindfulness, or whatever 
aligns with your practice, you establish yourself as a trusted authority. 
Over time, a library of content also boosts your SEO and attracts new eyes 
continually.

Another eFective eFort is leveraging social proof and word-of-mouth. 
Even in the Attract phase, your happy clients can help draw in more 
business. Encourage those Trst few satisTed customers to leave reviews on 
sites like Koogle or “elp (if they haven’t already). 

0rospects searching for wellness services heavily rely on reviews and ratings 
to decide whom to trust. A strong rating attracts more clicks and calls. Sim-
ilarly, social media testimonials or client success stories (with permission) 
can catch the attention of like-minded prospects. Seeing real people vouch 
for you builds credibility fast.
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3apping into local networks and partnerships can help you thrive through 
community connections. Consider how you might attract new clients via 
partnerships 2 for instance, a med spa partnering with a local yoga studio 
or bridal boutiYue to cross-promote services. 1e’ll discuss this type of 
activity in more depth later when we talk about strategies to scale. Even 
early on, you can attract interest by networking in your local wellness 
community (e.g. participating in health fairs, giving a talk at a gym, or 
oFering a Trst-visit discount to a neighboring clinic’s clients). 3hese tactics 
align with the uniYue patterns of wellness practices, where community 
trust and referrals are gold.

3he primary outcome of the Attract phase is increased visibility among 
your target audience and an initial connection of trust. 4uring this phase, 
you Tll the top of your funnel with interested people. Of course, attracting 
attention alone doesn’t pay the bills or increase your bookings 2 which is 
where the next critical phase comes in. Once you have the right eyeballs on 
your brand, you want to Convert them into actual appointments and sales.

Convert: Turn Prospects into Paying Clients

At the Convert stage, your focus shifts from generating interest to gener-
ating action. It’s time to transform curious prospects into actual paying 
clients. 3hink of all the eFort you put into attracting someone to visit your 
website, follow your social feed, and read your emails as half the battle. 

3he other half involves creating a clear, smooth path for that person to take 
the next step — whether it’s booking a service, scheduling a consultation, 
or purchasing a package. 1ithout a conversion system, plenty of people 
might look but not enough will book. 3his phase builds bridges that turn 
engagement into revenue by outlining the key steps that convert eyeballs 
into revenue.

In a well-structured marketing system, conversion often takes the form of 
a focused website or landing page. In wellness industries, your website is 
often your primary conversion tool. 
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Ask yourself the following Yuestions about your website–

  4oes it immediately communicate what you oFer and who you 
serve? 

  4oes it have a clear, visible call-to-action like 8Book How[ or 8Ket 
Welief How[ without any hassle? 

“ou should design every element 2 from service descriptions to the 8Book 
How[ button 2 to guide a visitor toward becoming a client. 5or example, 
a med spa’s site might feature prominent, service-speciTc C3As like 8Book 
“our 5irst 5acial.[ Additionally, trust elements like client testimonials, 
before-and-after photos (if applicable), and credentials help a hesitant 
prospect feel conTdent enough to take action. “our site should eFectively 
answer the Yuestion in a visitor’s mind– “What do you offer, how will it help 
me and how do I get started?”

Conversion also takes the form of lead generation oFers and follow-ups 
because not every prospect will book on their Trst interaction with you. 
Some might be 8Pust looking[ or not ready to commit yet. 3hat’s where a 
nurturing lead magnet or list-builder oFer becomes invaluable. 
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1hat  should  you  create?  1e  recommend  considering  some  of  the 
top-of-funnel Yuestions you hear most often. 

5or example, if you have a physical therapy practice that receives many 
Yuestions about back pain, you could oFer a free guide called 10 Tips for 
Managing Back Pain at Home. If you own a med spa and often answer 
Yuestions about skin care, you could oFer a free download called Your Ul-
timate Skin Care Checklist or a limited-time discount for Trst-time clients. 

1hen you oFer tremendous value upfront, you build trust and make it 
safe for prospects to share their contact information with you. At this 
point, they’ve moved from an anonymous visitor to an identiTed lead 
in your system 2 a critical conversion milestone. A simple lead magnet 
connected to an automated email follow-up is a critical component of a 
stable marketing foundation. 
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5or instance, when someone downloads your guide or signs up, your email 
automation platform can send a friendly seYuence– a thank-you email, 
followed by a few emails with additional tips, and an invitation to book 
a paid service when they’re ready. 3his kind of nurturing maintains the 
conversation and gently guides the prospect toward becoming a client, 
even if they weren’t ready to buy the Trst day they found you.

Make Saying “Yes” Easy

Conversion also relies on another non-negotiable factor– streamlined 
booking and sales processes. If your internal systems create friction instead 
of ease, conversion will falter. Ask yourself, 8If my prospect decides Lyes, I 
want to try this service,’[ how easy do you make it for them? 3hen examine 
your booking process– Can they schedule online in a couple of clicks? If 
they call or email, do they receive a rapid and friendly response? 

It pays to automate some of this 2 for example, if you have an online 
booking system that allows them to self-book, you can signiTcantly in-
crease completed bookings versus a back-and-forth phone tag. 5urther-
more, train your front desk or staF to use a consistent, warm script for 
inYuiry calls to make every caller feel welcomed and informed. 

3hese practices remove friction from the buying process. 1hen you dial 
in your conversion systems, you create a seamless experience where an 
interested person naturally /ows into being a scheduled client.

Wemember, conversion doesn’t end when the person books an appoint-
ment. 0articularly in wellness services, people tend to get cold feet or simply 
forget. Implementing reminders such as texts or emails via your scheduling 
system helps clients show up. 

Beyond these automations, I encourage you to consider a personal touch 
in the form of a Yuick phone call or text the day before from your staF 
that says, 81e’re looking forward to seeing you.[ Such personalization can 
increase show rates and set a positive tone. 

GG

ARC C
op

y O
nly



KE3 5OMH4 KE3 BOO7E4

If your conversion involves a sales consultation or intro session, you must 
implement a follow-up process for those who don’t immediately buy a 
package. A structured Convert phase anticipates a scenario, such as some-
one coming in for a free consultation for your weight-loss program but 
failing to sign up right away. 

In this example, you might schedule a follow-up call a week later or send 
a personalized email addressing any concerns they voiced and reminding 
them of the goals they shared with you. 3his kind of structured follow-up 
can signiTcantly improve your overall conversion rate.

1hen your Convert phase is Tring on all cylinders, every new lead has a 
much higher chance of becoming a paying customer. Wemember, Convert 
does not seek to pressure people, but to make it easy and compelling for 
those who would beneTt from your service to say 8yes.[ It bridges the gap 
between interest and action. And once someone has taken that action 2 
booked and received your service 2 a new opportunity begins– turning that 
new client into a raving fan.

Create Raving Fans: Build Loyalty and Referrals

jarketing doesn’t stop once a prospect becomes a client 2 in fact, some 
of the most powerful marketing happens after someone walks through 
your door. 3hat’s why the Create Raving Fans phase focuses on client 
experience, retention, and advocacy. 

In a successful wellness practice, your current clients become an engine 
for growth– they come back more often (increasing their lifetime value 
to your business), sing your praises to friends and family, and provide 
social proof to attract new clients with their testimonials. Investing in this 
phase prevents you from constantly chasing new leads to Tll a leaky bucket! 
instead, you’re building a loyal community that sustains your practice. 3he 
magic happens here, when patients do your marketing for you with reviews 
and referrals. 
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:ow do you create raving fans in a wellness context? 5irst, deliver an excep-
tional client experience. 3his might seem obvious, but I cannot overstate 
it. 3he fastest way to turn a one-time customer into a lifelong fan is to wow 
them with value and care. In practical terms, you want to make every visit 
to your practice as pleasant and helpful as possible. %ittle touches like a 
warm welcome, a comfortable waiting area with tea or infused water, fol-
low-up resources after an appointment, and remembering personal details 
(like asking 8:ow did your daughter’s recital go?[ on their next visit) make 
people feel valued. “our service outcomes matter, too. 

5or example, if you’re a chiropractor, the client should walk out feeling 
relief from whatever was bothering them! if you’re a nutrition coach, 
they should feel heard and supported with actionable advice. Strive for 
consistency in Yuality. 1hen clients get ongoing positive results and feel 
great about how you and your staF treated them, they naturally become 
enthusiastic fans. 3hey might even say things like 8“ou’ve changed my life[ 
— the ultimate mark of a raving fan in wellness.

Once you begin delivering that exceptional experience, it’s time to encour-
age and leverage reviews and testimonials. :appy clients are usually willing 
to share their experience, but you often have to ask — and likely more 
than once. jake it a habit to reYuest feedback and reviews from clients 
who indicate satisfaction. 5or instance, if a client tells you, 8I haven’t had 
a migraine in weeks thanks to you,[ that’s a perfect moment to kindly ask 
if they’d consider writing a brief review online about their experience. 

“ou can automate this process with a series of emails and text messages. 
0rovide simple instructions or a direct link via text$email to make it easy. 
3hese positive reviews on Koogle, 5acebook, or health directories will 
bolster your credibility for future marketing eForts and reinforce to the 
client that their voice matters in your community. Some practices display 
testimonial Yuotes (with permission) in their oZce or website because see-
ing their own words in a prominent place not only delights their clients, it 
deepens their loyalty. Wemember, a heartfelt review eYuals free advertising 
from your raving fan to potential new customers.
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At Salt jarketing, we provide our clients with pre-built automations, 
so they never miss an opportunity to send a post-appointment survey 
followed by a link to add a Koogle review, and one week later, an invitation 
to share a referral. And because online marketing can make or break out 
clients’ internet marketing eForts, we implement a reputation manage-
ment system that enables them to respond Yuickly and easily to good, bad, 
and indiFerent reviews. 

1hen the system alerts us to the occasional negative review and the pos-
itive reviews, we can act immediately to address a negative review pro-
fessionally (an opportunity in disguise to demonstrate your willingness 
to resolve issues and send a powerful message to the reviewer and other 
prospects), and employ our 8positive review[ syndication tool to spread 
the good news on your website and social media platforms. 
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In wellness, word-of-mouth has tremendous power. Once your clients 
post reviews, you want to leverage them by implementing a referral system. 
It could be something as informal as regularly reminding clients 81e’re 
never too busy to help your friends and family, so feel free to send them our 
way 2 we’ll take good care of them,[ or as structured as a referral reward 
program. 5or example, a massage clinic might oFer “Refer a friend and you 
both get $10 off your next session.” 

jake sure any referral incentives comply with legal regulations for health-
care businesses, but in many cases oFering a bonus or even a simple 
thank-you note to the referrer can encourage more sharing. “our goal is to 
turn those happy client relationships into new clients organically. 1hen 
your happy client can’t stop talking about how glowing her skin looks 
after treatments, she’s doing marketing for you 2 for free. Hurture her 
enthusiasm for greater success…

5inally, prioritize oFering value and supporting clients between visits. 
“ou could do this via an email newsletter or a private online community 
where you share exclusive tips, news, or even special oFers. 5or instance, 
a nutrition coach could send out weekly healthy recipes! a med spa might 
email seasonal skincare advice. 3his kind of content reminds past clients 
that you care about their results and well-being, not Pust about selling 
the next appointment. It maintains a relationship and makes them feel 
connected to your brand. 3hen, when they’re ready for more service, or 
when someone they know asks for a recommendation, your practice stays 
top-of-mind.
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Creating raving fans is the phase that urges you to build lasting relation-
ships. In the wellness Teld, trust and personal connection are paramount 
because patients often choose practitioners they feel care about them. By 
systematizing the ways you delight clients and encourage their advocacy, 
you turn that human trust into a scalable marketing asset. 

A robust Create Raving Fans phase means your marketing starts to get 
easier over time– you don’t have to push as hard to get new clients when 
your existing clients voluntarily bring new people to you, thanks to their 
positive word-of-mouth. 0lus, you’ll likely enPoy your business more since 
working with loyal, happy clients is rewarding and energizing.

At this point, we’ve covered the parts of the framework that directly involve 
interacting with clients and prospects– attracting them, converting them, 
and delighting them. How we turn to the behind-the-scenes engines that 
make those front-end activities more eZcient and powerful– automation 
and measurement. 3hese next two phases, Automate and Measure to Scale, 
will elevate your marketing from a manual grind to a well-oiled machine 
that can grow reliably.

Automate: Streamline Your Marketing for Consistency 
and Ease

Wunning a wellness practice is demanding– you’re balancing client ap-
pointments, managing staF or vendors, and handling admin work and 
more. 1ith so much on your plate, it’s no wonder marketing tasks often 
slip through the cracks. 3hat’s why the Automate phase is a game-changer. 

Automating your marketing involves using systems and technology to 
handle repetitive tasks and work/ows without your constant involvement. 
3he goal is to maintain consistency and momentum in your marketing, 
even with limited personal time. 

As 3he Salted Edge program emphasizes, it’s about 8making marketing 
easy[ with automation that duplicates and amplifies your success. 
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In other words, you take what’s working (your eFective content, cam-
paigns, and client follow-ups) and set it up to run automatically or with 
minimal input, so it can reach more people and happen more reliably.

%et’s explore what automation can look like in a wellness marketing sys-
tem.

One: Email and SMS Automation 

Email and SjS automation for follow-ups and nurturing are the Trst and 
most obvious places to start. 

Wemember that lead magnet and those new client follow-ups we discussed 
in the Convert phase? 3hey are perfect candidates for automation. “ou can 
pre-write a seYuence of emails that every new subscriber or prospect will 
receive over time. 

5or instance, once a person downloads your 81ellness Kuide[ and be-
comes a lead, you might have a series of Tve emails over the next month 
educating them further and gently inviting them to try your services. 4on’t 
worry, this runs in the background 2 you don’t have to email each person 
individually. 

3he same principle applies after someone visits your practice– you can set 
up an automated thank-you email or a text message that goes out a day or 
two post-visit, perhaps asking for feedback or reminding them of aftercare 
instructions. If they haven’t rebooked, another automated message a few 
weeks later could oFer a special incentive to return. 

3hese are all examples of how automation ensures no client falls through the 
cracks. It’s like putting parts of your client communication on autopilot, 
while maintaining a personal feel (since you write the messages thought-
fully in advance). 

3he result? “ou have established the backbone of your scalable marketing 
machine where automations, tech tools, and processes are working in sync 
without constant supervision.
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Two: Social Media and Content Scheduling

jaintaining consistency on social media or with your blogs becomes much 
easier when you plan and schedule content in batches. Automation tools, 
or even built-in scheduling features on platforms enable you to prepare 
posts ahead of time. “ou could devote one afternoon to creating all your 
Instagram posts for the next two weeks, then schedule them to be pub-
lished at the right times. 

3he time investment of a few hours guarantees that your Attract content 
(tips, videos, etc.) posts regularly even during your busiest clinic days. 
“ou might simplify these eForts further by using recurring templates 2 
say, every jonday your yoga studio posts a motivational Yuote, every 
1ednesday a Yuick posture tip, and every 5riday a client spotlight. 

A content calendar and scheduling system reduces the day-to-day eFort 
and upholds consistency, the Yuality that builds trust and awareness. If 
you have a blog or “ou3ube channel, you can likewise schedule articles or 
videos in advance. Essentially, automation at this level guards against the 
common pitfall of 8posting whenever I have time,[ which often leads to 
long dry spells. Instead, your marketing stays active like clockwork.

Three: Customer Relationship Management - CRM

I highly recommend employing a simple CWj in addition to your E:W 
or practice management system to keep track of leads, clients, and trigger 
actions based on behavior. 1hy? E:W systems aren’t designed for mar-
keting. 

5or instance, when a new lead comes in, even if that lead isn’t ready to 
book, your CWj can automatically assign a follow-up task to you or a 
staF member. Similarly, if a client’s last visit was six months ago, your 
automation can send an email encouraging that client to come back in and 
simultaneously prompt you or a staF member to reach out with a 81e miss 
you, here’s D”U oF your next visit[ email. 
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jodern CWj tools can integrate with email, calendars, and more to create 
these automatic nudges. “ou can also automate internal processes, e.g. 
every time someone books a consult via your website, you get an automatic 
notiTcation, or a Koogle Sheet updates with their info, which reduces 
manual tracking. In essence, you’re building systems that handle the rou-
tine tasks, so you can focus on high-level strategy and personal interactions 
that truly reYuire your touch

Automation doesn’t merely pertain to tools or software. It also involves 
nurturing relationships with your clients and patients by implementing 
repeatable processes (which might be documented as templates or check-
lists). 5or example, let’s say you run an annual 8Hew “ear, Hew “ou[ 
promotion each Ranuary for your medical weight loss oFering. Instead of 
scrambling each year, you can turn this into a template– document the steps 
(dates to start advertising, the email content used, the landing page setup, 
the oFer details), save all creative assets, and note the results. 

Hext year, you or your team can rinse and repeat the campaign with minor 
tweaks. 3his is a form of automation through process. 1e encourage 
practitioners to document marketing campaigns they can repeat without 
starting from scratch. By doing so, you eFectively create a library of proven 
campaigns and SO0s (standard operating procedures). “ou’re automating 
knowledge and reducing decision fatigue. In this way, your marketing be-
comes more of a science than an art– a series of checklists and templates that 
reliably produce results when executed. (And if you receive help from staF 
or an outsourced vendor, these invaluable playbooks help them execute 
your marketing in your preferred way).

A well-implemented Automate phase can feel liberating. Suddenly, you’re 
not Puggling dozens of marketing to-dos in your head or rushing to send 
a last-minute newsletter because much of it 8Pust happens[ on schedule. 
0erhaps most importantly, automation enforces consistency. Even when 
you’re having a hectic week or you’re on vacation, your systems are still 
attracting, nurturing, and engaging clients. And consistency drives results 
over time. 
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One note– automation doesn’t mean removing the human touch or au-
thenticity. “ou’ll still create the content and set the strategy 2 but you’ll let 
technology handle the delivery and the repetitive grunt work. 3his plays to 
a core idea we mentioned earlier– you didn’t become a wellness practitioner 
to spend all day engaged in marketing. 

Automating smartly lets you market in your sleep, literally booking clients 
or generating leads overnight, so you can spend more of your work time 
doing what you love (helping clients) or strategizing the next big idea. By 
now, you’ve attracted the right people, converted them into clients, de-
lighted them into fans, and automated core processes to keep it all running 
smoothly. 3he Tnal piece of the puzzle is to measure your results and use 
those insights to continuously reTne and scale your practice’s growth.

Measure Success to Scale: Become Data-Driven To ReGne 
and Wrow

3he Tfth and Tnal component of the Salted Edge 5ramework is jeasure 
to Scale. It’s last, but certainly not least, because it ties everything together 
and propels your marketing to new heights. 

jeasure refers to tracking your marketing performance with data, and 
Scale refers to using that information to make smart decisions that expand 
your success. In essence, this phase helps you become a data-driven mar-
keter 2 even if that data is simple 2 to make sure you’re never /ying blind. 

A proper marketing system is measurable– you can identify what’s working 
and what isn’t. jetrics give you conTdence to invest more in the tactics 
that yield results and cut back on those that don’t. 

Scaling a wellness business might mean increasing monthly client book-
ings, opening a new location, launching an online program, or Pust achiev-
ing more revenue in less time. 1hatever growth looks like for you, mea-
suring will guide the way.
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:ere’s how jeasure to Scale typically plays out in a wellness marketing 
plan–

Decide Nhich bumxers Truly Matter for Your Woals 

“ou could measure many things (website hits, Instagram likes, etc.), but 
not all are meaningful. 5ocus on 7ey 0erformance Indicators (70Is) that 
align with each stage of your framework. 

5or example, in Attract, a key metric might be the number of new leads per 
month or website visitors from your area. In Convert, you’d track conver-
sion rates– what percentage of leads actually book an appointment or how 
many consults turn into clients. 5or Waving 5ans, you could monitor client 
retention rate (how many Trst-time clients return for more) or referral 
count (new clients who said they were referred). 5or Automate, you might 
track how much time you’re saving or the consistency of your output (e.g. 
four posts every month, D””U of follow-ups sent). 

3o see the big picture, you must gather metrics like monthly revenue, 
average revenue per client, and marketing cost per client acYuired. Once 
you know what to measure, implement tools to capture that data. It could 
be as simple as creating a spreadsheet where you log monthly data, or 
using software– Koogle Analytics for web traZc, social media insights, or 
a dashboard that pulls together multiple metrics. 

3he Salted Edge approach often recommends a basic tracking dashboard 
to view metrics weekly or monthly, so you always know where you stand. 
3he saying 8if you can’t measure it, you can’t improve it[ holds true 2 with 
tracking in place, you can start improving.

Wemember that measuring is not Pust collecting numbers but also inter-
preting them. Set aside regular times (e.g. end of each month or Yuarter) 
to review your metrics. %ook for patterns and insights. Did that new Face-
book ad campaign actually bring in five new consultations? Is your website 
conversion rate higher after you redesigned the homepage? Are email open 
rates improving as you refine your subject lines? 
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By asking these Yuestions, you turn raw data into actionable knowledge. 
Often, the data will highlight your biggest opportunities. 

5or instance, you might discover that while your Instagram posts get lots 
of likes, they yield few appointments, whereas your email newsletter, with 
a smaller audience, directly brings in several bookings a month. 

3hat insight might lead you to invest more in email marketing (where you 
have proven WOI) and re-strategize your Instagram content to be more 
conversion focused. jeasurement also catches problems early. If you see 
website traZc dropping or a decline in inYuiries, you can react before it 
becomes a crisis. 

3he ultimate mindset here is one of continuous optimization 2 always 
tuning your marketing engine for better performance. In fact, an advanced 
practice will make data-driven decisions and continuously optimize mar-
keting systems. Instead of making changes based on hunches or vendor 
sales pitches, you’ll rely on evidence from your own business.

At this point, you have the ability to create more of what works and let 
go of what doesn’t. 1ith solid data in hand, you can scale conTdently, 
which might involve increasing your marketing budget on a channel that 
is proving proTtable. 

5or example, if you know every VN” spent on Koogle Ads brings in a new 
client worth VN””, that’s a great return, so scaling could mean increasing 
the ad spend to VN”” to bring in D” similar clients. Or scaling could involve 
expanding your reach– perhaps your metrics show a high referral rate, 
indicating many happy clients. As a result, you decide to launch a referral 
campaign to your entire client base to amplify those word-of-mouth gains. 
It could also mean duplicating a successful campaign in a new market. 

5or instance, if your webinar event yielded several new memberships in 
your nutrition program, maybe you’ll scale by running the webinar Yuar-
terly and investing more in ads or partner promotions to get a bigger 
audience each time. 
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On the /ip side, measuring will also show you which eForts are not pulling 
their weight. jaybe you’ve been diligently blogging, but the data shows 
very few people read those posts and no leads have come from it. If so, it 
might be a sign to either improve your blogging strategy or reallocate that 
time to something else. 

By trimming the fat and pouring energy into the winners, you maximize 
growth. Over time, your marketing budget and time produce more and 
more results 2 that’s scaling.

As your system matures through measurement, you’ll Tnd you can plan 
ahead with greater conTdence. “ou might set goals like 8Increase client base 
by J”U in the next six months[ and have the data to back up how you can 
achieve it (e.g. 81e need 9 more leads, which historically means “ more 
website visitors or W more ad spend[). Implementing advanced tracking 
and forecasting lets you conTdently plan for growth, turning ambitious 
goals into realistic, data-backed plans. 

joreover, once the core marketing runs predictably (e.g. you can count on 
a steady in/ux of clients each month from your established system), you 
gain the freedom to focus on strategic opportunities. 3hese opportunities 
might include expanding services, forming partnerships, or launching a 
second location 2 the kind of scaling moves that can signiTcantly expand 
your impact and increase your revenue. Essentially, measurement gives you 
the reins to steer your business deliberately rather than being at the mercy 
of guesswork or external changes.

By embracing the jeasure to Scale phase, you evolve from Pust 8doing 
marketing[ to engineering growth. It’s a powerful feeling when you can 
look at a dashboard or report and truly understand the health of your 
practice’s marketing. It turns uncertainty (e.g. 8Is my social media worth 
it?[) into clarity (8Instagram brought D”U of new clients last Yuarter, and 
with a tweak in strategy I aim for DNU next Yuarter[). And with clarity 
comes conTdence. “ou’ll invest in your marketing system like never before 
because you know what each part contributes. 
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Over time, this leads to exponential, rather than linear growth because you 
keep doubling down on what works best. 

In the end, this phase of the Salted Edge 5ramework results in a dynamic 
marketing system — a living, improving process that grows alongside your 
business.

From Big Picture to Action: beJt Steps in Your Marketing 
3ourney

3his chapter has given you a bird’s-eye view of the Tve pillars of a struc-
tured marketing system. 

%et’s take a moment to appreciate what this means. 

Instead of chasing shiny obPects or doing marketing in Tts and starts, 
you are setting up a machine for your wellness business that attracts new 
prospects consistently, converts them eZciently, delights them into loyal 
fans, automates the routine so nothing falls through the cracks, and mea-
sures results so you always know how to improve. 

3his is the antidote to random acts of marketing. It replaces chaos with 
order and guesswork with insight. In short, it gives you control over your 
growth. 

As one Salted Edge client noted, it’s about implementing a sustainable 
marketing system, not just one-off tacticsXa repeatable, stress-free way to 
attract and nurture clients without constantly reinventing the wheel. 

1ith this framework, you can Tnally stop feeling like marketing is an uphill 
battle and start feeling like it’s a strategic advantage for your practice.

So, what’s next? 3he rest of this book will explore the speciTc tactics and 
action items in greater detail, turning this high-level theory into actionable 
strategies and step-by-step implementations. 
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In the coming chapters, we’ll break down practical techniYues and exam-
ples for each phase, including– 

  Crafting compelling content that attracts your ideal clients 

  Optimizing your website and follow-up processes to convert more 
bookings

  4iscovering speciTc ways to wow clients and generate more re-
views$referrals

  Choosing the right tools to automate your work/ows

  Identifying the key metrics to measure and scale eFectively. 

By linking each strategy back to the framework, you’ll always see how 
it aligns with the bigger picture. 3his approach keeps you focused and 
prevents the overwhelm of too many ideas because every tactic has its place 
in the system.

As you turn the page, take conTdence in the fact that you now have a 
roadmap. “ou might even feel a sense of relief that you don’t have to do 
everything at once and can build this systematically. jany wellness prac-
titioners Tnd that Pust knowing there’s a logical order to follow removes 
signiTcant marketing anxiety. Instead of random eForts, you’ll execute a 
plan. 

And remember, you’re not starting from zero! you likely have pieces of this 
framework already in motion (maybe a 5acebook page here, an email list 
there). 3he goal is to organize and enhance those pieces under one cohesive 
strategy.

By introducing the Salted Edge 5ramework in this chapter, we’ve moved 
from a scattershot view of all the things you could do (the myriad marketing 
options out there) to a strategic view of the things you should do, in a 
cohesive, logical way. 
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“ou should feel a sense of direction and momentum now that you’re 
building something tangible 2 a marketing engine tailored to your wellness 
business. And as you build it, piece by piece, your conTdence will grow 
alongside your results.

Chapter 5 Salt Shaker: Identify the Current State of Your 
Practice in Relation to Each of the Five Areas

Before we dive deeper in the following chapters, take a moment to ask and 
answer the following–

  Attract: 4o we have a detailed description of our ideal client and 
are we consistently pulling in new leads? 

  Convert: 4o we have a smooth path for interested people to 
become clients, and do we follow up on every lead? 

  Create Raving Fans– 4o we regularly receive referrals and great 
reviews, and what could we do to improve client experience? 

  Automation: 1hat tasks am I doing repeatedly that a tool or 
process could handle, and do we have any systems in place al-
ready? 

  Measurement: Are we tracking anything right now, and what 
would be the most useful metrics to see? 

Rotting down honest answers to these Yuestions will give you a baseline and 
some immediate ideas about the location of your 8low-hanging fruit.[ “ou 
might realize, for instance, that you have almost no automation set up 2 a 
clear opportunity to save time 2 or that you get plenty of leads but have 
low conversion rates (meaning tweaking that phase could boost revenue 
Yuickly).
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Mse this self-assessment as motivation, not a reason to beat yourself up. 
3he gaps you identify now are simply areas of focus as you implement 3he 
Salted Edge 5ramework. Every practice will have diFerent strengths and 
weaknesses! the beauty of a comprehensive system is that it leaves no area 
neglected since the structured approach forces you to strengthen each link 
in the chain.

In 0art 3wo, we’ll take these high-level concepts and turn them into 
real-world actions that will transform your practice’s marketing. “ou have 
found the missing system. “ou’re about to create it step by step and own 
your growth like never before. 
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Chapter Four

Attract
Get Found by the Right People

T he rstu sloe fm aksieung:w igfy dfls klcneg.ep Thnt .hk,ues mf.ltet 
fg Who– What– kgc Where I uhe .fse mskaeyfsi mfs kuusk.ung: uhe 

right .onegut uf dfls aec t,k fs yeoogett ,sk.un.ep ’voo heo, dfl .oeksod cerge 
dfls nceko .ltufaes– ce(eof, aettk:ng: uhku t,ekit uf uhens cee,etu geect 
)aking: uhea uhe hesf fm uhe tufsd kgc dfl uhe heo,mlo :lnceb– kgc .hffte 
uhe sn:hu aksieung: .hkggeot kgc uk.un.t uf egkxoe dfls ,ef,oe uf rgc dflp 

Thngi fm nu onie .hkuung: ynuh k msnegc f(es .f-eew ’voo thkse .fg.seue e!q
ka,oet )nak:nge dfls mk(fsnue ,ktu .oneguBb– msnegcod kc(n.e– kgc e(eg Sln.i 
.he.iontut uf iee, dfl fg usk.ip Ed uhe egc– dflvoo hk(e k .oeks ,okg uf mf.lt 
dfls gn.he– .oksnmd dfls aettk:e– kgc teu l, xktn. OW? kgc tf.nko tuskue:net 
tf uhe right ,ef,oe .fae offing: mfs dflp

Market: DenYe ouIr dleaC sImtuHer

Eemfse dfl tuksu thflung: kxflu uhe kyetfaegett fm dfls aec t,k– tofy 
cfyg kgc ktiw “Who exactly am I talking to?” The afse t,e.nr. dfl .kg 
xe yheg cet.snxng: dfls nceko .onegu– uhe xeuues dfls aksieung: ynoo yfsi 
I kgc det– uhku aekgt repelling ,ef,oe yhf ksegvu k :ffc rup 

’ak:nge dfls mk(fsnue .onegu fs ,kunegup Ahku usknut cf uhed hk(e6 3se uhed 
k xltd ,sfmettnfgko .fg.esgec kxflu k:ng:6 3 tusettecqflu afa ng geec 
fm teomq.kse6 3 rugett mkgkun. uk.iong: hfsafgko nttlet6 
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Asnue cfyg kt akgd ceuknot kt dfl .kgw k:e– “fx– hfxxnet– :fkot– .hkooeg:et– 
(kolet– yhese uhed hkg: flu fgonge– kgc e(eg yhku an:hu kggfd uheap 

5ok.e uhete .olet nguf dfls ’ceko jltufaes 5sfroe )’j5b fs xldes ,estfgk– 
kgc xlnoc dfls ,estfgk ynuh k:e– of.kunfg– .hkooeg:et– kgc kt,nskunfgtp Cfs 
k akttk:e uhesk,ntu– nu an:hu xe /k N”qdeksqfoc ,sfmettnfgko ynuh ge.i4xk.i 
,kng msfa ofg: ceti hflstpQ Cfs k aec t,k– nu .floc xe /k 1”qdeksqfoc 
yfakg “l::ong: yfsi kgc mkanod– ek:es uf offi semsethec xlu yksd fm 
lggkulsko setloutpQ

Oieu.hng: dfls nceko .onegu ynuh tl.h t,e.nr.nud :n(et dfl ,esanttnfg not 
uf aksieu uf e(esdfgep 3t —lkousn.t2 e!,okngt– uhe yhfoe ,fngu fm kg ’j5 
nt uf mf.lt fg qualified oekct 0 uhe fget aftu onieod uf xe.fae hk,,d– 
ofg:quesa .ltufaestp 

Ahd yktue unae fg ,ef,oe yhf ksegvu nguesetuec ng yhku dfl cf6 ’m tfaeq
fge cfetgvu ru dfls ,sfroe )tkd– k Y+qtfaeuhng: yhf cfetgvu .kse kxflu 
ting.kse deub– oeuung: uhea xflg.e nt k :ffc uhng:p Lflvoo save unae kgc 
cfookst xd hfang: ng fg uhfte yhf will (kole dfls tes(n.etp

wuT Bu iIUCl ouIr qYUPIe dsg

  He(ney ,ktu /3zQ .onegutp Ahf cnc dfl of(e yfsing: ynuh6 Ahku 
akce uhea .fae xk.i fs semes msnegct6 Gntu thksec .hksk.uesntun.tw 
ceaf:sk,hn.t )k:e– :egces– of.kunfgb– ,sfmettnfgt fs onmetudoet– 
,kng ,fngut uhed ukoiec kxflu– (kolet– kgc e(eg uhens mk(fsnue tf.nko 
aecnk fs ak:kUngetp

  Deu t,e.nr. kxflu uhens :fkotp Ahku nt uhens transformation6 
Cfs ngtukg.ew /meeong: .fgrcegu ng k tynatlnu k:kngQ– /akgk:ng: 
.hsfgn. ,kng gkulskoodQ– fs /:ofyng: ynuhflu akiel,Qp ’u ueoot 
dfl yhku uhed want– gfu “ltu uhe tes(n.e dfl teoop

2p huu,tw44yyypSlkousn.tp.fa4
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  3.igfyoec:e uhens mekst fs msltuskunfgtp Ahku yfssnet uhea6 )e
p:p .ftu .fg.esgt– meks fm geecoet– tie,un.nta kxflu setloutpb 3cq
csettng: uhete fx“e.unfgt cnse.uod ng dfls aksieung: xlnoct usltu 
xe.klte dflvse ceafgtuskung: ea,kuhdp

  Waxsk.e uhe gn.hep ’uvt fikd nm dfls ,sfroe nt takoop ’g mk.u– uhe rstu 
tue, ng Okou ®ksieung:vt :sfyuh sfkcak, nt .oksnmdng: yhf dfl 
tes(ep Aheg dfl igfy dfls gn.he )mfs e!ka,oew /E?T?[] mfs 
xltd afatQ fs /yeoogett ,okgt mfs e!e.lun(et lgces tusettQb dfls 
aettk:e .kg .lu uhsfl:h uhe gfntep Lfl yfgvu k,,eko uf everyone– 
xlu dflvoo setfgkue cee,od ynuh uhe right meyp
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Yp huu,tw44yyypcfgkocanooesp.fa4

Ofaeunaet nu heo,t uf ,lu nu ng ysnung:p jsekue k xlooeu ontu fs ,ksk:sk,h 
cet.snxng: dfls nceko .oneguw :n(e uhea kg k.ulko gkae– fluonge uhens ckd– 
cet.snxe uhens ting.kse4uskngng: .fg.esgt– ontu uhens hfxxnet )akdxe df:k 
fs slggng:b– kgc e!,okng hfy uhed meeo fg k sfl:h ckdp Kte uhnt ,estfgk 
yheg ysnung: kct– ,ftut– fs e(eg kgtyesng: uhe ,hfgep ’m k oekc cfetgvu 
aku.h )tkd– tfaefge fgod ykgut k .hek, Sln.i r!b– nuvt gfu yfsuh .hktng:p 
’m uhe ,sft,e.u cfetgvu ru dfls ’j5– oeu uhea :f kgc mf.lt dfls setfls.et 
fg heo,ng: ,sft,e.ut yhf are dfls ,ef,oep

Oue, fge nt koykdt clarity fg dfls klcneg.e kgc dfls aettk:ep Mfgvu mkoo 
nguf uhe usk, fm usdng: uf k,,eko uf uff oks:e fm k aksieup ’m dfls ,ftut 
kse kuusk.ung: kgdfge– dfls ’j5 akd xe uff (k:lep K,ckue dfls aettk:ng: 
uf cnse.uod kccsett /;L?KH j’TL7 yfaeg f(es 1+ yfssnec kxflu k:ng: 
tingpQ ’g fuhes yfsct– igfyng: e!k.uod yhf dfl tes(e teut dfl msee uf t,eki 
cnse.uod uf uhea I kgc :eguod rouest flu uhe setup

MemmaSe: pheak tu BNeUr (eelm -MUCCUuY)DuCCar MemmaSUYSA

Anuh dfls ’j5 ng hkgc– dfls ge!u tue, nt uf t,eki uhens okg:lk:ep Heq
aeaxes– nuvt gfu kxflu xsk::ng: kxflu dfls tes(n.et )kt k uetu– gfue hfy 
akgd unaet dfl tkd uhe yfsc /yeQb8 nuvt kxflu themp 3t k OufsdEskgc 
jesunrec jfk.h– ’ uek.h ad .onegut uf uhngi fm uhens aettk:ng: ng uesat fm 
uhe OufsdEskgc Cskaeyfsi xd Mfgkoc ®nooesY – yhese the client is the hero 
fm uhens fyg tufsd– kgc you )uhe ,sk.ununfgesb– kse uhe e!,esneg.ec :lncep 

Lfls aettk:ng: thfloc koykdt ,ftnunfg dfls nceko .onegu kt uhe hesf fm uhens 
tufsd– kgc e!,okng hfy dfl– kt uhe usltuec :lnce– .kg heo, uhea sek.h uhens 
:fkotp ’u thfloc xfocod .faalgn.kuew /Lfl ykgu [ )hesfvt :fkob– kgc ’ .kg 
heo, dfl :eu nupQ

Anuh dfls nceko .onegu kt uhe hesf kgc dfl kt uhe ynte :lnce– dfls aettk:e 
,sf(ncet uhe xsnc:e xeuyeeg uhens .lssegu tusl::oe kgc dfls ,sfante fm 
uskgtmfsakunfgp 
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Ousl.ulse uhe .f,d fg dfls yextnue– kct– oekc ak:geut– eaknot– eu.p uf kon:g 
ynuh uhe OufsdEskgc Cskaeyfsi ltng: uhe 9q,ksu EskgcO.sn,uw 

Image credit: StoryBrand

2p b weru TNu TaYtm muHetNUYSp Thnt nt dfls .onegu– uhe hesf 
fm uhens tufsdp Lfl altu ncegunmd yhku uhed ykgu kgc cerge 
uhe .hksk.ues ng dfls xskgc tufsd– yhn.h seSlnset lgcestukgcng: 
uhens cetnset– .hkooeg:et– kgc afun(kunfgtp ®kdxe dfls nceko .onegu 
ykgut dfluhmlo– :ofyng: ting uhku heo,t uhea meeo ,sfmettnfgkood 
.fgrcegup Ahkue(es nu nt– gkae nup

Yp b hruyCeH tNat mtaYlm UY tNeUr Ta.3 Wa,kuhnUe ynuh uhens 
fxtuk.oet fs msltuskunfgt– yhn.h .floc ng.olce /ting gfu set,fgcq
ng: uf gfsako usekuaegut–Q /unaeqtuks(ec t.hecloe–Q fs /meks fm 
offing: mkiepQ 3sun.lokue uhete .hkooeg:et uf .fa,eo dfls .onegut 
uf teei dfl kt uhe :lncep ’m dflv(e ontuegec uf .onegu meecxk.i– dfl 
an:hu heks .fa,okngut onie– /’ usnec hfae seaecnet kgc tunoo tee 
ysngioet–Q fs /’ hkue yknung: afguht mfs setloutpQ Thfte kse seko 
,sfxoeat dfl .kg r!p
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,3 ouIG tNe 4IUleG TNu IYlermtaYlm3 5ftnunfg dflsteom kt xfuh eaq
,kuheun. kgc kluhfsnukun(ep Thnt aettk:ng: mskaeyfsi hn:hon:hut uhku k 
:lnce thfyt ea,kuhd )/’ lgcestukgc hfy msltuskung: uhnt nt mfs dflQb 
and kluhfsnud )/kgc ’ hk(e 2” dekst heo,ng: ,ef,oe k.hne(e taffuh ting 
tkmeodQbp Cfs e!ka,oew /’ igfy “l::ong: mkanod kgc yfsi .kg oek(e dfl 
e!hkltuec– kgc uhku .kg thfy l, fg dfls tingp ?(es ad .ksees kt kg 
HRqulsgecqetuheun.nkg– ’v(e heo,ec hlgcsect fm xltd ,ksegut se:kng uhku 
mseth– setuec offipQ Thnt ud,e fm okg:lk:e xlnoct usltu xe.klte uhed meeo 
heksc and uhed igfy dflvse .k,kxoep

c3 b 5Cear hCaYp Gkd flu uhe tna,oe tue,t uhedvoo ukie ynuh dflp Cfs ngq
tukg.ew /Cnstu– xffi k msee .fgtloukunfgp Re!u– ’voo .sekue k .ltufa ,okgp 
Cngkood– fls usekuaegut ru dfls t.hecloe– oekcng: uf :ofyng: setloutpQ Thnt 
mskaeyfsi nt k /.oeks ,okg uf :lnce dfls hesf msfa uhens .lssegu tukue 
uf uhe nceko tukue )uhens ykgubpQ Xee, nu .fg.nte q uhnt nt kg nguegunfgko 
f(esqtna,onr.kunfg q kgc ng ,okng okg:lk:e uf sekttlse ,ef,oe uhku yfsing: 
ynuh dfl yfgvu xe f(esyheoang:p

63 b 5aCC tu a5tUuY -sBbAp Ee cnse.u kxflu yhku uhed thfloc cf– kgc 
yhdp Ong.e ,ef,oe fmueg hetnukue yheg aking: k yeoogett ce.ntnfg– k .oeks 
jT3 heo,tp Ofae e!ka,oet ng.olce– /O.hecloe dfls .fgtloukunfg ufckdQ 
fs /Te!u lt gfy uf .okna dfls msee ting.kse kgkodtntpQ Lfls hesf altu meeo 
.kooec uf k.unfg– yheuhes uhsfl:h dfls yextnue xluufgt– ,hfge .koot– kgc 
e(eg ng ,ftutp Ee .oeks kxflu uhe tue,t uf tl..ettp

73 pI55emm3 jktu k (ntnfg mfs uhens onme kmues uhed yfsi ynuh dfl xd ceq
t.snxng: uhe xegerut kgc uskgtmfsakunfg uhedvoo e!,esneg.ep Cfs e!ka,oe– 
/’ak:nge yking: l, ek.h afsgng: uf rsaes– taffuhes ting uhku akiet 
dfl meeo .fgrcegu ng dfls aeeung: sffapQ Thnt nt uhe emotional ,kdf-p 
’uvt dfls .hkg.e uf thfy uhea yhku tl..ett ynoo offi onie nm uhed ukie 
k.unfgp 5eshk,t thkse k xsnem .onegu Slfue fs xemfse kgc kmues tgk,thfu )ynuh 
,esanttnfgb– fs lte (n(nc okg:lk:e kxflu meeong: skcnkgu– dfluhmlo– kgc ku 
ektep
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Np huu,tw44tkouaksieung:p.f4xof:4

F3 faUCIre -haUY uO UYa5tUuYA3 Anuhflu xeng: uff ge:kun(e– :eguod seangc 
uhea yhkuvt ku tukie nm uhed tun.i ynuh uhe tukult Slf fs .hffte k .faq
,eunufsp Cfs e!ka,oe– /Anuhflu k.unfg– uhfte rge onget akd cee,eg–Q fs 
/uhku .hsfgn. ,kng an:hu aekg anttng: flupQ Lfl ykgu uf .oeksod ncegunmd 
uhe .fgteSleg.et fm gfu uking: k.unfg uf ngtunoo seko ls:eg.d kgc seangc 
,sft,e.ut uhku uhesevt k .ftu uf yknung:p

’m dfls aettk:ng: tflgct onie k :sf.esd ontu fm tes(n.et– nu ,sfxkxod yfgvu 
.fgge.up ’gtuekc– ukoi uf uhku nceko ,estfg ltng: uhens uesatp Geu uhea 
meeo onie dfl /:eu uheapQ 3t ye kc(nte fg uhe Okou ®ksieung: xof:N – kmues 
xlnocng: dfls EskgcO.sn,u– cntunoo nu nguf k .fg.nte fge tegueg.e tof:kg )mfs 
k yextnue hekconge fs eoe(kufs ,nu.hb uhku eg.k,tlokuet yhku dfl cf– hfy 
nu heo,t– kgc hfy uf :eu nup

Mfgvu xe kmsknc uf xe k xnu xfoc fs gn.he ng dfls aettk:ep Lfls ,sk.un.e 
cn-esegunkuet nuteom ng uhe aksieu,ok.e xd tukgcng: flu– gfu xoegcng: ngp ’m 
uhe yhfoe .nud geect dfls tes(n.et– :seku8 xlu uhkuvt hn:hod lgonieodp ’m dfls 
aettk:e .kltet k mey ,ef,oe uf cntSlkonmd uheateo(et– nu hkt cfge nut “fxp 
’m uhed ksegvu dfls uks:eu– nu ,sf(et uhku dfls aettk:ng: nt cnkoec ngp Rn.he 
.oksnud :egeskuet usltu– kgc yheg ,ef,oe heks dfl ukoi e!,on.nuod kxflu uhens 
tnulkunfg– uhed seok! kgc uhngi– “This is exactly what I’ve been looking for!”

MelUa: 4et fuIYl EYCUYe -pLEG bLEG &u5aC v pu5UaCA

Rfy uhku dfl igfy who dflvse ukoing: uf kgc what uf tkd– uhe rgko ,ne.e nt 
how uf sek.h uhfte ,ef,oep ’g afcesg aksieung:– uhku aekgt uhe nguesgeu I 
xlu ng k taksu ykdp Aevoo .f(es xktn. fs:kgn. tuskue:net uf egkxoe dfls nceko 
.onegut uf rgc dfl yheg uhed teks.h fs t.sfoop Thngi fm nu kt /,loo aksieuq
ng:Qw akie nu ektd mfs tfaefge Dff:ong: fs xsfytng: tf.nko aecnk uf .fae 
k.sftt dflp Aevoo xseki nu nguf OW? (tp 3W?– .fguegu mlgckaegukot– of.ko 
teks.h )Dff:oe Eltngett 5sfroeb– kgc tf.nko4(ncef un,tp
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1p huu,tw44yyypongiecngp.fa4ng4:se:fsdxxsffit4

”p huu,tw44teks.huncetp.fa4

4et fuIYl UY pear5N TUtN pLE aYl bLE

Oeks.h Wg:nge ?,unanUkunfg )OW?b kgc 3gtyes Wg:nge ?,unanUkunfg 
)3W?b kse uyf tncet fm uhe tkae .fngp Tskcnunfgko OW? f,unanUet dfls 
yextnue uf skgi yeoo mfs ied uesat )onie /aec t,k jhksoetufgQ fs /k.l,lg.q
ulse ;dfls .nud7Qbp 3t uhe geyes kt,e.u fm nguesgeu aksieung:– 3W? ng(fo(et 
tusl.ulsng: dfls .fguegu tf uhku Dff:oe )fs 3oe!k– Onsn– jhkuD5T– eu.pb 
.kg extract answers kgc thfy uhea cnse.uod uf ltestp ’g ,sk.un.e– OW? kgc 
3W? f(esok, tn:gnr.kguod– xlu uhesevt kg na,fsukgu cntung.unfgp

Anuh uskcnunfgko OW?– dfl uks:eu seoe(kgu iedyfsct )yfsct4,hsktet ,ef,oe 
kse kosekcd teks.hng: mfsb ng dfls tnuevt .fguegu kgc tusl.ulse uf skgi 
hn:hes fg Dff:oep Cfs e!ka,oe– seteks.h yhku dfls nceko .onegu teks.het mfs– 
uheg lte uhfte ,hsktet gkulskood ng dfls ,k:e unuoet– hekcest– kgc ue!up Okou 
®ksieung: e!,esu Dse: Esffit1 – 5ksuges ku Oeks.hTncet” gfuet uhku ied 
,ksut fm OW? ng.olce iedyfsc seteks.h– .fguegu .sekunfg– kgc f,unanUng: 
dfls Dff:oe Eltngett 5sfroep 

’g uesat fm .fguegu– ofg:– heo,mlo ksun.oet– tl.h kt xof:t fg .faafg 
Sletunfgt ,ef,oe kti– ,esmfsa yeoop ’guesgkood onging: ,k:et )ep:p msfa k 
xof: ,ftu uf k seokuec tes(n.e ,k:eb heo,t (ntnufst kgc Dff:oe ektnod gk(n:kue 
dfls tnuep Aevoo :eu nguf xlnocng: k .fg(estnfgqmf.ltec yextnue ng uhe ge!u 
.hk,ues8 mfs gfy– ’ ykgu dfl uf lgcestukgc uhe ls:eg.d fm hk(ng: k mktu– 
afxnoeqmsnegcod tnue ynuh k .oeks ,kuhp 

Tfckd– yeoogett ,sk.un.et altu kotf .fgtnces 3W? kgc xe.fang: the an-
swer fg ,okumfsat onie jhku D5T– Dff:oevt 3’q:egeskuec /mekulsec tgn,q
,eut–Q Onsn (fn.e kgtyest– fs 3’ .hkuxfutp Cfs ngtukg.e– nm tfaefge ktit 
Dff:oe– /Pfy uf useku rge onget ynuhflu tls:esd6Q– kg 3W?qf,unanUec 
tnue an:hu hk(e k —=3 te.unfg msfa yhn.h Dff:oe .kg ,loop 3W? .fguegu 
f-est .fg.nte kgtyest uf Sletunfgt )uhngi xlooeuq,fngu ontut– tue,qxdqtue,– 
fs .oeks —=3 te.unfgtb uf thfy l, fg uhe kgtyes eg:nge naaecnkueodp 
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Kgonie OW?– yhese dfl an:hu teei uf kuusk.u ,ef,oe to dfls tnue– 3W? 
mf.ltet fg Uesfq.on.i kgtyest– sn:hu ynuhng uhe ,okumfsa uhe teks.hes nt 
teks.hng: fgp Lfl an:hu tee uhnt kt k anttec f,,fsulgnud xlu nm nu%t cfge 
yeoo– dfls xskgcng: kgc ongit tunoo thngep The usn.i nt uf kgun.n,kue uhe k.ulko 
Sletunfgt dfls nceko .onegut an:hu kti kgc kgtyes uhea uskgt,kseguod fg 
dfls tnuep

OW? kgc 3W? yfsi uf:euhes uf thkse hn:hqSlkonud .fguegu– .oeks tusl.q
ulse– kgc kluhfsnudqxlnocng:p ’m dflv(e xlnou k tfonc OW? mflgckunfg– dfl 
.kg onieod tue, l, dfls :kae ynuh e-e.un(e 3W?p 

’g fuhes yfsct– dfl tunoo geec seoe(kgu iedyfsct kgc yex,k:et uf ,esmfsa 
yeoo ng 3’ kgtyestp Thkuvt yhd ’ eg.flsk:e dfl uf ,okg mfs xfuhw f,unanUe 
uskcnunfgko skging: mk.ufst and ng.olce thfsu kgtyesqud,e .fguegup
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Jp huu,tw44tl,,fsup:ff:oep.fa4:ff:oeqkct4kgtyes49NN9Y1N6hoVeg

9p huu,tw44tl,,fsup:ff:oep.fa4yexteks.h4kgtyes49NJ&&996hoVeg

ouIr gru5emm Our Lze5tUQe pLE aYl bLE 

Cnstu– ,lu dflsteom ng dfls .oneguvt thfetp Ahku yfloc they :ff:oe6 Kte uffot 
onie Dff:oe Xedyfsc 5okggesJ fs e(eg Dff:oe kluf.fa,oeue9 tl::etunfgt 
uf rgc .faafg teks.h ,hsktet ksflgc dfls tes(n.et )ep:p /xetu an.sfxq
okcng: geks aeQ– /hfy al.h cfet E?T?[] .ftu–Q kgc /gkulsko kg!neud 
seaecnetQbp ®kie k ontu fm yfsct kgc ,hsktet ynuh hn:h teks.h (folae mfs 
yhn.h dflvc onie uf xe mflgc– kgc t,sngioe uhea nguf dfls unuoet– hekcest– 
kgc ,k:e ue!up Theg– tuksu ysnung: xof: ,ftut fs C3—t kgtyesng: uhfte 
Slesnetp Cfs e!ka,oe– nm .onegut fmueg kti dfl kxflu se.f(esd unae– ysnue 
/Pfy ofg: nt se.f(esd kmues oktes mk.nko6Q ng kg C3—p Aheg Dff:oe teet dfl 
hk(e tuskn:humfsyksc kgtyest– dfl na,sf(e dfls 3W? .hkg.etp Heaeaxes 
uf lte .oeks hekcng:t )PYt PNtb uhku aku.h Sletunfgt– uf koofy teks.h 
eg:nget uf ngce! uhea gn.eodp 

3gfuhes :seku ykd uf na,sf(e dfls (ntnxnonud nt uf .fgge.u seokuec nguesgko 
,k:etp ?g k tes(n.e ,k:e kxflu mk.nkot– ongi uf dfls /Eemfse = 3mues ,hfuf 
:kooesdQ fs /Oing.kse Tn,tQ xof:p Thnt ,sk.un.e heo,t Dff:oe lgcestukgc 
dfls tnue tusl.ulse kgc iee,t (ntnufst ksflgc ofg:es 0 yhn.h akiet uhea 
afse onieod uf xffiB Xee, ng angc uhku cet,nue uhe ,f,loksnud fm 3’ uffot 
onie jhkuD5T– uhed seod fg uhe nguesgeu mfs uhe kgtyest uhed ,sf(ncep 
Mskyng: fg yextnuet– xffit– Anin,ecnk– tnuet onie Heccnu kgc Gngiec’g– 
k.kcean. kgc seteks.h ,k,est kgc afse– 3’ afceot ,sf(nce kgtyest ceq
sn(ec msfa e!ntung: .fguegup Kte 3’ kt k tool )ep:p mfs ncek xskngtufsang:b– 
xlu koykdt se(ney kgc ,estfgkonUe dfls .fguegup 3’ ynoo ge(es se,ok.e uhe 
geec uf xe kluhegun. kgc uslod heo,mlo 0 et,e.nkood yheg nu .faet uf 
,ef,oevt hekouh = yeoogettp

&u5aC pLE: 4uuSCe iImUYemm grunCe v Mahm

Cfs aftu aec t,kt kgc of.ko yeoogett ,sk.un.et– of.ko teks.h nt :focp 5n.q
ulse k ,fuegunko .onegu fg uhens ,hfge teks.hng: mfs “IV hydration therapy 
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&p ?,unanUe Lfls ®ec O,k%t Dff:oe Eltngett 5sfroe– Okou ®ksieung:– huu,tw44tkouaksieung:p.f
4aecqt,kq:ff:oeqxltngettq,sfroe4

near me” fs “facial med spa downtown [your city]”p Dff:oe ynoo thfy uhe 
Gf.ko 5k.i )uf, ak, ontung:tb kgc Dff:oe ®k,t setloutp Thnt nt yhese 
dfls Dff:oe Eltngett 5sfroe )DE5b .kg akie fs xseki dfls tl..ettp 3 
yeooqf,unanUec DE5 k.ut onie k cnse.u ,n,eonge uf gey xffing:tp ’g mk.u– 
J&# fm fgonge e!,esneg.et tuksu ynuh k teks.h eg:nge kgc '+# fm .fgtlaest 
kse afse onieod uf (ntnu k xltngett nm nu hkt ,hfuft& p jfa,oeue Dff:oe 
,sfroet :eu 7x more clicks uhkg ng.fa,oeue fgetB

wuT Bu EhtUHUWe ouIr 4uuSCe iImUYemm grunCe
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  jokna kgc (esnmd dfls ,sfroe )xltngettp:ff:oep.fabp Kte uhe e!k.u 
tkae gkae– kccsett– kgc ,hfge )R35b kt dfls yextnue kgc fuhes 
fgonge ontung:tp jhffte /®ecn.ko O,kQ fs uhe .oftetu .kue:fsdp

  Cnoo flu e(esduhng:B ’g dfls cet.sn,unfg– ueoo dfls tufsd ng iedq
yfsctw aegunfg dfls of.kunfg kgc t,e.nkounet )/’gcnkgk,font aec 
t,k f-esng: oktes mk.nkot kgc yen:huqoftt ,sf:skatQbp Gntu koo tesq
(n.et dfl ,sf(ncep 3cc xltngett hflst )ng.olce hfonckd hflstbp

  3cc ,hfuft kgc (nceftp ®kie tlse dfl hk(e kg e!uesnfs ,hfuf fm 
dfls of.kunfg)tbp 5ftu hn:hqSlkonud xemfse kgc kmues thfut )ynuh 
.fgteguBb– msnegcod tuk- ,hfuft– kgc ,n.ulset fm dfls usekuaegu 
sffatp 5ef,oe .on.i fg (ntlkotw Eltngettet ynuh ,hfuft :eu mks 
afse nguesetup 3 thfsu (ncef ufls fm dfls ,sk.un.e fs tuk- ngusfq
cl.unfgt .kg xlnoc usltu ng uhe angct fm dfls nceko .onegut uhku 
dflvse seko ,ef,oe– ynoong: uf tukgc xehngc yhku dfl cfp

  ’g.olce iedyfsct kgc of.ko ngmfp 5e,,es of.kunfg yfsct nguf dfls 
ontung:p Cfs e!ka,oe– lte dfls .nud4gen:hxfshffc ng tes(n.et kgc 
cet.sn,unfgt )ep:p /’~ uhesk,d cfygufyg Efyong: DseegQbp 3otf 
ontu l, uf Y+ tes(n.e ksekt nm dfl ,loo msfa tlssflgcng: ksektp

  Elnoc dfls se,lukunfg xd :kuhesng: kgc kgtyesng: se(neytp Wgq
.flsk:e hk,,d .onegut uf oek(e Dff:oe se(neytp 3t k xfglt– kti 
uhea uf aegunfg uhe t,e.nr. tes(n.e kgc of.kunfg )ep:p /Gf(ec ad 
PdcskCk.nko ku ;O,k Rkae7 ng 5f.kueoofBQb uf xfftu of.ko OW?p 
®kie nu k hkxnu uf set,fgc uf ge:kun(e fs ,ftnun(e se(neytw e!q
,sett uhkgit mfs uhe ,ftnun(e se(neyt kgc kccsett uhe .fg.esgt fm 
ge:kun(e se(neyt ,fonueodp ’g dfls set,fgtet– se,eku uhe kccnunfgko 
iedyfsct kgc ,hsktet dflvc onie uf xe mflgc mfsp He(neyt xlnoc 
.secnxnonud– na,sf(e skging:t– kgc .kg tykd gey.faest uf usltu 
dfl )kgc Dff:oe nt afse onieod uf tes(e l, k.un(e ,sfroetbp
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  3u oektu fg.e k yeei– l,ofkc k gey ,hfuf fs uyf kgc ,ftu fg 
dfls Dff:oe Eltngett 5sfroe )onie angn tf.nko ,ftutbp Lfl .kg 
thkse t,e.nkot– gey tes(n.et– fs e(egut– ,sfafue tektfgko t,e.nkot– 
fs thkse un,t– “ltu onie dfl yfloc fg kgd tf.nko ,okumfsap Thete 
e-fsut iee, dfls ,sfroe k.un(e kgc ng mk(fs ynuh Dff:oep

Scan this QR code to Get Found! Download my Google Business Profile Easy 
Optimization Guide.

’g(etung: k onuuoe unae hese f-est xn: seulsgtp Aheg of.ko .onegut teks.h 
/xetu aec t,k geks ae–Q Dff:oe ynoo ,sfafue xltngettet uhku offi .faq
,oeue kgc k.un(ep ’m dfls DE5 ok.it ied ceuknot fs nt fluckuec fs lg.oknaec– 
you’re losing bookingsp ’g thfsu– akie Dff:oe dfls kood kgc xe uhe rstu of.ko 
f,unfg dfls nceko .onegut teep

suYteYt v VIU5k RUYm

Eedfgc OW? kgc of.ko ontung:t– tfae Sln.i yngt ng .fguegu kgc tf.nko 
aecnk .kg ng.sekte (ntnxnonudp Ohfy.kte tl..ett tufsnet fg dfls yextnue kgc 
tf.nko .hkggeotp 

3 thfsu .kte tulcd fs k mekulsec (ncef uetunafgnko .kg xe (esd ,estlktn(ep 
’uvt tufsdueoong: ng k.unfgw uhe .onegu k:kng nt uhe hesf yhf k.hne(ec tfaeq
uhng: ynuh dfls heo,p 

jfooe.ung: kgc cnt,okdng: se(neyt nt k ,fyesmlo tuskue:dp Waxec uhfte 
Dff:oe se(neyt fg dfls yextnuep Heaeaxes uf hn:hon:hu uhe uskgtmfsakq
unfg dfls .onegut fs ,kunegut hk(e e!,esneg.ec– gfu “ltu uhe tes(n.e uhed 
f,uec mfsp
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'p huu,tw44ce(eof,estp:ff:oep.fa4teks.h4cf.t4mlgckaegukot4.sekung:qheo,mloq.fguegu…wZwue!uV
Ahnoe#Y+W#YMW#YM3#YMT#Y+nuteom#Y+ntg%u–uf,n.t#Yj#Y+fs#Y+L®LG#Y+mfs#Y+th
fsup

2+p ®ks.lt Ohesnckg%t xffi– They Ask, You Answer huu,tw44aks.ltthesnckgp.fa4uhedqktiqdflqk
gtyes4

Ee tlse dflvse xof::ng: ynuh ,ls,fte xe.klte e(eg tna,oe xof: ,ftut tl,q
,fsu dfls fgonge (ntnxnonudp Eemfse dfl teoe.u k uf,n. fs tuksu ud,ng:– k.u kt 
nm dfl kse dfls ’j5– kgc kti– /Ahku Sletunfgt yfloc ’ ud,e nguf Dff:oe6Q 
Theg kgtyes uheap 

5ftut onie “What to Expect from Your First BOTOX® Appointment” fs 
“How To Reduce Anxiety: 5 Simple Techniques” cnse.uod kccsett ,kunegu 
.fg.esgtp Thnt ecl.kunfgko .fguegu heo,t sekcest kgc :n(et Dff:oe seoe(kgu 
akuesnko uf ngce!p Xgfyg kt uhe WqWq3qT ' mfsalok– Dff:oe e(kolkuet dfls 
.fgueguvt kxnonud uf ceafgtuskue L!,esneg.e– L!,esunte– bluhfsnukun(egett 
kgc Bsltuyfsuhngettp Meafgtuskue koo mfls kgc :n(e dfls .fguegu k xfftu 
ng Slkonud kgc .secnxnonudp

®ks.lt Ohesnckgvt xffi– They Ask, You Answer2+ uek.het xltngettet uf ecq
l.kue .ltufaest xd f,egod kgtyesng: uhens Sletunfgtp Thnt ,sk.un.e xlnoct 
usltu kgc ,ftnunfgt dfl kt kg e!,esu I ng mk.u– Ohesnckg tkdt nu .kg akie 
dfl uhe aftu usltuec (fn.e ynuhng dfls ngcltusdp jfgtntueguod ,sf(ncng: 
hfgetu– heo,mlo kgtyest )e(eg kxflu .ftut fs tnce e-e.utb ynoo ng.sekte dfls 
kluhfsnud kgc uskZ.p

Heaeaxes uf akie dflsteom uhe kluhfsnud xd ,sf(ncng: nguesgko ongit uf 
fuhes .fguegu fg uhe tkae uf,n.p ’m dfl ysnue kxflu “IV therapy benefits,” 
ongi uhku ,ftu uf dfls ’~ hdcskunfg xffing: ,k:ep ’guesgko onging: iee,t 
sekcest xsfytng: kgc :lncet uhea ufyksc dfls tes(n.etp jfgge.u ek.h xof: 
,ftu uf k .fse /,nooksQ ,k:e kgc (n.e (estkp 

3 tusfg: nguesgko onging: tusl.ulse heo,t teks.h eg:nget kgc ltest gk(n:kue 
dfls tnue– tuseg:uhegt dfls tnuevt kluhfsnud– kgc akiet ,ef,oe afse onieod 
uf xe.fae .onegut xktec fg uhe ce,uh fm dfls igfyoec:ep
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22p huu,tw44yyyp.kg(kp.fa4

W(esd unae dfl ,lxonth k gey ksun.oe– ngue:skue nu nguf uhnt nguesgko geuyfsip 
Ed nguesonging: seokuec ,ftut kgc tes(n.e ,k:et– dfl heo, (ntnufst cnt.f(es koo 
uhe ykdt dfl .kg heo,– ak!nanUng: uhe na,k.u fm dfls .fguegup

pu5UaC MelUa v <Uleu: wIHaY suYYe5tUuY

Ahnoe teks.h csn(et cnt.f(esd– tf.nko aecnk kgc (ncef hlakgnUe dfls xskgc 
kgc glsulse seokunfgthn,tp Thete ,okumfsat oeu dfl .fgge.u eafunfgkood 
ynuh dfls klcneg.e I seangcng: uhea uhku seko– .ksng: ,ef,oe )dfl kgc 
dfls uekab kse xehngc uhe tes(n.etp

’g ufckdvt cn:nuko okgct.k,e– .faalgn.kunfg hkt xe.fae afse .hkooeg:ng: 
uhkg e(es– aking: (ntlko tufsdueoong: kg ettegunko .fa,fgegu fm dfls aksq
ieung: tuskue:dp jfgtnces ngmf:sk,hn.t– xemfse kgc kmues ,hfuft– fs thfsu 
.on,t ceafgtuskung: tfaeuhng: ltemlop Lfl .kg kotf .sekue tufsdueoong: 
(ntlkot xd thksng: xehngcquheqt.eget ,hfuft fs thfsu (nceftp 

Cfs e!ka,oe– .sekue k fgeqanglue (ncef ceafgtuskung: k .faafg ,sf.eq
clse fs e!,okngng: k hekouh un,p ’u cfetgvu hk(e uf xe ,fonthec kgc ,esq
me.u8 e(eg dfls ,hfge .kaesk nt rgep ~nceft onie uhete heo, dfls nceko 
,sft,e.ut meeo onie uhed igfy dflp Kte .fgtntuegu– hn:hqSlkonud nak:et kgc 
ngmf:sk,hn.t uf e!,okng .fa,oe! hekouh ngmfp jsekue dfls Eskgc Xnu ngtnce 
jkg(k22 uf egtlse uhku dfls of:f– .fofst– kgc mfgut seakng .fgtntuegu– gf 
akuues yhn.h aeaxes fm dfls ueka nt .sekung: (ntlkot

Scan the QR code for my downloadable guide to creating your Canva Brand 
Kit.
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3gfuhes :seku f,unfg nt uf :f on(ew t.hecloe k thfsu Ck.exffi4’gtuk:ska 
Gn(e fs ’gtuk:ska Oufsnet —=3 fg.e k yeeip 3gtyes klcneg.e Sletunfgt 
fs ukoi kxflu k usegcng: uf,n.p Gn(e nguesk.unfg xlnoct usltu xe.klte nuvt 
lgt.sn,uec kgc naaecnkuep Gn(e tettnfgt kgc nguesk.un(e ,foot kse e!.eooegu 
ykdt uf eg:k:e dfls klcneg.ep ’m dflvse ngunanckuec xd .kssdng: k on(e 
tettnfg dflsteom– dfl .kg ng(nue k tkuntrec .onegu fs .fookxfskufs uf “fng dfls 
on(e .hku mfs xsfkces sek.hp

?m .flste– yheg ye ukoi kxflu .sekung: hlakg .fgge.unfgt– ye ykgu 
uf ea,hktnUe kluhegun.nud kgc usltuw Thngi kxflu (ncef uetunafgnkot kgc 
uskgtmfsakunfgt kt .fguegu uhku ,ftnunfgt dfl kt kg e!,esu kgc xlnoct 
semesskotp 3 ,ftu an:hu tkdw /®eeu Okskh I k glste kgc afa fm uyfp Ohe 
.kae uf lt meeong: e!hkltuec kgc flu fm thk,ep 3mues uhsee afguht fg fls 
yeoogett ,okg– the oftu 2” ,flgct kgc hkt xflgcoett eges:dBQ Heko tufsnet 
onie uhnt setfgkue ynuh tnanoks ,sft,e.ut uf kuusk.u afse fm dfls ’j5p

Mfgvu “ltu xsfkc.ktu dfls .fguegu8 eg:k:ep ’m tfaefge .faaegut fg k ,ftu 
fs ktit k Sletunfg– se,od ,sfa,uod ynuh k heo,mlo kgtyesp Okou ea,hktnUet 
set,fgcng: uf .faaegut kgc M®t uf xlnoc k .faalgnudp W(eg k tna,oe 
/Thkgit mfs kting:B ?ls .ongn. nt f,eg 'q” kgc dfl .kg .koo uhnt glaxes[Q 
thfyt dflvse kuuegun(ep 5ef,oe seaeaxes xskgct uhku meeo set,fgtn(ep 

Scan the QR code for my easy guide to responding to messages on social 
media!

Xee, dfls aettk:ng: kgc (ntlkot .fgtntuegu kgc lte uhe tkae msnegcod 
ufge k.sftt .hkggeot– yheuhes nuvt ’gtuk:ska– Ck.exffi– fs LflTlxep 3 
.fgtntuegu (fn.e kgc offi k.sftt ,ftut akiet dfls xskgc se.f:gnUkxoep Of– 
nm dflv(e ce.ncec fg /.heesmlo kgc .ksng:Q okg:lk:e– lte nu e(esdyhesep 
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jfg(esteod– nm dflvse igfyg mfs e!,okngng: uhe t.neg.e ng k ykd e(esdfge 
.kg lgcestukgc– akie uhku (fn.e .oeks

?m .flste– dfl ykgu uf .eoexskue flu.faet– gfu “ltu mekulsetw Cf.lt dfls 
.k,unfgt fg setloutp ’gtuekc fm /?ls gey oktes ltet [L\ ue.hgfof:dBQ– 
usd /?ls oktes .kg heo, mkce uhku tulxxfsg tlgt,fu ng “ltu N tettnfgtpQ 
3oykdt une xk.i uf hfy nu heo,t dfls ’j5p Re(es lgcesetunakue uhe ,fyes 
fm eafunfgko .fgge.unfgp Cfs e!ka,oe– tufsnet kxflu /yhd ’ xe.kae kg 
k.l,lg.ulsntuQ fs /teeng: uekst fm “fd yheg k ,kuneguvt ,kng tlxtncetQ tuns 
tfaeuhng: ngtnce fm ,ef,oe kgc heo, uhea ,es.en(e dfl kt tfaefge uhed 
.kg usltup

Ed xlnocng: k yksa– ngmfsakun(e tf.nko ,seteg.e– dfl tukd uf,qfmqangcp 
3 ,estfg t.sfoong: uhsfl:h ’gtuk:ska an:hu uhngi– /Thnt ,sf(nces ukoit 
kxflu ad ,sfxoea kgc k.ulkood heo,ec tfaefge onie aeQ I kgc uheg .on.i 
uhsfl:h uf dfls tnuep Of.nko aecnk kotf tl,,fsut OW? ngcnse.uod )afse 
xskgc teks.het– ongi thksng:bp Ahnoe tf.nko aecnk yfgvu se,ok.e dfls fgqtnue 
OW?– nu .fa,oeaegut nu xd thfyng: uhe hlakg tncep

3u uhnt ,fngu dflv(e ncegunrec who uf uks:eu– .skmuec what to say– kgc teu l, 
where to say itp Xee, nu tna,oe kgc kluhegun. kgc ng(nue .fg(estkunfgp Ouksu 
xd sergng: dfls gn.he )nceko .onegutb– uheg cflxoeq.he.i uhku e(esd hekcq
onge– kc– kgc ,ftu .oeksod kccsettet uhens cetnset kgc mekst– OufsdEskgc tudoep 
®ekgyhnoe– tun.i uf uhe OW? xktn.t )seoe(kgu iedyfsct– heo,mlo .fguegu– k 
,fonthec Dff:oe ,sfroeb tf dfls ’j5 k.ulkood rgct dfl yheg uhed teks.hp 
3cc tfae :eglnge tufsdueoong: fg tf.nko fs (ncef uf thfy uhea uhe seko 
,estfg xehngc uhe ,sk.un.ep

Heaeaxesng: uf uhngi ng uesat fm yhf– yhku– kgc yhese akd tflgc 
ngunanckung:– xlu ek.h tue, dfl ukie xlnoct k tfonc mflgckunfg uf kuusk.u 
dfls nceko .onegut kgc ,kunegutp W(eg fge xof: ,ftu fs k yeooqf,unanUec 
Dff:oe ontung: .kg tuksu tegcng: uhe sn:hu ,ef,oe dfls ykd– uhe fget yhf 
ynoo xegeru uhe aftu msfa yhku dfl hk(e uf f-esp Lflv(e xlnou k :seku 
,sk.un.e I gfy ,lu uhe [ fg uhe t,fu kgc uhe usektlse ak, ng uhens hkgct 
tf uhed .kg rgc dflB
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sNahter c paCt pNaker: dleYtUO. Who tu BarSetG DeQeCuh 
What tu pa. v pet qh Where tu pa. dt

Eemfse dfl af(e fg– ,klte kgc ,lu uhnt .hk,ues uf yfsip Dskx k gfuexffi 
)fs f,eg k cf.b kgc cf uhsee tna,oe uhng:t sn:hu gfyw

2p (aHe .uIr hermuY3 Asnue flu fge .sdtukoq.oeks ’ceko jonegu 5sfq
roep Dn(e uhea k gkae– kg k:e– k onmetudoe– k msltuskunfg– kgc k 
cetnsep ’m dflvse ukoing: uf e(esdfge– dflvse ukoing: uf gf fgep O.kg 
uhe —H .fce xeofy uf cfygofkc k 5MC fm kg e!ka,oe ’j5 kgc 
ad rookxoe ’j5 AfsitheeuB

2p =eTrUte uYe HemmaSe3 Tkie k hekconge– dfls tf.nko xnf– yextnue 
hekces– fs kc kgc seysnue nu tf nu t,ekit directly uf uhku ,estfgvt 
mekst– :fkot– kgc okg:lk:e ynuh ea,kuhd kgc .oksnudp

Yp gCaYt uYe QUmUyUCUt. >aS3 ?,unanUe fge .hkggeo uhnt yeeiw l,q
ckue dfls Dff:oe Eltngett 5sfroe– ,lxonth fge C3—qtudoe xof:– fs 
,ftu fge thfsu (ncef kgtyesng: k seko .onegu Sletunfgp

Lfl cfgvu hk(e uf f(eshklo e(esduhng: ku fg.e xe.klte .oksnud .fa,flgctp 
Aheg dfl igfy who dflvse t,eking: uf– what uf tkd– kgc where uf thfy l,– 
uhe sn:hu .onegut tuksu rgcng: dflp Heaeaxes– dfls ge!u .onegu– uhe hesf fm 
uhens fyg tufsd– nt kosekcd teks.hng:w akie tlse uhed se.f:gnUe uheateo(et 
yheg uhed tee dfl– uhe ynte kgc e!,esneg.ec :lnce uhed geec uf k.hne(e uhe 
uskgtmfsakunfg uhed teeip
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Chapter Five

Convert
Turn Interested TrafcB into kooAed mppoint�ents

O nline visibility is only half the equation. If you want your wellness 
practice to grow and thrive, your website must convert visitors to 

booked appointments. That’s the power of the Convert phase of the Salted 
Edge Framework.

To lead prospects into becoming clients or patients, you must transform 
your website into a warm, welcoming, and ejective conversion machine. 
Think of it as a team member who’s always on call, guiding people from 
interest to action, no matter the time of day. To accomplish this obWective, 
each page should have a clear purpose. 

It’s better to have a slightly longer scroll than to cram too many disparate 
elements together. xhite space, concise te-t, and obvious ne-tAstep butA
tons all contribute to a cleaner Wourney that naturally leads visitors to conA
vert. Y wellAstructured site aligns with the user’s needs and your business 
goals, making the path to booking logical and compelling.

Strategy & Structure: What’s the Purpose of Your Website?

—our website is more than Wust a digital brochure : it’s the front door to 
your business. For this reason, it’s worth asking? what do you want visitors 
to do when they arrive8 For most practitioners, it’s a straightforward anA
swer? book an appointment. 
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Therefore, build your site with this goal in mind. Each page should gently 
guide your visitors toward that outcome, whether their search takes them 
to your home page, a blog post, or a service page.Start by mapping out the 
core pages of your site. Yt minimum, most wellness practice websites need 
the following pages or sections?

  Home Page? Y snapshot of your value proposition and a clear 
path to book.

  About Us: (on’t let the name fool you, this page is not about 
you. It’s about the e-perience your ideal client or patient can 
e-pect when they work with you. Introduce your practitioner)s/, 
your values, and philosophy, and include testimonials. HememA
ber, the purpose of this page is to build connection and credibility.

  Services/Treatments? E-plain your servicesztreatments in deA
tail. Each service should have its own subApage under a main 
ServiceszTreatments page to give you the ability to send prospects 
directly to that service when you share them in emails or on social 
media. 

  Conditions or Problems You Solve:  Organi&e content by 
clientzpatient need. For e-ample, include a section for common 
conditions, separate from services. This arrangement respects the 
customer Wourney and adds a userAfriendly touch.

  Testimonials/Reviews? Since testimonials are powerful trust 
signals, showcase happy client feedback and results. If appropriate 
for your type of practice, include a before P after gallery, which 
builds proof of the results you deliver.

  Blog or Resources: Hegularly publish educational articles that 
attract and inform visitors and establish you as the trusted guide 
and authority in your Geld. 2ublishing SEOAoptimi&ed content 
that aligns with Uoogle’s EAEAYAT formula supports SEO and 
topAofAfunnel content needs.
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  Contact Us: 'ake it easy to get in touch by including a form, 
phone number, address, and hours.

  Book Now? Yrguably the most important feature of your webA
site, although it might not be an actual page but rather a promiA
nent button that leads to your scheduling system. —our prospects 
should be able to access it from every page )often in the top right 
menu/.

Pro Tip: Ksing a "e-ible content management system )C'S/ like xordA
2ress enables you to adapt and reGne your site structure as you grow. xith 
a C'S, you can add pages, integrate a blog, update navigation, and bolt on 
new features as you grow. For e-ample, if you e-pand services or locations, 
you can quickly create new pages. xord2ress is also optimi&ed for SEO. 
For these reasons and more, many med spa and clinic sites )including our 
e-amples/ are built on xord2ress.

In your footer, be sure to provide your RY2? Rame, Yddress and 2hone, 
consistent with your Uoogle Musiness 2roGle. Ylso publish links to your 
social media proGles? at a minimum, Facebook, Instagram and ;inkedIn, 
so your prospects can easily Wump oj, engage with you on social media, 
see what you3re doing, and be able to press that important “like,“ “follow“ 
or “subscribe“ button. xhen your prospects can see your social media 
content, it creates a sense of authenticity. The footer should also include 
important information like your privacy policy, accessibility statement, 
Terms P Conditions and quick links to contact you.

xhen structuring your site, think from the patient’s perspective. Organi&e 
your navigation in a logical, conversion-friendly way. That usually means 
keeping the top menu simple and intuitive. —our site should be structured 
to inspire conversion.

There is no oneAsi&eAGtsAall formula for your website” however, at miniA
mum, your site should include a clear home page, an inviting about us 
page, individual service descriptions, a testimonials or success stories secA
tion, and an easyAtoAuse contact or booking page. 
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Ravigation should be simple, intuitive, and designed with action in mind, 
with that 0Mook Row! button in the upper right of every page.

Creating a Home Page That Converts

Imagine what someone would do if they walked into your physical practice 
and no one greeted them. They’d likely look around for a minute, feel 
uncomfortable, and walk back out. That’s e-actly what happens on many 
websites. —our home page must make visitors feel welcome and understood 
immediately. They should feel, well, at home.

Y great home page will immediately communicate who you help, how you 
help them, and what they should do ne-t. Salt 'arketing’s philosophy, 
inspired by the StoryMrand framework, is to structure your home page in 
sections that tell a clear story and guide the visitor step by step. ;et’s break 
down the key elements of a highAconverting home page layout?

The Grst section of your home page : what we call the 0hero section,! 
should immediately convey three critical factors )what StoryMrand calls 
the 0grunt test!/? who you serve, how you help, and how they can get it. 
These elements go right back to your IC2. For e-ample? 0Delping women 
over –V restore energy and conGdence through scienceAbacked wellness 
treatments! is much more powerful than 0—our May Yrea 'ed Spa.! Leep 
the hero section clean, direct, and paired with a visible button that invites 
people to take the ne-t step : like 0Mook Row.!

Re-t, you want to create a bit of urgency by discussing 0the stakes,! or 
what they stand to lose if they don’t take action. In the stakes section, 
brie"y agitate the pain points by essentially telling the visitor, 0xe underA
stand what you’re going through, and it’s costly to ignore it.! —ou create 
urgency by including a few bullet points of the visitor’s struggles or risks. 
They think, 0—es, I do want to G- this before it gets worse.! 'aintain an 
emphatic tone in this section and avoid fearmongering to communicate to 
the reader, 0xe understand your struggle, and you don’t have to endure 
it.!
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One note before we move to the ne-t section? a highAconverting home page 
doesn’t Wust ojer the hero a CTY button and call it a day. Ideally, you want 
to sprinkle invites to take action throughout the page, especially at natural 
stopping points. Yfter you’ve presented the problem, solution, plan, and 
proof, tell them what to do? schedule that appointment5 Hepeat the Mook 
Row button in a way that stays with them, no matter where they may be 
on the page.

Third on your home page is a brief value proposition. Yssure visitors that 
there is a solution and highlight the primary beneGts or outcomes they 
can e-pect from working with you. —ou can do this via a trio of short 
statements or icons that encapsulate e-pected outcomes : the promise 
of working with you. Together, they paint a picture of the transformation 
you deliver. It’s all about showing them how their life gets better with your 
services.

Following the value proposition is a short section about you and your 
practice. Dere is where you position yourself as the empathetic e-pert who 
can lead them to success. Leep the te-t patientAfocused to simultaneously 
convey empathy and authority. The goal is to assure them, 0you’ve found 
the right e-pert who cares about you.! 2rovide a link to the Ybout page to 
enable them to easily access more information.

Row it’s time to brie"y showcase your main services or service categories. 
Hather than Wust a generic list, frame them as solutions to specific problems 
or goals. For e-ample, you might have three featured services with titles like 
0'etabolic P Dormone Malance Q Heclaim —our Energy! or 0Ydvanced 
Yesthetics Q ;ook as 6ibrant as —ou Feel.! 

Each service deserves a relatable, oneAsentence description. Dere’s where 
you can provide links to those individual service pages we talked about A 
and ideally each of those pages features a Mook Row button5

2eople are more likely to act when they know you have a plan to help them. 
The 2lan, another powerful piece of the StoryMrand Framework, is our 
ne-t section, where you provide an intentional overAsimpliGcation of your 
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process, typically Wust 4 steps.  —ou can present it as 0Dow to Uet Started! 
with steps like? 

J. Mook an Yppointment 

B. Uet —our 2ersonali&ed 2lan

4. Thrive!

The 2lan section essentially answers the question? 0Okay, if I click that 
Mook button, what happens ne-t8! Q giving your prospects the conGdence 
to proceed.

Hight about now, if they’ve made it this far down the page, they’re looking 
for proof?  proof you are who you say you are and that you can do what 
you say you can. That’s why we follow up the plan with a section of testiA
monials. —ou can simply embed your Uoogle Heviews, or if you have video 
testimonials, you can embed those instead. Seeing genuine feedback from 
real patients can tip a hesitant visitor into feeling conGdent about booking. 
xe’ll talk more about building trust later, but for now give your home page 
at least one element that communicates to your visitors, 0Others trust us, 
and you can too.!

Yt this point, it’s most certainly time for that visitor to convert, so if they 
haven’t clicked the Mook Row button, you want them to engage with you 
in e-change for some immediate value in the form of a lead magnet or 
list builder. It may be as simple as a downloadable 2(F, video content, 
or an interactive qui&. —ou can give them options like 0(ownload our 
xellness Uuide! or 0Take our Skin Dealth 9ui&! Q an action that’s a lower 
commitment than booking an appointment but still gathers their info or 
engages them. My ojering something of value for free, you begin to build 
a relationship with prospects who may need a bit more nurturing. 
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A Word About Visuals & Authenticity 

Ys you work to dijerentiate your practice in the marketplace, you must inA
fuse your personality into your website with authentic photos and videos. 
Showcase your oQce and your staj, the services you ojer, and the products 
you sell.

Yvoid stock photography if at all possible. If it’s not entirely avoidable, 
keep it to a minimum. —ou don’t want your site looking like everyone else’s. 
Heal photos and videos give the visitor the chance to get to know, like and 
trust you, before they even pick up the phone. Imagine someone is at the 
top of the funnel, searching for a provider and visiting multiple websites, 
one after the other. If they see the same stock image on two similar sites, 
it feels inauthentic and the practices start to run together in their mind. If 
you can display authentic images of you, your team, and your equipment, 
your trust factor increases and your conversion rate skyrockets. 

Site Navigation Built For The Customer Journey

xhen visitors get lost in too many tabs, dropAdowns, or popAups, they 
leave. That’s why simplicity in navigation is paramount. —our main menu 
should be short and clear. If you ojer multiple services, group them unA
der a single dropAdown tab labeled 0Services! rather than listing them all 
individually.

Every page should have a purpose and a path. Think of it as a story with 
a beginning, middle, and end. Someone lands on your blog post about I6 
therapy, clicks over to your service page on the same topic, reads about the 
beneGts, sees a testimonial, and receives an invitation to book : that’s a 
wellAdesigned Wourney.

Think of your website like a trail, where every path should lead to your 
front door. Someone might start on your blog, service page, or home 
page. Hegardless of the entry point, their ne-t steps should be obvious and 
smooth.
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To take this one step further, consider what happens after they click 0Mook 
Row!8 (o they receive a clear conGrmation8 (o they get a reminder before 
their appointment8 If they cancel, do you have a way to follow up, such as 
an email newsletter or retargeting ad8

'apping out this Wourney helps you identify friction points. The fewer the 
steps between interest and appointment, the higher your conversion rate 
will be.

Guiding Visitors with Strong CTAs

Y call to action is your website’s way of saying, “Dere’s how we can help. 
;et’s take the ne-t step together.“ Mut not all CTYs are created equal. The 
most ejective ones are clear, speciGc, and repeated often enough that no 
matter where someone is on your site, they’re never far from the invitation 
to act.

Kse phrases that encourage momentum, like 0Schedule —our Free ConA
sult! or 0Start —our xellness Nourney.! Muttons should stand out visually, 
and appear in the header, within each service page, and again near the 
footer. (on’t overwhelm the page with options. Instead, make it easy for 
someone to take the most important ne-t step.

Attracting the Right Visitors with On-Page SEO

Even the bestAdesigned site won’t convert if no one sees it. That’s where 
onApage SEO comes into play. Optimal SEO demands wellAstructured 
content with a clear )and unique5/ header or DJ, sub headers )DBs/ and 
compelling body copy that includes the keywords people type into their 
search bar when they are middleAofAfunnel and ready to learn more. These 
keywords should appear naturally in the page title, headings, and Grst paraA
graph. Yvoid stuQng them everywhere because Uoogle and your readers 
won’t appreciate it. Instead, focus on clear, useful content that speaks 
directly to your ideal client.
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xhen each service has its own page that includes relevant keywords, you 
can rank in the search engine results pages )SEH2s/ we discussed in ChapA
ter 4 : not Wust for your home page but for each individual ojer. xrite 
meta descriptions )short summaries of a webpage’s content displayed as 
a snippet below the title on SEH2s/ that sound human and enticing? 
0Struggling with fatigue8 (iscover our personali&ed I6 therapy treatments 
in Charleston and feel like yourself again.! This small snippet can make a 
big dijerence in whether someone clicks on your site in the search results.

Create alt tags )written descriptions of images on a webpage/ for your 
images : not only for SEO but for accessibility. —ou want to give someone 
who is visionAimpaired the ability to access your content. 'ake sure your 
site meets accessibility guidelines.

Design for Mobile First

'ore than half your traQc will come from mobile devices” therefore, 
prioriti&e your mobile site. Check your site on a smartphone. Is the font 
legible, with enough contrast to see easily8 Yre buttons big enough to tap 
with your thumb8 (oes the booking process work smoothly8 If any of 
those answers are 0no,! it’s time for an upgrade. Y fastAloading, responA
sive mobile site improves user e-perience and enhances your visibility in 
Uoogle search.

Supporting Conversion with Simple Tech

—ou don’t need comple- software to create a site that converts. In fact, the 
simpler, the better. Kse an online booking tool that integrates with your 
calendar. 'ake sure your contact form is short and easy to Gll out:name, 
email, service interest. Y followAup email or te-t conGrmation reassures 
people that you received their appointment.

If you’re not ready for online scheduling, at least ojer a way for visitors 
to leave their information and request a callback. Monus points if you can 
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ojer a downloadable resource, qui&, or guide to stay in touch with people 
who aren’t quite ready to book.

—our website doesn’t need to be "ashy. It does need to be clear. xhen a 
visitor lands on your site, they should quickly understand what you ojer, 
how it helps, and how to take action. That clarity builds trust. Ynd trust 
is what turns browsers into buyers.

Chapter 5 Salt Shaker: Is Your Website Actually Inviting 
Your Ideal Prospects In?

Take a moment to view your website through the eyes of a potential client 
or patient who’s visiting for the Grst time.

Ynswer the following questions honestly?

  xithin Gve seconds, is it clear who I help, how I help them, and 
what to do ne-t8

  Is there a visible, conGdenceAbuilding path to book from every 
page8

  (o my pages feel welcoming and human, or cluttered and confusA
ing8

  If someone landed on my site at JV p.m., would it gently guide 
them forward or leave them guessing8

Ynd last but not least?

If my website were a front-desk team member, would I trust it to 
book appointments for me?

Shake Things Kp This xeek
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Choose one highAtraQc page )your Dome page, a Service page, or a popular 
blog post/ and rewrite it according to the formula I described in this 
chapter. Clarify your message, remove distractions, and make sure a 0Mook 
Row! option appears on every page. If you do not have a value proposition 
in the form of downloadable lead magnet )a checklist or guide/, video, or 
interactive qui& for prospects who are not yet ready to convert, consider 
creating one. 

Scan the QR code for my Website Optimization Checklist and get a 
step-by-step guide to creating a high-converting website.
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Chapter Six

Create Raving Fans for Life

T here’s a moment every wellness practitioner recalls fondly: a client 
comes in for her second appointment and tells you how many com-

pliments she got, or that she feels as if she could conquer the world. Loyalty 
begins in that moment, that feeling of genuine delight. It doesn’t grow 
on its own; you cultivate it by the way you show up for your clients, the 
care you put into their experience, and the simple touches that turn one 
satisYed moment into a long-term relationship.

jou don’t have to be Aashy or perfect to create raving fans; you kust need to 
be thoughtful, intentional, and consistent. znd once you understand how 
loyalty really worRs in this industry, you’ll realiWe something incredible: it’s 
one of the most natural and fulYlling aspects of your business.

In the Wellness World, Loyalty Equals Emotion

Setention relies on profound emotion in the med spa and wellness world. 
jour clients aren’t buying an obkect they’ll taRe home and use; they’re 
trusting you with their face, health, ability to move, conYdence, and aging 
kourney. Mhen they sit in your treatment rooms, they’re vulnerable in a 
deeply human way. znd when you handle it with warmth and connection, 
that vulnerability forms the foundation for a unique Rind of loyalty.

This is where Valt EarReting’s Sz92 system comes in. Me teach it inside 
our Valted 2dge Easterclass because it’s simple, adaptable, and incredibly 
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e”ective. —ut more importantly, our Sz92 system fosters loyalty natural-
ly, in alignment with your personality.

Salt Marketing’s RAVE System, SimpliHed

Sz92 stands for RecogniWe, AsR, Value, and Elevate. Kon’t worry, you 
don’t have to memoriWe anything or execute the system in a rigid order. 
ThinR of Sz92 as small shifts in your interactions with clients – tiny 
actions that maRe them feel liRe they’ve discovered the one provider they 
never want to leave.

Secognition, for instance, is one of the simplest things you can o”er, yet 
so few businesses truly practice it. SecogniWing a client means seeing them 
beyond their appointment slot to remember their name, preferences, and 
comments about an upcoming signiYcant event in their life. It’s noticing 
when their sRin looRs especially radiant or when they’ve made progress 
toward their goals. Secognition is free and taRes mere seconds. jet it’s the 
di”erence between a client who says, 3They’re Yne,J and one who says, 3I 
love going there; they always maRe me feel so welcome.J

The second part of the Sz92 formula is to zsR. Nnce you train yourself 
and your sta” to recogniWe that pivotal moment in a client’s excitement or 
progress, it becomes much easier to asR them for the things that help your 
business grow: feedbacR, a review, or maybe even a referral. Mhen someone 
is already saying, 3I feel amaWing,J it’s completely natural to respond with, 
3I’m so happy to hear that. If you ever want to share your thoughts in a 
review, it would help so many people Ynd the right care.J zsRing becomes 
a conversation rather than a transaction.

The next piece, 9alue and Seward, is where many practitioners uninten-
tionally drop the ball. Mhen someone refers a friend or family member, 
you must acRnowledge it in the form of a shout out on social media, 
a quicR thanR-you note, or a warm message at their next appointment. 
These actions sticR with them. zdd a little reward to their lives with an 
account credit, and now that client feels super valued C not only did you 
acRnowledge their e”orts and loyalty, you rewarded it.
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znd Ynally, 2ngage, the often-overlooRed step in the Sz92 system. “eep 
in mind, referrals are not kust about transactions, but about creating a 
culture. 2ngage your advocates by maRing them feel liRe part of something 
bigger. It could mean creating a formal referral program with ongoing 
beneYts or simply Reeping them in the loop about how their referrals are 
maRing a di”erence. jou could feature top referrers in an email or on 
social media. znd going bacR to rewarding them, host an exclusive event or 
appreciation day for advocates to meet and greet and talR with one another. 
This sense of belonging maRes your advocates feel invested in your success 
and eager to continue supporting you.

Mhen your clients feel liRe insiders, they’ll go out of their way to Reep 
spreading the word.

wo( Automation Supports Loyalty )And wumanityC

)ere’s where things get really fun: you can support all of these e”orts with 
a little bit of automation, kust enough to prevent the important pieces 
from slipping through the cracRs. Imagine this: every client who comes 
in receives a warm follow-up email, asRing about their experience. It’s 
friendly, simple, and genuinely caring. Mhen they clicR to tell you they 
had a fabulous experience, they automatically receive a second message 
thanRing them and inviting them to share it in a review: nothing pushy, 
kust a natural extension of the koy they already expressed.

znd when they do leave a review, your system automatically sends a warm, 
grateful note and invites them to refer a friend who can experience the same 
fantastic results they’ve experienced.

Nn the other side of that Aow, if a client reports that their appointment 
did not live up to their expectations, an entirely di”erent message triggers 
that gently asRs what went wrong and assures them you genuinely want 
to maRe it right. Eost unhappy clients don’t want compensation – they 
want to be heard. This little bit of automation gives them space to share 
without feeling awRward and allows you the opportunity to turn an o” 
day into a chance for connection.
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Bothing about this process feels automated to the client. It feels caring, 
attentive, and thoughtful. znd it quietly grows both your positive reviews 
and the number of referrals you receive, without you having to chase either.

Staying conneBted xet(een Visits

—etween appointments, you have a unique opportunity to Reep clients 
connected without overwhelming yourself or them. Nnce again, the sim-
plest approaches tend to be the most e”ective.

z warm semi-weeRly email newsletter o”ering tips, seasonal reminders, 
or quicR updates Reeps your voice in their world. (lients love hearing 
from the businesses that care for them, especially when you’re o”ering 
value rather than pushing promotions. —etween visits, stay present in your 
clients’ lives in a positive, value-added way. 2ngage them socially, educate 
and inspire them, celebrate them, and create structures 1liRe memberships0 
that bind you together. Mhen clients feel connected to you even when 
they’re not physically at your location, you’ve achieved a di”erent Rind of 
status your competitors can’t touch.

(elebrating your clients is another beautiful way to deepen loyalty – 
birthdays, treatment anniversaries, big milestones, or even a simple ac-
Rnowledgment of how far they’ve come on their wellness kourney. These 
celebrations can be automated or done manually, but the e”ect is always 
the same: clients feel noticed and appreciated.

jou can also o”er a few in-person connection touchpoints throughout 
the year. Bothing complicated; maybe a small open house, an educational 
worRshop, or a preview of a new service. Vuch touchpoints give clients an 
opportunity to feel liRe insiders, to feel liRe part of a community. That 
sense of belonging often becomes one of the strongest factors in long-term 
loyalty.
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Mazimifing Li:etime Value and LoyaltyT Phe xig viBture

—y now, you have a toolbox full of strategies C the Sz92 frameworR, 
automated follow-ups, community events, consistent communications, 
and maybe even a membership program. Let’s taRe a step bacR and looR 
at how all these pieces worR together to optimiWe the lifetime value 1LT90 
of each client and solidify their loyalty.

Lifetime 9alue is essentially the total revenue a single client generates 
during their relationship with you. Mhen you focus on retention, you’re 
not kust getting one more appointment from that person C you’re poten-
tially doubling, tripling, or 6…x-ing what they contribute to your business 
over time. Eore importantly, a loyal client often brings even more value 
through referrals, as we’ve discussed. Vo, a client who might spend ?F“ a 
year on themselves could actually be worth ?7“ when you factor in two 
friends they refer who also become clients. znd if they stay with you for 
Yve years8you see where this is going. Setention is everything. It’s not an 
exaggeration to say that the health of your business long-term depends on 
the lifetime value of your clients.

Mithin wellness and aesthetics, the research is clear: clients return to places 
where they feel Rnown, cared for, and supported. They return to con-
sistency. They stay when communication feels warm and helpful. They 
commit more deeply when their provider educates them and celebrates 
their progress. znd they refer at far higher rates when they feel emotionally 
connected to their practitioner.

Nften, it’s the smallest things, not elaborate programs or complicated 
strategies, that create the most profound loyalty.

A xusiness xuilt on RaFing 6ans

zs you Ynish this chapter, I want you to imagine the future version of your 
practice, Ylled with familiar faces who trust you, refer friends without hes-
itation, and celebrate their wins right alongside you. This version of your 
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business doesn’t rely on scrambling for new leads, because your existing 
clients fuel the makority of your growth, creating stability and conYdence.

In the big picture, building a base of raving fans transforms your business 
from a revolving door into a thriving community. Instead of constantly 
running on the marReting hamster wheel for new leads, you get to slow 
down 1kust a tad0 and enkoy the relationships you’ve cultivated C all while 
your revenue grows more predictably. It’s a beautiful thing.

Bow you have the ingredients you need to cultivate raving fans – and 
you are absolutely capable of weaving them into the life of your practice. 
Nne step at a time, with warmth and intention, you’ll nurture the Rind of 
relationships that infuse your business with success and Yll your heart with 
the koy of remembering why you started your practice in the Yrst place.

chapter G Salt ShakerT Where could Loyalty Jro( Oust 
Dne ?egree ?eeperU

ThinR about your favorite client, the one who lights up when they see you 
and tells their friends, 3jou have to go there.J 

zsR yourself:

  Mhat’s one small way you already recogniWe themK

  Mhere could you asR for feedbacR, a review, or a referral more 
naturallyK

  )ow do you show value when someone sends you a new clientK

  znd how could you engage them kust a little more between visitsK

jou don’t need a massive loyalty program or a polished system to start, kust 
intention. 
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Shake Phings 5p Phis Week

(hoose one client touchpoint – after an appointment, between visits, or 
during a milestone – and add a moment of recognition or gratitude. z 
Rind note. z thoughtful follow-up. z simple acRnowledgment.

Semember, you don’t create raving fans through strategy alone, but in 
moments when you maRe people feel seen, celebrated, and genuinely cared 
for.
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Chapter Seven

Automate
Work Smarter, Not Harder

A s a wellness practitioner, your heart lies in helping people feel better, 
move better, and live better. But if you’re honest with yourself, most 

of your days consist of calendar reminders, inboxes full of “Did you get my 
message?” and an endless, self-perpetuating to-do list. Yet you started your 
business to serve, connect with, and help your clients or patients thrive — 
not to spend your days playing admin.

Enter automation. 

It may sound like a techy word, but in wellness, automation enables you to 
communicate with the people who need you, even when you’re working 
with a client, engaging in self-care, or spending time away from the oWce. 
Imagine being responsive without being chained to your laptop because 
your follow-up happens automatically, gently guiding your clients or pa-
tients, while you’re free to focus on what you truly love. It’s not a fantasy. 
Automation makes it possible.

Thy does automation matter in a wellness business?

  It frees you to focus on client care, not chasing leads or rewriting 
follow-ups. jhe more you automate the client or patient zourney, 
the more you remain in your :one of genius9 healing, coaching, 
guiding.
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  It dramatically reduces manual follow-up, to prevent you from 
losing leads because you ran out of bandwidth, energy, or time. 
Cften, your best prospects fall through the cracks simply because 
you couldn’t hit “send” or “post” fast enough. Automation solves 
this problem. 

  It keeps you responsive even when you’re not “on.” Your busi-
ness runs like a well-oiled machine, 2uietly delivering the nurture 
and care your prospects and clients need, 4/7S.

In this chapter you’ll learn how to leverage automation across your client 
zourney — from the very Lrst moment someone shows interest, through 
onboarding new clients and patients, and into the retention phase where 
you build raving fans who love you, stay with you, and refer others to you. 
Te’ll walk step-by-step through9

  Automating lead follow-up to convert more of your leads into 
paying clients.

  Automating client onboarding to make each new client feel 
seen, supported, and professionally taken care of from day one.

  1etting up “always-on” campaigns for nurturing, retention, re-
ferral and re-engagement that work while you sleep, so your busi-
ness no longer re2uires your touch on everything.  

By the end of this chapter, you’ll have a clear playbook for your automa-
tion. If you’re zust getting started, you’ll gain the conLdence to implement 
it with simple tools and templates immediately. If you have already estab-
lished some automation for marketing, sales, or operations, we’ll talk about 
how to optimi:e those 0ows for maximum return. Get’s make your practice 
run smarter, so you can focus on your goals.
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Mindset: Getting Your Head Right on Automation

You probably entered the wellness business because you felt a calling to 
help people heal, feel stronger, and live more fulLlling lives. Yet somewhere 
along the way you found yourself zuggling calendars, chasing in2uiries, 
reminding folks about bookings, sending follow-up texts at the end of 
the day, and wondering when you became “digital admin” instead of the 
practitioner you envisioned. jhis is exactly why automation matters. It’s 
time to invite it in, on your terms.

Get’s start by clearly deLning automation. In your practice, automation 
steps in when someone expresses interest, completes an appointment, or 
falls silent for a few weeks. In these situations, automation sends out the 
right message at the right time. It’s the warm handshake, friendly check-in, 
or helpful next step, delivered whether you’re mid-treatment, in session, 
or even taking a weekend oP. It is not a cold robot blasting “Dear valued 
customer” messages into the void. Done right, automation fosters connec-
tion.

If you imagine automation as your 2uiet, dependable assistant, your mind-
set and your practice will begin to shift. Tith your voice, warmth, and 
uni2ue care remaining at the heart of your business, the system simply 
ensures that nothing falls through the cracks. Instead of scrambling to 
send a follow-up after a discovery call or manually reminding yourself to 
check in with a client who hasn’t returned in eight weeks, you design what 
should happen once, then the system delivers reliably. …ore importantly, 
you reclaim your time to do what you truly love.

jhat said, you’ll want to make a few commitments upfront9

Rirst9 clarity of zourney. Tho is your ideal client, and what stages do they 
move through in your practice? Rrom curious visitor ( lead ( booked 
client ( active participant ( loyal advocate — each stage deserves its own 
thoughtful touch. 
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1econd9 willingness to map 0ows. It might feel a little techy, but the ePort 
you put into sketching “If they download my guide, then send this email) 
if they don’t book in three days, then send a reminder,” will pay oP in 
serenity and conversion. 

jhird9 zust a little tech willingness. You don’t have to become a software 
guru overnight, but you do need to choose your tool, get comfortable with 
the basics, and move beyond “I’ll Lgure it out someday.” jhe right plat-
forms help you organi:e your contacts, trigger messages based on behavior, 
and track results over time.

Cf course, as a wellness professional you might harbor some hesitations. 
3erhaps you worry that automation will make your voice feel robotic, or 
that your clients will receive messages that sound canned. jhe good news9 
when you start with your voice and write the messages as you would speak 
in a session, reference the client’s name, and mention their goal or concern, 
you eliminate the risk of sounding robotic. 

A lack of automation poses a far greater risk to your practice when you 
inadvertently ghost a prospective patient or client, miss a follow-up with 
someone who really needs nurturing, or lose the warmth of consistency. 
Automation guarantees that your voice resonates every time. If you’re 
truly concerned about tech overwhelm and not having the time to learn 
another platform, I want you to consider this9 investing one afternoon now 
will save you do:ens of hours later. Automation is not a magic wandVit 
re2uires careful planning, implementation, and ongoing optimi:ation.

Get this be your moment of freedom9 starting now, you can show up 
fully as the healer, the coach, and the guide, leaning on automation as 
the behind-the-scenes system that supports you. Tith the right mindset, 
you’re ready to map out the zourney. 
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Map the Client Journey Before You Automate

Before you build any automation, it’s a good idea to map out your future 
ideal client or patient’s experience with your practice. If you skip this foun-
dational step, you risk creating automation based on a partially conceived 
zourney, resulting in automated chaos that doesn’t convert.

3icture this9 A prospect expresses interest in your wellness service, you send 
a generic “jhanks, we’ll be in touch” email, and then nothing happens for 
days. Honse2uently, the lead Lnds a competitor who meets their needs. 
Ror another new patient, you send a booking reminder, but it goes out too 
early, or for the wrong service. Then you haven’t intentionally deLned the 
zourney, your automation will simply replicate 5and like we said, amplify+ 
those gaps, delays, and mismatches. 

By contrast, building an explicit map of the path your patient takes gives 
you the framework to see each stage) deLne what you want the person to 
think, feel, and do) identify your touchpoints) and automate thoughtfully. 
A good Hustomer Nourney …ap allows you to visuali:e the process of 
winning and wooing your clients and patients, long-term.

Ror a wellness practitioner, your clients or patients move through the fol-
lowing stages9 Awareness → Consideration → Conversion → Loyalty 
→ Advocacy. 

  Awareness9 your prospect Lrst learns about you
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  Honsideration9 your prospect evaluates whether you might be the 
support they need 

  Honversion9 your prospect becomes a client or patient

  Goyalty9 they had a great experience and return to you 

  Advocacy9 they refer or speak about you. 

!isuali:ing that full arc helps you understand what you deliver and how 
you deliver it.

In 3art jhree, we’ll work through each part of the customer zourney map 
in detail, and I’ve included a Nourney …ap template you can use to think 
this through. Ror now, zust think through some of the basics for your 
clients or patients at each stage9

  That action they’re taking 

  That touchpoint they interact with 

  That they might be thinking 

  That they might be feeling

  That your opportunity is — where you step in to move them 
forward

1uppose you provide body composition analysis for ‘K– executives who 
want to maintain their energy and strength9 a prospect becomes aware of 
your solutions after reading your blog, explores your website, and perhaps 
books a discovery call. jhey attend the call 5conversion+, complete the 
analysis and engage in your program 5loyalty+, and after seeing results they 
refer a colleague 5advocacy+. …ap out each of those moments.

jhe idea here is to identify friction points that could cause issues with 
customer engagement to gain an understanding of how to close those gaps 

UK/

ARC C
op

y O
nly



MEj RC→FD MEj BCC;ED

and automate the process. Cnce you’ve populated your map, review it 
again and ask9 Which of these touchpoints could be automated?

  Ror example9 when they Lll out a “Download our free guide” 
form, an immediate email goes out 5and later a reminder if they 
haven’t booked+.

  After the Lrst session, an automated message checks in, asks a 
2uick 2uestion, then oPers the next booking link.

  @K days of inactivity trigger a “Te miss you” check-in, and if no 
response, a special oPer or survey.

At this point, “business process mapping” comes into play — simply put, 
you’re documenting how things happen in your business9 the steps, the 
decision points 5“if they book or if they don’t”+, triggers, and hand-oPs. 
jhis simple but powerful documentation becomes your automation blue-
print. Fow, we’re ready to build the actual automation for lead follow-up. 
…apping provides the clarity) automation handles the delivery. jogether 
they become the system that works behind the scenesVwhile you’re doing 
what you love.

Automating Lead Follow-Up to Convert Prospects Faster

Cne of the biggest reasons many practices stall is a lack of timely follow-up. 
A curious prospect Llls out a form, receives a 2uick “jhanks for reach-
ing out,” and thenV nothing. Days might pass, enthusiasm wanes, and 
that opportunity slips away. In fact, marketing data shows that without 
nurture, most leads simply go elsewhere. jhis phenomenon has profound 
implications for you the moment someone carries energy. If you honor it 
2uickly and thoughtfully, you’re much more likely to convert. If you delay 
or miss it, you lose momentum.

Get’s walk through a clear, practical work0ow you can implement in any 
automated system.
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U. Lead enters the system. It could happen when someone down-
loads your free guide, books a discovery call, or completes a 
lead-capture form on your website. At that moment your system 
should tag them as a new lead and trigger the next action.

4. Immediate con+rmation email x neqt-step invitation. As 
soon as they opt in, you send a warm message9 “jhank you for 
your interest[ qere’s your free guide 5link+. I’m excited to take this 
next step with you.” In that same email, you invite them to book a 
short discovery call 5or whatever your next step is+ with a friendly 
“If you’re ready to get started, click here to pick a time.”

6. Automated welcome se—uenceEsiq touches over the neqt 
few days. jhink of it as your value bundle followed by a clear call 
to action. 

  1mail D: 2eliver Lead-Gen Asset. jhank them again, deliv-
er the promised resource, mention how you hope it helps, and 
preview what’s to come. 

  1mail /: ProblemS3olution. Fow you gently remind them 
about the problem they’re facing and oPer the solution you 
provide. Invite them again to book a consultation.

  1mail T: 4estimonialS3tory. 1tory matters. 1hare a client 
success story and again, always include a call-to-action9 “Te’d 
love for you to be our next success story. Get’s talk.”

  1mail O: jvercome an jb5ection. Address a common bar-
rier9 “I know you may think ]I don’t have time,’ or ]I’ve tried 
this before and it didn’t work.’ qere’s what I say, and how we 
approach it diPerently.” Again, end with a friendly next-step 
invitation to make it clear what they need to do9 book a call.

  1mail 6: Paradigm 3hift. jhis is a subtle shift in thinking9 
“You used to think Ltness was about pushing harder, doing 
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more. That if instead we focus on smart metrics, recovery, 
longevity, and creating a body that serves you at SK and be-
yond?” jie this thinking into how your approach diPerenti-
ates you[

  1mail k: As, for the 3ale. At this point you’ve delivered 
value, built trust, addressed obzections, told stories, and shifted 
their thinking. Fow be direct, make it easy, low friction.

/. Pay attention to their personal 5ourney: If they book with you, 
stop sending the welcome se2uence encouraging them to book[ 
…ove them into your onboarding automation, which we’ll cover 
next. If they don’t book within a deLned timeframe 5say S8UK 
days+, move into a longer-term nurture list or send a “special oPer” 
or “free audit” message to restart engagement.

Then writing your automation emails, keep one simple guiding thought 
in mind9 speak as if you’re talking to someone who’s curious, hopeful, 
ready, and deserving of your warmth. Get your tone and personality shine 
through. jhat means no “noreply$” blasts that feel like they arrived by 
accident. Instead, each message should infuse your distinct voice clearly 
and humanly.

And while you’re showing up, don’t disappear into their inbox with a 
Lrehose of messages. jhe 0ow should feel gentle, paced, and respectful of 
their thought process. jhink of it as a helpful conversation over a coPee, 
not a high-speed chase down the highway.

Behind the scenes, keep a friendly eye on how your emails are behaving9 are 
people opening them? Are they clicking? Are they booking? If you notice 
one message isn’t pulling its weight, don’t force it, adzust it. jry a subzect 
line tweak, change the tone a bit, or test a diPerent call-to-action. It’s like 
adzusting your workout9 small change, better result.

Rinally, remember that your clients don’t all Lt into the same mold. 
A high-performing executive who wants longevity and vitality will re-
spond diPerently than a student athlete chasing performance, or a well-
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ness-minded retiree looking for stability and health. 1peaking in the lan-
guage of each group, acknowledging what keeps them up at night, and 
relating to the wins they hunger for makes your messages land with rel-
evance. By automating your lead-follow-up in this intentional way, you’re 
not sending cold zunk but delivering your best self, consistently, to each 
prospect. You’re nurturing while you sleep. And you’re capturing oppor-
tunities that might otherwise slip away. In the next section we’ll move into 
client onboarding to ensure that once someone says “yes,” your process 
greets them perfectly.

Automating Client jnboarding

Your practice probably already has an established onboarding process with 
forms to Lll out, intake paperwork, and maybe a welcome packet or check-
list. jhat’s all important. But think of your client onboarding as the begin-
ning of a relationship and not simply transactional. jhis is the phase where 
you don’t zust get the client “in the system”) you assure them they’re in the 
right place and introduce yourself 5and your story+. qere you aWrm their 
decision and start building the trust that moves them from “zust” a paying 
client into a raving fan.

Then you create a thoughtful onboarding experience, you set a tone of 
care and professionalism from day one. It improves retention because 
the client feels seen and supported, and it reduces administrative burden 
because your automation handles the routine while you show up mean-
ingfully.

That does a great relationship-building onboarding look like? jhe mo-
ment a new client books, your automation triggers a warm welcome email9 
“jhank you for choosing =3ractice Fame÷. I’m =Your Fame÷ and I’m 
excited to work with you. qere’s what to expectV” Include links to ed-
ucational information on your website, including videos, your podcast, 
articles or other resources.

jhen, one day before they’re scheduled to come in for the Lrst time, send 
them a text message to instill conLdence. After they complete their Lrst 
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session, don’t zust acknowledge it, celebrate it[  1end a “jhank you” email9 
“It was great working with you today—here’s what we discussed, here’s 
your next step, and here’s what to expect from here.” jhis email also gently 
invites feedback or 2uestions.

→se online forms to automatically capture their goals, preferences, and 
concerns. →se automated scheduling links so they can easily book fol-
low-up sessions. Automated reminders 5email or 1…1+ reduce no-shows. 
Inside your system, create automated internal tasks or notiLcations to 
enable you and your team to see when a new client has Lnished onboarding 
and is ready for the next phase.

…ake the process feel human. Honsider recording a brief video or audio 
note saying “qi, I’m =Your Fame÷—looking forward to working with 
you.” It doesn’t have to be fancy) zust you being you. Avoid cold formality. 
jhe tone should be9 “You’re in good hands, let’s get you the results you 
came for.”

Moing back to your customer zourney map, list each touchpoint 5booking 
( welcome email ( reminder ( survey ( post-session email ( fol-
low-up scheduling+. …ap out what you’ll say, what the client will receive, 
and what you want them to think and feel. Hontinue to use your map to 
build your automation 0ow.

In short9 when done right, onboarding is your chance to “seal the deal” 
emotionally, not zust Lnancially, and initiate the zourney toward a client 
who not only stays, but loves what you do and becomes an advocate, raving 
to others about their transformation, thanks to you. 

Automating Client Retention

In any wellness practice, retention drives proLt. Cnce someone becomes a 
client, your zob is zust beginning. Automating smart, meaningful touch-
points keeps your clients and patients engaged, feeling seen, and moving 
forward with you. jhe 0ip side? If you stop communicating or treat them 
like afterthoughts, they’ll start drifting — which means lost revenue, re-
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ferrals, and momentum. Thy should you automate your retention ePorts? 
jhere are two reasons9 one, we all know that it is easier to increase revenue 
from existing clients than it is to get new onesVand two, without consis-
tent, personali:ed engagement, you’ll Lnd that your clients and patients 
don’t give dramatic feedback) they simply drift away 2uietly. 

An important concept for understanding the power of retention is client 
or customer lifetime value. Average Gifetime !alue 5or Gj!+ is essentially 
the average amount of revenue each client brings to your practice over the 
entire time they remain a client. It goes far beyond measuring one session 
or one purchase to capture what they spend while they remain your client.

;nowing this number gives you power9 you can reverse-engineer how 
many clients you need, how much you can aPord to spend to ac2uire them, 
and how to structure your services for the best return. jo determine your 
practice’s average Gj!, Lrst calculate your average revenue per client over 
a given period, as in the following example

In the last U4 months, your total revenue was >U,‘KK,KKK. You worked with 
/K4 clients ( average revenue per client & >U,‘KK,KKK Y /K4 & >6S6U. 
Rrom there, use your practice records to determine how long the average 
client stays with you. Get’s say it’s two years. Te multiply annual average 
revenue per client 5>6,S6U+ by your average retention period 54 years+ to 
arrive at an average Gj! of >X4KX. It’s easy to see how retention can aPect 
your revenue over time[

qere are some examples of automated follow up that can help you improve 
retention rates and increase customer lifetime value 5Gj!+9

  Appointment and recall reminders9 1how-up reminders are cru-
cial but be sure to include “what to expect” messages with them. 
If they fail to book their next appointment, sprinkle in a little of 
what we call “the stakes” - help them see what can happen if they 
don’t return.

  3ersonali:ed celebration9 Then you take the time to acknowledge 
milestones 5their Lrst session, six-month check-in, their birthday, 
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their anniversary+, you reinforce personal connection.

  Oeferral asks9 Then someone’s had a win, automate the OA!E 
system, “If you know someone who could beneLt like you did, I’d 
love to help them—here’s a simple way to refer.”

  →psell9 As a program or treatment protocol ends or their momen-
tum is strong, send the next-step oPer — “You’ve done ama:ing 
work, ready to take it further?”

  1easonal or challenge campaigns9 Honsider oPering a “@-week 
performance refresh” for athletes  entering a new season, or 
“longevity audit” for folks turning ‘K. jhese campaigns keep your 
services fresh, and your client actively involved.

jo pull this oP, use tagging and segment your database so your system 
knows who is an “active client,” who has “completed Z program,” who is 
“inactive [ @K days,” etc. jhat kind of segmentation allows your messages 
to land in the right context.

Best practice? ;eep your tone friendly, Llled with gratitude, and service 
oriented. 3rovide value Lrst 5a tip, a resource, a recognition+, then be clear 
about next steps that will guide them to success. Your automation should 
feel like your best friend sending a thoughtful text — not like a generic 
marketing blast.

Automation 4ools7 4ech7 and Integration Made 1asy

You don’t need a do:en diPerent platforms, a tech-army, and multiple 
logins to make your practice hum. That you really need is one central 
system, a HO…7automation platform designed to handle the heavy lifting 
to allow you to stay in your :one of genius9 guiding clients toward optimal 
health, better performance, and more fulLlling lives.
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Get’s talk about what this kind of system can do for your wellness business, 
how it supports the “Met Round, Met Booked” mindset, what features 
matter most, and how to pick the right level for your current situation.

3icture a tool that captures a new lead the moment they tick the “Yes I’d 
like the free guide” box, sends them a warm welcome message, schedules 
a discovery call, automatically reminds them, tags them based on their 
interest 5student athlete? stressed executive? longevity-focused?+, and then 
once they become a client, handles onboarding, sends session reminders, 
tracks their engagement, invoices them, and triggers follow-up campaigns 
for retention and referrals. jhat’s the kind of end-to-end power we’re talk-
ing about. jhis kind of platform is not zust an email tool but an all-in-one 
HO… that helps wellness practitioners manage leads, clients, follow-ups, 
appointments and payments.

jhis type of tool supports your Met Round phase 5capturing leads, build-
ing your list, tagging interest+, your Met Booked phase 5encouraging 
prospects to book, triggering updates, automating booking 0ows+, and 
your Met Goved7Oetention phase 5client7patient onboarding, surveys, fol-
low-up, review \ referral asks+.

Then evaluating your tech stack, make sure your chosen platform oPers9

  Oobust capabilities like automated tasks for you and your team, 
a sales pipeline, segmentation, and of course the basics like email, 
texting, phone.

  3ayment processing and invoicing if you choose to use it

  1egmentation within automation work0ows 5to treat the diPer-
ent client types - and the diPerent actions they take - diPerently+

  Hompliance features 5qI3AA or health-data safeguards, if you 
handle sensitive info+

  Integrations with other tools you use 5forms, calendars, website+
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jhese features allow you to streamline your operations and keep your 
system lean. Tithout them you’ll end up cobbling together multiple tools 
and chasing logins 5and energy+.

jhe magic happens when your forms, booking calendar, HO…7automa-
tion tool, and email71…1 tool all “speak” to each other. Ror example9 
someone completes your free guide form ( the HO… tags them as “lead” 
( automation triggers welcome se2uence ( scheduler sends calendar 
link ( lead books call ( on booking the tag moves to “booked lead” 
and triggers an onboarding email. jhat smooth, silent 0ow means fewer 
manual hand-oPs and slip-throughs.

qere’s are some tech automation 0ows you can use9

  Rorm on website ( capture lead infojag lead in HO… ( trigger 
follow up

  Gead books session via calendar link ( HO… tags “booked” ( 
trigger onboarding 0ow

  3atient completes appointment ( HO… tags “active client” ( 
trigger review \ referral automation

  Hlient completes program or becomes inactive [ @K days ( tag 
“reactivate” ( trigger re-engagement campaign

Then you pick one tool, implement it intentionally, and integrate your 
0ow, you’ll begin to feel sweet relief because you’re back in your :one of 
transformation, helping clients, changing lives, and being the practitioner 
you signed up to be. Get the tech support your brilliance.

Measure7 Re+ne and 3cale Your Automation

Automation is not a “set it and forget it” deal. It’s more like planting a 
garden. You water it, check the soil, pull weeds, prune the branches, and 
then when the time is right, you plant new seeds. In your wellness practice 
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it translates to monitoring the performance of your automations, then 
reLning and scaling them to truly serve your clients and business.

Basic metrics to monitor include9

  Cpen rates and click-throughs 5are people opening your mes-
sages? Are people clicking?+. 

  Booking conversions and retention7churn 5are leads turning into 
clients? Are clients sticking around or slipping away?+. 

  Oeferral rate 5are clients telling others about you?+. 

  Automation zumps or failures 5did the correct tag trigger? Did the 
work0ow stop because something was set up improperly?+. 

jhese are the signals that tell you whether your system is humming or 
sputtering.

Then you’re starting out, keep things simple. Hhoose a few key metrics 
you’ll focus on9 maybe open rate, booking conversion, and retention. In-
tegrate your analytics so you can see them in one place. Experiment with 
small changes 5for example, a diPerent subzect line, send time, or message 
copy+, and watch how those aPect your metrics. jhis kind of testing lets 
you reLne smartly without getting overwhelmed.

Your “always-on” campaigns 5the retention 0ows, referral asks, revisit se-
2uences+ become your baseline. Cnce they are working reliably, you can 
add new automation, perhaps in the form of a seasonal challenge, an up-
grade oPer, or a special program. But only scale when the core automations 
are stable and performing. jrying to build too many new 0ows while your 
foundation is shaky can actually slow your momentum.

As you grow, you may move from “one-to-many” automation 5same mes-
sage to many+ to “one-to-one at scale” personali:ation9 messages that adapt 
based on your client’s segment, behavior, and past purchases. jhat tran-
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sition is where your automation matures and becomes a true lever for 
growth.

You’ve now walked through the heart of how automation Lts into your 
wellness business as a warm extension of your care, voice, and zourney 
alongside your clients and patients. Then you start with your client zour-
ney map and adopt the right mindset — one of service, consistency, and 
scaling impact — automation becomes your trusted ally.

Automation enables you to serve more people, stay consistent in your 
message and touchpoints, free up mental space from chasing leads and 
reminders, and ultimately scale your impact so you’re not zust working 
harder, you’re working smarter.

Chapter @ 3alt 3ha,er: Let Automation Give You Your Life 
Bac,

3ause for a moment and ask yourself, “What would my days look like if 
nothing slipped through the cracks?”

qow diPerent would life be if follow-ups happened automatically, on-
boarding felt seamless for every new client, and your practice remained 
responsive, even when you unplugged?

jhis week, choose one place where automation could support you instead 
of draining you.

1tart small9

  …ap one client zourney 5from Lrst in2uiry to second visit+.

  Trite the exact message you wish you always had time to send.

  Hommit to setting up zust one automated follow-up or reminder.
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Automation protects your care by ensuring your voice, warmth, and guid-
ance show up consistently, even when you can’t. Get your systems handle 
the busy work, so you can stay in your :one of genius, healing, guiding, 
and transforming lives.

Tork smarter. Breathe easier.

Scan the QR code above for a free 14-day trial of my favorite HIPAA-com-
pliant Automation software for wellness practices!
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Chapter Eight

Measure & Scale
Know What's Working

A t the core of your wellness practice lies a powerful truth: trans-
parency matters as much as passion and care. Creating a data-driven 

practice does not require giving up your soul or your instincts about what’s 
right for you; it means bringing your wisdom to life with actionable in-
sights to allow you to serve more people, make better decisions, and expand 
your impact.

Many wellness practitioners believe the only number that matters is rev-
enue. And yes, as the lifeline of your business, revenue is critical. However, 
if you stop at revenue, you miss the hidden goldmine of opportunities that 
live in your marketing metrics: the leads you could’ve booked, the clients 
you could’ve retained longer, and the referrals you never asked for because 
you didn’t know when to ask.

When you begin to track and understand your numbers, such as which 
lead generation e—orts drive the most new bookings, the cost to acquire 
them, the percent who stay with you, and the referrals they make Y you 
move into new territory. Iou transition from doing things the way you’ve 
always done, to doing things that are designed to work. Iou become a 
strategist for growth in addition to being a healer.

1n this chapter, we’ll explore how you can measure the right metrics, re7ne 
your processes based on what the data tells you, and scale your marketing 
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and automation to make your business consistent, eLcient, and expansive. 
Iou’ll learn to view your business like a Tourney with signposts, trading 
guesswork for guided steps.

Identify Key Metrics & Ignore Vanity Metrics

We often tell our clients that hope is not a strategy Y you can’t simply hope 
your marketing works Y you must track how well it works. Ies, revenue 
is the ultimate destination. ?ut the road to revenue is paved in data. And 
if you ignore those road signs, you’ll drift o— course or miss opportunities 
entirely.

Uet’s be honest: many practitioners become enamored with big, shiny 
numbers. Uikes. Oollowers. Fmail opens. While what we call vanity metrics 
often feel satisfying, they don’t move the needle on growth. Dhey look 
good on the surface, but don’t necessarily deliver paying clients or support 
retention. Dhe real metrics Y the ones that matter Y align directly with 
your business goals: client acquisition, conversion, retention, referral, and 
operations. Dhese numbers tell you what to do next.

jemember the formula we taught earlier for average lifetime value– 2sing 
that number, you can also reverse-engineer what you need to reach your 
goals. 8etermine your revenue goal for the year, then divide it by your aver-
age client value to determine how many new clients you need. Orom there, 
you can work backwards to leads required, website traLc required, and 
so forth. Bnce you understand these metrics, you can choose measurable 
markers along the way that indicate whether you’re on track.

Here are the four clusters of metrics we recommend for wellness practices 
Y each tied to a stage in your business and your marketing e—ort:

J. Client Acquisition & Retention Metrics G Dhese help you 
see whether your e—orts are e—ectively bringing in and keeping 
clients.

K. Conversion Metrics G Dhese show how well you’re turning in-

JJ3

ARC C
op

y O
nly



(FD OB2R8 (FD ?BB)F8

terest into bookings, and bookings into paying clients.

4. Community / Referral Metrics G Dhese reveal the strength of 
your client base, and how well your clients are loving you Pand 
sending othersS.

V. Operational / EWciency Metrics G Dhese uncover how well 
your practice runs: 1s your calendar full– How many no-shows do 
you have– How pro7table is each service– 

Oor example, suppose you track:

  Website traLc

  Uead-acquisition rate

  ?ookings per month

  Uead-to-client conversion rate

  Cost per acquisition PCzAS

  9ervice upsell rate

  Ret promoter score PRz9S

  Uifetime value PUD“S

  2tili”ation rate

  Ro-show rate

  9ervice pro7tability

Fach metric provides you with a necessary piece of the pu””le. Metrics such 
as client retention rate, service utili”ation per client, and average revenue 
per client hold particular importance in wellness settings.
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Here’s your starting point: identify your 5north-star% metric Poften 
new-client revenue or lifetime client valueS. Dhen pick three to 7ve sup-
porting metrics you’ll track monthly to determine if you’re on pace. 1gnore 
the rest for now.

When you track the right metrics, you’ll begin to see meaningful patterns. 
Iou’ll know which campaign is working, which service is under-perform-
ing, which client types are the most pro7table. And that clarity will allow 
you to scale con7dently, rather than blindly.

hYat Nour bum:ers Mean

Dracking metrics is the 7rst step. )nowing what to do with them separates 
the steadily growing wellness practices from the wellness practices that 
spin their wheels. 1n this section we’ll walk you through how to conduct 
a monthly marketing audit Y your structured, repeatable system for un-
covering what’s working, what isn’t, and how to make real decisions from 
your data.

Iour marketing strategy is like a living, breathing organism. Fvery 4+ days 
you’ll want to step back, look at the data, and re7ne your approach. 1f 
you don’t, you’ll risk continuing to pour time and money into e—orts 
that aren’t moving you toward your goals. A marketing audit will help 
you identify the biggest strengths and weaknesses in your current strategy. 
2nderstanding your numbers lays the foundation for future decisions.

We’ll use what we call the Momentum MatrixYa =-step audit framework 
designed for wellness practices. Uet’s walk through it:

OneG TatYer Nour Core Metrics

Oirst, pull together the key data points you decided to track. Dhese are the 
numbers that reveal whether your marketing is moving the needle: visitors, 
leads, bookings, conversion rates, referrals, retention, operations.
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wLoG kooF At Attraction & Conversion

How well are you bringing people in– And how well are those people 
becoming clients– 1f not, where’s the breakdown Y traLc, lead magnet, 
booking process–

wYreeG RevieL Client Retention & Referrals

Dhe →ipside of acquisition is engagement and advocacy. Are your clients 
staying longer than average– Are they referring others to you–

SourG CYecF Nour Operations & Pervice jerformance

Dhe goal of marketing extends beyond client acquisition to measure how 
well your practice handles new clients. How full is your schedule Pwe like 
to see about 3= ! utili”ationS– What’s your no-show rate Pyou want under 
J= !S– How many people →ow through your automation sequences: are 
they reaching the goal you set Pbooking, onboarding, re-bookingS–

SiveG Ad(ust and Implement Nour Revised Ptrategy

?ased on what you discovered: What will you keep doing– What will you 
stop doing– What will you start doing–

?y looking at your numbers regularly, you turn guesswork into growth. 
And because you’re doing it on a schedule, you’re building momentum 
rather than chasing 7re-drills. Bver time, your metrics won’t simply look 
in the rear-view mirror, but also help you see what’s ahead, right out of 
the windshield. And that kind of clarity transforms how you grow your 
practice.

Pcaling Ptrategically 

9caling your wellness practice in a way that feels smart, sustainable, and 
aligned with your values involves doing the right things with the right 
foundations already in place.
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1magine waking up to new leads in your inbox, booked appointments on 
your calendar, and happy clients receiving follow-up, even though you 
weren’t manually sending each message. Dhat’s what happens when your 
systems do the heavy lifting. Iou’ve already mapped the client Tourney, set 
your automations in motion, and now you want to rinse and repeat with 
con7dence.

Dhe mindset shift– Iou’re not the rock-star hero in every moment. Iour 
system is. When a lead sees your email sequence, books a session, gets 
the right reminder, and shows up feeling ready, your system worked as 
intended. Iou get to show up for the moments that matter most: the 
session itself, the transformation story, and the referral conversation.

9tart with your automated lead-attraction funnel. Make sure when some-
one opts in, they receive the lead magnet, get nurtured, and are guided 
toward booking with you Y no manual chasing required. Make your 
booking system seamless: calendar integration & reminder sequence 6 less 
no-shows, more client →ow. zost-consultation, make sure your system 
seamlessly moves them into the client onboarding and retention path. 
When implemented properly, leads turn into clients, and clients turn into 
raving fans, without you micromanaging every step.

Row that your systems are humming, it’s time to talk about growth, with 
pro7t in mind. 1n my experience, many wellness practitioners fall into the 
trap of growing fast and ineLciently. Ies, they attract more clients, but 
they also experience skyrocketing costs and a disappearance of quality time 
that leads to creeping burnout. Iou don’t want that...and 1 don’t want that 
for you. 

1nstead, focus on the following: 

  Increase Customer kifetime Value )kwVx: 1ntroduce high-
er-value services such as memberships or premium packages. 
jather than chasing lots of new clients, deepen the value with the 
ones you already have.
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  E’pand Capacity LitYout OverLorFingG When you hit de-
mand, hire strategically, don’t Tust add more hours. Butsource ad-
min, bring in part-time practitioners, or add a marketing assistant. 
1t’ll give you space to focus on your unique contribution.

  Amplify hYatBs Already horFing: 1f you’ve found a lead mag-
net or o—er that reliably converts, make the investment in paid ads 
or expanded reach. ?ut only after you optimi”e your conversion 
and onboarding →ows. Btherwise, you’re Tust scaling chaos.

8o not scale until you’ve established a solid foundation. 1f you haven’t 
addressed clarity, attraction, conversion, and retention, you’re better o— 
tightening those up before piling on more. 9caling chaos Tust leads to 
greater instability.

At 9alt Marketing, we created a simple readiness checklist:

  Messaging clear P Iou know exactly who you serve and how.

  9ystems automated P Uead-to-client path is predictable.

  Metrics reliable P Iou track conversions, retention, cost.

  zro7t model stable P Iou know your UD“, CzA, margins.

Dhis is the fun part: using your numbers to guide your growth, instead 
of letting growth chase you. Iou’re moving from being busy to being 
strategic, from reactive to proactive, from good to scaled. And while you 
scale, you maintain the integrity, care, and connection that de7ned your 
practice from the start.

-uilding Sor kong8werm Puccess

Iou’ve shown up, done the work and built a marketing machine that 
attracts, converts and retains clients. Iou’ve re7ned your strategy, learned 
how to scale smartly, and set the foundation for meaningful growth. Con-
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gratulationsQ Dhis is Tust the beginning. ?ecause success means growth in 
alignment with your vision, your passion, and the life you want to create.

Uet’s ”oom out for a moment. Iou’re not Tust building a wellness practice 
Y you’re designing a business that grows with you. A business that evolves, 
remains relevant, and creates the freedom, impact and ful7llment you 7rst 
imagined when you started this Tourney. 1n this 7nal stretch we’ll help you 
design that longer-term future Y while still keeping it exciting, doable and 
true to you.

What does your ideal future look like– zicture it: the clients you serve, 
the hours you work, the team you gather, the impact you make. Maybe 
you envision a boutique practice where you work intimately with a few 
high-value clients, or perhaps a robust centre with a team and member-
ships and a mix of digital and in-person services. Dhere is no one right 
answer Y there’s only the right answer for you.

After all, your business should serve your life G not the other way round. 
What does your perfect week look like– 1f money were no obTect, what 
would you add– What would your workweek feel like– 

Monday morning check-in followed by afternoon clients, Duesday client 
sessions, Wednesday clients in the morning, content creation in the af-
ternoon, Dhursday self-care or learning, Oriday established clients or team 
development. 

Map it out. Bnce you see it, protect it. Automate what drains you, delegate 
what someone else should do, and reserve your unique time for where you 
o—er the most signi7cant value.

?uilding long-term success is a dynamic process. Iou’ll schedule a Month-
ly Marketing Check-1n to review your metrics Pyes, you’ll come back to 
thoseQS and ask: What worked– What didn’t– What do we stop, keep, or 
start next– 

Dhen you’ll experiment and adapt Y try new o—ers, new referral strategies, 
new digital formats. 8on’t be afraid. Fach test, even if it doesn’t immedi-
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ately win, gives you clarity. And above all, stay curious. Dhe wellness world 
and the marketing world both change. Dhe brands and practices that thrive 
constantly evolve and adapt.

When you think of the 9alted Fdge Oramework Y from attract P convert 
P retain P automate P measure R scale Y this 7nal step weaves them 
all together into something enduring. 

Iou’re building a practice that scales and sustains. Ies, you’re creating 
a legacy of impact, but also a business that supports your life, health, 
freedom. Iou’ve done the work and laid the foundation. 

Row step into the future you’ve imagined con7dently, intentionally, and 
Toyfully.

CYapter ; Palt PYaFerG ket Nour bum:ers Tuide Nou7 bot 
werrify Nou

Dake a deep breath and remember that your numbers are a guide, not a 
Tudgment. Dhis month, choose one simple rhythm:

  9et a 4+-mniute Monthly Marketing Check-1n on your calendar.

  zick one north-star metric Plike new-client revenue or lifetime 
valueS.

  Drack three supporting numbers that reveal whether you’re mov-
ing closer or drifting o— course.

Dhen ask three powerful questions:

  What’s working that 1 should do more of–

  What’s draining time or money that 1 should stop–
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  What’s one smart adTustment 1’m ready to start–

8ata sharpens your intuition. 1t helps you scale with intention instead of 
hustle, and clarity instead of chaos. When you measure what matters, you 
give yourself permission to grow without burnout, expand without losing 
your values, and build a practice that truly supports your life.

Measure wisely. 9cale intentionally. 
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Part III
Applying The Scalable Simplicity System™ to Your Practice

(Guided implementation and real-world examples)
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Chapter Nine

Taking Action
Your 90-Day Growth Plan

P arts One and Two gave you clarity, conkdence, and a new outloom 
on .armetingI hn Part T’ree, youpll gain fowerbul .o.entu. Dy 

turning insig’ts into action, and action into resultsI

xuring t’e ne9t 0S days wepre going to create traction in your .armeting 
t’at will lead to feace and eli.inate t’e ’ustleI qay goodDye to fro.oting 
discounts to .atc’ or Deat t’e co.fetition, fosting at rando. Decause 
you t’inm you s’ould, or c’asing every new idea t’at crosses your beedI 
Part T’ree involves bocused, intentional frogress t’at co.founds Wuietly 
at krst, t’en suddenly beels undeniaDleI

C’et’er youpre a .ed sfa owner Dalancing fatient care, froviders, and 
oferations, or a wellness fractice E—O w’o beels lime .armeting always 
ends uf on t’e Dotto. ob t’e list, h wrote t’is c’after wit’ you in .indI 
h designed it to ’elf you tame w’at youpve already learned and fut it into 
.otion - wit’out unnecessary co.fle9ity or a DlownBuf calendarI

zebore we go any burt’er, h want to e.f’asi:e one critical foint1 t’is 
0SBday flan worms Decause itps Duilt on t’e bra.eworm youpve already 
learnedI hb you smiffed a’ead to t’is c’after, ’ofing bor a c’ecmlist t’at 
.agically k9es your .armeting, consider t’is your gentle fause DuttonI 
T’e actions in t’is c’after assu.e youpve already done t’e boundational 
worm Dy rekning your .essage, identibying your ideal client, understandB
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ing ’ow your .armeting sufforts t’eir Gourney, and transitioning bro. a 
’ustle .indset to a syste.s .indsetI

hb any ob t’at still beels bu::y, itps a sign t’at tig’tening your .armeting 
boundation will .ame everyt’ing t’at bollows easier and bar .ore e“ectiveI 
”o Dacm, revisit w’at you need, and t’en co.e rig’t Dacm ’ereI

zecause w’en you e9ecute t’is flan correctly, t’e ne9t 0S days will .ove 
your .armeting borward and c’ange ’ow it beels to run your DusinessI  

Think Like a Wellness CEO

zebore we talm aDout t’e action stefs, letps sfend a .inute talming aDout 
’ow you t’inmI

T’is is w’ere h see .any s.art, cafaDle wellness entrefreneurs unintenB
tionally getting stucmI T’ey care aDout growt’, yet t’ey affroac’ .armetB
ing lime a tasm to survive instead ob a syste. to leadI

Over t’e ne9t 0S days, youpre no longer Ytrying .armetingI3 Uoupre DuildB
ing a literal Dusiness asset, not a conceft t’at lives solely in your ’ead or 
defends entirely on your energyI

C’en it co.es ti.e bor you to Ye9it t’e line3 and let ot’ers run t’ings 
bor you - or even sell t’e Dusiness, t’atps t’e .o.ent youpll recogni:e 
t’at your si.fle, refeataDle .armeting syste. t’at consistently generates 
new Dusiness is a true asset, not anot’er tasm t’at reWuires your dayBtoBday 
involve.entI T’atps w’at h .ean w’en h urge you to t’inm lime a E—O and 
Duild .armeting syste.s t’at ot’ers can eventually run wit’out youI

js a wellness E—O, .armeting Deco.es a strategic resfonsiDility you guide, 
instead ob a Durden you carry aloneI ht Deco.es an activity t’at suDtly 
and indefendently worms in t’e Dacmground ob your Dusiness to suffort 
growt’, create offortunity, and ofen doorsI 

T’is .indset s’ibt .atters Decause frogress results bro. doing t’e rig’t 
t’ings consistently, wit’ intentionI He.e.Der, .ore fosts donpt eWual 
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.ore fatientsI 6ore flatbor.s donpt eWual .ore revenueI Elarity, aut’enB
ticity, consistency, and bollowBt’roug’ connect wit’ t’e feofle w’o will 
Denekt .ost bro. w’at you ’ave to o“erI

Uour role in t’e ne9t 0S days is to decide w’at .atters, frotect t’e strategy, 
and si.fliby w’erever fossiDle to increase revenueI T’atps t’e real E—O 
worm t’at bacilitates growt’ wit’out c’aos and a.flikes your i.fact e9B
fonentiallyI

What the Next 90 Days Will Look and Feel Like

T’inm ob t’e ne9t t’ree .ont’s as a t’oug’tbul reset and reDuild ob your 
.armeting t’at knally Drings everyt’ing into align.entI Over t’ese 0S 
days, youpll .ove t’roug’ t’ree distinct Dut connected f’ases1 ”et RoundI 
”et zoomedI j.fliby Uour h.factI —ac’ f’ase Duilds on t’e frevious one, 
creating grounded, sustainaDle, and .ost i.fortantly, e“ective .o.enB
tu.I 

T’e krst f’ase, Get Found, bocuses on Dringing your .essage into s’arf 
bocus so it can Degin to do t’e ’eavy libting bor youI Uoupll .ame it easier 
bor t’e rig’t feofle to recogni:e t’e.selves in w’at you say w’et’er 
t’ey discover you t’roug’ searc’, social .edia, e.ail, or a reberralI htps 
aDout Deing clearer and .ore intentional, so w’en so.eone encounters 
your fractice, t’ey i..ediately understand w’o you ’elf and w’y youpre 
di“erentI

Fe9t co.es Get Booked, w’ere clarity turns into actionI Cit’ your .esB
saging and weDsite aligned, youpll guide interested frosfects toward a conB
kdent ne9t stefI Uour weDsite now bunctions as a true conversion tool t’at 
invites feofle to Doom and re.oves ’esitationI Uoupll fut si.fle syste.s 
in flace to cafture interest, bollow uf t’oug’tbully, and .ame Dooming beel 
natural and easyI

Rinally, youpll .ove into Amplify Your ImpactI T’is is w’ere everyt’ing 
youpve Duilt Degins to worm toget’erI juto.ation reflaces .anual e“ortI 
6o.entu. reflaces guesswormI Uoupre no longer wondering w’at to do 
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ne9t Decause your .armeting ’as a r’yt’. t’at sufforts your growt’ 
and sanityI Uoupll rekne and a.fliby w’atps worming to allow your reac’, 
results, and revenue to grow wit’out de.anding .ore ob your ti.eI

T’roug’out t’ese 0S days, bocus will De your greatest assetI T’ere .ay De 
.o.ents w’en you wonder ib you s’ould De doing .ore Dy e9feri.enting 
wit’ every new idea t’at fofs into your ’eadI T’atps nor.alI Aowever, 
t’is is w’ere leaders’if .attersI Uou .ust Dlocm out t’e noise and co..it 
to si.fle, refeataDle syste.s t’at allow real results to tame ’oldI

js t’is flan unbolds, youpll Degin to notice a suDtle Dut fowerbul s’ibtI 
Eonversations wit’ frosfects beel easierI xecisions aDout .armeting beel 
less a.DiguousI T’e constant .ental loof ob YC’at s’ould h De doing 
ne9t[3 recedes, reflaced Dy conkdence in a strategy you understand and 
trustI

jnd .ost i.fortantly, youpll start seeing t’e results youpve Deen worming 
toward all alongI Few fatients will knd youI Few clients Doom affointB
.entsI Uour audience engages .ore deeflyI Hevenue increases Decause 
your .armeting is knally doing its GoDI

T’atps w’ere wepre ’eadedI

hn t’e fages t’at bollow, hpll walm you t’roug’ e9actly ’ow to .ove t’roug’ 
t’ese ne9t 0S days stef Dy stef to Duild .o.entu. wit’ conkdence, 
clarity, and furfose, and knally e9ferience t’e e9’ilaration ob .armeting 
t’at worms with your Dusiness, not against itI

”et out your calendar and letps .ame a flanI

Your 90-Day Plan

Days 1-30: Get Found

Clarity That Attracts the Right People

6ont’ One sets t’e stage bor everyt’ing t’at bollowsI
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zebore .ore feofle can Doom affoint.ents, auto.ation can worm its 
.agic, and .o.entu. can Duild, t’e right feofle .ust De aDle to knd 
you - and recogni:e t’e.selves i..ediately w’en t’ey doI

zy t’e end ob t’ese krst KS days, you will ’ave acco.flis’ed a signikcant 
.ilestone1 you will ’ave develofed t’e clarity and inbrastructure t’at allow 
t’e right feofle to knd you and tame t’e krst stef wit’ conkdenceI

Uour clear .essage will .ame your audience beel understoodI jnd your 
.armeting will knally beel lime itps worming in align.ent wit’ youI T’atps 
w’at Y”et Round3 really .eansI 

xuring t’ese krst KS days, youpre not fus’ing content ’arder or atte.ftB
ing to e9fand your reac’ yetI Uoupre rekning ’ow you talm aDout w’at you 
do, w’o you ’elf, and w’y it .atters, so t’at w’en so.eone encounters 
your fractice, t’ey beel seen, understood, and guided toward t’e ne9t stefI

T’inm ob 6ont’ One as t’e .ont’ w’ere you stof Dlending in and start 
standing out in a natural, aut’entic .anner, aligned wit’ t’e care you 
frovideI T’e worm you do ’ere will Wuietly fower everyt’ing else in t’e 
ne9t ]S daysI

6ost fractices can co.flete t’is .ont’ps worm in a bew bocused ’ours eac’ 
weemI Uou donpt need ’uge Dlocms ob uninterrufted ti.e1 Gust intention, 
bollowBt’roug’, and a willingness to si.flibyI

Week One: DiSerentiate With mipMle gessawinw

zacm in E’after T’ree, h introduced you to t’e qtoryzrand oneBliner - 
a si.fle, fowerbul sentence t’at fositions your client as t’e ’ero and you 
as t’eir guideI Ce talmed aDout t’e urgency ob ’aving a clear .essage t’at 
instantly co..unicates w’at you do and ’ow you ’elfI

Fow itps ti.e to Dring t’at conceft to libeI

Uour oneBliner Deco.es t’e boundation ob ’ow feofle knd youI ht s’afes 
your weDsite ’eadline, inbor.s your content, strengt’ens reberrals, and 

2KK

ARC C
op

y O
nly



N—FFhR—H OH—EACj

gives your audience a clear reason to lean inI C’en you do t’is well, .arB
meting Deco.es easier Decause youpre no longer trying to e9flain everyt’ing 
all at onceI

Plan to sfend aDout ]S to 0S .inutes on t’is stefI T’atps itI

qtart Dy grounding yourselb in bour mey ele.ents1 w’o you ’elf, t’e froDB
le. t’eypre bacing, t’e solution you frovide, and t’e result t’ey wantI 

Once again, bocus on clarityI js you write, i.agine so.eone landing on 
your weDsite or ’earing aDout you bor t’e krst ti.eI T’ey s’ould i..eB
diately t’inm, “That’s me.”

Aere is a si.fle bor.ula to bollow1 YCe ’elf 4ideal clients( w’o struggle 
wit’ 4froDle.( Dy froviding 4solution(, so t’ey can 4result(I3

Ror e9a.fle, a .ed sfa .ig’t say1

YCe ’elf wo.en w’o are beeling less conkdent t’an t’ey used to Dy 
o“ering scientikcally Dacmed treat.ents, so t’ey can reac’ t’eir goals and 
beel co.bortaDle in t’eir own smin againI3

j f’ysical t’erafist .ig’t say1

YCe ’elf active adults dealing wit’ fain t’at li.its t’eir .ove.ent Dy 
froviding fersonali:ed f’ysical t’erafy, so t’ey can get Dacm to t’e activB
ities t’ey loveI3

xonpt worry aDout ferbectionI T’is is a worming state.ent, not a tagline 
carved in stoneI Uoupll rekne it over ti.e, Dut you need a clear starting foint 
nowI 

hb you knd yourselb stucm, )if Dacm to E’after T’ree bor a rebres’erI C’en 
your oneBliner beels ’onest, sfecikc, and clientBcentered, youpre ready to 
.ove onI
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Week TJo: gaMMinw the Custoper Aourney 

Once your .essage is clear, t’e ne9t Wuestion Deco.es1 How does someone 
actually move from discovering you to trusting you? T’is is w’ere your 
Eusto.er Nourney 6af co.es inI  htps ti.e to stef into your clientps s’oesI

T’e Eusto.er Nourney 6af is one ob t’e .ost i.fortant e9ercises youpll 
co.flete in t’is Doom Decause it borces a suDtle 5and fowerbul& s’ibt in 
fersfectiveI hnstead ob asming, “What do I want to promote?” you asm, 
“What does my client need right now to keep moving forward?”

T’at distinction c’anges everyt’ingI

T’is e9ercise elicits a Detter understanding ob t’e primary path your ideal 
client tames - bro. krst awareness to Deco.ing a loyal advocate - to ’elf 
your .armeting suffort t’e. instead ob Ysell3 t’e.I

js you co.flete your worms’eet, meef your oneBliner and core .essaging 
nearDy to act as your co.fassI hb so.et’ing doesnpt align wit’ t’e froDle. 
you solve or t’e outco.e you fro.ise, it froDaDly doesnpt Delong ’ereI 
T’is stef, Dest co.fleted in one setting, ib fossiDle, tyfically tames ]S to 
0S .inutesI

js you worm t’roug’ t’e Gourney, youpll naturally s’arfen your underB
standing ob your hdeal Elient ProkleI Uoupll start to see fatterns in t’e bor. 
ob co..on fain foints, e.otional drivers, and decisionB.aming triggersI 
Once you gain t’is recognition, youpll create .essaging t’at .eets t’e. 
w’ere t’ey are, instead ob talming fast t’e.I

7etps walm t’roug’ t’e frocess ob .affing t’e kve stages ob your cusB
to.erps Gourney toget’er 5wepll get into a deefer e9flanation ob eac’ in 
a .o.ent&1 starting wit’ awareness, .oving to consideration, and t’e 
allBi.fortant stage ob conversion, t’en loyalty, and knally, advocacy, w’en 
your clients do your Dest .armetingI

Ror eac’ ob t’e kve stages, wepre going to consider t’e bollowing1 
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  c&tion B C’at is t’e client doing, and w’ere[

  Tou&hMoints B C’at fart ob our o“ering do t’ey interact wit’[ 

  Thouwhts ’ Feelinws B C’at is t’e client t’inming V beeling in 
t’at stage[ 

  OMMortunity B C’at are we doing to .ove t’e. to t’e ne9t 
f’ase[

zy t’e end ob t’is stef, you s’ould beel .ore groundedI hnstead ob guessing 
w’at to say or s’are, youpll ’ave a clear sense ob w’at your audience needs 
at eac’ stage and ’ow your fractice guides t’e. borwardI
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Your Custopervs Aourney mtawe One: cJareness

qtage One, jwareness, is w’en your client Deco.es aware ob a froDle., 
Dut not necessarily youI T’ey .ig’t De t’inming, “Something isn’t right and 
I’m starting to notice it,” Dut t’ey .ay not De searc’ing bor your sfecikc 
solution yetI T’eypre si.fly noticing sy.fto.s, brustrations, or c’anges, 
and wondering ib t’ereps a solutionI

js you kll in t’ese Do9es, assu.e t’e role ob t’e guide and view your client 
as t’e ’ero ob t’eir own storyI Not down a Drieb answer to1

  c&tion: C’at is ’affening in .y fotential clientps libe t’at .ames 
t’e. start faying attention[

  Tou&hMoints: C’ere are you interacting wit’ t’e. as t’ey co.e 
to t’is reali:ation[

  Thouwhts: C’at Wuestions are bor.ing in t’eir .ind[

  Feelinw: C’at e.otions are t’ey e9fressing1 curiosity, concern, 
brustration, ’ofe[

  OMMortunity: xoes our .essaging sfeam to this .o.ent[ 

Hecogni:e t’at at t’e jwareness stage, your offortunity is to reassure and 
educateI Uoupre ’elfing t’e. recogni:e t’at w’at t’eypre e9feriencing is 
real, co..on, and solvaDleI

Your Custopervs Aourney mtawe TJo: Consideration

jt t’is stage, your client mnows t’ey ’ave a froDle. and t’ey are actively 
looming bor oftionsI T’ey .ig’t articulate it Dy saying, “I think this could 
help, but I want to be sure.” 

T’e actions t’ey tame could include visiting your weDsite, consu.ing your 
educational content 5suc’ as videos or Dlog fosts&, or bollowing you on 
social .edia to see ib youpre t’e resource t’eypre looming borI jdditional 
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actions .ig’t include asming colleagues, briends, or trusted neig’Dors bor 
reco..endationsI

Uou develof or lose trust in t’e Eonsideration qtageI hb you donpt Duild 
trust at t’is foint in t’eir Gourney, t’ey .ay very well loom elsew’ere and 
not returnI

js you .af t’e Eonsideration stage, t’inm aDout1

  c&tion: C’at resources are .y fotential clients accessing[

  Tou&hMoints: C’at Wuestions are t’ey trying to answer rig’t 
now Dy interacting wit’ us[

  Thouwhts: C’at co.farisons are t’ey .aming[

  Feelinws: C’at douDts or ’esitations are creefing in[

  OMMortunity: C’at would ’elf t’e. beel conkdent c’oosing 
us? C’at can we do to .ove t’e. to t’e Eonversion stage[

T’is is w’ere your custo.er Gourney and .essaging .ust worm toget’erI 
Uour content, weDsite, and co..unication s’ould reinborce your role as 
t’e cal., wise, and trustwort’y guideI jt t’is foint, your offortunity is 
to reduce briction and increase conkdence t’roug’ education, clarity, and 
e.fat’yI

Your Custopervs Aourney mtawe Three: ConRersion

Eonversion starts w’en t’ey decide to DoomI jt t’is foint, youpre rig’t in 
bront ob t’e. and t’ey a!r., “I’m ready to take the next step.”

jlt’oug’ your fotential client is ready to act at t’is stage, t’ey still need 
reassurance t’at t’eypre .aming t’e rig’t c’oiceI —ven s.all Darriers lime 
conbusing Dooming frocesses, .uddled ne9t stefs, or unanswered WuesB
tions can cause ’esitationI
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js you .af out t’e Eonversion stef, asm1

  c&tion1 C’at does .y fotential client do to .ove borward[ Eall[ 
zoom online[ C’at do we want t’e. to do[

  Tou&hMoint: hs t’ere briction in t’e frocess[ Aow easy is it bor 
t’e. to Doom, call, or inWuire[

  Thouwhts1 C’at ’esitation .ig’t meef t’e. bro. .oving borB
ward[

  Feelinws1 C’at bears .ig’t still De fresent 5cost, results, co..itB
.ent&[

  OMMortunity: Aow can we .ame taming t’e ne9t stef beel natural 
and suffortive[ 

T’is is w’ere e9flicit callsBtoBaction, t’oug’tbul bollowBuf, and conkdent 
language .atter .ostI Not down ’ow youpll .ove t’e. bro. .ere conB
version to loyal clientI

Your Custopervs Aourney mtawe Four: Loyalty

Ues, you develof loyalty abter t’e sale, Dut itps in)uenced Dy everyt’ing 
t’at ca.e Debore itI jt t’is stage, your client is e9feriencing your care, 
your frocess, and your co..unicationI T’eypre evaluating w’et’er t’e 
invest.ent was wort’ it knancially and e.otionallyI Uou want t’e. to 
t’inm, “I’m so glad I did this.”

js you t’inm t’roug’ t’e 7oyalty qtage, asm1

  Feelinw: Aow does .y client beel abter starting services[

  Tou&hMoint: C’at reassurance or co..unication ’elfs t’e. 
stay engaged[

  Thouwhts1 C’at signals tell t’e. t’eypre on t’e rig’t fat’[
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  Feelinws: Aow do we continue to guide and suffort t’e. to get 
results and insfire conkdence[

  OMMortunity: Aow can we reinborce t’e transbor.ation we 
fro.ised and deefen t’e relations’if[ 

Uou resfond to offortunities in t’is stage via t’oug’tbul co..unication 
and consistent bollowBufI ht .oves your clients and fatients bro. loyalty 
to willingness to talm aDout w’at you do wit’ ot’ers, .aming t’e. your 
greatest source ob new DusinessI

Your Custopervs Aourney mtawe FiRe: cdRo&a&y

jdvocacy ’affens Decause you gave t’e. a .eaningbul e9ferienceI jt 
t’is knal stage, your client is conkdent, satisked, and eager to s’areI T’ey 
.ay leave a review, reber a briend, or talm aDout your fractice fuDliclyI 
T’eypre t’inming, “Others need to know about this.”He.e.Der in E’after 
], w’en we talmed aDout t’e Hj/— syste. and Deing aDle to Hecogni:e, 
jsm, /alue, and —levate wit’ every client or fatient[ T’e jdvocacy stage 
ob your Eusto.er Nourney .af will ’elf you understand t’oroug’ly ’ow 
t’is worms in t’e .ind ob your client or fatient, w’ic’ .ames t’e frocess 
beel lime a natural frogressionI

js you dekne t’is .o.ent, consider1

  c&tions1 C’at would .ame .y client froud to reco..end us[

  Tou&hMoint: Aow do we invite reberrals or reviews in a way t’at 
beels natural[ Online[ hn ferson[ /ia e.ail[

  Feelinw: C’at e.otions are .y clients e9fressing, eIgI, gratitude, 
e9cite.ent, generosity[

  OMMortunity: Aow can we .ame s’aring easy and affreciated, 
wit’out fressure[
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c Final Bepinder as You CopMlete This Exer&ise

Uour Eusto.er Nourney 6af bocuses on your peopleI Hesist t’e urge to 
co.flete t’is bor. bro. your fersfective as a froviderI hnstead, continuB
ally asm1

YC’at does .y client need to see, ’ear, or beel at t’is stage to .ove borward 
wit’ conkdence[3

C’en your .essaging, .armeting, and syste.s align wit’ t’e custo.er 
Gourney, Deing Ybound3 no longer beels lime a .ystery and growt’ Deco.es 
so.et’ing you can intentionally suffortI

Once you co.flete t’is .af, youpre ready to .ove borward wit’ frecision, 
mnowing e9actly ’ow your .armeting s’ould guide your ideal clients bro. 
krst awareness to conkdent actionI zelow is an i.age ob a co.fleted .af, 
bollowed Dy a Dlanm .af you can kll it bor your uniWue custo.er GourneyI 

Scan this QR code to download & print your fillable Customer Journey Map

Week Three: Create and Laun&h Your List Iuilder

Fot everyone w’o knds your fractice is ready to Doom an affoint.ent 
rig’t awayI

htps not a bailure ob your .armeting, itps si.fly ’ow feofle .ame decisions, 
esfecially fertaining to t’eir ’ealt’, conkdence, or longBter. wellDeingI 
6ost feofle need ti.e to learn, understand t’eir oftions, and beel conkB
dent t’at t’eypre .aming t’e rig’t c’oiceI
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j list Duilder, also mnown as a lead .agnet, e9ists bor e9actly t’is reasonI 
ht gives feofle a way to raise t’eir ’and and say, “I’m interested, but I’m 
not quite ready yet.” jnd it gives you a way to stay connected, ’elfbul, and 
relevant instead ob ’ofing t’ey re.e.Der you weems - or .ont’s - laterI

hb youpve ever ’ad feofle visit your weDsite, read your content, and t’en 
disaffear, t’is stef Wuicmly solves t’at froDle.I

What ?s a List Iuilder and Why Does ?t gatterb

j list Duilder is so.et’ing valuaDle you o“er in e9c’ange bor an e.ail 
addressI T’atps allI htps not a sales fitc’, and itps deknitely not a list ob 
your servicesI ht can De a .ini course Dut it s’ouldnpt tame so.eone .ore 
t’an aDout 28 .inutes to gain its value Decause itps not .eant to e9flain 
everyt’ing you doI

T’inm ob it as an invitation rat’er t’an an asmI Uoupre o“ering guidance 
around a sfecikc froDle. your ideal client already cares aDout, and in reB
turn, t’eypre giving you fowerbul fer.ission to continue t’e conversationI 
ht turns a oneBti.e visitor into a relations’if, and relations’ifs lead to 
DoomingsI

Do ? c&tually Need a List Iuilderb

Only ib you want visitors to your weDsite to convert to new clients and 
fatientsI 6ost new visitors are interested Dut cautiousI T’eypre gat’ering 
inbor.ation, co.faring oftions, or si.fly trying to understand w’atps 
going on wit’ t’eir Dody or ’ealt’I j list Duilder allows t’e. to tame a 
s.all, sabe stef borward wit’out fressureI

Ror .ed sfas and wellness fractices, w’ere trust and education signikcantB
ly in)uence decisionB.aming, a list Duilder is not oftional, Dut necessaryI 
ht .eets feofle w’ere t’ey are instead ob borcing t’e. to decide Debore 
t’eypre readyI
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Choosinw the Biwht ToMi&: Let the ProHlep Lead

T’e Dest list Duilders o“er relevance" t’eypre not cute, clever or designed to 
De clicmBDaitI  Aow do you select t’e rig’t tofic[ ”o Dacm to your oneBliner 
and custo.er Gourney .afI jsm yourselb w’at worries or conbuses your 
ideal client before t’ey ever Doom an affoint.entI C’at answers to w’at 
Wuestions are t’ey searc’ing bor late at nig’t[ C’at uncertainty .ig’t De 
’olding t’e. Dacm[

Uour list Duilder s’ould address one clear froDle. and o“er education, 
reassurance, or ne9t stefsI ht s’ould beel lime so.et’ing youpd naturally 
e9flain to a fatient during an initial conversationI

Aereps t’e si.flest way to sanityBc’ecm your idea1

  xoes t’is ’elf .y ideal client understand t’eir froDle. Detter[

  xoes it align wit’ t’e solution h ulti.ately frovide[

  xoes it naturally lead toward Dooming w’en t’eypre ready[

hb t’e answer is yes, youpre on t’e rig’t tracmI

What Your List Iuilder gust and gust Not Do

Uour list Duilder ’as a singularly bocused GoD1 to Duild trust and nurture t’e 
relations’ifI T’erebore, you .ust intentionally design it to ’elf your ideal 
client 5so.eone w’o will truly Denekt bro. w’at you do& beel inbor.ed, 
understood, and suffortedI Uou s’ould use it to reinborce your role as t’eir 
trustwort’y guide and .ame t’e ne9t stef beel natural, w’et’er itps reading 
.ore, reflying to an e.ail, or eventually DoomingI

ht does not need to reflace a consultation or e9flain every service you 
o“er, nor does it need to De long, folis’ed, or ferbectI hb you knd yourselb 
t’inming, “This feels too simple,” t’atps obten a sign youpre doing it rig’t'
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Choosinw an Easy Forpat 

Ror .ost fractices, a s’ort PxR guide or c’ecmlist is t’e easiest flace 
to startI htps ba.iliar, )e9iDle, and Wuicm to froduceI Ob course, you can 
also o“er access to gated video content, w’ere so.eone enters t’eir e.ail 
address to watc’ a s’ort video or seriesI qo.e fractices c’oose interactive 
oftions lime Wui::es or calculators, w’ic’ can worm Deautibully, t’oug’ 
t’eypre not a reWuire.entI 

T’ere is no YDest3 bor.at" t’ereps only w’at beels doaDle rig’t nowI Uoupre 
not locming yourselb into a borever decision Dut creating a starting fointI 
T’e Dest bor.at is t’e one youpll actually create, and your frosfects will 
actually consu.eI

foJ to Create a List Iuilder Without ORerthinkinw

Plan to sfend aDout two to t’ree ’ours on t’is stefI

qtart Dy outlining w’at youpd want a client or fatient to understand ib 
t’ey asmed you aDout t’is froDle. in fersonI Crite in a conversational, 
reassuring tone, Gust as you would in your o!ceI Rocus on clearness, not 
co.fletenessI xonpt beel lime writing[ Ofen uf a voice aff and bree bor. 
dictate itI htps omay ib itps .essy, out ob order, or beels a little awmward at 
krstI 

6any fractices create t’eir krst list Duilder using tools to w’ic’ t’ey alB
ready ’ave access, and t’atps .ore t’an enoug’I jbter you beel lime you ’ave 
t’e Dasics written down, use your bavorite jh tool 5eIgI, E’at ”PT, Elaude, 
Perfle9ity, ”e.ini, etcI& to ’elf you structure t’e content and .ame it 
co’esiveI Provide it wit’ your Drand .essage and conte9t bor w’at youpre 
writing Dy e9flaining ’ow it aligns wit’ t’e overall custo.er GourneyI Once 
you four all ob your t’oug’ts into it, watc’ it drabt so.et’ing usebul and 
valuaDleI Ob course, you can always rekne and revise t’e results, Dut jh can 
.ove you close to a knis’ed froduct in Gust a bew .inutesI

Once you ’ave written t’e content, meef t’e design clean and si.fleI T’e 
goal is to frovide ’elfbulness to your ideal client, not to wow t’e. wit’ 
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your design smillsI Uour list Duilder can tame t’e bor. ob a straig’tborward 
”oogle xoc, Dranded wit’ your logo and colorsI Uou can use Eanva to 
create so.et’ing .ore advanced or even ’ire a designer on flatbor.s lime 
00 xesigns, Riverr or Mfworm to create a sof’isticated, Dranded docu.ent 
youpre froud to s’areI

Rinally, connect it to your weDsite to allow your visitors to easily access 
it, and you to cafture t’eir e.ail address w’en t’ey doI Uou can set uf 
an oftBin bor. and e.ail t’e linm or PxR auto.atically w’en so.eone 
reWuests itI T’roug’ brictionless auto.ation, youpll e.Darm on a Deautibul 
relations’ifI

Why ?s a List Iuilder a Criti&al CopMonent oU garketinwb

Uour list Duilder does Wuiet, De’indBt’eBscenes worm, sufforting t’e feoB
fle w’o are not yet ready to DuyI ht frevents lost offortunities and Duilds 
trust in you, and your e9fertise and results over ti.eI 6ost critically, w’en 
so.eone is ready to Doom, it meefs your fractice tof ob .ind Decause 
youpve continued to s’ow uf wit’ value instead ob disaffearingI

Once your list Duilder is live, youpre ready bor t’e knal stef ob 6ont’ One1 
setting uf a si.fle, auto.ated bollowBuf to .ame every new connection 
beel guided, welco.ed, and sufforted bro. t’e very DeginningI

Week Four: met qM Iasi& cutopated FolloJ-qM

T’e knal stef ob 6ont’ One .ames everyt’ing beel .ore frobessional and 
suffortiveI Mf until now, youpve bocused on clarityI Uoupve rekned your 
.essage, .affed your clientps Gourney, and created a list Duilder t’at gives 
feofle a .eaningbul way to raise t’eir ’andI Fow itps ti.e to .ame sure 
no one is lebt wondering w’at ’affens ne9tI

C’en so.eone downloads your guide, co.fletes your Wui:, or reWuests 
access to gated content, so.et’ing s’ould ’affen auto.atically to freB
vent t’e. bro. beeling as ib t’eypve droffed into a void, and .ame t’e. 
beel acmnowledged, sufforted, and gently guided borwardI
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T’atps t’e role ob auto.ated bollowBufI 

What Does cutopation Beally Dob

jt its core, auto.ation continues t’e conversation t’oug’tbully and ’uB
.anistically, wit’out reWuiring you to re.e.Der w’o downloaded w’at, 
and w’enI

Uoupll set uf a s’ort welco.e seWuence ob kve .essages, delivered every 
t’ree to kve daysI T’ese .essages can include e.ail and te9t, defending 
on w’at beels affrofriate bor your audience and fracticeI Pacing .atters 
Decause too bast beels fus’y, and too slow beels disconnectedI T’e rig’t 
r’yt’. meefs you fresent wit’out overw’el.ing t’e ferson on t’e ot’er 
sideI

Once so.eone Dooms an affoint.ent, t’ey s’ould auto.atically De reB
.oved bro. t’is seWuence and added to your regular e.ail newsletter or 
client co..unication )owI T’at way, your .essaging stays relevant to 
w’ere t’ey are in t’eir GourneyI qet aside two to t’ree bocused ’ours bor 
t’is stefI He.e.Der, it doesnpt ’ave to De overco.flicated" meef it si.fle 
and clearI 

mipMliUyinw the Be6uired Te&hnolowy to PreRent ORerJhelp

Cit’ .ultifle tools availaDle t’at allow you to connect your list Duilder to 
your EH6 and trigger auto.ated bollowBuf, itps easy to beel overw’el.edI 
Aowever, you do not ’ave to evaluate every oftion or .aster every beatureI 
Uou Gust want to c’oose a syste. t’at can do t’ree Dasic t’ings well1 
cafture an e.ail 5and fossiDly a f’one nu.Der& bro. an oftBin bor. on 
your weDsite, send auto.ated e.ails and te9ts, and .ove feofle out ob t’e 
seWuence once t’ey DoomI

Once you connect your weDsite to your EH6, youpre in good s’afeI T’e 
tec’nology is si.fly t’e delivery ve’icle bor t’e .essage, w’ic’ is w’ere 
t’e real value livesI
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Let Your Irand gessawinw Do the feaRy LiUtinw

One reason t’is auto.ation does not ’ave to De co.flicated is Decause 
youpve already done t’e deef wormI Uour oneBliner, custo.er Gourney 
.af, and Drand story contain everyt’ing you need to create an auto.ated 
nurture seWuence t’at convertsI Uoupre not inventing new ideas" youpre 
reinborcing t’e sa.e fro.ise bro. di“erent anglesI

T’is is also w’ere jh can De incrediDly ’elfbulI zy froviding your freB
berred jh tool wit’ your list Duilder content, oneBliner, fositioning, and a 
Drieb e9flanation ob w’o you serve, you can generate strong krst drabts t’at 
sound aligned and intentionalI jh does not reflace your voice" it accelerates 
t’e frocess so youpre not staring at a Dlanm fageI Rro. t’ere, tame t’e ti.e 
to tweam and rekneI Head eac’ .essage out loudI jsm yourselb ib it sounds 
lime so.et’ing youpd actually say to a fatient or clientI T’e furfose ob t’is 
seWuence is not si.fly to .ove so.eone toward Dooming Dut to develof 
trust and estaDlis’ t’e tone bor t’e relations’if you want to e9ferience 
longBter.I ?eef in .ind t’at t’at trust directly i.facts client libeti.e 
valueI

foJ the FiRe-Part Wel&ope me6uen&e Works

T’e krst .essage always bollows uf on w’at t’e ferson reWuestedI hb t’ey 
downloaded a guide, acmnowledge itI hb t’ey co.fleted a Wui:, reberence 
itI xeliver value i..ediately and reassure t’e. t’eypre in t’e rig’t flaceI 
T’is .essage sets t’e tone1 ’elfbul, cal., and client bocusedI xonpt fresB
sure t’e. to Doom Gust yet Dut frovide a linm or clicm to call to give t’e. 
t’at oftion ib t’eypre readyI T’is krst co..unication celeDrates t’e s.all 
win ob ’aving tamen t’e krst stefI

T’e second .essage gently revisits t’e froDle. t’eypre e9feriencing and 
introduces your fractice as t’e guide wit’ t’e Dest solution to solve itI 
Uoupre not fus’ing an affoint.ent yet" youpre connecting t’e dots Dy 
re.inding t’e. w’y it .atters to t’e. and s’owing t’e. a clear fat’ 
borwardI Fow itps t’e ferbect ti.e to encourage t’e. to Doom and get 
started' Provide a direct Dooming linmI
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T’e t’ird .essage is aDout froobI T’is is w’ere you tell a story or s’are a 
testi.onial t’at de.onstrates w’atps fossiDleI xonpt Gust list your services, 
illustrate transformation and cast a vision bor successI Uoupre ’elfing your 
frosfective client or fatient i.agine t’e.selves on t’e ot’er side ob t’eir 
c’allengeI jgain, frovide a linm to Doom as well as a linm to see .ore client 
success stories, w’ic’ .ay live on your weDsite or your ”oogle zusiness 
ProkleI

T’e bourt’ .essage addresses t’e Wuestions and ’esitations you ’ear all 
t’e ti.eI Eost, ti.e, uncertainty, bear ob results - w’atever oDGections 
co..only slow feofle downI C’en you address t’ese ofenly and ’onB
estly, you re.ove briction and Duild crediDilityI —ncourage t’e. to .ove 
to Dooming a consultation to ’ave t’eir own Wuestions answered'

T’e kbt’ .essage creates a gentle Dut conkdent s’ibt in fersfectiveI T’is is 
w’ere you ’elf t’e. see t’e situation di“erentlyI Uou .ig’t acmnowledge 
’ow t’ey used to t’inm aDout t’e froDle., t’en invite t’e. to consider a 
new way borwardI T’is .essage clearly asms t’e. to Doom, tying toget’er 
everyt’ing youpve s’ared so barI

htps i.fortant to meef in .ind t’at youpre not waiting until t’e knal 
.essage to invite actionI —ac’ touc’foint can include a sobt re.inder t’at 
Dooming is availaDleI T’e knal .essage si.fly Drings t’at invitation into 
bocus, wit’ a sfecial o“er or incentive or a co.felling reason to DoomI 

Why mettinw qM Your cutopated Nurture gatters gore Than ?t 
meeps

Cit’ t’e strategic use ob auto.ation, every ferson w’o engages wit’ your 
fractice beels seen and sufforted, even w’en youpre Dusy running your 
DusinessI ht creates consistency, Duilds trust, and ’onors t’e client GourneyI 
6ost i.fortantly, it allows your .armeting to worm in t’e Dacmground, 
sufforting growt’ wit’out de.anding .ore ob your ti.eI

Uoupve now set uf 6ont’ One1 ”et zoomed in bullI Uoupve created clarity, 
Duilt a boundation bor connection, and fut syste.s in .otion t’at allow 
t’e rig’t feofle to knd you, and tame t’e ne9t stef w’en t’eypre readyI
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Fe9t, wepll .ove into 6ont’ Two1 ”et zoomed, w’ere we transbor. t’at 
trust and .o.entu. into conkdent actionI

Days 31-z0: Get Iooked

Week FiRe: OMtipi“e Your WeHsite Uor ConRersion

Ceem Rive ’as one co.Dined goal1 k9 t’e Dottlenecms and .ame it easier bor 
t’e rig’t ferson to Doom onlineI Fot Yi.frove your weDsiteI3 Fot Yrebres’ 
your DrandI3 Fot Ytweam a bew t’ingsI3 Uoupre doing bocused conversion 
ofti.i:ation Dy re.oving conbusion, reducing ’esitation, and .aming t’e 
ne9t stef oDviousI

T’inm ob it lime walming t’roug’ your fractice wit’ a krstBti.e fatientI hb 
t’e signage is unclear, t’e bor.s are clunmy, or no one greets t’e., t’ey 
donpt beel conkdent .oving borwardI Uour weDsite worms t’e sa.e wayI 
Plan to sfend aDout t’ree to kve total ’ours t’is weemI hb you can carve 
out two bocused Dlocms 50S .inutes eac’& flus a bew s.aller sessions, you 
can .ame .eaningbul c’anges WuicmlyI

mteM One: Do the VFirst-Tipe ”isitor Walkthrouwh—

Ofen your weDsite on your f’one krst since t’atps w’ere .ost feofle will 
view itI T’en ofen it on t’e desmtofI Fow, fretend you mnow not’ing 
aDout your fracticeI Uoupre so.eone wit’ a real froDle. w’o is curious 
Dut cautiousI js you clicm around, fay attention to w’ere you beel any 
brictionI

hdeally, ib you mnow anyone w’o is unba.iliar wit’ your Dusiness, you 
can asm t’e. to do t’is wit’ you watc’ing over t’eir s’oulderI zut in 
t’e aDsence ob t’at scenario, stef into t’e s’oes ob your frosfect1 can you 
understand ib t’is is bor you, and w’at outco.es you can e9fect[ hs t’e 
ne9t stef oDvious and repeated or do h ’ave to ’unt bor it[ xo you beel 
guided, or lime youpre reading a conbusing .enu wit’ too .any c’oices[

js you go, Got down t’e .o.ents w’ere you beel1
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  Eonbused 5YC’at a. h suffosed to do ’ere[3&

  Overw’el.ed 5YToo .any oftionsI3&

  Mncertain 5Yxo h trust t’is[3&

  qtucm 5YAow do h actually Doom[3&

mteM TJo: Fix cHoRe-the-Fold Clarity

YjDove t’e bold3 is w’at so.eone sees Debore scrollingI htps t’e .ost valuB
aDle real estate on your weDsite Decause it deter.ines w’et’er t’ey stay 
or DounceI Uour GoD is to .ame sure t’e tof ob your ’o.e fage fasses t’e 
qtoryzrand Ygrunt test3 WuicmlyI xoes your weDsite1

2I Elearly co..unicate w’at you o“er[

JI —9flain t’e outco.es you ’elf feofle ac’ieve[

KI Tell t’e. ’ow to get it[

Uoupre not rewriting your entire ’o.e fage Dut i.froving t’e first im-
pression. hb your ’o.e fage currently leads wit’ YCelco.e to$3 or a list ob 
services, it will obten mill conversionI Heflace t’at generic .essaging wit’ 
insfirational, outco.esBDased languageI

mteM Three: mipMliUy NaRiwation and gake Iookinw ?pMossiHle to 
giss

hb youpve done your GoD well in 6ont’ One1 clear .essaging, a roDust 
custo.er Gourney, a lead .agnet t’at sfeams to your ideal clients and 
auto.ated bollowBuf, you wonpt ’ave a Ytra!c froDle.I3 Uoupre Dlogging, 
fosting on social .edia, sending out e.ails, all designed to drive visitors 
to your weDsiteI hb you ’ave t’e tra!c, w’y arenpt feofle Dooming[ T’e 
answer is usually a Ytoo .any c’oices3 froDle.I

Uou can overco.e t’at wit’ clear and logical navigation, wit’ fro.inent 
Dooming Duttons flaced strategically and a .oDileBbriendly designI hn t’is 
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stef ob your weDsite ofti.i:ation, your GoD is to si.fliby t’e fat’ to 
Dooming Dy1

  Heducing .enu clutter wit’ a ’ierarc’y, Decause not everyt’ing 
Delongs in t’e tof level

  ”roufing services into logical, outco.esBDased categories or YsoB
lutions3 5.ore on t’at in a .inute&

  6aming t’e .ost i.fortant fages easy to knd

  Placing direct Dooming Duttons in oDvious, refeated locations

hb you do not’ing else t’is weem, do t’is one t’ing1 6ame Yzoom Fow3 5Or 
qc’edule Fow, or w’atever f’rase worms well bor your fractice& visiDle in 
t’e tof rig’t ob your ’eader and refeat it as affrofriate t’roug’out mey 
fages, esfecially on .oDileI

mteM Four: qMwrade merRi&e Pawes Urop Vgenu— to Vmolutions—

Prosfects obten decide w’ile on qervice fages, yet .any service fages read 
lime a Droc’ure1 w’at t’e treat.ent is, w’at it includes, ’ow long it tames, 
and ’ow .uc’ it costsI jlt’oug’ t’is inbor.ation .atters, it does not 
co.fel DoomingsI qave t’e details and t’e science bor a Dlog fost - and 
linm to it bro. your qolutions fagesI

xonpt get .e wrong, you need your qervices fages bor q—O and bor 
frosfects w’o mnow w’at t’ey want and are ready to DoomI zut bor fosiB
tioning your fractice and driving tra!c, you want to create detailed fages 
t’at start wit’ t’e outco.eI T’ese qolutions fages s’ould validate t’e 
froDle. to .ame your frosfect beel understood and e9flain your affroac’ 
in a bew si.fle stefsI Rollow t’at uf wit’ social froob in t’e bor. ob 
testi.onials, DeboreBandBabter f’otos, or even your credentialsI Hefeat t’e 
Dooming call to action t’roug’outI 

htps not necessary to rewrite every qervice fage t’is weemI Picm t’e tof one 
to t’ree revenueBdriving services and ofti.i:e t’ose krstI
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mteM FiRe: Bedu&e Iookinw Fri&tion and cdd VConRersion felMers—

7etps talm aDout conversion ’elfers t’at bacilitate t’e Diggest wins WuicmlyI 
hdentiby ways to .ame it easy to DoomI Ean you add a clicm to call Dutton on 
.oDile[ hs your contact inbor.ation easy to knd 5we reco..end always 
flacing it in t’e booter&I Ean you add twoBway c’at or te9ting suffort[

hn s’ort, ib so.eone is ready to Doom rig’t now, can t’ey do it in under KS 
seconds[ Rro. your socials, your weDsite, on t’eir f’one or t’eir laftof[ 
Ean t’ey x6 you[ Te9t you[ Heduce any briction in t’e frocess and ’onor 
t’at custo.er Gourney to consistently .ove frosfects to t’e ne9t stefI

mteM mix: IONqm –Trust miwnals

Rinally, re.e.Der t’at trust is a conversion tool t’at Duilds relations’ifs 
and longBter. loyaltyI Trust signals disflayed on your weDsite, fosted 
on social .edia, and s’ared via e.ail newsletters can all ’elf .ove your 
frosfects toward DoomingI

Trust signals include1

  Heviews–testi.onials near callsBtoBaction

  Eertikcations, credentials, associations

  zebore–abter gallery 5even a s.all one&

  YC’at itps lime to worm wit’ us3 in your jDout section

Put trust signals w’ere decisions ’affen1 near Dooming Duttons, fricing, 
Yw’atps included,3 and t’e krst stef o“erI
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Week mix: Get Iookinws Iased on Besults

js .y good briend Nessica 6iller limes to say on ’er fodcast, àht×s Uour 
O“er'à2 , t’is weem wepre taming action to ignite a fowerbul s’ibt in ’ow 
fatients and clients e9ferience your fracticeI C’at youpre aDout to see 
is t’at .ost .ed sfas and wellness fractices discount services w’en t’ey 
want to Dring in new DusinessI C’en your co.fetitors reduce frices, it 
looms lime Y=22 fer unit ob zoto93 or zO”O sessionsI xonpt De te.fted 
to frice .atc’I Rro. ’ere borward, your clients are investing in outcomes.

T’ey donpt want a bacial, a scan, or a sessionI T’ey want to beel conkdent, 
.ove wit’out fain, recover baster, age well, or knally see results t’at lastI 
C’en your .armeting and conversations bocus on services and frices, you 
asm frosfects to connect t’e dots t’e.selvesI C’en you bocus on outB
co.es, you guide t’e. clearly and conkdently toward a decisionI T’atps 
w’at bra.ing your o“ers Dased on results is all aDoutI

mteM One: ?dentiUy the Out&opes You DeliRer

qet aside aDout ]S .inutes bor t’is krst stefI qtart Dy looming at your 
.ost co..on services and asming a di“erent Wuestion t’an you nor.ally 
wouldI hnstead ob asming, “What do we offer?” asm, “What changes for 
someone after working with us?”

T’inm in ter.s ob1

  Aow so.eone beels

  C’at t’ey can do again

  C’at froDle. is no longer do.inating t’eir libe

  C’at result t’eypre froud ob

2I It's Your Offer Podcast Q Nessica 6iller Q ’ttfs1––fodcastsIaffleIco.–us–fodcast–itsByourBob
ber–id288S…K08……
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Uoupll obten knd t’at several services contriDute to one larger outco.eI 
T’atps a clue t’at youpre not selling individual services Dut delivering a 
resultI T’is recognition Deco.es t’e boundation bor everyt’ing else you 
do t’is weemI

mteM TJo: BeUrape merRi&es into Besult-Iased Pa&kawes

Fow, you want to organi:e and rebra.e your services into clear, outB
co.eBdriven facmagesI j resultBDased facmage will grouf your individual 
services toget’er around a goal, not a frice fointI hnstead ob listing treatB
.ents % la carte, you fresent a guided fat’ t’at ’elfs so.eone reac’ a 
sfecikc outco.eI

T’is frocess acco.flis’es t’ree i.fortant t’ings1

  ht si.flikes decisionB.aming bor t’e client

  ht fositions you as t’e e9fert guide 5wit’ t’e results to frove it&

  ht increases trust Dy setting clear e9fectations

ht .ig’t sound lime youpre re.oving c’oice w’en youpre really re.ovB
ing conbusion and overw’el.I jt t’is stage, you donpt need to knali:e 
na.es, fricing, or long descriftionsI Uoupre si.fly organi:ing your o“erB
ings around results achieved, not services performedI

mteM Three: qMdate Your WeHsite

Fow itps ti.e to .ame t’is visiDleI Tame a little ti.e to ufdate a bew critical 
areas ob your weDsite so visitors i..ediately understand w’at t’ey can 
ac’ieve Dy worming wit’ youI

Rocus on1

  qervice fages t’at lead wit’ outco.es Debore listing services

  Aeadings and suD’eadings t’at descriDe results, not frocedures

  zooming fages t’at reberence goals and transbor.ations
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To De clear, youpre not ’iding your services, t’e science, or your e9fertise, 
Gust rebra.ing t’e. as reWuired tools to reac’ a destinationI T’is affroac’ 
.ames Dooming beel furfoseBdriven instead ob transactionalI

mteM Four: ?n&orMorate Out&ope-Iased Lanwuawe into Consults

Uour weDsite sets e9fectations, Dut your consults reinborce t’e.I T’is 
weem, tame ti.e to review t’e structure ob your current consultations and 
identiby w’ere you can s’ibt t’e conversation bro. what you do to what 
they can achieveI

T’is frocess .ay include1

  Ofening consults Dy conkr.ing t’e outco.e t’e client wants

  —9flaining reco..endations as a fat’way toward t’at result

  Heberring Dacm to t’e outco.e t’roug’out t’e conversation

C’en you bra.e consults t’is way, fricing discussions beel .ore natural 
Decause t’e bocus re.ains on value and results, not line ite.sI C’en you 
sell a facmage or a .e.Ders’if, t’e client or fatient ferceives itps in service 
to t’eir own goals, rat’er t’an your Dotto. lineI

mteM FiRe: Train Your Front Desk to mMeak in Out&opes

Rinally, Dring your bront desm tea. into align.ent Decause your sta“ is obB
ten your frosfectps krst ’u.an interactionI C’en you teac’ your tea. to 
sfeam conkdently aDout results instead ob rattling o“ services, it reinborces 
all ob your .armeting e“ortsI

6aming t’is s’ibt doesnpt reWuire a long training sessionI ht can De as si.fle 
as1

  q’aring your oneBliner and Drand .essage

  —9flaining ’ow to descriDe facmages in flain language Dy frovidB
ing your tea. wit’ outco.esBDased bra.ing t’at will i..ediately 
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co.e to .ind w’en a fatient or frosfect Degins asming WuestionsI

  Practicing a bew co..on conversations toget’er

C’en everyone uses t’e sa.e language to e9flain t’e outco.es you 
ac’ieve, t’e e9ferience Deco.es co’esive and frobessional, instilling t’e 
conkdence clients or fatients need to tame t’e ne9t stefI

Why This Week gatters mo gu&h

C’en you sell outco.es instead ob services, you reduce ’esitation and 
increase clarity at every stage ob t’e GourneyI Prosfects understand t’at t’ey 
are t’e ’ero ob t’eir own Gourney, worming toward a farticular outco.eI 
Uour consults assu.e a .ore collaDorative tone, bacilitating easier fricing 
discussions Decause you can naturally Gustiby your fricing Dased on t’e 
value youpre de.onstratingI 

6ost i.fortantly, you stof asming feofle to YDuy a service3 and start 
inviting t’e. to ac’ieve a resultI T’at s’ibt alone can dra.atically increase 
Doomings, reduce t’e nu.Der ob fro.otions or discounts you o“er, and 
set t’e stage bor everyt’ing wepll e9fand ufon in t’e ne9t two weemsI

Week meRen: Turn ?nterest into c&tion , ConRertinw Leads 
into Payinw Clients

hn Ceems 8 and ], you ofti.i:ed your weDsite and created outco.eBDased 
facmagesI Fow t’at you ’ave generated interest in your frosfective clients 
or fatients, itps ti.e to convert t’at interest into actual DoomingsI T’e 
bocus is on concrete actions t’at turn leads into consults, and consults into 
faying clients or fatients, rig’t nowI zy t’e end ob t’is weem, you s’ould 
see real .ove.ent1 .ore sc’eduled consults and .ore clients and fatients 
co..itting to treat.entsI

mteM One: BesMond to NeJ Leads Within ginutes

qfeed .atters tre.endously in lead conversionI hb a fotential client calls, 
e.ails, or klls out a bor., resfonding i..ediately 5ideally in under kve 
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.inutes& can De t’e di“erence Detween Dooming t’e. or losing t’e.I 
qtudies s’ow Dusinesses t’at bollow uf wit’ leads in kve .inutes or less 
are 2SS+ .ore limely to connect and convert t’e., w’ereas waiting .ore 
t’an 2S .inutes leads to a drastic drof in conversionI xonpt let your ’ot 
leads cool o“'

  gake ?nstant BesMonse a Bule1 C’ile your auto.ations freB
vent leads bro. balling t’roug’ t’e cracms, you also want to train 
your tea. to frioriti:e lead resfonses aDove everyt’ingI C’en 
a new inWuiry co.es in, stof and resfond as soon as possible. j 
Wuicm f’one call or even a te9t–e.ail saying, Y”ot your reWuest 
Q calling you now'3 s’ows t’e frosfect you value t’eir ti.e and 
understand t’eir needsI

  qse TepMlates ’ clerts: Prefare a bew WuicmBresfonse te.B
flates or scrifts so youpre never caug’t o“ guardI Ror e9a.fle, 
’ave a saved te9t–e.ail lime1 “Hi [Name]! Thank you for contacting 
[Your Business]. We’d love to help you [achieve their goal]. I’m free 
to chat now – what’s the best number to reach you?” jlso, set uf 
notikcations inside your EH6 so no weD inWuiry sits unnoticedI 

  Extend cRailaHility: hb fossiDle, estaDlis’ coverage bor lead reB
sfonses Deyond 0 to 8 ’oursI Eonsider an onBcall sta“ or even an 
answering service–jh assistant abter ’ours, to .ame sure evening 
or weemend inWuiries still get a nearBi..ediate reflyI

mteM TJo: Persist and Nurture ERery Lead

Fot every lead will Doom a consult on t’e krst call or .essageI Obten, feofle 
inWuire and t’en ’esitate or get DusyI T’is is nor.al Q and k9aDle' T’e 
bortune is in t’e bollowBufI xonpt give uf abter one touc’ Decause .any 
fotential clients or fatients s’of around or need a nudgeI hb you donpt 
i.fle.ent a syste. bor bollowBuf, you rism leads going elsew’ereI

  FolloJ qM gethodi&ally: Ror eac’ new lead t’at doesnpt Doom 
i..ediately, create a s’ort bollowBuf seWuenceI Ror e9a.fle, ib 
you sfome on 6onday and t’ey werenpt ready to sc’edule, send 
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a briendly bollowBuf te9t or e.ail Dy Tuesday t’anming t’e. bor 
t’eir interest and o“ering to answer any WuestionsI

  ProRide ”alue in FolloJ-qMs: hn your bollowBuf .essages, 
include a Dit ob value or trustBDuilding content 5not Gust Yjre 
you ready to Doom[3&I Ror e9a.fle, s’are a linm to a Wuicm DeB
boreBandBabter testi.onial on your site, or .ention a fositive reB
sult anot’er client got to re.ind t’e. ob t’eir desired outco.e 
and Duild crediDilityI

  qse gultiMle Tou&hMoints1 xonpt rely on Gust one c’annelI hb 
youpve e.ailed and gotten no refly, try a Wuicm f’one call or a 
te9tI qo.e feofle freber calls" ot’ers resfond to te9tsI 6eet t’e. 
w’ere they areI

  Ie Politely Persistent: htps omay to bollow uf a bew ti.es ib you 
do it in a ’elfbul wayI 6any clients or fatients Doom on t’e second 
or t’ird bollowBuf once you address t’eir Wuestions or oDGectionsI 

mteM Three: Fri&tionless m&hedulinw

—9a.ine your Dooming frocess bro. t’e clientps fersfective and strea.line 
it lime cra:yI 6ame it e“ortless, as si.fle as clicming a linm or a Wuicm call to 
get on your calendarI 

  EnaHle ?nstant Iookinw: hb you donpt ’ave online Dooming yet, 
nowps t’e ti.e to i.fle.ent itI 6odern consu.ers e9fect to De 
aDle to Doom an affoint.ent online JL–;I jn outdated or slow 
sc’eduling syste. 5or flaying f’one tag& will cost you clientsI

  mipMliUy the mteMs: Tame a ’ard loom at ’ow .any stefs a client 
.ust go t’roug’ to DoomI xo t’ey ’ave to kll a long bor. krst[ 
Cait bor a call Dacm[ Eut it downI T’e frocess s’ould De s’ort and 
intuitive Q t’inm Ytwo clicms and doneI3 Test it yourselb'

  Train mtaS Uor On-the-mMot Iookinw1 Uour bront desm 5and any 
tea. .e.Der w’o .ig’t interact wit’ leads& s’ould De e.fowB
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ered to Doom a consult on t’e krst interactionI hb a frosfect calls 
wit’ a Wuestion, t’e call s’ould ideally end wit’ a sc’eduled afB
foint.entI jc’ieving t’is oDGective .ay reWuire a Wuicm internal 
training on your Dooming sobtware bor all sta“I

  OSer m&hedulinw OMtions: qo.e feofle freber to call" ot’ers 
freber online bor.sI O“er Dot’I T’e easier and baster it is to 
sc’edule, t’e .ore consults youpll get Q and youpll frevent t’ose 
Yhpll do it later3 frocrastinations t’at never ’affenI

mteM Four: Train Your Teap to Talk cHout ”alue ’ Out&opes

—very .e.Der ob your tea. Q bro. t’e receftionist answering t’e f’one 
to t’e fractitioner in a consult Q .ust sfeam t’e language ob value, outB
co.es, and easeI ht reWuires bocusing conversations on w’at t’e client cares 
aDout 5t’eir results and e9ferience&, rat’er t’an Gust t’e tec’nical details 
or friceI 

  EpMhasi“e Ienejts( Not Aust Features: Eoac’ your tea. to 
always connect t’e beatures ob a treat.ent to t’e Denekts bor 
t’e clientI —veryone on your tea. s’ould use t’is valueBbocused 
affroac’ in all consults and even initial callsI

  cRoid ?nUo-DupMinw on ?n6uiries1 C’en a frosfective client 
or fatient reac’es out wit’ a Wuestion 5esfecially aDout frice&, 
donpt overw’el. t’e. wit’ tec’nical inbo or a frice list over t’e 
f’one Q your goal is to get t’e. e9cited aDout t’e outcome. Ror inB
stance, ib so.eone asms, YAow .uc’ does Eoolqculfting cost[3, 
a trained sta“ resfonse .ig’t De1 “CoolSculpting is an amazing 
treatment for reducing fat without surgery – our clients love their 
results. The exact cost depends on your goals; we really customize it. 
Why don’t we do this – let’s get you in for a free consult with our 
specialist so we can give you a precise quote and see if CoolSculpting 
is perfect for you. T’is mind ob resfonse addresses t’e Wuestion and 
t’en uses an assu.ftive close to sc’edule t’e consultI
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  ?pMlepent mipMle m&riMts ’ Bole-Play: xevelof a bew si.fle 
scrifts bor co..on scenarios and instruct your sta“ to fractice 
t’e.I Ereate scrifts bor greeting callers, ’andling frice Wuestions, 
descriDing a fofular treat.entps Denekts, and t’e knal asm 5DoomB
ing t’e consult&I Practice t’ese via roleBflay in a tea. .eeting to 
.ame everyone sound conkdent and naturalI 

  cliwn on ”alue gessawinw: 6ame sure your entire tea. mnows 
your oneBliner Q Dasically, t’e oneBtoBtwo sentence answer to 
YC’y c’oose us[3 hb a sta“ .e.Der isnpt mnowledgeaDle yet, train 
t’e. uf Q until t’en, do not allow t’e. to talm to new leadsI

mteM FiRe: Turn Consultations into Coppitpents 

Fow, bocus on w’at ’affens during and at t’e end ob a consultation, 
Decause t’is is w’ere an interested frosfect Deco.es a faying clientI Uoupve 
done t’e worm to get t’e. in" itps ti.e to ofti.i:e your consultation 
frocess to convertI h a. not talming aDout ’ig’Bfressure sales Dut guiding 
t’e client toward a decision Dy bocusing on t’eir goals, addressing conB
cerns, and .aming it easy to say YyesI3

  mtart Jith Their Goals: jn e“ective consultation beels fersonB
al and concentrated on t’e client or fatientps desired outco.eI 
zegin Dy asming an ofenBended Wuestion t’at gets t’e. talming 
aDout w’at t’ey wantI T’is si.fle stef Duilds trust and urgency1 
t’eypve identiked t’eir froDle. and Delieve you ’ave t’e solutionI

  Present molutions as Out&opes1 C’en you reco..end your 
solution during t’e consult, bra.e everyt’ing in ter.s ob Denekts 
and outco.es 5Gust as you trained in qtef L&I Tie eac’ reco..enB
dation to w’at they already told you t’ey wantI 

  fandle OH)e&tions Jith EpMathy and OMtions1 ze ready bor 
co..on ’esitations, suc’ as frice, bear ob fain, level ob ti.e or 
.oney co..it.ent, or even side e“ectsI T’e worst t’ing you can 
do is dis.iss an oDGection" instead, acmnowledge and address itI 

2]S

ARC C
op

y O
nly



”—T ROMFx ”—T zOO?—x

C’en you sfeam to t’eir concerns cal.ly and mnowledgeaDly, you 
Duild trust and reduce reasons to say noI

  csk Uor the Coppitpent: 6any wellness fractitioners .ame 
t’e .istame ob knis’ing a consult wit’ an ofenBended Y7et us 
mnow ib you ’ave any Wuestions,3 t’en send t’e client or fatient 
on t’eir way to Yt’inm aDout itI3 hnstead, .ame it easy bor t’e. 
to co..it to .aming t’e c’ange bor t’e.selves on t’e sfotI 
He.ind t’e. ob t’e goals t’ey s’ared wit’ youI hn t’is way, you 
de.onstrate your genuine care and interest in ’elfing t’e., not 
Gust .aming a saleI

mteM mix: molidiUy the Coppitpent , FolloJ-qM cUter ERery Con-
sult

Ror consultations t’at do convert i..ediately, congratulations Q youpve 
got a new client' hb t’ey don’t co..it on t’e sfot, all is not lostI j 
t’oug’tbul fostBconsultation bollowBuf can obten tif t’e scales and turn 
an undecided frosfect into a faying clientI xonpt consider t’e consult t’e 
end, Dut t’e Deginning ob an ongoing conversationI 

  mend a Thank-You ’ Be&aM1 Cit’in JL to L… ’ours abter a conB
sultation 5sa.e day is even Detter&, send t’e ferson a t’anmByou 
.essageI qince a genuine t’anm you is rare t’ese days, it leaves a 
great i.fressionI

  ProRide the Plan in Writinw1 hb you created a reco..ended 
treat.ent flan or discussed sfecikc oftions, include t’at in your 
bollowBufI Peofle borget details, and an undecided client or faB
tient .ig’t re.e.Der only Dits and fiecesI js a Donus, t’eypll 
reBread t’e Denekts and ficture t’e resultsI T’is fositions you as a 
frobessional fartner invested in t’eir outco.e, not Gust so.eone 
trying to sell t’e. so.et’ingI

  mtay cRailaHle and PersonaHle1 6ame it clear in t’e bollowBuf 
t’at youpre t’ere bor Wuestions or even a second discussionI ht 
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s’ows you genuinely care aDout t’e. reac’ing t’eir goalsI

  Tra&k Your ConRersion getri&s: qince t’is 0SBday flan baB
cilitates measurable results, start tracming two critical nu.Ders1 
7eadBtoBEonsult conversion 5w’at fercentage ob leads or inB
Wuiries actually sc’edule a consult& and EonsultBtoBTreat.ent 
conversion 5w’at fercentage ob consults turn into faying clients&I 
C’at you .easure, you can i.froveI 

Week Eiwht: Turn faMMy Clients into Your gost PoJerUul 
Iookinw Enwine

xuring t’is weem, youpll i.fle.ent si.fle structures to .ame reberrals 
and reviews ’affen naturally, consistently, and wit’out awmwardness - 
Decause youpre Duilding on genuine e9cite.ent, not borcing itI Fow itps 
ti.e to activate one ob t’e .ost reliaDle, ’ig’Bconverting growt’ levers 
ob your fractice1 your ’affiest clientsI Fo, youpre not creating a reberral 
Yca.faignI3 Uoupre creating a culture w’ere reberrals Deco.e a natural 
e9tension ob your ac’ieved outco.esI

mteM One: ?dentiUy the Bc”E gopents 

js we discussed in E’after ], a Hj/— .o.ent is any foint w’ere a client 
is clearly e9feriencing frogress, e9cite.ent, or reliebI Fow wepre going to 
dekne w’at a YHj/— .o.ent3 looms lime in your fractice and teac’ your 
tea. to recogni:e itI

j Hj/— .o.ent .ig’t sound lime1

  Yh beel a.a:ingI3

  Y6y smin ’as never loomed t’is goodI3

  Yh wis’ hpd done t’is soonerI3

  Yh ’avenpt .oved t’is well in yearsI3
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C’ile youpve never ’ad to borce t’ese .o.ents Decause t’ey already ’afB
fen, you do want to estaDlis’ a syste. around t’e.I

Uour action t’is weem is to1

  xocu.ent and s’are e9a.fles ob Hj/— .o.ents wit’ your 
tea.

  Train t’e. to fause and recogni:e t’ose .o.ents verDally

  For.ali:e saying t’ings lime, “That’s so exciting to hear — your 
results are incredible.”

Hecognition costs not’ing, Dut it fri.es everyt’ing t’at bollowsI

mteM TJo: De&ide When and foJ Youvll csk →Without gakinw ?t 
Weird/

Fe9t, youpll dekne when it .ames sense to asm bor reviews or reberrals to 
frevent your tea. bro. guessing or avoiding it altoget’erI EollaDorate 
toget’er to deter.ine w’ic’ Hj/— .o.ents s’ould trigger a review 
reWuest, and w’en itps t’e rig’t ti.e to ofen t’e door to reberralsI xiscuss 
w’o s’ould De resfonsiDle bor identibying t’ose offortunities, and t’en 
w’o is resfonsiDle bor t’e reWuest Decause it .ig’t or .ig’t not De t’e 
sa.e ferson' Uour tasm ’ere is to estaDlis’ an intentional syste. so you 
never .iss a Hj/— .o.entI 

hnstead ob scrifts, give your tea. fer.issionBDased language, lime, Y7etting 
ot’ers mnow t’ey can ac’ieve t’at mind ob results really ’elfs our fractice 
connect wit’ t’e feofle w’o need us'3  T’e mey is ti.ingI jsming worms 
Dest abter recognition, not at rando.I C’en you connect t’e reWuest to 
genuine e9cite.ent, it beels lime a continuation ob t’e conversation instead 
ob a transactionI

mteM Three: EstaHlish mipMle ”alue and BeJards 

Fow youpll decide ’ow your fractice will acmnowledge and reward adB
vocacyI ht does not need to De elaDorate, Dut it does need to De conB
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sistentI Ereate your flan bor ’ow youpll acmnowledge reberrals 5fersonal 
t’anmByou, note in account, social s’outBout& and w’et’er or not youpll 
o“er a s.all account credit or DonusI Uou .ay also want to tracm reberrals 
internally, assign a resfonsiDle tea. .e.Der, and outline t’e frocess t’at 
caftures every asfect ob your Hj/— syste.I 

He.e.Der t’at w’en a client or fatient rebers a briend, t’eypve fut t’eir 
refutation on t’e line bor youI jcmnowledging t’at e“ort Duilds loyalty 
and .ames buture reberrals .ore limelyI

mteM Four: cutopate the FolloJ-qM That muMMorts Bc”E

juto.ation is w’ere Hj/— Deco.es scalaDleI Once you bully estaDlis’ 
your reberral syste., you can .af a si.fle auto.ation t’at sufforts 
loyalty wit’out losing t’e ’u.an touc’I Uour auto.ation can Degin wit’ a 
fostBaffoint.ent c’ecmBin, asming aDout t’eir e9ferienceIhb t’ey frovide 
a fositive resfonse, invite t’e. onto a fat’ t’at includes reviews and 
reberralsI hb t’ey resfond to t’e survey wit’ a negative resfonse, itps an 
offortunity to ofen uf a frivate conversationI Fot’ing aDout t’is frocess 
s’ould beel Yauto.ated3 to t’e client or fatientI ht s’ould beel fersonal, 
caring, attentive, and t’oug’tbul, Decause it isI

mteM FiRe: mtay Present →Iut Not ?ntrusiRe/ IetJeen ”isits

Rinally, t’is weem concentrates on .aintaining connection to meef your 
fractice tofBobB.ind even Detween affoint.entsI Eonsider sending si.B
fle .ont’ly e.ail ufdates, events, re.inders, and linms to new Dlog fosts 
encouraging your clients and fatients to bollow along on social .ediaI 
Uou can also auto.ate recognition ob your custo.erps anniversaries or 
.ilestones wit’ your fracticeI j fersonal note on t’eir Dirt’day can also 
’elf .aintain t’at connectionI

T’inm aDout ’ow you can .ame your .ost valuaDle custo.ers beel lime 
Yinsiders3 Dy creating one or two Yinsider3 .o.ents fer year 5events, 
freviews, worms’ofs&I T’inm lime xisney and create sfecial Yinsider ’ours3 
bor your events or to deDut new o“ers, treat.ents, or sessionsI T’ese 
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touc’foints turn clients into raving bansI jnd raving bans donpt Gust co.e 
Dacm - t’ey Dring feofle wit’ t’e.I

What mu&&ess Looks Like at the End oU Week Eiwht

zy t’e end ob t’is weem, you s’ould ’ave1

  j tea. t’at recogni:es and resfonds to client e9cite.ent

  j clear, co.bortaDle way to asm bor reviews and reberrals

  qi.fle rewards t’at reinborce loyalty

  juto.ation t’at sufforts relations’ifs

  Ongoing connection Detween visits

6ost i.fortantly, your Doomings Degin to originate bro. a new flace - a 
syste. t’at creates .armeting .o.entu.I  

Days z1-90: gawniUy Your ?pMa&t

Week Nine: geasure mu&&ess cnd m&ale

hn t’ese last bew weems ob your 0SBxay ”rowt’ Plan, youpre going to knd 
t’e ’idden gold in your nu.Ders and use t’at data to grow baster wit’ less 
e“ortI Uoupve Duilt t’e boundation to ”et Round and ”et zoomedI Peofle 
are discovering you, engaging wit’ you, and Dooming wit’ youI Fow co.es 
t’e bun 5and surfrisingly e.fowering& fart1 kguring out w’atps actually 
worming and doing .ore ob itI

jt t’is foint, .armeting transbor.s bro. beeling lime a YDlacm Do93 to 
beeling lime a scoreDoard you can controlI htps w’at we teac’ our clients 
at qalt 6armeting and wepre in good co.fanyI T’e j.erican 6ed qfa 
jssociation flainly states, Yxata is t’e boundation ob successbul .ed sfa 
.armetingI3 
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hp. not asming you to Deco.e an analyst, Gust t’e mind ob E—O w’o can 
loom at a bew nu.Ders and i..ediately mnow1

  C’ere youpre winning

  C’ere youpre leaming Doomings

  C’at to k9 krst bor t’e Diggest fayo“

hn t’e bollowing stefs, youpre Duilding a si.fle YE—O das’Doard,3 t’en 
using it to .ame one s.art i.frove.ent t’at creates noticeaDle resultsI

mteM One: Iuild Your Vm&oreHoard— →One Pawe( FiRe NupHers/

T’e only t’ing you need to tracm are t’e nu.Ders t’at tell you w’ere your 
calendar is Deing won or lostI Aereps t’e si.flest way to t’inm aDout it1 
your .armeting is a bunnel wit’ fredictaDle stagesI

TraK& 4 Lead 4 Consult 4 Client 4 BeMeat2BeUer

Uour GoD t’is weem is to ficm t’e core .etric at eac’ stage and fut it on one 
fage on a sfreads’eet Decause clarity creates .o.entu.I

Aere are t’e kve .ost i.fortant .armeting .etrics bor .ed sfas, wellness 
clinics, ktness Dusinesses, and bunctional .edicine fractices1

One: WeHsite Risitors →or Vsessions—/

T’is .etric tells you ib your visiDility is growingI Mse ”jL bor t’isI

TJo: Lead Rolupe

Aow .any feofle raised t’eir ’and t’is weem[ 5Ror. klls, Wui: co.fleB
tions, guide downloads, calls, x6s t’at reWuested inbo - w’atever counts 
as a lead in your DusinessI&
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Three: Lead-to-&onsult &onRersion rate

Ob all t’e leads you got, ’ow .any Doomed a consult–krst affoint.ent[ hn 
.y e9ferience, ’ealt’care fractices are obten s’ocmed to learn ’ow .any 
leads never DoomI htps one ob t’e .ost signikcant ’idden growt’ leversI

Four: Consult-to-&lient &onRersion rate

Ob t’e consults you ’eld, ’ow .any started a faid flan–facmage[ hb youpre 
getting leads Dut not conversions, you need to Ydive deefer,3 and fay 
attention to t’e bactors t’at a“ect t’ese ratesI

FiRe: Cost Mer Hooked &lient →or BO? Hy &hannel/

T’is is w’ere your Dusiness gets s.arterI Fot Ycost fer clicm3 or vanity 
.etricsI Uou want to mnow1 How much did it cost to get an actual booking… 
and what did that booking turn into?

hb you only tracm t’ese kve .etrics, youpll De a’ead ob .ost wellness DusiB
nessesI

mteM TJo: Taw Your Leads mo You 5noJ Whatvs Workinw

hb you canpt tell w’ere your Dest clients ca.e bro., you canpt scale w’at 
wormsI T’atps w’y you need a si.fle custo. keld in your EH6 to identiby 
lead sourcesI ?eef it Dasic - no need bor J8 oftionsI Mse a s’ort list t’at 
re)ects reality, lime1

  ”oogle

  qocial 5hnstagra.–RaceDoom&

  —.ail

  Heberral

  Paid 56eta – ”oogle&

  —vent – fartner
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j .armeting c’annel .ig’t froduce leads, Dut not your ideal clientsI T’e 
goal isnpt to get .ore leads, Dut .ore ob t’e rig’t leadsI 7oom at t’ose 
clients w’o Deco.e raving bans and reber ot’ers, t’ose w’ose 7ibeti.e 
/alue is 2S to JS fercent ’ig’er t’an ot’ersI hb youpre tracming lead sources, 
youpll mnow e9actly w’ere t’ose ideal clients originate and you can dufliB
cate t’at successI

mteM Three: Play mMot the Iottlene&k 

Aereps t’e bastest way to use data wit’out overw’el.1 flay sfot t’e DottleB
necm Dy looming at your bunnel and asming, YWhere is the drop-off biggest?”

  hb you ’ave traK& Hut loJ leads, your weDsite is unclear or your 
ETj–list Duilder isnpt co.fellingI

  hb you ’ave leads Hut loJ &onsults, your bollowBuf sfeed, scrifts, 
or Dooming frocess are t’e issueI

  hb you ’ave &onsults Hut loJ &loses, your o“er fositioning, 
froob, or oDGectionB’andling needs wormI

  hb you ’ave Hookinws Hut loJ retention, t’e e9ferience and 
bollowBuf need tig’teningI

T’is is ’ow you turn Yh t’inm .armeting isnpt worming3 into YO’-this is 
t’e leamI3

mteM .: Cal&ulate BO? Hy Channel 

hn qtef Two, we talmed aDout looming at clients Dy lead source or c’annelI 
hn t’is stef, we want to loom at eac’ c’annel to deter.ine its e“ectiveness 
on its ownI Mnderstanding t’e data Dy lead source can ’elf you Detter 
understand w’ic’ c’annel is .ost e“ective at eac’ stage ob your bunnelI

Ror eac’ c’annel, tracm1

  NupHer oU leads wenerated 
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  Iooked &onsults

  NeJ &lients2Matients

  BeRenue wenerated →eRen estipated/

T’en asm t’e Wuestion t’at c’anges everyt’ing1 Which channel is produc-
ing the best clients or patients, and which one is consuming time without 
results? jt t’is stage, you can stof treating all .armeting eWually and invest 
Dased on froobI

mteM FiRe: Choose One getri& to ?pMroRe 

Uour action ’ere is to identiby one s.art i.frove.ent t’at co.foundsI 
E’oose t’e single .etric t’at, ib i.froved Dy 2S fercent, would create a 
noticeaDle i.fact in t’e ne9t KS daysI q’are your kndings wit’ your tea. 
and set a goalI Ror e9a.fle, you .ig’t identiby t’at you ’ave flenty ob leads 
co.ing in and si.fly need to i.frove your conversion rates Dy resfonding 
baster wit’ .ore resultsBDased inbor.ationI

Or you .ay si.fly want to increase t’e nu.Der ob online Doomings Dy 
strengt’ening your aDoveBt’eBbold .essaging and ETj flace.entI C’atB
ever you c’oose, .ame sure your tea. is aligned and worming toget’erI 
Once you reac’ t’e goals youpve estaDlis’ed, set a new goal to worm on a 
di“erent .etric and incre.entally i.frove your .armeting e“ortsI

mteM mix: fold a gonthly VCEO m&oreHoard geetinw—

T’is ’aDit .ames your .armeting worm longBter.I Once a .ont’, sit down 
5alone or wit’ your tea.& and loom at w’at nu.Ders ’ave i.froved, w’ic’ 
.etrics ’ave ballen, and w’at nu.Ders fresent offortunities you want to 
leverage to Dring in new DusinessI

T’is frocess meefs you out ob e.otional decisionB.aming 5Y6armeting 
isnpt worming'3& and into leaders’if decisionB.aming 5YAereps t’e lever 
wepre fulling ne9tI3&I
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Week Ten: ?pMlepent Orwani& GroJth mtratewies

Organic growt’ is t’e long ga.e in .armeting, Dut itps also one ob t’e 
.ost fowerbul and costBe“ective ways to grow a .ed sfa, wellness fractice, 
ktness studio, or ’ealt’care DusinessI —9fand your reac’, deefen trust, and 
attract new clients wit’out your ad sfend 5yet&I Organic content Duilds 
trust in a way faid advertising si.fly canptI C’en so.eone sees a briend 
lime, co..ent, s’are, or talm aDout your Dusiness, t’at crediDility transbers 
to you instantlyI ht beels real and sabeI jnd it leads to DoomingsI

T’is weem bocuses on c’oosing a s.all nu.Der ob organic strategies and 
e9ecuting t’e. consistently and intentionally to s’ow uf well in t’e flaces 
t’at .atter .ostI

mteM One: Think Vmear&h EReryJhere OMtipi“ation—

jsm yourselb, YC’ere do .y ideal clients go to knd answers to t’eir WuesB
tions[3 T’ey .ay turn to social .edia Dut e9flore .ore deefly wit’ jh 
searc’I T’ey .ay suDscriDe to e.ails bro. various vendors or resources to 
stay inbor.ed aDout w’atps availaDle to solve t’eir c’allengesI hb .any ob 
your clients tell you t’ey bound you on ”oogle, you mnow t’at t’eypre still 
using .ore traditional online searc’I

T’anmbully, you can c’oose to froduce content t’at ’elfs you s’ow uf in 
a wide variety ob searc’ oftionsI T’atps w’y h lime to say t’at itps no longer 
qearc’ —ngine Ofti.i:ation Dut qearc’ Everywhere Ofti.i:ationI

mteM TJo: Create a Calendar oU Content That Iuilds Trust

Organic content avoids cleverness in bavor ob clarity, ’elfbulness, and ’uB
.annessI Uour goal is to create content t’at answers real Wuestions your 
ideal clients already ’ave and s’ows t’e. w’atps fossiDleI T’inm aDout 
s’ortBbor. videos 5you can Datc’Brecord and edit into .ultifle videos&, 
and educational articles on your weDsite t’at e9flain, inbor., and fosition 
you as t’e guideI

2;S

ARC C
op

y O
nly



”—T ROMFx ”—T zOO?—x

”et your results brontBandBcenter wit’ Debore and abter e9a.fles and client 
transbor.ations stories t’at ’ig’lig’t outco.es, not froceduresI T’inm 
aDout s’aring YDe’ind t’e scenes3 .o.ents t’at ’u.ani:e your fracticeI 
He.e.Der, you donpt need to go viral" you need to De relataDle, recogni:B
aDle and trustwort’yI 6ame t’is ’elfbul .indset s’ibt1 instead ob asming, 
“What should I post?” asm, “What would make someone feel more confident 
booking with us?”

zrainstor. a weemps wort’ ob content in one sitting ib you can or tame 
it one stef burt’er and deter.ine a cadence bor your fostsI T’at .ig’t 
.ean success stories on 6ondays, outco.es fro.otion on Cednesday, 
educational content on T’ursdays and De’ind t’e scenes on qaturdaysI 
He.e.Der, you do not ’ave to fost .ultifle ti.es a dayI Eonsistency 
Deats volu.e every ti.eI

mteM Three: Iuild Your Epail List 

—.ail re.ains one ob t’e ’ig’estBHOh .armeting c’annels, esfecially in 
’ealt’care and wellnessI Decause it consistently connects you to feofle 
w’o already trust youI hn bact, itps Deen said t’at bor every dollar you sfend 
on e.ail, youpll reaf a =K; HOh'

qo now, give your feofle a reason to Goin your e.ail list, .ame it easy bor 
t’e. to sign uf, and o“er t’e. a reason to stayI Uou already created a 
list Duilder earlier in t’e flanI Fow leverage it to your advantageI 6ame 
sure itps beatured fro.inently on your weDsite - .ayDe wit’ a fofBuf 
t’at allows visitors to oftBinI q’are your oftBin regularly on social .edia, 
.ont’ly at a .ini.u. Dut .ore obten ib it .ames senseI He.e.Der t’at 
you can ’ig’lig’t one little ite. ob value inside your list Duilder .agnet to 
fro.ote t’e oftBinI ze sure to .ention your guide, Wui:, etcI in ferson to 
your frosfects and current clients and fatients so t’ey can tell ot’ers, and 
donpt borget to linm uf your list Duilder in your Dio and e.ail signatureI

T’en co..it to a si.fle r’yt’.1 abter so.eone ’as co.fleted your welB
co.e nurture seWuence, drof one ’elfbul e.ail fer .ont’I T’atps enoug’ 
to get startedI q’are tifs, seasonal re.inders, education, or encourage.ent 
to .aintain a fresence and nurture relations’ifsI

2;2

ARC C
op

y O
nly



N—FFhR—H OH—EACj

mteM Four: Iuild Trust Throuwh CollaHorations

hb youpve ever ’eard t’e f’rase, Yq’ow .e your briends and hpll s’ow you 
your buture,3 t’atps w’at t’is section is all aDoutI One ob t’e bastest ways to 
reac’ new feofle organically is to fartner wit’ so.eone w’o already ’as 
t’eir trustI qtart Dy identibying two or t’ree fotential collaDorators w’o 
are around t’e sa.e si:e as your fractice, or .ayDe even a Dit largerI T’ese 
collaDorations s’ould en’ance your clientsp lives, so t’inm ob related Dut 
not co.feting services, suc’ as1

  ”y.s, yoga studios, or f’ysical t’erafy clinics

  Hecovery clinics t’at o“er cryo, red lig’t, or h/ t’erafies

  6ed qfa and aest’etics clinics wit’ conkdenceBDoosting treatB
.ents

  zridal s’ofs, salons, or DoutiWues

  Aair or Deauty salons and sfas

  Futritionists, c’irofractors, or wellness coac’es

  7ocal in)uencers wit’ a s.all Dut engaged bollowing

  Eo..unity organi:ations or Dusiness groufs

Once youpve identiked fotential fartners, start si.fleI C’en you afB
froac’ t’e., re.e.Der t’at youpre not fitc’ing a .assive ca.faign - 
Gust ofening a conversation around ’ow you .ig’t suffort one anot’erI 
hdeas t’at worm well can De a coB’osted educational event or worms’of, 
going live on social toget’er or creating Goint videos, or trading o“ inBo!ce 
ofenB’ouses to give clients and fatients t’e offortunity to learn aDout 
Dot’ DusinessesI Uou can also send out e.ails on t’e ot’erps De’alb and 
o“er crossBfro.otionsI

C’en done well, collaDorations beel natural and generous, and t’ey can 
dra.atically e9fand your reac’'

2;J

ARC C
op

y O
nly



”—T ROMFx ”—T zOO?—x

mteM FiRe: cll garketinw is Lo&al

He.e.Der t’at w’ile online visiDility is fowerbul, local fresence still .atB
ters deefly in t’e wellness industryI Eonsider ’osting an inBo!ce event 
lime a worms’of or ’old Wuarterly ofen ’ouses to frefare your clients and 
fatients bor t’e ufco.ing seasonI —nlist your tea. to ’elf you farticifate 
in local events lime co..unity bairs, races or c’arity eventsI Uou donpt need 
a ’uge turnoutI —ven 2S to JS engaged feofle can lead to .eaningbul 
growt’, esfecially w’en you Duild relations’ifs baceBtoBbaceI

7ocal visiDility reinborces everyt’ing youpre doing online and fositions 
your fractice as fart ob t’e co..unity, di“erentiating you bro. ot’ers 
w’o .ig’t not De willing to tame t’e ti.e to get involvedI

mteM mix: Tra&k Enwawepent( Not Aust OutMut

Organic growt’ tames ti.e, Dut it still deserves .easure.entI Pay attention 
to w’at resonates wit’ your audienceI hdentiby t’e fosts or e.ails t’at 
receive ofens, clicms, reflies, saves, or s’aresI Tracm w’ic’ tofics sfarm 
conversations or Wuestions and w’ic’ collaDorations lead to new bollowers 
or leadsI hpve said it Debore and hpll say it again1 donpt c’ase vanity .etricsI 
Pay attention to signals ob trust Decause t’ey tell you w’at to douDle down 
on ne9tI

Week EleRen: cdd Paid GroJth mtratewies

Paid advertising can De unDelievaDly fowerbul bor .ed sfas, ktness, .edB
icine, and wellness fractices$Dut only abter estaDlis’ing a solid boundaB
tionI hb youpve bollowed w’at hpve taug’t you aDout ’ow to ”et Round 
V ”et zoomed, you do ’ave t’e necessary boundation1 clear .essaging, a 
clean Dooming fat’, a list Duilder, auto.ated bollowBuf, outco.esBDased 
facmages, and a custo.er Gourney t’at re)ects ’ow real ’u.ans decideI 
Fow, you can turn your Dest content into a fredictaDle Dooming engine 
wit’out sounding lime everyone elseI
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JI ”oogle jds àAealt’care and .edicinesà folicy Q ’ttfs1––suffortIgoogleIco.–adsfolicy–ans
wer–2;]SK2

KI 6eta×s ”uidelines V Personal jttriDutes folicy Q ’ttfs1––wwwIbaceDoomIco.–Dusiness–’el
f–JL…0JK8K;;;;00K0[id<LKL…K…8KL0J8K…8

T’is weem guides you t’roug’ creating a si.fle faid syste. t’at resfects 
regulations, earns trust, and us’ers feofle to one clear ne9t stef1 Doom 5or 
Goin your list ib t’eypre not ready yet&I jt t’is foint, youpre knally ready to 
use faid ads t’e rig’t way - not as a Aail 6ary, not as a YDoost t’is fost 
and ’ofe,3 and deknitely not as Ysend everyone to t’e ’o.efage and fray 
t’ey kgure it outI3

Uoupre creating a s.art, controlled test bor iteration and e9flosive growt’I

mteM 1: mtart Jith the ProMer Guardrails →mo Your cds Get cM-
MroRed/

Aealt’, wellness, .edical, and aest’etics ads live under stricter scrutiny 
bor good reasonsI zot’ ”oogle and 6eta ’ave folicies t’at restrict cerB
tain ’ealt’careBrelated content, targeting, and clai.sI hb you ignore t’ose 
guardrails, your ads .ay get reGected$or worse, your account can get reB
strictedI

T’e sabest affroac’ is to lean into trust and aut’orityI T’at .eans educaB
tional, ’elfbul, accurate, nonBsensational .armeting t’at resfects frivacy 
and avoids Ycalling out3 so.eoneps conditionI jlso meef an eye on e.ergB
ing restrictions bor Y’ealt’ and wellness3 advertisers on 6eta t’at can li.it 
ofti.i:ation and targeting oftionsI

To create co.fliant, AhPjjBsabe, fre.iu.Bfositioned ads, bollow eac’ 
flatbor.ps rules 5knd and Doom.arm t’ese bor reberence as you Duild&1

  ”oogle jds YAealt’care and .edicines3 folicyJ 5w’atps restrictB
ed, w’at reWuires certikcation, w’atps fro’iDited&

  6etaps ”uidelines V Personal jttriDutes folicyK 5donpt i.fly 
so.eone ’as a .edical condition or sfecikc ’ealt’ status&I
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j fractical interfretation ob Yfersonal attriDutes3 bor your ads1 jvoid 
language lime Yqtruggling wit’ acne[3 YTired ob Deing overweig’t[3 Yxo 
you ’ave an9iety[3 Decause it can De interfreted as i.flying t’e viewer ’as 
a conditionI hnstead, s’ibt to educational bra.ing1 Yjcne treat.ent ofB
tions e9flained3 or YC’at to mnow aDout$3 w’ile meefing your .essaging 
clientBcentered and ’ofebulI

hb you are unsure, do not YguessI3 Head t’e folicy fages aDove krst, and 
w’en in douDt, strive bor conservative, educational language t’at Duilds 
crediDilityI Corming wit’ an agency t’at understands t’is industry can 
’elf you stay co.fliant and get Detter results wit’ less an9ietyI

mteM !: Fo&us on One ConRersion Goal 

6ost fractices bail at ads Decause t’ey try to connect wit’ anyone and 
everyone Dy advertising t’eir fractice as a w’oleI Hesist t’e urge to cast a 
wide net Dy fro.oting every solution you ’ave to o“erI He.e.Der t’at 
feofle are never going to sfend t’e ti.e to kgure t’ings out, and unless 
t’ey see w’at t’eypre looming bor, t’eypre going to scroll rig’t on fast your 
adI 

To solve t’is froDle., youpll need a wider variety ob ads and creativity, wit’ 
eac’ variation ai.ed at cafturing t’e attention ob a farticular frosfectI 
?eef it si.fle bor t’e.I E’oose one froDle. t’is frosfect wants solvedI 
Rocus on one outco.eBDased solution you o“er and give t’e. one clear 
ne9t stefI 

Uou .ig’t want t’e. to Yzoom Uour Rree Eonsultation,3 Yxownload 6y 
”uide,3 YTame Our >ui:,3 or Yqc’edule Uour h/ Online FowI3 ze clear 
and di“erentiate your fractice wit’ your call to actionI hb your ad could 
descriDe any ot’er fractice in town, itps too genericI

mteM 3: gat&h cds to the Custoper Aourney 

C’en you Degin using faid advertising, itps ’elfbul to understand where 
so.eone is .entally w’en t’ey see your .essage, not Decause ob .armeting 
Gargon Dut ’u.an De’aviorI —very frosfect .oves t’roug’ a Gourney DeB
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bore t’ey ever Doom, and t’at Gourney closely .irrors t’e custo.er Gourney 
you .affed out in Ceem Two ob your 0SBxay ”rowt’ PlanI T’e di“erence 
is si.fle Dut i.fortant1 itps t’e frosfectps Gourney, ’affening entirely in 
their .indI

qo.e feofle are Gust Deginning to reali:e t’ey ’ave a froDle.I Ot’ers are 
actively co.faring oftionsI jnd a s.aller grouf, usually around K fercent 
ob your universe at any given ti.e, is nearly ready to Doom - t’ey Gust need 
reassuranceI Paid advertising worms Dest w’en your .essage .atc’es t’ese 
.o.ents and .eets your frosfect w’ere t’ey areI

T’inm ob t’is Gourney in t’ree stages and structure your faid ca.faigns 
around t’e.I

jt t’e Deginning ob t’e Gourney - w’at we call t’e Ytof ob t’e bunnel3 - 
feofle are froDle.Baware, Dut not solutionBawareI T’ey mnow so.et’ing 
doesnpt beel rig’tI T’ey .ay De researc’ing sy.fto.s, brustrations, or 
outco.es t’ey want to ac’ieve, Dut t’eypre not yet looming bor a sfecikc 
treat.ent or froviderI T’is is not t’e .o.ent to fus’ a Dooming DuttonI 
hn bact, doing so too early obten DacmkresI 

jt t’is stage, your role is to educate and Duild trustI q’ort, affroac’aDle 
videos t’at e9flain w’atps ’affening or w’at oftions e9ist are incrediDly 
e“ectiveI qo are Y.yt’ vsI trut’3 conversations, e9flanations ob w’at to 
e9fect, or guidance on ’ow to c’oose t’e rig’t affroac’I Uoupre ’elfing 
t’e. beel inbor.ed and sabe, not sold toI T’e .ost natural ne9t stef bor 
so.eone in t’is f’ase is to Goin your list Dy downloading a guide, taming a 
Wui:, or watc’ing a s’ort educational video t’at ’elfs t’e. .ame sense ob 
t’eir situationI To target so.eone at t’e tof ob t’e bunnel, bocus on meyB
words t’at re)ect Wuestions, sy.fto.s, brustrations, or desired outco.es, 
not sfecikc treat.ents or Drand na.esI 

js feofle .ove burt’er along t’e Gourney, t’ey enter t’e .iddle stageI 
Aere, t’ey are solutionBaware, Dut not yet sure aDout youI T’eypve done 
enoug’ researc’ to mnow w’at tyfe ob service or treat.ent t’eypre looming 
borI Fow t’eypre co.faring froviders, weig’ing oftions, and asming WuiB
eter Wuestions lime, YC’o can h trust[3 and Yhs t’is t’e rig’t kt bor .e[3
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T’is is w’ere di“erentiation .attersI Uour advertising s’ould clearly co.B
.unicate ’ow your affroac’ is di“erent, w’at Wualikes you to ’elf, and 
w’at t’e e9ferience ob worming wit’ your fractice actually beels limeI T’is is 
t’e .o.ent to s’are your f’ilosof’y, outco.es, credentials, and .anner 
ob caring bor clients or fatientsI qocial froob Deco.es fowerbul ’ere as 
reassuranceI Ror a .iddleBobBbunnel frosfect, c’oose meywords t’at s’ow 
you understand t’e tyfe ob solution t’eypre looming bor and t’at t’ey are 
still co.faring oftionsI T’ese searc’es obten include treat.ent na.es, 
service categories, or f’rases lime YDest,3 Ynear .e,3 or Ycost ob,3 signaling 
t’at t’eypre evaluating froviders and deciding w’o t’ey can trustI Ror 
so.eone in t’is stage, t’e ne9t stef obten beels rig’t w’en itps an invitation 
to Doom a consultation or reWuest a fersonali:ed flanI

Rinally, t’ereps t’e Dotto. ob t’e Gourney - t’e foint w’ere so.eone is 
ready Dut still needs guidanceI T’ese frosfects are closeI T’eypre reading 
reviews, c’ecming fricing, and narrowing t’eir oftionsI C’at t’ey need 
now is conkdenceI qo.eone w’o is ready to Doom is searc’ing wit’ clear 
intent and sfecikcityI T’eir meywords obten include your services 5and ib 
youpre really doing a great GoD, your fractice na.e&, flus strong action 
or trust signals, suc’ as YDoom,3 Ysc’edule,3 Yaffoint.ent,3 Yreviews,3 
YfricingI3 hb t’eypre searc’ing on your fractice na.e, t’eypre s’owing 
t’eypve decided on a solution and are looming bor t’e bastest, .ost conveB
nient way to get startedI

Uour GoD at t’is stage is to re.ove ’esitation and .ame t’e fat’ borward 
clearI Testi.onials, results stories, and clear e9flanations ob w’at ’affens 
abter Dooming all ’elf reduce uncertaintyI T’is is w’ere clarity Deats creB
ativityI C’en feofle mnow e9actly w’at to e9fect and beel conkdent in t’e 
frocess, Dooming Deco.es easyI Ror t’ese frosfects, direct sc’eduling is t’e 
rig’t ne9t stefI

Mnderstanding t’is Gourney and aligning your ads to it ’elfs you avoid 
wasting .oney on .essages t’at .iss t’e .o.entI C’en your advertising 
.eets feofle w’ere t’ey are, instead ob w’ere you wis’ t’ey were, faid 
growt’ Deco.es .ore e“ective and ’u.an, and bar .ore froktaDleI
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mteM .: qse Your Iest Orwani& Content as Your cds

One ob t’e .ost fowerbul and overloomed faid advertising strategies is also 
one ob t’e si.flest1 donpt start bro. scratc’I hnstead ob inventing new ad 
content and ’ofing it lands, use w’at ’as already froven itselbI

7oom Dacm at your organic contentI hb a video, Heel, fost, or even an e.ail 
sfarmed strong engage.ent in t’e bor. ob co..ents, saves, s’ares, reflies, 
or x6s, t’atps your signalI Uour audience ’as already told you, YT’is 
.atters to .eI3 Paid ads si.fly a.fliby w’at t’e .armet ’as validatedI 
Uoupre not guessing" youpre scaling w’at wormsI

hdentiby two or t’ree fieces ob your ’ig’estBferbor.ing organic content 
and refurfose t’e. as ads, esfecially s’ortBbor. videoI ?eef t’e tone 
educational, conkdent, and ’u.an, e9actly as it ferbor.ed organicallyI 
C’en you lead wit’ real value and aut’enticity, your ads stand out in a 
beed bull ob generic fro.otions and borgettaDle sfecialsI

T’is affroac’ ferbor.s Detter and beels DetterI Uoupre not s’outing bor 
attention" youpre e9tending a conversation t’atps already resonatingI

mteM Q: ClariUy the Next mteM →a7k7a7 VDonvt send thep to your hope 
Mawe8—/

7etps De ’onest bor a .o.entI hb youpve run ads in t’e fast, t’ereps a good 
c’ance you sent feofle to your ’o.e fage and ’ofed t’ey would Yloom 
around3 and kgure out w’at to do ne9tI jl.ost everyone does t’is at krst 
since it beels logicalI Aowever, in fractice, it creates briction, conbusion, and 
.issed DoomingsI

Hecogni:e t’e ’ard trut’1 your ’o.e fage is not a decision fageI C’en 
so.eone clicms an ad, t’eypre resfonding to a very sfecikc .essageI qendB
ing t’e. to a general fage borces t’e. to reorient t’e.selves, ’unt bor inB
bor.ation, and .ame too .any decisions at onceI Hat’er t’an .armeting, 
youpre asming your frosfect to do e9tra wormI

Fow t’at you understand t’e custo.er Gourney, you can do Detter - and 
get Detter resultsI
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—very ad s’ould send so.eone to a fage Duilt bor one clear ne9t stef, Dased 
on w’ere t’ey are in t’eir GourneyI qo.eone w’o is Gust Deco.ing aware ob 
t’eir froDle. s’ould land on a Wui: or guide t’at ’elfs t’e. .ame sense 
ob itI qo.eone w’o understands t’e solution Dut is still evaluating oftions 
s’ould land on a service or outco.eBbocused fage t’at Duilds trust and 
clarityI jnd so.eone w’o is ready to .ove borward s’ould land directly 
on a Dooming fage t’at .ames it easy to say yesI

Nust as i.fortant, t’e fage t’ey land on s’ould beel lime a natural continuaB
tion ob t’e adI ht s’ould i..ediately reinborce t’e fro.ise t’ey clicmed on, 
wit’ an un.istamaDle outco.e and an oDvious ne9t stefI ?eef distractions 
to a .ini.u. so t’ey can stay bocusedI

hb youpve ever belt lime ads Yal.ost wormed,3 t’is is obten t’e .issing fieceI 
hb you .ame only one i.frove.ent to ’ow you run faid advertising going 
borward, let it De t’is1 stof sending feofle to your ’o.e fage and start 
guiding t’e. intentionally to t’e ne9t rig’t stefI

mteM z: Do the gath mo The Iudwet gakes mense

Ror .any fractice owners, faid advertising ’as always belt a little .ysteB
riousI 6oney goes in, so.et’ing ’affens 5.ayDe&, and youpre lebt wonB
dering w’et’er it was wort’ itI T’e uncertainty doesnpt co.e bro. t’e 
ads t’e.selves Dut bro. never slowing down to loom at t’e nu.Ders 
discernaDlyI zut once you do, faid advertising Degins to beel surfrisingly 
logicalI

—veryt’ing Degins wit’ understanding t’e value ob a new client or faB
tient in your fractice in real dollarsI 6ayDe your average krst furc’ase 
is a =2,JSS facmageI 6ayDe itps a =J8S initial visit t’at tyfically leads to 
ongoing careI —it’er way, you limely already mnow t’is nu.Der, youpve Gust 
never connected it to your .armeting decisions DeboreI

Fe9t, you Degin to loom at ’ow feofle .ove t’roug’ your syste.I Fot 
everyone w’o clicms an ad Deco.es a leadI Fot every lead DoomsI Fot 
every consult convertsI T’atps nor.alI C’at .atters is understanding t’e 
patternI Ror e9a.fle, ib you drive faid tra!c to your landing fage and 
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aDout one in kve feofle raises t’eir ’and, t’atps a JS fercent conversion 
rateI hb aDout ’alb ob t’ose leads Doom a consult, and a fortion ob t’ose 
consults Deco.e clients, you suddenly ’ave a clear ficture ob ’ow your 
invest.ent in faid ads turns into revenueI

Once you see t’at )ow, t’e .at’ Deco.es surfrisingly affroac’aDleI 
h.agine one ’undred feofle clicming your adI hb twenty ob t’e. Deco.e 
leads, ten Doom a consult, and bour Deco.e clients, you now understand 
’ow your syste. ferbor.sI ht re.oves guessworm and reflaces it wit’ a 
series ob s.all, fredictaDle stefsI

Fow layer in costI hb eac’ clicm costs around t’ree dollars, t’ose one ’unB
dred clicms cost t’ree ’undred dollarsI hb t’at sfend froduces bour new 
clients, youpve e“ectively sfent seventyBkve dollars to acWuire eac’ oneI 
C’en you co.fare t’at to t’e value ob a new client, esfecially in a fractice 
w’ere relations’ifs and libeti.e value .atter, t’at nu.Der suddenly beels 
signikcantly di“erentI xone rig’t, it beels e9citingI

T’e .indset s’ibt t’at you are not Duying ads Dut investing in outco.es 
c’anges everyt’ing1 youpre deciding, intentionally, ’ow .uc’ youpre 
willing to sfend to generate a Dooming, start a relations’if, and create 
longBter. valueI

js you get co.bortaDle wit’ t’is way ob t’inming, youpll naturally start 
esti.ating t’ings lime t’e cost ob a lead, a Doomed consult, and a new 
client acWuisitionI Uoupre not looming bor ferbection in your nu.Ders, Gust 
enoug’ consistency to guide s.art decisionsI

T’atps w’ere return on ad sfend 5HOjq& co.es inI htps si.fly t’e revenue 
generated divided Dy w’at you sfentI hb you invest a t’ousand dollars and 
generate kve t’ousand in attriDutaDle revenue, t’atps a kveBti.es returnI 
He.e.Der w’en we talmed aDout tracming your lead sources[ zenektting 
bro. t’is insig’t doesnpt reWuire co.fle9 attriDution .odels or bancy 
das’DoardsI Uou si.fly need a realistic .odel and t’e conkdence to review 
your nu.Ders wit’out bearI
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C’en you understand t’e .at’, it tames t’e e.otion out ob faid advertisB
ingI Uoupre no longer wondering, “Is this working?” Uoupre cal.ly deciding, 
“Is this worth scaling?” jnd t’atps e9actly ’ow a E—O s’ould affroac’ 
growt’I

Week TJelRe: 99 Ways To Fill Your Iookinw Calendar

Ceem 2J ’as one furfose1 .o.entu.7 jt t’is foint, youpve laid t’e 
boundation wit’ clear .essaging, tig’t syste.s, and t’e reali:ation t’at 
trustBDased wellness .armeting actually wormsI zut even wit’ a solid stratB
egy, every fractice ’its .o.ents w’ere t’e calendar goes rogue, reWuiring 
a bast, tactical flayDoomI 

T’atps e9actly w’y t’is Y00 Cays to Rill Uour zooming Ealendar3 list lives 
in Ceem 2J ob your 0SBxay ”rowt’ Plan1 itps your rafidBkre idea Danm 
bor generating de.and, creating urgency, and activating new and e9isting 
clients wit’out sfinning into c’aosI zoom.arm it, ’ig’lig’t t’e ideas you 
lime$and c’ecm o“ eac’ one you tame action onI T’en, co.e Dacm anyti.e 
you need a bres’ surge ob Doomings, a new ca.faign sfarm, or a si.fle 
action you can assign to your tea. todayI

33 Ways to cttra&t 

1( gax Out Your Goowle Iusiness Projle Q Elai. and bully ofti.i:e 
your ”oogle zusiness listing wit’ ufBtoBdate inbo, meywords, f’otos, and 
service areas to increase your visiDility in ànear .eà searc’es and drive .ore 
local tra!c to your fageI 

C’y1 j co.flete frokle affears .ore in searc’ and .afs, leading to .ore 
clicms and DoomingsI

!7 Dopinate Lo&al mEO Q Uour weDsite .ust target local meywords 
5lime Ywellness center in 4Eity(3&, content accurate contact inbo, and De 
.oDileBbriendlyI Crite content and .etaBtags bocused on your region and 
services so nearDy clients knd you krst on ”oogleI 
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C’y1 Hanming ’ig’ bor local searc’es .eans constant organic tra!c ob 
feofle actively seeming your servicesI

37 CaMture mear&h Nuestions Jith Content Q Hegularly fuDlis’ s’ort 
Dlog fosts or Rj>s answering co..on client Wuestions 5YAow does h/ 
t’erafy worm[3 or Yzest fostBwormout recovery tifs3&I 

C’y1 Hesfonding to t’ese Wueries educates your frosfects and i.froves 
your searc’ ranmings, attracting interested readers w’o can turn into DoomB
ingsI Aelfbul content Duilds trust and draws in feofle searc’ing bor soluB
tions t’at you frovideI

.7 En&ourawe BaRe BeRieJs Q jsm ’affy clients to leave ”oogle or 
Uelf reviews and .ame it easy wit’ a direct linmI Hesfond to every review 
frobessionallyI ”lowing testi.onials .ame you stand out and give ’esitant 
frosfects conkdence to DoomI 

C’y1 Peofle trust feer e9feriences" a strong review frokle can tif t’e 
decision in your bavor w’en new clients co.fare oftionsI

Q7 LeRerawe Lo&al Dire&tories ’ Listinws Q ”et your Dusiness listed 
on local wellness directories, Uelf, and ’ealt’ flatbor.s 5lime 6indDody, 
ElassPass, or Psyc’ology Today ib relevant&I Uour Fa.e, jddress, and 
P’one 5FjP& .ust De consistent across all listings to Droaden your online 
bootfrint and bunnel local leads your wayI

C’y1 T’e .ore flaces clients knd you online, t’e .ore inWuiries youpll get 
Q flus consistent inbo Doosts your local q—OI

z7 Aoin Lo&al Online Coppunities Q Particifate in local RaceDoom 
groufs, Fe9tdoor, or co..unity boru.s related to ’ealt’ and wellnessI 
O“er ’elfbul advice 5not Gust ads& and Deco.e the briendly local e9fertI 
C’en so.eone needs a service you o“er, neig’Dors will tag you as t’e goBto 
froI 

C’y1  zeing  visiDle  and  ’elfbul  in  co..unity  networms  Duilds 
wordBobB.out’ and trust, w’ic’ turn online acWuaintances into new afB
foint.entsI
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O7 mo&ial gedia Edu&ation Ilit“ Q Eonsistently fost Wuicm, valuaDle 
tifs on your social .edia 5hnstagra., TimTom, RaceDoom&I Ror e9a.fle, a 
oneB.inute video on stress relieb Dreat’ing or a .yt’BDusting fost aDout 
nutritionI Mse local ’as’tags and geoBtagsI 

C’y1 Msebul, s’areaDle content fositions you as an e9fert and meefs you 
on your bollowersp .inds Q so w’en t’ey need a service, youpre t’e one t’ey 
recall and DoomI

P7 mhoJ Your fupan mide Online Q q’are De’indBt’eBscenes feems ob 
your bacility, sta“ sfotlig’ts, or dayBinBt’eBlibe stories on social .ediaI 7et 
your fassion and fersonality s’owI Peofle connect wit’ feofle, and t’is 
war.t’ can attract clients w’o beel t’ey mnow youI 

C’y1 Trust is fara.ount in wellnessI C’en frosfects see t’e real ’u.ans 
and caring environ.ent De’ind your Drand, t’eypll beel .ore co.bortaDle 
Dooming t’at krst visitI

97 Go LiRe and Do N’cs Q Aost live sessions on RaceDoom or hnstagra. 
w’ere you answer co..on Wuestions or discuss ’ot wellness toficsI Ror 
instance, a .ental ’ealt’ counselor .ig’t do a live Yjsm a T’erafist3 c’atI 
Pro.ote it locally and save t’e recording to reBuseI 

C’y1 7ive interaction Doosts engage.ent and s’owcases your e9fertise in 
real ti.eI /iewers w’o receive answers to t’eir Wuestions are .ore limely to 
convert to Doomings Decause youpve Duilt crediDilityI

107 Bide Trendinw ToMi&s Q Ereate content t’at ri“s on fofular wellness 
trends or celeDrity ’ealt’ cra:es, e9flaining t’e. and o“ering your frobesB
sional tameI —9a.fle1 YC’atps t’e deal wit’ t’e latest green Guice cleanse 
and is it rig’t bor you[3

C’y1 Trending tofics are searc’ .agnetsI zy Gu.fing on w’atps fofular, 
you draw in curious locals and fosition your fractice as ufBtoBdate and 
inBt’eBmnow Q enticing new clients w’o want t’e real scoofI

117 fost a Free Wellness WorkshoM Q O“er a noBcost se.inar or de.o 
at your location or a co..unity venue on a tofic ob interest 5stress reB
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duction tec’niWues, smincare 2S2, nutrition bor Dusy .o.s, etcI&I Provide 
valuaDle tifs and a s.all breeDie or discount bor attendeesI 

C’y1 Corms’ofs s’owcase your e9fertise and let feofle e9ferience your 
value rismBbreeI jttendees get e9cited and are limely to Doom a bull session or 
facmage abterward since t’eypve gotten a fersonal taste ob w’at you o“erI

1!7 ThroJ an OMen fouse ERent Q Organi:e a lively ofen ’ouse at your 
bacility wit’ .ini service de.os, bacility tours, and .ayDe ’ealt’y snacmsI 
hnvite t’e fuDlic and encourage your current clients to Dring briendsI Aave 
a sfecial Ytoday only3 Dooming o“er bor attendeesI 

C’y1 jn ofen ’ouse lowers t’e Darrier bor new bolms to walm in and 
.eet youI T’e bun at.osf’ere generates Du::, and t’ose w’o attend can 
transition straig’t into sc’eduling an affoint.ent w’ile t’eir interest is 
’ig’I

137 Teap qM Jith CopMlepentary Iusinesses Q Partner wit’ anot’er 
local Dusiness t’at serves a si.ilar clienteleI Ror e9a.fle, a .ed sfa tea.ing 
wit’ a yoga studio or a nutrition coac’ wit’ a gy.I ErossBfro.ote eac’ 
ot’erps services, create a Goint facmage, or ’ost a co.Dined eventI PartnerB
s’if .armeting douDles your reac’I 

C’y1 Uou taf into an estaDlis’ed audience t’at trusts your fartner DusiB
ness, .eaning instant war. leads w’o are fri.ed to Deco.e your clients 
tooI

1.7 TaM CorMorate Wellness Q Heac’ out to local co.fanies and o“er 
a corforate wellness frogra. or lunc’BandBlearn sessionI Ror instance, a 
ktness studio .ig’t run a stressBrelieb stretc’ class at a tec’ kr., or a 
t’erafist could give a talm on wormBlibe DalanceI O“er e.floyees a sfecial 
rate to Doom your servicesI 

C’y1 zusinesses affreciate wellness bor t’eir tea.sI zy ’elfing t’e. out, 
you gain e9fosure to fotentially do:ens ob new clients at once, and t’e 
co.fanyps endorse.ent .ames e.floyees .ore limely to Doom wit’ youI
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1Q7 fiwh-End CollaHs Q jlign wit’ a lu9ury local retailer or serviceI 
T’inm a sfa fartnering wit’ a ’ig’Bend DoutiWue or a nutritionist wit’ an 
organic gour.et s’ofI EoB’ost /hP events or Dundle a service wit’ one ob 
t’eir froducts bor a uniWue facmageI 

C’y1 Uoupll i.fress an ufscale audience t’at values WualityI T’is mind ob 
crossBfro.otion aug.ents your Drand, and t’ose clients obten ’ave t’e 
sfending fower to Deco.e so.e ob your Dest, .ost breWuent DoomersI

1z7 IeUriend cllied fealth Pros Q zuild a reberral networm wit’ doctors, 
c’irofractors, ’airstylists, salon owners, f’ysical t’erafists, or any frobesB
sional w’ose clients .ig’t need your servicesI qend t’e. inbo aDout w’at 
you do and invite t’e. to tour your bacilityI Heturn t’e bavor Dy reberring 
your clients to trusted fartnersI 

C’y1 j nod bro. anot’er trusted frobessional is goldI Heberrals bro. t’ese 
sources co.e in already trusting you, .aming t’e. bar .ore limely to Doom 
and stay wit’ your fractice longBter.I

1O7 Ie a Lo&al gedia ExMert Q Pitc’ yourselb to local newsfafers, 
radio s’ows, or co..unity .aga:ines as a wellness e9fert availaDle bor 
co..entaryI qend a fress release w’en you launc’ a new service or ’ave a 
success storyI —ven a s.all .ention in t’e local fress or a kveB.inute radio 
sfot can )ood you wit’ inWuiriesI 

C’y1 Rree fuDlicity raises your crediDility bastI C’en feofle ’ear or read 
aDout you in a resfected local outlet, you instantly Deco.e t’e goBto 
aut’ority in t’eir .ind Q and t’e one t’ey call bor an affoint.entI

1P7 cdRertise in Lo&al gedia Q xonpt overloom traditional local adB
vertisingI j s.all ad in t’e co..unity newsfafer, a sfotBon local radio, 
or a )yer in t’e neig’Dor’ood .ailer can graD t’e attention ob residents 
w’o freber oldBsc’ool .ediaI Target your ad to a seasonal o“er or fofular 
service to draw interestI 

C’y1 Fot everyone is glued to social .ediaI hn farticular, local ads can 
reac’ older or less tec’y clients in your area, converting t’e. bro. readB

2…8

ARC C
op

y O
nly



N—FFhR—H OH—EACj

ers–listeners into new Doomings w’en t’ey learn aDout your services close 
to ’o.eI

197 gi&ro-?nQuen&er gawi& Q hnvite a local .icroBin)uencer 5t’inm 
8?QJS? ’ig’ly engaged bollowers in your city& bor a co.fli.entary service 
in e9c’ange bor t’e. s’aring t’eir e9ferienceI Obten, t’ese are ktness 
instructors, .o. Dloggers, or co..unity kguresI T’eir aut’entic testiB
.onials can send t’eir loyal bollowers your wayI htps wordBobB.out’ on 
steroids' 

C’y1 j s’outout bro. a relataDle local in)uencer Duilds instant trust wit’ 
a Droad audience, .any ob w’o. will want to try t’e sa.e e9ferience and 
Doom wit’ youI

!07 Bun a mo&ial gedia GiReaJay Q 7aunc’ a contest on hnstagra. or 
RaceDoom w’ere farticifants enter Dy tagging briends, s’aring a fost, or 
signing uf to your e.ail listI T’e fri:e could De a bree session or a wellness 
Dasmet 5fer’afs coBcreated wit’ anot’er local Dusiness&I Eontests create 
Du:: and e9fand your visiDility e9fonentially as feofle s’areI 

C’y1 Uoupll cafture new bollowers 5fotential clients& and generate e9citeB
.ent Q flus t’e winners obten turn into so.e ob your .ost loyal custo.ers 
abter enGoying t’eir fri:e and seeing your valueI

!17 Create an ?rresistiHle Lead gawnet Q O“er a valuaDle downloadaDle 
resource on your weDsite 5eIgI, Y2SBxay Elean —ating Hecife zoom3 or 
Y”uide to 6anaging jn9iety at Ao.e3& in e9c’ange bor an e.ail addressI 
Pro.ote it on social .edia and local boru.sI Once feofle download it, 
bollow uf via e.ail wit’ a briendly welco.e and an e9clusive newBclient 
o“erI 

C’y1 j lead .agnet lures in interested locals and Duilds your e.ail list 
wit’ war. leadsI Uoupre giving Debore asming Q Dy froviding value krst, you 
earn trust, .aming recifients bar .ore limely to Doom a faid service wit’ you 
down t’e lineI
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!!7 Enwawe in Guerrilla garketinw Q xo so.et’ing une9fected and 
Du::wort’y in your co..unityI E’alm t’e sidewalm wit’ insfiring wellB
ness Wuotes leading to your door or flace a bew Dranded yoga .ats in a farm 
wit’ YRree Elass Q 4Uour qtudio( ] P63 signsI 7owBcost, ’ig’Bwow stunts 
get feofle talming aDout you all over townI 

C’y1 ”uerrilla tactics Dream feofleps routine and get your na.e in t’eir 
’eads in a bun wayI T’at surfrise and delig’t can translate into curiosity 
and boot tra!c Q feofle will Doom Gust to De fart ob t’e e9cite.ent t’ey 
’eard aDoutI

!37 DistriHute Eye-Cat&hinw mJaw Q Print usebul swag 5fens, water 
Dottles, stress Dalls& wit’ your logo and weDsiteI Aand t’ese out at local 
races, ’ealt’ bairs, sc’ools Q anyw’ere your fotential clients areI jlso leave 
a stacm at co.fle.entary Dusinesses 5wit’ fer.ission&I 

C’y1 —veryone loves bree stu“I >uality swag meefs your na.e in bront ob 
feofle in t’eir daily libe 5t’inm1 a water Dottle at t’e gy.&, so w’en t’ey 
decide to seem a service, your Drand is literally in t’eir ’and and tof ob 
.indI

!.7 NetJork in Lo&al Iusiness Cir&les Q Noin your E’a.Der ob Eo.B
.erce, zusiness Fetworming hnternational 5zFh&, or local entrefreneur 
.eetufsI Polis’ your elevator fitc’ and e9fress genuine interest in ot’ersI 
Over ti.e, youpll Deco.e Yt’e wellness ferson3 in t’eir networmI 

C’y1 Peofle reber Dusiness to t’ose t’ey mnow and trustI zy Deing active 
in Dusiness networms, youpll gain a sWuad ob frobessionals w’o send clients 
your way, klling your calendar t’roug’ reberrals bro. bolms outside your 
usual circlesI

!Q7 OSer a VIrinw-a-Friend— Deal Q Ereate a fro.otion w’ere current 
clients can Dring a briend to a class or session bor bree 5or at a discount&I 
T’is worms bor ktness classes, grouf t’erafy worms’ofs, sfa days, etcI T’e 
briend gets to try it rismBbree alongside so.eone t’ey trustI htps way less 
inti.idating to try a new wellness service wit’ a DuddyI 
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C’y1 T’ese tagBalong briends obten convert into faying clients ib t’ey love 
t’e e9ferience, e“ectively turning your ’affy custo.er into a recruit.ent 
fartnerI

!z7 gake Your miwnawe mell Q hb you ’ave a f’ysical location, use your 
windows, sidewalm sign, or .arWuee to advertise a co.felling o“er or 
intriguing .essage 5YRree Cellness Eonsults T’is Ceem'3 or a bun wellness 
trivia& and ufdate it regularlyI —very ferson walming or driving Dy is a 
fotential clientI 

C’y1 ”reat signage can graD t’eir attention and fro.ft an i.fulse inB
Wuiry or visitI ht turns boot tra!c into actual tra!c t’roug’ your door, 
klling slots wit’ locals w’o .ig’t ot’erwise fass DyI

!O7 Dire&t gail Jith a TJist Q qend out a wellBdesigned fostcard or )yer 
to nearDy :if codes introducing your Dusiness wit’ a li.itedBti.e o“er 
5eIgI, YFew Elient qfecial Q 8SX o“ Rirst 6assage3&I hnclude a testi.onial 
Wuote bor trustI hn t’e digital age, a tangiDle .ailer can actually stand outI 

C’y1 j co.felling fostcard on t’e bridge serves as a constant re.inder, 
and t’at sfecial o“er gives frocrastinators a reason to knally Doom an 
affoint.ent Debore it e9firesI

!P7 mtart a Lo&al Wellness Challenwe Q Ereate a KSBday c’allenge 5eIgI, 
YKS xays to Rle9iDility3 or Y6indbul 6ay 6editation E’allenge3& and 
invite t’e co..unity to Goin via social .edia or an e.ail signBufI ProB
vide daily tifs or .iniBtasms, and encourage farticifants to s’are frogress 
5.ayDe wit’ a ’as’tag you create&I O“er a discount or fri:e bor t’ose w’o 
co.flete itI 

C’y1 j c’allenge energi:es feofle and creates a triDeBlime viDe around your 
DusinessI Particifants get results and beel connected to you, and once t’e 
c’allenge ends, t’eypre fri.ed to continue t’eir Gourney Dy Dooming your 
faid services to .aintain t’eir frogressI

!97 Iuild a BeUerral Prowrap Q Ror.ali:e a reberral syste. Dy giving 
clients a coufle ob reberral cards o“ering t’eir briends a krstBvisit discountI 
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C’en so.eone redee.s, reward t’e reberring client wit’ a gibt card or disB
count tooI Pro.ote t’is frogra. in your o!ce and newsletters so clients 
mnowI 

C’y1 Uour e9isting clients are your sales borce ib you let t’e. mnow ’ow 
to ’elfI j reberral frogra. .otivates and rewards t’e. bor sfreading t’e 
wordI Few clients co.e in on a trusted reco..endation, and e9isting 
clients sticm around longer to use t’eir rewards Q a winBwin t’at meefs your 
calendar DoomedI

307 farness VIest oU— cJards Q Fo.inate your Dusiness 5and encourB
age your bans to no.inate–vote& bor local Yzest ob 4Eity(3 awards or lists 
5zest qfa, zest T’erafist, etcI&I Reature any awards or knalist flace.ents 
froudly on your weDsite and social .ediaI 

C’y1 Peofle do loom at t’ose YDest ob3 lists w’en c’oosing w’ere to goI 
zeing aDle to say youpre awardBwinning instills conkdence in newco.ers, 
leading .ore ob t’e. to Doom wit’ t’e Dusiness t’atps Deen crowned one 
ob t’e DestI

317 OSer Lipited-Tipe measonal  mMe&ials  Q  xesign  fro.otions 
around seasons or ’olidays 5eIgI, a YFew Uear, Few Mfgrade3 facmage in 
Nanuary or a Yqu..er Ritness zoost3 frogra.&I 6ame t’e. Guicy and only 
availaDle bor a s’ort windowI qeasonal tieBins create urgency and relevancyI 

C’y1 Peofle are naturally .otivated Dy seasons 5t’inm Few Uear resoluB
tions or su..er Deac’ Dodies&, so a ti.ely o“er gives t’e. t’at e9tra fus’ 
to Doom now rat’er t’an Yso.edayI3

3!7 ContriHute Guest Content Q Crite a guest article bor a local Dlog, or 
o“er a bew tifs bor t’e co..unity newsletterI jlternatively, affear on a 
local fodcast or fanel to s’are adviceI xeliver usebul insig’ts wit’out ’eavy 
selbBfro.otion 5your Dyline or intro will .ention your Dusiness&I 

C’y1 C’en feofle see or ’ear your e9fertise beatured Dy a t’ird farty, it 
en’ances your crediDilityI Uoupll reac’ new focmets ob your co..unity, 
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and readers–listeners w’o learned so.et’ing will seem you out Q convertB
ing t’at crediDility into consultations and DoomingsI

337 Ie EReryJhere Your cudien&e ?s Q hdentiby w’ere your ideal local 
clients ’ang out and get seen t’ere in fersonI ”y. locmer roo.s, co“ee 
s’ofs, liDraries[ Pin uf )yers or mindly asm to leave Droc’uresI jttend t’eir 
co..unity events and introduce yourselbI /isiDility creates ba.iliarityI 

C’y1 C’en so.eone ’as seen your na.e around town .ultifle ti.es, 
youpre no longer a stranger Q so w’en t’ey reali:e t’ey need a service, guess 
w’o t’eypre limely to call krst[ T’at consistent fresence Duilds a fifeline 
ob new DoomingsI

1P Ways to ConRert

1( One-Cli&k Iookinw ConRenien&e Q O“er a stufidBeasy, userBbriendly 
online Dooming syste.I —.Ded a fro.inent Yzoom Fow3 Dutton on your 
weDsite and social frokles t’at leads to a si.fle sc’eduling fageI hb tec’B
nology isnpt your t’ing, use a service lime Ealendly or a sc’eduling aff t’at 
clients can use JL–;I 

C’y1 T’e bewer ’oofs so.eone Gu.fs t’roug’, t’e .ore limely t’eypll 
co..itI jn e“ortless Dooming frocess .eans w’en insfiration strimes at 
2S fI.I, t’ey can selbBsc’edule on t’e sfot Q klling your calendar wit’out 
a single f’one callI

!7 Liwhtninw-Fast Lead FolloJ-qM Q Hesfond to inWuiries and contact 
bor. suD.issions jqjP Q ideally wit’in an ’our or twoI hb so.eone 
co..ents on your fost asming bor inbo, .essage t’e. fro.ftlyI Ror calls 
you .iss, call Dacm rig’t awayI qfeed s’ows you care and caftures clients 
w’ile t’eir interest is ’otI 

C’y1 C’en a fotential client or fatient knally reac’es out, t’eypre ready 
to actI j Wuicm resfonse can turn t’at curiosity into a conkr.ed affointB
.ent, w’ereas waiting even a day gives t’e. ti.e to lose interest or contact 
a co.fetitorI
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37 OSer a Bisk-Free ?ntro Q He.ove t’e bear ob co..it.ent Dy froB
.oting a bree consultation or a lowBcost intro sessionI Ror e9a.fle, a 
t’erafist could o“er a bree 28B.inute f’one consult, or a fersonal trainer 
could o“er t’eir krst ktness class bor breeI —.f’asi:e Yno oDligation, Gust 
co.e see ib itps a kt'3 

C’y1 6any feofle ’esitate to Doom due to uncertaintyI j rismBbree intro 
overco.es t’at ’urdle Q and once t’ey .eet you and see t’e value, t’eypll 
De e9cited to Doom t’e bull affoint.entI htps an easy fifeline bro. YGust 
c’ecming it out3 to Deco.ing a faying clientI

.7 Clear Calls to c&tion EReryJhere Q xouDleBc’ecm t’at every fiece 
ob your .armeting clearly tells feofle ’ow to tame t’e ne9t stefI —very fage 
on your site s’ould invite t’e. to Yzoom Uour qession3 or YEall Fow to 
qc’eduleI3 —very social .edia Dio s’ould ’ave your Dooming linmI 

C’y1 hnterested feofle need a nudgeI zy e9flicitly telling t’e. w’at to 
do 5Yzoom now bor a bree consult'3&, you guide t’e. straig’t into your 
calendarI Uoupd De a.a:ed ’ow .any fotential clients Gust need t’at direct 
invitation to actI

Q7 mhoJ OS Your mo&ial ProoU Q qfrinmle testi.onials, star ratings, and 
.ini case studies t’roug’out your weDsite and even your Dooming fagesI 
hnclude a bew co.felling DeboreBandBabter stories ib afflicaDle 5eIgI, a client 
w’o overca.e Dacm fain abter your treat.ent&I C’en frosfects are on t’e 
bence, seeing froob ob ot’ersp success can tif t’e. over into DoomingI 

C’y1 Trust is t’e currency ob conversionI C’en so.eone sees real evidence 
t’at youpve ’elfed ot’ers lime t’e., it s’rinms t’eir douDtsI T’ey t’inm, 
YT’is could De .e'3 Q and t’eypre bar .ore limely to clicm t’at sc’edule 
Dutton or callI

z7 cddress OH)e&tions fead-On Q hdentiby co..on client ’esitations 
5Yhs it e9fensive[3, YCill it ’urt[3, Yxo h ’ave ti.e bor t’is[3& and answer 
t’e. ufbront in your .armetingI Ereate an Rj> section or a s’ort video 
addressing t’ese concernsI Ror e9a.fle, a recovery center .ig’t ’ave a 
Rj>1 YEan h meef worming w’ile in treat.ent[3 wit’ a reassuring answerI 
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C’y1 hb you answer t’e YUea’, Dut$3 in a clientps ’ead Debore t’ey even 
voice it, you eli.inate t’eir reasons not to DoomI T’eypll beel understood 
and assured, .aming it easier to tame t’at ne9t stef wit’ youI

O7 gultiMle Ways to Iook Q Eater to freberences1 so.e feofle ’ate 
f’one calls and love te9tingI Ot’ers are oldBsc’ool and want to talmI O“er 
at least two Dooming .et’ods 5online bor., call, te9t, even C’atsjff& and 
fro.inently advertise t’ese oftionsI 

C’y1 hb you only o“er one c’annel, you lose anyone w’o doesnpt lime 
t’at .et’odI C’en you frovide c’oices, every fersonality tyfe knds a 
co.bortaDle way to co..itI 6ore fat’s to Dooming < .ore Doomings, 
feriodI

P7 Train Your Teap to Close Q hb you ’ave a receftionist or sta“, train 
t’e. well to convert inWuiries into affoint.entsI T’ey s’ould De briendly, 
mnowledgeaDle, and always asm YCould you lime to go a’ead and Doom t’at 
now[3 at t’e end ob every inWuiry callI Eonsider a Wuicm c’eat s’eet ob 
answers bor co..on Wuestions and t’e Denekts ob Dooming now versus 
Yt’inming aDout itI3 

C’y1 —very f’one call or walmBin inWuiry is a golden offortunityI j 
wellBtrained tea. .e.Der can turn a curious Wuestion into a sc’eduled 
client Dy guiding t’e conversation, easing concerns, and conkdently invitB
ing t’e. to sc’edule Q all in a single interactionI

97 Create qrwen&y Jith Lipited OSers Q Occasionally run ti.eBsensiB
tive fro.otions 5Yzoom Dy Rriday bor JSX o“ your krst .assage3 or YOnly 
8 sfots lebt bor our sfring wellness facmage3& and fro.ote t’e deadline 
clearly to fus’ benceBsitters to act now rat’er t’an laterI 

C’y1 zy nature, feofle are frocrastinatorsI j ticming clocm or li.ited 
Wuantity nudges t’e. to stof futting it o“ and .ame t’at affoint.ent Q 
klling your calendar baster t’an ofenBended o“ers wouldI

107 ?pMlepent a Waitlist mystep Q Fever let a cancellation go unklled 
Dy .aintaining a si.fle waitlist ob interested clients 5.any sc’eduling 
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syste.s do t’is auto.atically&I C’en so.eone cancels, Dlast a Wuicm te9t 
to your waitlist o“ering t’e ofen slot to t’e krst tamerI 

C’y1 j bull calendar can Wuicmly sfring leams wit’ noBs’ows or cancelB
lationsI Cit’ eager clients waiting in t’e wings, you can flug t’ose ’oles 
i..ediately, .a9i.i:ing your Dooming density and revenueI

117 Bes&ue cHandoned Iookinws Q hb your online Dooming sobtware 
s’ows feofle w’o started to Doom Dut didnpt co.flete 5or ib so.eone 
x6pd bor inbo and t’en went Wuiet&, bollow ufI qend a briendly YFeed ’elf 
sc’eduling your affoint.ent[3 .essage or e.ailI qo.eti.es a tec’nical 
’iccuf or a .o.ent ob ’esitation can stof t’e., Dut a Wuicm nudge can 
save t’e DoomingI 

C’y1 7ibe ’affens and feofle get distractedI j gentle bollowBuf caftures 
t’ose lost offortunities and Drings t’e. Dacm to knis’ sc’edulingI ht 
s’ows you care and can signikcantly i.frove your conversion rate bro. 
interested leads to conkr.ed affoint.entsI

1!7 LiRe Chat Uor Nui&k cnsJers Q hnstall a live c’at widget or even a 
c’atDot on your weDsite so visitors can get instant answers w’ile t’eypre 
considering DoomingI 6any bolms ’ave a si.fle Wuestion 5Yxo you acceft 
.y insurance[3 or YC’ic’ class is Dest bor Deginners[3& t’at ib answered 
i..ediately will lead t’e. to Doom on t’e sfotI 

C’y1 hb a visitor canpt get an answer bast, t’ey .ig’t leave and never returnI 
7ive c’at meefs t’e. engaged and addresses t’eir concerns in real ti.eI 
Obten t’atps all it tames bor t’e. to beel conkdent clicming Yqc’eduleI3 
htps lime ’aving a briendly concierge JL–; converting curious Drowsers into 
clientsI

137 mipMliUy Your Forps Q xonpt scare o“ Doomings wit’ a daunting 
signBuf frocessI jsm only t’e essentials w’en so.eone is Dooming or reB
Wuesting inbo 5na.e, contact, and .ayDe one or two sfecikcs&I 7engt’y 
bor.s can wait until abter t’eypve co..ittedI 
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C’y1 —ac’ e9tra keld is an e9tra c’ance bor so.eone to say Ye’, hpll do 
t’is laterI3 zy strea.lining, you re.ove brictionI T’ey can always kll out 
detailed intame bor.s once t’ey set t’e affoint.ent, Dut a Wuicm and easy 
initial Dooming bor. .eans .ore feofle will cross t’e knis’ lineI

1.7 DisMlay Credentials and maUety Q Pro.inently disflay your WualikB
cations, licenses, and any ’ealt’ and sabety .easures 5esfecially bor .edical 
or .ental ’ealt’ services& on your site and in t’e clinicI Ror e9a.fle, 
ib youpre a licensed t’erafist or a certiked trainer, let t’at s’ineI qeeing 
Yzoard Eertiked,3 Y2S\ years ob e9ferience,3 or Dadges ob certikcation can 
reassure a nervous fotential client t’at t’eypre in good ’andsI

C’y1 Trust is a frereWuisite bor conversion in wellnessI C’en so.eone 
ferceives you as legit and smilled, t’eypre bar .ore limely to co..itI T’ose 
Dadges and credentials can Wuell bears and fus’ t’e. bro. consideration 
to DoomingI

1Q7 OSer FlexiHle m&hedulinw OMtions Q q’ow t’at you acco..odate 
Dusy livesI C’et’er itps e9tended evening–weemend ’ours or virtual afB
foint.ent slots, ’ig’lig’t t’e convenienceI hb a client mnows t’ey can see 
you outside t’eir 0 to 8 worm sc’edule or bro. ’o.e, t’ey ’ave one less 
reason to delay DoomingI 

C’y1 One Dig reason feofle donpt Doom is sc’eduling con)ictsI zy Deing 
)e9iDle and ufbront aDout it, you cafture t’ose w’o would ot’erwise 
t’inm Yh donpt ’ave ti.eI3 Eonvenience can obten seal t’e deal Q ib it kts 
t’eir libe, t’eypll .ame it ’affenI

1z7 Iundle Uor a Ietter Deal Q Ereate facmaged deals 5eIgI, Yzuy 8 
sessions, get 2 bree3 or a Dundle ob co.fle.entary services lime a .assage \ 
nutrition consult&I Present t’ese oftions at t’e ti.e ob Dooming or initial 
consultI qo.eti.es feofle Gust need a nudge to go bor a Digger co..itB
.ent uf brontI 

C’y1 zundles increase i..ediate value ferceftionI j client t’inming ob 
sc’eduling one session .ig’t ufgrade to a facmage Decause it beels lime a 
great deal, instantly klling your calendar bor weems to co.eI Plus, once 
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t’eypve Doug’t a Dundle, t’eypre deknitely Dooming all t’ose sessions Q 
Doosting your utili:ationI

1O7 Pre-Iook Next cMMointpents Q zebore a client leaves t’eir session, 
encourage t’e. to sc’edule t’e ne9t one 5or even Detter, t’eir ne9t several&I 
Ror e9a.fle, abter a successbul f’ysical t’erafy visit or rela9ing bacial, say 
Y7etps go a’ead and secure your sfot in two weems so you meef frogressB
ingI3 PossiDly o“er a s.all incentive bor Dooming a series in advanceI 

C’y1 Eafitali:e on t’e fostBsession glow w’en t’eypre .ost convinced ob 
your valueI zy locming in t’e ne9t visit rig’t away, you reduce t’e c’ance 
ob t’e. borgetting or dribting o“, and you meef your calendar consistently 
klled wit’ returning clientsI

1P7 TransMarent Pri&inw and Poli&ies Q 6ame your fricing, cancellation 
folicy, and any ot’er needBtoBmnow inbo fro.inent and clear ufbront, 
including on your weDsite and during t’e initial callI C’en t’ey beel inB
bor.ed, feofle are .ore limely to Doom Q and surfrises lime ’idden bees or 
strict folicies sfrung later can deter t’e.I 

C’y1 Mncertainty is a conversion millerI C’en you fresent everyt’ing 
transfarently, clients beel resfected and in controlI T’at conkdence in 
w’at t’eypre signing uf bor .ames t’e. bar .ore limely to say Yyes3 and 
sc’edule t’at affoint.ent, wit’out lastB.inute second t’oug’tsI

1P Ways to Create BaRinw Fans

1( Boll Out the Bed CarMet Uor NeJ Clients Q Treat krstBti.ers lime 
/hPsI Aave a s.all welco.e gibt or ’andwritten t’anmByou card ready at 
t’eir krst visitI Calm t’e. t’roug’ w’at to e9fect and bollow uf abterB
wards to asm ’ow t’eypre beelingI 

C’y1 j stellar krst i.fression turns a oneBti.e visitor into a loyal clientI 
C’en so.eone beels war.ly welco.ed and cared bor bro. day one, t’eypre 
bar .ore limely to reDoom and tell t’eir briends aDout t’e aweso.e e9feriB
enceI
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!7 ?pMlepent  a  Generous  BeUerral  Prowrap  Q  —ncourage 
wordBobB.out’ Dy rewarding t’ose w’o send you DusinessI Ror e9a.fle, 
YHeber a briend, and you zOTA get =JS o“ your ne9t sessionI3 6ame it 
easy1 frovide reberral cards or a s’areaDle linm–codeI 6ention t’e frogra. 
obten, in ferson and in e.ails, so clients re.e.Der itI 

C’y1 Uour current ’affy clients are your Dest a.DassadorsI j reberral 
incentive gives t’e. a tangiDle reason to actively Dring ot’ers inI ht creates 
a virtuous cycle1 .ore reberrals .ean .ore Doomings, and t’e clients w’o 
reber sticm around to use t’eir rewards, klling your calendar on Dot’ endsI

37 Laun&h a Loyalty gepHershiM Q Ereate a .e.Ders’if or loyalty flan 
bor refeat clientsI Ror e9a.fle, a .ont’ly .assage .e.Ders’if, or a YDuy 
2S classes, get J bree3 func’ card, or a tiered /hP cluD wit’ fermsI Aig’lig’t 
t’e savings and sfecial treat.ent t’ey get as .e.DersI 

C’y1 6e.Ders’ifs and loyalty frogra.s locm in recurring visitsI Elients 
love a good deal and a beeling ob DelongingI ht transbor.s oneBo“ afB
foint.ents into ongoing relations’ifs Q meefing your sc’edule bull wit’ 
regulars w’opve essentially freBDoomed t’roug’ t’eir .e.Ders’ifI

.7 Personali“e Ea&h ”isit Q ?eef notes on client freberences and details 
5suc’ as t’eir bavorite .usic during a .assage, t’eir Dirt’day, or t’eir dogps 
na.e&I Train your tea. to greet clients Dy na.e and asm aDout so.et’ing 
t’ey .entioned last ti.eI T’ese s.all touc’es wow feofleI 

C’y1 C’en clients beel seen as individuals rat’er t’an Gust anot’er DoomB
ing, t’ey bor. an e.otional Dond wit’ your DusinessI T’at connection 
translates to loyalty Q t’eypll meef co.ing Dacm w’ere YeveryDody mnows 
t’eir na.e,3 and t’eypll rave aDout you to ot’ers, tooI

Q7 murMrise ’ Deliwht FreeHies Q —very now and t’en, t’row in a little 
e9traI Per’afs an e9tra 2S .inutes ob treat.ent, a bree sa.fle froduct, or 
a co.fli.entary ufgrade to a fre.iu. service level w’en fossiDleI xonpt 
announce it a’ead ob ti.e Q let it De a surfrise DonusI 
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C’y1 Mne9fected generosity .ames feofle beel great and valuedI htps t’e 
mind ob e9ferience t’ey canpt ’elf talming aDout 5Yh went in bor a bacial and 
t’ey surfrised .e wit’ a bree seru. sa.fle'3&I T’ese ’affy stories sfread, 
Dringing you new clients, and t’e recifients t’e.selves are .ore inclined 
to Doom again, ’ofing bor .ore delig’tbul e9feriencesI

z7 mtay in Tou&h cUter ”isits Q qend a bollowBuf e.ail or te9t a bew days 
abter a session to asm ’ow t’eypre doing, frovide a tif related to t’eir visit, 
or linm to a relevant Dlog fost you wroteI Ror e9a.fle, abter a deefBtissue 
.assage, YAow are you beeling[ Aere are t’ree stretc’es to stay loose t’is 
weemI3 

C’y1 Ongoing care tells clients you t’inm ob t’e. Deyond t’e transaction, 
reinborcing t’e value t’ey received and meefing you on t’eir radarI T’is 
gentle nudge obten fro.fts t’e. to sc’edule t’eir ne9t session 5YUou 
mnow, h a. a Dit sore" h s’ould Doom anot’er'3& and increases t’e limeli’ood 
t’eypll reber you since t’ey see you truly careI&

O7 Iuild a Coppunity Feelinw Q Ereate a frivate RaceDoom grouf 
or C’atsjff c’at bor clients w’ere you s’are daily wellness tifs, ’ost 
.iniBc’allenges, or let t’e. suffort eac’ ot’erI Ror e9a.fle, a nutrition 
coac’ could ’ave a grouf w’ere clients swaf ’ealt’y recifesI 6oderate it 
so it stays fositive and valuaDleI 

C’y1 Peofle sticm wit’ services w’ere t’ey beel t’ey DelongI zy bostering a 
co..unity, youpre not Gust a service frovider, youpre a triDe leaderI Elients 
will stay engaged wit’ you Detween affoint.ents 5and Dooming .ore& 
Decause t’ey beel fart ob so.et’ing Digger Q and t’eypll invite ot’ers in, 
tooI

P7 CeleHrate gilestones and c&hieRepents Q Tracm client wins and celB
eDrate t’e.I hb a client loses 2S founds, knis’es 2S sessions, or reac’es one 
year wit’ you, recogni:e it Q .ayDe wit’ a s’outBout in your newsletter, 
a certikcate, or a s.all gibtI j recovery center .ig’t celeDrate 2Byear soDer 
anniversaries wit’ a tomen" a gy. .ig’t beature a Y.e.Der ob t’e .ont’3 
success storyI 
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C’y1 Hecogni:ing ac’ieve.ents .ames clients beel froud and valued, 
deefening t’eir e.otional invest.ent in your fracticeI Proud clients DeB
co.e loyal clients, and t’ey obten s’are t’eir ac’ieve.ents 5and your role 
in t’e.& wit’ ot’ers Q w’ic’ attracts new baces to your doorI

97 c&tiRely meek FeedHa&k Q Hegularly asm clients ’ow you can i.froveI 
Uou can do it via a Wuicm survey linm in a bollowBuf e.ail or a suggestion Do9 
at t’e bront desmI 6ore i.fortantly, act on it w’en you can, and let t’e. 
mnow you did 5YT’anms to your beedDacm, wepve e9tended our qaturday 
’ours'3&I 

C’y1 Elients affreciate Deing ’eardI —ven ib t’eir beedDacm is .inor, seeing 
you tame it seriously Duilds trust and a“ection bor your DusinessI T’eypll De 
.ore limely to stay and meef Dooming Decause t’ey mnow you genuinely care 
aDout t’eir e9ferienceI Plus, youpll catc’ s.all issues Debore t’ey Deco.e 
reasons so.eone .ig’t leaveI

107 fost Ex&lusiRe Client ERents Q T’row an occasional Yclient affreB
ciation3 event or worms’of Gust bor e9isting clientsI ht could De a bree yoga 
class in t’e farm, a stress .anage.ent weDinar bor t’erafy fatients, or a 
s.all ofen ’ouse wit’ rebres’.ents and .ini treat.ents bor sfa regularsI 
hnvite t’e. and .ayDe t’eir briends 5sobt reberral offortunity'&I 

C’y1 —9clusive events .ame your clients beel sfecial and rewardedI htps 
a way ob giving Dacm value Deyond faid sessions, w’ic’ meefs t’e. enB
t’usiastic aDout your servicesI T’ese bun interactions reBenergi:e clientsp 
co..it.ent to you Q and t’e bact t’ey can Dring a briend .eans youpre 
limely to snag a new client or two in t’e frocessI

117 ProRide Onwoinw Edu&ation Q ?eef educating your clients even 
abter t’eypve DoomedI Ror instance, send a .ont’ly wellness newsletter 
wit’ tifs and a client sfotlig’t, or s’are a UouTuDe video you .ade on a 
relevant toficI Tailor content to t’eir interests 5eIgI, .ental ’ealt’ tifs bor 
t’erafy clients, smincare routines bor sfa clients&I 

C’y1 C’en you meef adding value outside ob affoint.ents, clients sticm 
around Decause t’ey see you as a constant fositive fresence in t’eir libeI 
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T’eypll Doom .ore obten and bollow your adviceI Plus, t’ey .ay borward 
your aweso.e tifs to briends, w’ic’ indirectly Drings you new clienteleI

1!7 Turn Clients into mtars →Testiponials/ Q Reature your ’affy 
clientsp stories 5wit’ fer.ission& on your flatbor.sI q’are a DeboreBandBabB
ter or a Wuote aDout ’ow you ’elfed t’e., .ayDe even a f’oto or video 
testi.onial ob t’e. beeling greatI Fot only does t’is attract new clients, 
Dut it also )atters t’e beatured clientI 

C’y1 q’ining a sfotlig’t on clients .ames t’e. beel affreciated Q lime 
fart ob your success storyI T’e beatured client Deco.es even .ore loyal 
5w’o doesnpt lime fositive attention[&, and ot’ers reading t’ese stories beel 
insfired to Doom, envisioning t’eir own success wit’ you as t’e guideI

137 gake BeHookinw a faHit Q Train clients to t’inm a’eadI jt c’ecmout 
or in bollowBuf .essages, always suggest, Y7etps secure your ne9t session 
now so you meef your frogress goingI3 Uou can even o“er a s.all loyalty 
ferm bor Dooming a certain nu.Der ob sessions in advanceI 

C’y1 Eonsistency gets results and clients mnow itI zy fro.fting t’e. to 
reDoom w’ile t’eypre beeling t’e Denekts ob t’e latest session, you instill 
a routineI htps easier to .aintain .o.entu. t’an to restart" t’erebore, 
clients will meef co.ing regularly and your calendar stays nicely facmed 
wit’ returning affoint.entsI

1.7 ”?P Early c&&ess ’ mMe&ials Q ”ive your e9isting clients krst diDs 
on anyt’ing new Q w’et’er itps a new service, a li.ited worms’of, or a 
discount o“erI q’oot t’e. an Ye9clusive early access3 invite Debore you 
announce it fuDliclyI T’eypll beel frivileged and .ore limely to Gu.f on 
itI 

C’y1 Peofle love beeling lime insidersI zy treating your current clients as 
/hPs, you increase t’eir loyalty and libeti.e valueI T’eypll tame advantage 
ob t’e early o“ers 5klling t’ose slots& and affreciate you even .ore, w’ic’ 
t’eypll e9fress t’roug’ t’eir loyalty and reberralsI 
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1Q7 fandle CopMlaints like Gold Q C’en an un’affy client surbaces, 
treat it as an offortunity to wow t’e.I 7isten actively, afologi:e sincerely, 
and overBcorrect ib fossiDle 5lime a bree bollowBuf session on t’e ’ouse&I ObB
ten a wellB’andled co.flaint turns a disgruntled ferson into your Diggest 
banI 

C’y1 6istames or Dad days ’affen, Dut your reaction can actually increase 
client loyaltyI C’en feofle see youpre co..itted to .aming t’ings rig’t, 
it Duilds deef trustI T’eypll not only continue Dooming, Dut t’eypll also tell 
ot’ers ’ow well you care bor your clients even w’en t’ings arenpt ferbect 
Q w’ic’ is friceless fuDlicityI

1z7 gaintain a mMa-Like ctposMhere Q Fo .atter your wellness nic’e, 
your sface .ust De clean, co.bortaDle, and invitingI 6ayDe itps cal.ing 
.usic in t’e loDDy, a co:y couc’, or even a signature scentI hb youpre virtual, 
your onBscreen Dacmground s’ould De fleasant and frobessionalI 

C’y1 T’e e9ferience .attersI C’en clients beel rela9ed and ’affy in your 
sface, t’ey associate t’ose good viDes wit’ your serviceI T’at .eans longer 
visits, .ore breWuent returns, and ent’usiastic reviewsI Peofle literally 
Doom wit’ t’e flace t’at gives t’e. t’e Dest beeling, even ib si.ilar services 
are o“ered elsew’ereI

1O7 EpMoJer Your Teap to WoJ Q hb you ’ave sta“, give t’e. t’e 
autono.y 5and training& to go aDove and DeyondI Eould t’e brontBdesm 
ferson o“er to walm an elderly client to t’eir car wit’ an u.Drella on a rainy 
day[ Ean a trainer sfend an e9tra bew .inutes abter class to ’elf so.eone 
wit’ a bor. Wuestion[ T’ese little wows add ufI 

C’y1 j culture ob e9ceftional service creates raving bansI Elients will s’are 
stories ob ’ow Yt’e sta“ is a.a:ing Q t’ey really tame care ob you'3 T’is 
not only meefs t’ose clients co.ing Dacm, Dut it also sends t’eir briends 
)ocming to e9ferience t’e sa.e level ob care, directly translating into .ore 
DoomingsI

1P7 gake BeUerrinw muMer Easy Q zeyond a bor.al frogra., si.fly 
bacilitate t’e act ob reberringI ht could De as si.fle as giving eac’ client a 
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coufle ob Dusiness cards wit’ a sfecial newBclient fro.o code on t’e Dacm, 
or a Yq’are wit’ a briend3 borward oftion in your e.ailI jlso, fositively 
reinborce w’en so.eone does reber 5fuDlic t’anmByou or s.all gibt&I 

C’y1 Aaffy clients .ig’t intend to reber Dut borget or donpt get around to 
itI zy .aming t’e reberral frocess brictionless and acmnowledging it war.ly, 
youpll see a lot .ore na.es co.ing in as YsoBandBsops briendI3 —ac’ reberral 
is essentially a freBsold Dooming arriving at your door at no costI

13 Ways to cutopate

1( Online  Iookinw  ’  cuto-Bepinders  Q  h.fle.ent  an  online 
sc’eduling syste. t’at auto.atically sends conkr.ation and re.inder 
te9ts–e.ailsI qyste.s lime 6indDody, jcuity, or Nane can ’andle t’isI Fo 
.ore f’one tag Q clients Doom t’e.selves and get finged, so t’ey donpt 
borgetI 

C’y1 juto.ation ’ere .eans bewer noBs’ows and less ad.in wormI Uour 
calendar stays bull Decause feofle actually re.e.Der t’eir affoint.ents, 
and you bree uf ti.e t’at youpd sfend .anually conkr.ing Doomings or 
c’asing down late arrivalsI

!7 Client BelationshiM ganawer →CBg/ Q Mse a si.fle EH6 or client 
dataDase 5even a sfreads’eet to start& to tracm eac’ lead and client, includB
ing t’eir contact inbo, interests, and ’istory wit’ youI qet it to re.ind you 
w’en to bollow uf 5eIgI, itps Deen si9 .ont’s since Naneps last visit Q send a 
Ywe .iss you3 note&I 

C’y1 j EH6 ensures no one balls t’roug’ t’e cracmsI zy meefing orB
gani:ed and auto.ating re.inders to reac’ out, you reactivate dor.ant 
clients and .aintain a fersonal touc’ even as you growI Eonsistent bolB
lowBufs result in a steady )ow ob returning Doomings t’at you .ig’t ’ave 
ot’erwise lostI

37 cutopated Epail Nurture Q Ereate a welco.e e.ail series bor new 
contacts or clientsI Ror e9a.fle, once so.eone signs uf or co.es in, t’ey 
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get a seWuence1 xay 2 Q welco.e V w’at to e9fect, xay K Q a ’elfbul tif 
or Dlog fost, xay ; Q an e9clusive o“er to Doom t’eir ne9t sessionI qet t’is 
uf once and let it runI 

C’y1 qtaying in a new leadps or clientps inDo9 meefs you tofBobB.ind 
e“ortlesslyI juto.ation turns leads into Doomings Dy Duilding t’e relaB
tions’if wit’out you .anually writing e.ails eac’ ti.eI zy t’e end ob t’e 
seWuence, t’ey beel connected and obten ’ave already sc’eduled t’eir ne9t 
affoint.entI

.7 mgm garketinw →CareUully/ Q Mse te9t .essaging to your advantage Dy 
auto.ating occasional te9ts1 fer’afs a .ont’ly Ywellness tif ob t’e day3 
or )as’ sale announce.entI qince te9t ofen rates are smyB’ig’ 5around 0…X 
are ofened& itps an e“ective way to reac’ clientsI Nust donpt overdo it Q meef 
te9ts inbreWuent and valuaDleI 

C’y1 Peofle read te9ts al.ost instantlyI j ti.ely, wellBcrabted te9t can kll 
a sudden cancellation or Doost signBufs bor an event Decause it creates a 
sense ob direct, urgent co..unicationI htps lime ’aving a ’otline to your 
clientsp attention Q ferbect bor WuicmBaction o“ers t’at kll your calendarI

Q7 mo&ial gedia m&hedulinw Q zatc’ create your social fosts and use 
a sc’eduling tool 5lime zu“er or Aootsuite& to fuDlis’ t’e. at ofti.al 
ti.esI Ror instance, sfend one abternoon designing a weemps wort’ ob fostsI 
juto.ation tools 5or DuiltBin flatbor. beatures& let you frefare and Wueue 
content a’ead ob ti.eI 

C’y1 Eonsistency on social .edia attracts and retains bollowers 5buture 
clients–fatients& Dut doing it daily can De a dragI juto.ation .aintains 
your .armeting even w’en youpre bocused on clientsI T’e constant visiDilB
ity translates to .ore inWuiries and Doomings, wit’out you Deing c’ained 
to your f’one JL–;I

z7 TepMlate Your BesMonses Q qave ti.e Dy creating te.flates bor 
e.ails–.essages you send obtenI hnWuiries aDout fricing[ Aave a briendB
ly freBwritten resfonse ready to fersonali:eI RollowBuf abter a consult[ 
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Te.flate itI 6ost e.ail tools let you save sniffets t’at you can insert and 
tweamI 

C’y1 qfeed and consistencyI hnstead ob writing bro. scratc’ eac’ ti.e, a 
te.flate lets you resfond in seconds wit’ all t’e mey inbo, w’ic’ i.fresses 
fotential clients wit’ your resfonsivenessI ht also ensures you donpt borget 
any i.fortant detailsI >uicm, inbor.ative reflies < .ore conversions to 
DoomingsI

O7 FcN ChatHot Q hnstall a c’atDot on your site or RaceDoom fage t’at 
can answer co..on Wuestions any ti.e ob dayI Ror e9a.fle, ib so.eone 
asms, YC’at are your ’ours[3 or Yxo you o“er grouf rates[3, t’e Dot can 
instantly refly wit’ t’e inbo youpve freBloadedI 

C’y1 j c’atDot is lime ’aving a JL–; assistantI ht engages visitors i..ediB
ately, froviding answers or even collecting t’eir contact inbo bor youI T’is 
instant interaction can cafture leads w’o .ig’t ot’erwise Dounce o“ t’e 
site ib t’ey canpt knd w’at t’ey need at 22 fI.I Q converting .idnig’t weD 
lurmers into to.orrowps affoint.entsI

P7 cutopate BeRieJ Be6uests Q Mse sobtware or an e.ail trigger to 
auto.atically asm bor a review a bew days abter an affoint.entI 6any 
Dooming syste.s will send a YAow was your visit[ Please leave us a review 
’ere,3 wit’ a linmI T’is auto.ation enaDles you to continuously gat’er 
bres’ testi.onials wit’out .anually c’asing everyoneI 

C’y1 Rres’ reviews meef your refutation sfarmling and i.frove your 
searc’ ranming, w’ic’ leads to .ore new clientsI juto.ation frovides 
every ’affy custo.er wit’ a gentle fro.ft to s’are t’eir e9ferience, 
steadily increasing your social froob Q and it tames :ero e9tra e“ort bro. 
youI

97 Be&urrinw Tasks ’ Calendar Q Mse froGect .anage.ent tools 5or Gust 
calendar re.inders& to auto.ate your .armeting toBdosI Ror instance, set 
a recurring re.inder to c’ecm your ad stats on t’e 2st ob eac’ .ont’, or a 
tasm to send out t’e .ont’ly newsletter on t’e 28t’I 
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C’y1 h.fortant tasms wonpt slif t’roug’ t’e cracmsI C’en .armeting 
activities ’affen lime clocmworm, you .aintain a steady fifeline ob clientsI 
Cit’ t’is organi:ation, youpll consistently do t’e t’ings t’at kll your 
calendar, rat’er t’an borgetting t’e. in t’e c’aos ob daily oferationsI

107 mewpent and Personali“e at m&ale Q js your e.ail list grows, use tags 
or seg.ents to auto.atically send .ore relevant contentI Ror e9a.fle, tag 
clients Dy interest 5weig’t loss, smincare, stress relieb& and let your e.ail 
flatbor. send eac’ seg.ent tailored tifs or o“ersI Uou can even ’ave 
dyna.ic kelds lime ]Elient Fa.e^ and reberences to t’eir last visit to .ame 
.ass e.ails beel oneBonBoneI 

C’y1 Peofle fay .ore attention to .essages t’at beel tailorB.adeI qegB
.ented, fersonali:ed co..unication gets ’ig’er ofen rates and resfonsB
es, w’ic’ .eans .ore feofle taming you uf on o“ers t’at genuinely kt 
t’e., resulting in .ore Doomings wit’out a oneBsi:eBktsBall DlastI

117 Outsour&e Boutine Tasks Q juto.ate Dy delegationI Aire a virtual 
assistant or use a service bor refetitive .armeting tasms lime fosting Dlog 
articles, bor.atting newsletters, or sending affoint.ent bollowBufsI T’ey 
can use your te.flates and guidelines to meef t’e tone consistentI 

C’y1 Uour ti.e is freciousI zy o_oading routine Dut i.fortant tasms, 
youpll guarantee t’eypll get done consistently w’ile you bocus on ’ig’Bi.B
fact activities 5or client care&I T’e result[ Fot’ing balls t’roug’ t’e cracms, 
.armeting stays steady, and your calendar reafs t’e Denekts ob continuous 
outreac’ .ultiflied Dy your ’elferps e“ortsI

1!7 cnalyti&s on cutoMilot Q qet uf si.fle das’Doards or reforts 5eIgI, 
”oogle jnalytics bor your site, social .edia insig’ts, or a tool lime ”oogle 
xata qtudio& t’at auto.atically ufdate wit’ mey .etrics Q weDsite visitors, 
lead bor. klls, Dooming rates, etcI qc’edule a .ont’ly e.ail refort to 
yourselbI 

C’y1 C’en data co.es to you auto.atically, itps easy to stay inbor.edI 
Uou can Wuicmly sfot w’atps worming or needs tweaming and react affroB
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friately to meef Doomings )owingI Fo .ore guessworm Q auto.ated data 
.eans s.arter decisions t’at lead to .ore klled slots wit’ less e“ortI

137 BeMurMose Content cutopati&ally Q Mse tools or si.fle worm)ows 
to reBs’are your content across c’annelsI Crote a great Dlog fost[ qet uf 
an auto.ation to fost an e9cerft on RaceDoom and 7inmedhnI Hecorded a 
video tif[ —9tract t’e audio and Wueue it as a .ini fodcast efisodeI 

C’y1 One fiece ob content can attract clients in .ultifle flaces wit’out 
e9tra worm eac’ ti.eI juto.ation allows you to sWuee:e .a9i.u. value 
5and reac’& out ob everyt’ing you createI T’e .ore eyes on your advice, 
t’e .ore inWuiries and affoint.ents roll in Q all bro. content you already 
froducedI

1O Ways to m&ale

1( Tra&k Your 5ey getri&s Q hdentiby a ’andbul ob nu.Ders t’at .atter 
.ost 5leads fer .ont’, conversion rate to Doomings, client retention rate, 
etcI& and .onitor t’e. closelyI zy diving into t’ese .etrics, you can see 
w’atps worming, w’at to leverage, and w’at to let go obI Mse a si.fle 
sfreads’eet or das’Doard to watc’ trends over ti.eI 

C’y1 Uou canpt scale w’at you donpt .easureI ?nowing your stats is lime 
’aving a co.fass fointing you to w’ere your ti.e and .oney froduce 
t’e Dest return in DoomingsI xouDling down on w’at worms 5and k9ing or 
droffing w’at doesnpt& is t’e .et’od bor growing s.arter and basterI

!7 ?nRest gore in Winners Q C’en you see certain .armeting e“orts 
worming 5eIgI, your RaceDoom ads are Dringing 8` HOh or t’at fartners’if 
wit’ t’e local salon Droug’t 2S new clients&, four .ore buel on t’e kreI 
hncrease t’e ad Dudget, refeat t’e salon event regularly, etcI qcale uf gradB
ually and watc’ t’e resultsI 

C’y1 T’is is ’ow you .ove bro. a ’andbul ob Doomings to a )oodI zy 
taming froven tactics and doing t’e. Digger or .ore obten, you a.fliby 
your successI htps e!cient growt’, w’ere every e9tra dollar or ’our you 
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invest returns .ultifles in new affoint.ents, Decause youpre Duilding on 
w’atps already froven to resonateI

37 Trip the Dead Weiwht Q Eonversely, ib so.et’ing isnpt yielding results 
abter a bair try, cut itI 6ayDe you sfonsored an event and got :ero clients, 
or youpre fosting on a social flatbor. w’ere your ideal audience isnpt 
resfondingI Rree uf t’ose resources and reallocate t’e. to your winnersI 

C’y1 Uour ti.e and Dudget are kniteI C’en you cease activities t’at donpt 
full in Doomings, you create sface 5and bunds& bor t’ose t’at doI T’is 
continuous fruning meefs your .armeting e“ective and frevents you bro. 
t’rowing e“ort into a void Q a critical strategy bor sustainaDle growt’I

.7 ExMand Your Bea&h GeowraMhi&ally Q Once youpre fofular in your 
i..ediate area, consider casting a wider netI T’is e“ort could involve 
targeting ads to neig’Doring towns, listing your Dusiness in adGacent cities, 
or even ofening a .odest satellite location or fofBuf day in a nearDy townI 

C’y1 hb youpve saturated one .armet, t’e ne9t Doomings Donan:a .ig’t De 
Gust JS .iles awayI zy carebully e9tending your radius, you taf into new 
client foolsI htps lime reflicating your success Dluefrint in a new territory, 
scaling your client Dase wit’out reinventing t’e w’eelI

Q7 ?ntrodu&e m&alaHle OSerinws Q jdd services t’at let you serve .ore 
feofle at once wit’out frofortional e9tra e“ortI Ror e9a.fle, grouf 
worms’ofs, s.allBgrouf frogra.s, or online courses–digital froducts 5lime 
a faid weDinar series or an eBDoom ob your tof tifs&I j nutrition coac’ 
could sell a .eal flan eBDoom" a t’erafist .ig’t ’ost a weemly grouf sesB
sionI 

C’y1 OneBtoBone ’as a ceiling t’at oneBtoB.any Dreams t’roug’I qcalaDle 
o“erings generate revenue and Doomings Deyond t’e ’ours you fersonally 
’ave in a dayI T’ey widen your bunnel since .any feofleps krst faid interB
action .ig’t De your grouf or digital froduct, Debore so.e will convert to 
’ig’Bvalue oneBonBone DoomingsI

JS]

ARC C
op

y O
nly



”—T ROMFx ”—T zOO?—x

z7 fire or Outsour&e mtratewi&ally Q zring in ’elf bor t’e areas w’ere 
youpre ’itting cafacityI hb your calendar is bull 5yay& Dut you still ’ave 
de.and, .ayDe itps ti.e to ’ire anot’er fractitioner or instructorI hb 
.armeting is growing Deyond your xhU smills, ’ire a fartBti.e .armeting 
sfecialist or agency to e9fand your e“ortsI 

C’y1 qcaling obten reWuires a tea.I 6ore ’ands 5w’en a“ordaDle& .ean 
you can serve .ore clients and e9ecute Digger .armeting ideasI j new 
t’erafist can tame on e9tra clients under your fractice, douDling DoomingsI 
j .armeting fro can drive ca.faigns t’at you couldnpt .anage alone, 
Dringing in .ore leadsI hnvesting in feofle fays o“ as your revenue grows 
Deyond w’at a solo act could ac’ieveI

O7 mystepati“e and Do&upent Q Ereate qOPs 5qtandard Oferating ProB
cedures& bor your successbul frocesses Q bro. ’andling consultation calls 
to running eventsI Mse c’ecmlists or si.fle docsI T’is fractice enaDles you 
to easily .aintain t’e sa.e Wuality and e!ciency as you ’ire or e9fandI 

C’y1 Eonsistency is critical to scaling gracebullyI Cit’ all frocesses docuB
.ented, you can onDoard new sta“ baster, reflicate events or ca.faigns 
wit’out starting bro. scratc’, and ensure clients get a fositive, reliaDle 
e9ferience no .atter ’ow Dusy you getI ”rowt’ wonpt Dream your syste." 
it will continue to run lime a wellBoiled .ac’ine, meefing t’ose Doomings 
)owing s.oot’lyI

P7 m&ale Your garketinw Iudwet Wisely Q hb youpre getting a nice 
return on a s.all .armeting sfend, try uffing itI Ror instance, ib =2SS in 
”oogle ads Drings 2S clients, see w’at =KSS doesI Uou can also invest in 
’ig’erBi.fact ca.faigns 5lime a frobessionally froduced video or Droader 
direct .ail drof& once t’e Dasics are froktaDleI Tracm every dollarI 

C’y1 jt a certain foint, investing .ore .oney yields signikcantly .ore 
Doomings, Dut only w’en fointed in t’e rig’t directionI C’en you reinvest 
a fortion ob your growing revenue into Digger .armeting fus’es, you 
create a cycle ob growt’I zasically, you fay to reac’ frosfects w’o ’avenpt 
’eard ob you yet, using froven .essaging, and watc’ your affoint.ent 
Doom kll uf even burt’erI
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97 BeMeat and ExMand mu&&essUul ERents Q Tame any event or ca.faign 
t’at wormed well and scale it ufI ”ot a great turnout at a bree worms’of[ 
Fe9t, o“er a faid .ultiBweem series or a larger se.inarI xid a YCellness 
Rair3 ofen ’ouse Dring in Dusiness[ 6ame it a Wuarterly event or collaDorate 
wit’ .ore Dusinesses bor an even Digger e9foI 

C’y1 Uoupve strucm gold once Q w’y not .ine it again[ Peofle love contiB
nuity and Digger, Detter versions ob t’ings t’ey enGoyedI zy scaling an event, 
you not only Dring Dacm bolms bor round two 5obten wit’ t’eir briends&, 
Dut you estaDlis’ a tradition t’at Deco.es mnown in t’e co..unity Q 
.eaning eac’ iteration attracts .ore newco.ers and yields .ore Doomings 
t’an t’e lastI

107 LeRerawe Te&h Uor Personali“ation at m&ale Q Mse advanced beatures 
in your sobtware to tailor e9feriences as you grow largerI Ror instance, 
seg.ent your newsletter Dy client tyfe so ktness Du“s get di“erent content 
t’an smincare ent’usiastsI Mse your EH6 to trigger fersonal Dirt’day 
.essages or oneByear anniversary Ywe affreciate you3 o“ers auto.aticallyI 

C’y1 zig doesnpt ’ave to beel i.fersonalI Tec’ allows you to meef t’at 
s.allBDusiness c’ar. 5re.e.Dering Dirt’days, fersonal interests, etcI& 
even w’en you ’ave ’undreds ob clientsI T’is fersonal outreac’ bosters 
loyalty and reberrals on a grander scale Q clients sticm around and meef 
Dooming Decause t’ey still beel affreciated and recogni:ed, w’ic’ Deco.es 
a uniWue selling foint as you e9fandI

117 Consider a me&ond Lo&ation or goHile qnit Q hb your krst location 
is consistently Doomed out and drawing bro. a Droad area, you .ig’t scale 
Dy ofening a second s.all location in anot’er ’ig’Bde.and area or an 
adGacent townI jlternatively, launc’ a .oDile service unit 5lime a fofBuf 
clinic or van& t’at can visit di“erent neig’Dor’oods or corforate sitesI 

C’y1 P’ysical e9fansion can .ultifly your cafacity and convenienceI 
Uoupre e“ectively Dringing your services closer to .ore feofleI Ror clients 
w’o bound distance a Darrier, you re.ove t’at oDstacle Q and voil%, a 
)ood ob new DoomingsI Plus, you sfread Drand do.inance over a larger 
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geograf’ic area, estaDlis’ing you as the wellness frovider in .ultifle co.B
.unitiesI

1!7 DouHle DoJn on Edu&ation ’ Content Q js you grow, invest in 
creating ’ig’erBWuality content resourcesI 6ayDe start a UouTuDe c’annel 
or a fodcast addressing co..on wellness Wuestions or fuDlis’ a s’ort 
eBDoom ob your Dest tifsI Pro.ote t’ese widelyI 

C’y1 T’oug’t leaders’if scales trust .assivelyI Aig’BWuality content can 
reac’ t’ousands, fositioning you as an aut’ority well Deyond your i..eB
diate localeI Peofle obten travel or wait to Doom wit’ t’e ferceived Ye9fert3 
in t’e keldI zy scaling your content outfut, you attract a larger audience, 
.any ob w’o. convert to faying clients Decause t’ey already learned bro. 
you and trust youI

137 ?pMlepent Continuous ?pMroRepent Cy&les Q qet aside ti.e 
eac’ Wuarter to review w’atps worming and Drainstor. tweams to i.frove 
itI 6ayDe your conversion rate is 8SX Q w’at would it tame to .ame it 
]SX[ zring your tea. into t’ese .ini strategy sessionsI q.all iterative 
i.frove.ents 5lime a Detter bollowBuf scrift or a nicer welco.e facmet& 
i.fle.ented regularly consistently increase your e“ectivenessI 

C’y1 qcaling isnpt Gust aDout doing .ore" itps aDout doing betterI Eonstant 
i.frove.ents act lime co.found interest in your Dusiness Q eac’ tweam 
could .ean a bew .ore Doomings fer .ont’I Over ti.e, t’ese tweams 
accu.ulate into signikcantly .ore revenueI Uoupre essentially sWuee:ing 
.ore Guice out ob t’e sa.e le.on Q ’ig’er yield bro. t’e sa.e e“orts Q 
w’ic’ is s.art growt’I

1.7 CollaHorate Jith ?ndustry Leaders Q js your refutation grows, 
seem out Digger collaDorationsI EoB’ost a weDinar or retreat wit’ anot’er 
e9fert or Drand in t’e wellness sface 5.ayDe bro. anot’er city Dut wit’ 
a si.ilar audience&I Or farticifate in a larger ’ealt’ su..it or e9fo as a 
beatured sfeamer–fanelistI 

C’y1 Partnering at a ’ig’er level e9foses you to a w’ole new audience on 
a grand scaleI htps lime reberral .armeting a.fliked Q you taf into t’e trust 
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and bollowing t’at anot’er estaDlis’ed entity ’as DuiltI T’e crediDility ruDs 
o“ Dot’ ways, and you can get a surge ob new clients w’o learned aDout 
you t’roug’ t’ese larger flatbor.s, rafidly klling your affoint.ent slots 
Deyond your usual reac’I

1Q7 OMtipi“e Uor EK&ien&y Q js Doomings grow, loom bor any Dottlenecms 
in oferationsI hs faferworm taming too long[ 6ayDe adoft electronic inB
tame bor.sI hs sc’eduling DacmBandBbort’ eating ti.e[ 7ean .ore on autoB
.ated DoomingI qtrea.line frocesses lime c’ecmBins or fay.ents 5fer’afs 
via an aff or selbBservice miosm&I 

C’y1 C’en you eli.inate ine!ciencies, you can ’andle .ore Dusiness 
wit’ t’e sa.e resourcesI j slicmer oferation allows you to serve .ore 
clients fer day or give eac’ client .ore attention wit’out Durning outI 
—!ciency frevents growt’ bro. overw’el.ing you Q instead, it turns inB
creased de.and into a s.oot’ly ’andled nor., meefing client satisbaction 
’ig’ and t’ose Doomings rolling inI

1z7 5eeM the Culture as You m&ale Q hb you e9fand your tea., indoctriB
nate every new .e.Der in your Yway ob doing t’ings3 Q t’e briendly viDe, 
t’e fersonal touc’es, t’e guerrilla .indset ob always looming bor creative 
.armeting offortunitiesI Aold tea. .eetings to s’are success stories and 
client beedDacmI 

C’y1 j strong, consistent culture is your secret sauceI htps w’at delig’ted 
your early clients and got you ’ereI Preserving it ensures t’at even as you 
grow, clients will receive t’e sa.e a.a:ing e9ferience t’at drives loyalty 
and reberralsI Few sta“ will carry t’e torc’, .eaning every client or faB
tient, old or new, continues to fraises and meef your calendar Doomed solidI

1O7 Plan Uor mustainaHle GroJth Q Rinally, create a si.fle .armeting 
calendar eac’ yearI 6arm out seasonal fro.otions, Dig ca.faigns, and 
review feriodsI Hotate t’roug’ t’e strategies t’at worm so none get stale 
5eIgI, one Wuarter bocus on a reberral fus’, ne9t Wuarter a Dig event, bollowB
ing Wuarter a content Dlit:, etcI&I 
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C’y1 j wellBt’oug’tBout flan frevents t’e beastBorBba.ine cycleI Uoupll alB
ways ’ave so.et’ing in t’e fifeline driving DoomingsI qustainaDle growt’ 
is aDout consistency Q Dy flotting it out, you avoid lastB.inute scra.Dles 
and .aintain a continuous, energi:ing )ow ob new clients and returning 
bans, yearBroundI
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Chapter Ten

Avoiding The Most 
Common Marketing Pitfalls 
Before They Cost You Your 

Time, Money, or Sanity

I f you’ve made it this far in the book, you’re already ahead of the curve. 
So many wellness business owners I see never stop long enough to 

learn why their marketing feels hard. They stay stuck in reaction mode — 
trying one more thing, hiring one more agency, boosting one more post — 
hoping that eventually something will click. You didn’t do that.

You slowed down and learned the system. You walked through the Salted 
Edge framework and mapped a 90-day plan instead of chasing a miracle 
tactic. And now, before we move into real-world case studies, I want to 
oMer something invaluable by helping you avoid the traps that snare even 
the smartest, most capable practitioners.

qost marketing mistakes in wellness are not the result of carelessness or 
ignorance, but because you’re competent, driven, and used to Nguring 
things out. You’ve built a practice. You’ve managed staM. You’ve navigated 
regulations, insurance headaches, e2uipment purchases, and patient care. 
1aturally, when marketing feels confusing, your Nrst thought is, “I can 
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figure this out too.” And sometimes you can. Lut without a system, that 
mindset can 2uietly cost you years of momentum.

xet’s talk about the most common pitfalls I see over and over again in 
med spas, wellness clinics, functional medicine practices, therapy centers, 
Ntness studios, and integrative health businesses that are poised for growth? 
and how to avoid them before they become e(pensive lessons.

“I’ve Figured Everything Else Out—Why Not Marketing?”

This one is subtle. And honestly) It comes from a good place. qany of the 
most frustrated practice owners I meet are also the most capable. You’re 
not afraid of learning. You’re resourceful. You’ve probably taught yourself 
more than you ever thought you would when you Nrst opened your doors.

So, when marketing feels overwhelming, the instinct is to treat it like any 
other operational challenge, one you can educate yourself to overcome. It 
looks like reading, researching, signing up for online gurus, or watching 
what other zapparentlyH successful practice owners are doing. Yet before 
you reali:e it, marketing becomes a constant activity that never fully builds 
anything.

Were’s the problem3 qarketing is not one skill. It’s a system of skills that 
only work when they’re connected. You can be great at writing social posts 
but have no conversion path. You can run ads but lack messaging clarity. 
You can have beautiful content but no follow-up system.

Jhen you approach marketing as a collection of tasks instead of a system, 
you stay busy, but results stay inconsistent.

I’ve watched brilliant practitioners spend years tinkering with marketing, 
assuming that eMort e2uals progress. And it’s painful, because the missing 
piece is almost never intelligence or motivation. It’s structure. Wow do you 
avoid this trap) 1ot by becoming a marketer but by trusting the order of 
operations.

GFR

ARC C
op

y O
nly



CE11IUE& D&EjWJA

That’s why the Salted Edge framework e(ists. Attract, jonvert, jreate 
&aving Uans, Automate, qeasure “ Scale—in that order. Jhen you resist 
the urge to ”ump ahead or ;”ust try something,4 you stop wasting time and 
start building momentum that compounds. qarketing works best when 
you decide once how things connect, instead of re-deciding every week.

Shiny Object Syndrome (or Reinventing Your Marketing 
Every Month)

If marketing feels like an activity that re2uires constant reinvention to be 
successful, you may have fallen into what I call Shiny Db”ect Syndrome. 
In practice, it often begins as e(citement and enthusiasm but ends up as 
e(haustion. Dne month it’s Instagram &eels. 1e(t month it’s SED. Then 
someone tells you podcasts are the answer. Then a colleague swears paid 
ads changed everything. So you pivot. Again. And again. And again.

It’s not sustainable5 you certainly can’t delegate marketing to your team 
when you do not have a system. qost of these tactics work. The issue is 
that none of them work in isolation or on a short timeline. You must come 
to terms with the idea that good marketing is a 6ywheel, not a slot machine.

Every time you abandon a tactic before it has time to mature, you reset your 
progress to :ero. Your audience never gets familiar with your voice. Your 
content never compounds. Your data never becomes meaningful. And that 
leads to the most discouraging sentence I hear in wellness marketing3 ;Je 
tried that, and it didn’t work.4 Bsually what that person is really saying is, 
;Je tried it brie6y, without the supporting systems and consistency, and 
decided that marketing doesn’t work.4

To avoid this trap, pick fewer things to put your energy into and commit 
to them longer. Jork on consistency. jonsistency builds trust, and rela-
tionships built on trust create successful businesses in the long term.

Jhen you anchor your marketing in a system, you can try new tactics. The 
diMerence is, those tactics become e(periments you can learn from, reNne, 
and repeat. You’re no longer chasing the ne(t idea but strengthening the 
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engine you already built. qomentum comes from staying put long enough 
to let it build.

Seeking Omnipresence and Burning Yourself Out in the 
Process

This is one of the most common and emotionally draining mistakes I 
see. There’s an unspoken pressure in wellness marketing that dictates if 
you’re not available everywhere, posting zat leastH daily on every platform, 
if you’re not more visible than your competitors, then clearly, you’re falling 
behind. 

The practitioners I’ve known with this mindset keep up for a while, but 
they’re often posting at night and insisting that Kqs must be answered 
hourly, while driving their teams cra:y. They’re brainstorming content on 
weekends and stressing if a post doesn’t go out on schedule. qarketing 
stops feeling less like an e(tension of the mission and more like a second 
full-time ”ob they never applied for. Lurned out practitioners often tell me, 
;I love my clients. I love what I do. Lut I’m starting to resent marketing.4

That’s a sustainability problem. Dmnipresence marketing works for teams 
with content departments and ad budgets. Lut for growth-stage wellness 
businesses with a ton of plates spinning already, it usually leads to burnout, 
inconsistency, and guilt. To avoid falling into this trap, you need to replace 
the idea of omnipresence with intentional presence.

jhoose the platforms that align with how you communicate best. Luild 
marketing systems that do not depend on your energy level that week. xet 
automation carry the weight of consistency so you don’t have to. qar-
keting should support your life, not consume it. Jhen you simplify, your 
message becomes clearer. Jhen your position in the marketplace becomes 
clearer, you diMerentiate yourself and your content stands out. EMortlessly, 
trust develops faster. And trust, not fre2uency, Nlls your calendar.

GF8

ARC C
op

y O
nly



CE11IUE& D&EjWJA

When You Count the Win, But Disregard the Path That 
Led to It 

Df course, revenue matters. Kollars in the door keep the lights on, pay 
your team, and allow you to grow. Lut when revenue is the only number 
you’re focusing on, marketing becomes an emotional roller coaster instead 
of a strategic system. I see this all the time3 everyone celebrates when a 
practice has a great month, yet no one can pinpoint why it was great. Then 
a slower month rolls around, inducing sudden an(iety, second-guessing, 
and a scramble to ;do more marketing,4 even though nothing is obviously 
broken.

Jithout insight, every marketing decision becomes reactive. You’re left 
wondering whether it was that email, that post, that referral partner, or 
”ust good timing that brought people in. You don’t know which message 
resonated, which campaign actually moved someone to book, or which 
channel deserves more of your attention. And when you don’t have this 
critical information, every decision feels like guesswork. That’s how prac-
tices end up overspending on things that don’t work and pulling the plug 
too soon on things that do.

The good news) Avoiding this trap doesn’t re2uire complicated dash-
boards or hours of analysis. It simply re2uires shifting your focus. Instead 
of only measuring the outcome, you start paying attention to the ”ourney. 
Jhere are people Nnding you) Jhat are they engaging with before they 
book) Jhat consistently shows up in the stories new clients tell when they 
say, ;I’ve been following you for a while)4

Jhen you begin tracking those touchpoints, even loosely, conNdence re-
places an(iety. You no longer react to every slow week and begin to recog-
ni:e repeatable patterns. qeasurement gives you the leverage you need to 
grow on purpose, with clarity and calmness.
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Concerning Leads, Seek Qualified Over Quantity  

xet’s talk about one of the most misunderstood and frustrating aspects of 
wellness marketing3 leads. It’s very easy to get swept up in the promise of 
volume with more leads, traJc, and clicks. These words appear to convey 
progress, especially when there are too many open spots on your calendar 
you’re eager to Nll. And on the surface, it makes sense3 more people inter-
ested should mean more people booking, right)

1ot always.

In the wellness space, more leads do not automatically e2uate to more 
growth, and in fact, can have the opposite eMect on your business. A 
calendar full of un2ualiNed consults creates friction, not momentum, as 
your team allocates precious time for people who either aren’t ready, don’t 
align with your pricing, or are not a good Nt for the level of care you 
provide. jonversion rates and energy levels plummet. jonNdence 2uietly 
takes a hit. And suddenly marketing feels like an uphill climb again.

I’ve seen practices double their in2uiry volume and still feel complete-
ly stuck. Urom the outside, it looks like success, complete with ringing 
phones, Nlled out forms, and constant Kqs. Lut behind the scenes, the 
generated leads do not match the services, e(pectations, or oMered out-
comes, due to a lack of clarity.   

In this scenario, a small mindset shift makes a huge diMerence. Instead of 
optimi:ing for 2uantity, you optimi:e for clarity because clear messaging 
attracts the right people and educational content Nlters out the mismatch-
es. An intentional conversion path sets e(pectations before someone ever 
books. And when it all works together, it creates marketing magic3 you no 
longer waste time convincing, chasing, or re-e(plaining.

Wigh-2uality leads don’t need to be sold because they enter your practice 
informed and ready for the ne(t step. All they need is guidance. Jhen 
you build your marketing to attract those people, growth becomes calmer, 
cleaner, and far more sustainable for you and your team.
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When Technology Becomes the Plan (Instead of Support-
ing It)

Technology can be an incredible accelerator for a growing wellness busi-
ness when it supports a well-devised plan. Yet I see this pitfall all the time, 
especially when practices are ready to scale and eager to do things ;the right 
way.4

A new tool promises automation. Another promises easier follow-up. An-
other promises growth without more eMort. So, you invest. Then you in-
vest again. Lefore you know it, you’re paying for multiple systems, logging 
into multiple dashboards, and still wondering why marketing feels harder 
than it should.

The problem usually isn’t the technology itself. It’s the hope that the tool 
is the strategy.

Jithout a clear marketing framework, even the best software turns into 
e(pensive clutter where systems don’t communicate and powerful features 
go unused. Your team isn’t sure what they’re responsible for or which tool 
to use for what. Adoption drops, frustration rises, and instead of feeling 
supported, everyone feels overwhelmed. I’ve heard more than one practice 
owner say, ;Je bought all this tech to save time? and now it feels like we’re 
managing the tech instead of the business.4

There is a simple, but powerful solution3 strategy Nrst, tools second. Jhen 
you clearly deNne your goals in terms of attracting the right people, guiding 
them to book, nurturing long-term relationships, automating follow-up, 
and measuring what’s working, the right tools reveal themselves by simpli-
fying your decisions.

As it grows, your marketing system should feel lighter. Jhen you choose 
technology to support an e(plicit strategy, it fades into the background and 
2uietly does its ”ob. And that’s e(actly the point. You want it to work for 
you, not demand more of your time, attention, or energy.
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If you recogni:e yourself in any of these pitfalls, it means you were do-
ing your best without a detailed map, which puts you in good company. 
qost wellness practices e(pand by Nguring things out as they go, learning 
through trial and error, and paying a few ;tuition fees4 along the way.

qarketing chaos is not a character 6aw, nor does it signify a lack of disci-
pline, intelligence, or commitment. It’s the result of a systems gap you have 
the power to close before it costs you more time, money, or energy.

That’s the real opportunity. Jhen you recogni:e these pitfalls ahead of 
time, you prevent yourself from hitting every wall and empower yourself 
to leap ahead. You get to identify the warning signs early, course-correct 
2uickly, and move forward without shame, panic, or the need to start over. 
That alone can accelerate your growth by years.

In a nutshell, marketing re2uires alignment, intention, and a willingness 
to trust a process designed to support you. Jhen you implement a system 
that works in harmony, marketing ceases to be a lonely uphill climb and 
becomes an engaged partner that 2uietly carries its share of the load.
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Chapter Eleven

Real Growth, Real Practices
Stories from the Salt Marketing Vault

B y the time you reach this chapter, I invite you to exhale just a little. 
If you’ve recognized yourself in the challenges, frustration, and in-

herent sense that your eworts do not match your groMth, you’re not alone. 
bost estaklished med spa oMners possess the sYill, care, and commitment 
they need for success. Tet they struggle kecause they’ve outgroMn their 
approach to marYeting, often Mithout realizing it.

Ahe practices you’re akout to meet Mere not neM, inexperienced, or Eoun-
dering. Ahey Mere respected in their communities and deeply committed 
to patient outcomes. Ahey had exceptional teams and solid reputations. 
Wnd yet, the Meight of groMth felt heavier than necessary.

—ach of these stories represents a diwerent moment in the same journey. 
Dhen you read them together, they form a complete picture of actual 
groMth J not in theory, kut in the day-to-day reality of running a Mellness 
practice.

When Visibility Lacks Momentum

Gr. Sared Cuichard and his Mife Wshton kuilt SWC bedical Fpa in Fum-
merville, Fouth 2arolina Mith intention. 0rom the keginning, they focused 
on trust, results, and long-term relationships Mith the patients they served 
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across the “oMcountry. Nver time, SWC greM into a multi-location practice 
Mith a strong reputation and a loyal folloMing.

0rom the outside, things looYed solid, kut on the inside, groMth started to 
feel complicated.

Focial media demanded constant attention. 2ontent re”uired regular 
posting, kut they didn’t alMays understand Mhy one post MorYed and 
another didn’t. Wlthough visikility existed, it felt fragile, as if it depended 
entirely on Yeeping the machine running at full speed. Gespite the ewort, 
groMth had Eattened, and the team could feel that something Masn’t ”uite 
aligned.

bany med spa oMners recognize this place immediately. Tou’re visikle, kut 
not con?dent. Tou’re doing all the things you’re :supposedH to do, yet the 
return doesn’t match the energy you’re pouring in. CroMth starts to feel 
unpredictakle, and unpredictakility creates stress.

Ws Wshton later shared, “Before working with Salt Marketing, we were 
doing well but knew we had untapped potential.” Ahat sense of keing close 
kut not ”uite there Mas the signal that SWC had outgroMn a fragmented 
approach to marYeting.

Dhat changed1 W shift in hoM visikility ?t into the kigger picture. Instead 
of the primary driver of groMth, social media kecame Mhat it Mas alMays 
meant to keR one supportive layer Mithin a larger, intentional system. 
2ontent no longer existed in isolation, messaging kecame clearer, and each 
ewort reinforced the next.

Ws the pressure lifted, momentum returned in steady progress as neM 
patients kegan ?nding SWC more consistently. Ahe krand felt recognizakle 
rather than reactive, and expansion noM felt sustainakle.

&oM did Gr. Sared feel akout this neM marYeting strategy1 “Partnering 
with Salt Marketing has been one of the best business decisions we’ve made. 
Their personalized approach helped us grow faster and more effectively than 
we ever imagined.”
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Instead of shouting louder, visikility got smarter. Wnd for SWC bedical 
Fpa, it made all the diwerence.

When Being Found Finally Leads to Being Booked

0oundation &ealth 5 Dellness in Wlku”uer”ue, LeM bexico tells the 
next part of the story. Salayne 0aulhaker, 2LV, b—V-2 kuilt her practice 
around thoughtful care and long-term patient outcomes. In the ?rst year 
of kusiness, hoMever, groMth Mas modest. Ahe practice kooYed roughly Q4 
appointments total. Dord-of-mouth helped, kut visikility Mas limited.

Ahe situation didn’t improve much in years tMo and three. Wlthough the 
practice Masn’t declining, it Masn’t groMing either. Veople Mere ?nding 
0oundation online, kut kooYing simply Masn’t happening at the rate it 
should have keen. Interest existed, yet decisions stalled.

Ahat realization marYed a turning point. Ahe ”uestion shifted from How 
do we get more people to see us? to What happens once someone does?

2onversion Mas the issue.

Dith a Meksite designed to guide people rather than overMhelm them, 
the experience kegan to change. 'isitors no longer had to piece things 
together on their oMn. 7uestions Mere ansMered naturally. Ahe next steps 
Mere clear. BooYing felt less liYe a leap of faith and more liYe the okvious 
continuation of the conversation.

In year four, 0oundation doukled its numker of kooYed appointments, 
akout half of Mhich came directly from the Meksite. Ahen, in OUO4, the 
practice doukled its numker of appointments again entirely through or-
ganic leads, Mithout paid advertising.

Ahe reassuring numkers kehind the groMth are Morth lingering on. Nver 
the course of OUO4, 0oundation averaged akout O,UUU search impressions 
per month. 0rom those impressions, roughly O4U uni”ue visitors arrived at 
the Meksite. Nf those, around seventy-eight clicYed Mith clear intent, and 
an average of 9O kooYed appointments folloMed.
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Ahat progression tells a poMerful storyR groMing a med spa does not re”uire 
massive tra6c. It needs clarity, alignment, and a system that respects hoM 
real people maYe decisions.

Salayne put it simplyR “Working with Jennifer and her team has been a 
game-changer for our business. From day one, they delivered real, measur-
able results.”

0or 0oundation &ealth 5 Dellness, groMth Mas the natural outcome of 
maYing the path forMard easier.

The Experience That Turns Patients into Advocates

Wlthough attraction and kooYing are important, they8re only part of the 
story. Dhat happens after someone says yes often determines Mhether 
groMth lasts.

Wt SWC, clearer messaging and consistent visikility resulted in patients 
arriving already familiar Mith the krand. Arust had keen kuilt kefore the 
?rst appointment, and that familiarity facilitated easier conversations and 
deeper relationships.

Wt KltraDellness bedical in N’0allon, bissouri, Gr. bichael Dilliams saM 
this dynamic from a diwerent angle. Vatients Mere interested and asYing 
”uestions, kut the journey keyond that ?rst interaction Masn’t alMays 
okvious kecause folloM-up varied and communication Mas not alMays 
relevant to Mhat patients had expressed interest in. 2onse”uently, oppor-
tunities slipped aMay.

Nnce the practice clari?ed the patient journey, the experience kecame 
cohesive, Mith timely and relevant communication that made patients feel 
understood rather than processed. Ahe care extended keyond the exam 
room, reinforcing trust and loyalty over time.

Ahis is hoM you create raving fans, through intentional consistency.
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Systems That Protect What Matters Most

0or KltraDellness, one of the most meaningful shifts came from removing 
friction in folloM-up and communication. Vractices often perceive au-
tomation as impersonal, kut Mhen done thoughtfully, it creates a personal 
touch ky ensuring no one is forgotten. Wutomation reEects intent and 
supports care.

By personalizing communication kased on expressed interest, KltraDell-
ness strengthened relationships, improved kooYing rates, and increased 
lifetime value Mithout adding stress to the team. Ahe systems actually 
protected the human side of the practice. 

When Growth Becomes Predictable

Ahis is Mhere all three stories converge.

Before structured support, SWC’s patient groMth Mas steady kut Eat. In 
OUOP, the practice added IQU neM patients. In OUOO, that numker remained 
nearly identical. CroMth Mas neither declining, nor accelerating.

Wfter structured marYeting support kegan in Wugust of OUOQ, neM patient 
additions rose to JK9, a thirty-three percent increase year over year. In 
OUO9, SWC added P,UKL neM patients. In OUO4, that numker climked again 
to P,OLO.

Dhile the increase matters, it’s the natural kyproduct of all-important 
consistency. Dith consistency, groMth kecame predictakle, planning ke-
came easier, and decision-maYing EoMed from con?dence rather than 
guessMorY.

0oundation experienced the same sense of stakility. BooYing kecame 
steady as visikility translated into action. KltraDellness saM stronger rela-
tionships and improved long-term value Mithout sacri?cing experience or 
care.
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Ws Wshton Cuichard reEected, “Every result is backed by real data—and 
every campaign feels custom.”

The (Marketing) Moral of These Stories 

Wt their core, these stories are akout relief from guessMorY, constant unre-
Marded ewort, and hustling harder to ignite groMth. —ach of these practices 
cared deeply akout their patients long kefore they implemented strategic 
systems. Dhile their values remained the same, the support around them 
changed.

If you see yourself in these stories, YnoM that you’re not kehind, and you’re 
not failing. Tou’re simply ready for marYeting to feel as intentional as the 
care you provide. Wnd that is exactly Mhere real, sustainakle groMth kegins.
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Chapter Twelve

Love Your Business Again

W hen most people decide to open a med spa, they are not chasing 
marketing tactics or dreaming about analytics dashboards. They 

are thinking about the kind of care they want to provide, the outcomes 
they want their patients to experience, and the freedom they hope to create 
for themselves and their families. The business should support that vision, 
not compete with it. And yet, for many med spa owners, there comes a 
point when the business starts to feel heavier than it should, when the 
joy that once fueled it slowly recedes to pressure, second-guessing, and 
a constant sense that they have a Inite amount of energy to devote to 
managing more than they anticipated. 

’f that sounds familiar, itSs because growing a med spa in todaySs en-
vironment is genuinely complex. ’n a crowded marketplace, Illed with 
more informed and cautious patients, youSre competing with fragment-
ed attention across platforms that didnSt even exist when many practices 
opened their doors. —imultaneously, youSre still expected to show up as 
a clinician, a leader, a culture builder, and a business owner M often all 
on the same day. zarketing insidiously becomes one more responsibility 
added to an already full plate, and without realiYing it, something that once 
felt optional begins to feel overwhelming.

What makes this especially frustrating is that most med spa owners make 
the e2ort. ’n fact, a lack of e2ort is rarely the problem. 6ouSve posted. 
6ouSve tried di2erent strategies. 6ouSve listened to advice. 6ouSve invested 
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time, money, and attention into :doing marketing,H even when it didnSt 
come naturally or comfortably. The issue is that no one taught you how all 
of this is supposed to work together.

ThatSs why ’ wrote this book.

Overything youSve read up to this point has been building toward a simple 
but powerful realiYation7 marketing is not a collection of tasks to keep up 
with, nor is it something you should have to carry on your own. When 
you treat marketing as a system M one that reJects how real people make 
decisions, builds trust over time, and supports the care you already provide 
M it becomes an invaluable asset.

’n the —tory“rand sense, this is the moment where you, the reader, step 
fully into the role of the hero because you now understand the problem 
clearly and have a plan to move forward with conIdence. 6ou can see that 
the challenge wasnSt that marketing :didnSt work,H but that it was frag-
mented, reactive, and disconnected from the way your business actually 
operates. 6ou were trying to grow without a system designed to support 
growth.

Throughout this book, weSve talked about what it really means to be 
found by the right people by showing up consistently and clearly in the 
places where your future patients are already looking. WeSve explored why 
being found is only the beginning, and how conversion happens when you 
remove confusion, make the next steps obvious, and create messaging that 
respects the emotional weight of health-related decisions. WeSve looked 
at what it takes to create experiences that turn Irst-time patients into 
long-term advocates, and how systems can protect relationships rather 
than replace them. WeSve also talked about measurement not as a tool for 
self-judgment, but for gaining the clarity you need to remove the guess-
work from growth. Taken together, these ideas go beyond the formation 
of a strategy to the development of a business operating system that allows 
you to lead instead of react.

This is often the moment when people feel excitement and hesitation. 
Oxcitement, because the path forward Inally makes sense. Resitation, 
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because change M even good change M can feel daunting when youSre 
already busy. ’tSs important to pause here and understand unambiguously 
what ’ am and am not asking you to do. ’ am not asking you to overhaul 
everything overnight. ’ am not asking you to chase perfection or suddenly 
become a marketing expert. What ’ am encouraging you to do is commit to 
consistent, focused action M the kind that compounds !uietly over time.

Peal growth results from doing fewer things with intention. 8hoosing one 
place to show up consistently instead of trying to be everywhere. 8larifying 
one core message before adding new ones. ’mproving one part of the 
patient journey that feels confusing or ine3cient. 0utting one system in 
place that protects your time or strengthens your follow-up. While not 
dramatic, these meaningful moves generate momentum without burning 
you out.

’tSs also worth being honest about what happens when marketing remains 
reactive and unsupported. Without a system, growth tends to feel fragile 
and elusive. 6ouSre always chasing the next idea, platform, and recommen-
dation. 0rogress depends heavily on your personal energy and attention, 
which means the business can only grow as far as you can push it. Nver 
time, that kind of pressure leads to exhaustion, frustration, and a !uiet 
resentment toward a business you once felt proud of building. ’tSs not a 
personal shortcoming but a predictable outcome of trying to grow without 
structure.

6ou have already seen the alternative reJected in the stories throughout 
this book7 a business where marketing works in the background, your 
team understands what matters and why, and decision-making Jows from 
clarity instead of urgency. ’tSs a practice where growth feels steady instead 
of chaotic, and your role shifts from constantly managing details to leading 
with conIdence.

When marketing becomes a system, you regain something that often gets 
lost along the way7 space. —pace to think strategically. —pace to focus on 
patient care. —pace to remember why you built this business in the Irst 
place. 6ou donSt stop working hard, but the work now feels aligned instead 
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of scattered. The business that once competed with your life now supports 
it.

’f thereSs one thing ’ hope you take away from this Inal chapter, itSs this7 
you are not behind, and you are not broken. 6ouSve been doing your best 
without a detailed map, and now you have one. The next chapter of your 
story depends on applying what youSve learned with patience, intention, 
and trust in the process.

’f you do that, itSs very possible that one day youSll look back on this 
moment and recogniYe it for what it was M the point where things Inally 
began to feel right again. Where marketing stopped feeling like a constant 
uphill climb and started feeling like a supportive partner in growth. Where 
you didnSt just build a successful med spa, but rediscovered what it means 
to love running it.

That is the kind of success worth building toward. —o, as we say on the 
Worth 6our —alt podcast, letSs get out there and shake things up$

Ready to shake things up even further?  

’f youSd like to partner with —alt zarketing to Get Found, Get Booked 
and scale your impact with a marketing system that Inally works, please 
consider the following options. 

qoin The —alted Odge

Fet a complete wellness marketing system running in () days, even if you 
hate tech or donSt know where to start. Fet the strategy, tools, and support 
to Inally attract new clients, keep them engaged and grow your practice 
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with conIdence$ qust 15C a month for doYens of A’-powered tools and 
resources Lmessaging, swipeable templates, guides, courses, weekly group 
coaching and more$&,

Take our H-!uestion !uiY to see if you !ualify to get the Irst month for 1I.

Visit: https://edge.saltmarketing.co/ai-assessment/

8reate 6our 0lan

Access our powerful interactive calculators to help you understand the 
number of leads youSll need to generate to reach your goals and the mar-
keting budget youSll need to get there.

Dnderstand 6our Nnline 0resence

Get Found. Get Booked. Jove 6our 0ractice Again. Fain insight into your 
visibility, opportunities, competitors and more$ Pe!uest your uni!ue Nn-
line 0resence ’ndex7 https://saltmarketing.co/online-presence-index/

Nnce you re!uest your report, youSll be prompted to schedule your UPOO 
Kiscovery 8all to understand your N0’ and discover how —alt zarketing 
can help you grow your med spa or wellness practice with a message that 
converts and systems K strategy that scale.
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