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Marketing Strategies for
Growing Your Private Practice

Dr. Ginger Hultin, DCN, RDN, CSO

Financial disclosure: This presentation is sponsored by Orgain, LLC. |
have received compensation from Orgain for the development and
delivery of this educational content. | am employed by Bastyr University
and contract with Today’s Dietitian Magazine. All opinions expressed are
my own and based on the current evidence and best practices in

nutrition.
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BACKGROUND

- Seattle-based registered dietitian nutritionist
and owner of virtual private practice:
Ginger Hultin Nutrition PLLC since 2019!

« Integrative health expert specializing in plant-
based and anti-inflammatory diets, oncology

nutrition, autoimmune and digestive diseases.

« Host of Orgain’s Good Clean Nutrition podcast!

www.gingerhultinnutrition.com

@gingerhultinnutrition
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» Understanding Your Market

and Brand e MARKETI N G

» Building an Online Presence &

» Offline Marketing 2{55"2‘“
Strategies

» Building your Client Load
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Understanding Your Market and Brand

Understand your target audience
o Improves marketing etfectiveness and engagement
o Enhances patient experience (expectations)
o Builds stronger relationships
o Creates a competitive advantage

Build a solid brand foundation
o Establish trust and credibility
o Differentiate your practice
o Attract ideal clients
o Drive long-term growth (and stability)

www.gingerhultinnutrition.com @gingerhultinnutrition



Defining Your Niche

Why Define a Niche?
o Narrowing your focus to stand out in the market
o Tailoring your services to specific needs or conditions

How to Find Your Niche
o Passions and expertise
o Experience in school, internship, jobs, volunteering
o Areas of specialty certification (athletes, pediatrics, weight
loss, diabetes, older adults, etc)
o Align your practice with patient needs

www.gingerhultinnutrition.com @gingerhultinnutrition



[dentifying Your Target Audience

Define your target audience
o Demographics
= Age
= Gender
= [ocation
o Psychographics
= Behaviors
= Needs
= Lifestyle /interests
= (Career/family

www.gingerhultinnutrition.com @gingerhultinnutrition



Sample Target Audience

[ help....

Young adults (18-24)

in the Seattle area

improve their relationship to tood /heal disordered eating

www.gingerhultinnutrition.com @gingerhultinnutrition



Creating Patient Personas

What is a Patient Persona?
o A fictional representation of a typical patient group
within a target market
o Helps you understand their challenges, needs, and
goals (and how you help!)
How to Create a Persona

o Research

o Interviewing and surveying behaviors, motivations

o Think about an individual /client you really helped

www.gingerhultinnutrition.com @gingerhultinnutrition



Creating Patient Personas

Name: Alexa Age: 22

Background: Alexa is in her early twenties and recently moved to Seattle
for work (tirst job). She is in the process of building a supportive
community and making new friends, but is feeling overwhelmed.

Nutrition Concerns: A history of disordered eating, including restrictive
behaviors and body image distress that worsened during adolescence.
She reports challenges regarding self-described ‘food rules’, fear ot
weight gain, episodes of guilt after eating, and not wanting to eat in front
of others.

www.gingerhultinnutrition.com @gingerhultinnutrition



Action!

Grab a notebook or start a Google doc and:

1. Define your niche
o What topics are you passionate about at work?

o What would you say your expertise is?

o Favorite experience in school, internship, jobs, volunteering?

o Areas of specialty certification (athletes, pediatrics, weight loss, diabetes, older adults,
etc)?

2. Brainstorm your target audience - who are they?
3. Create an “I help” statement based on what you come up with

4. Write a patient persona and keep it in mind when working on marketing

www.gingerhultinnutrition.com @gingerhultinnutrition



Crafting a Compelling Mission Statement

Mission Statement
o A concise statement that defines your
practice’s purpose and values

How to Write One
o Focus on your “why” and what sets
you apart. What do clients love about
you?
o Keep it clear, meaningful, and
impacttul

www.gingerhultinnutrition.com @gingerhultinnutrition



Crafting a Compelling Mission Statement

Mission Statement Formula

“I help [who you serve] with [what challenge or goal] by [how you help them]
so they can [desired outcome].”

Who you serve — Be specific about your audience (e.g., adults with chronic illness,
teens, postpartum parents, athletes (what kind?)).

What challenge /goal — The key issues or needs they face

How you help - Services, approaches, or philosophy (e.g., trauma-informed
counseling, intuitive eating support)

Desired outcome - The deeper result or transtformation your work supports

www.gingerhultinnutrition.com @gingerhultinnutrition



Crafting a Compelling Mission Statement

“I help young adults recovering from disordered eating
build a healthier relationship with food by providing
inclusive, evidence-based nutrition therapy so they can

feel more confident and at peace in their bodies.”

www.gingerhultinnutrition.com @gingerhultinnutrition



Developing Your Brand Identity

Brand Identity
o A visual and emotional representation and description of your
practice
o Logo/color scheme /font
o Website and social media
Why it Matters
o A strong brand identity creates recognition
o Itisn't just aesthetic - it builds trust, creates consistency,
and sets you apart

www.gingerhultinnutrition.com @gingerhultinnutrition



Designing a Memorable Logo and Brand Aesthetics

Your logo is the face of your brand- first impressions count

Tips for Designing a Memorable Logo
o Simple
o Timeless
o Relevant to your practice
o Creates consistency for your brand
Create on:
o Canva!
o Hire an expert (consider UpWork, etc)
o Using your name vs another business name not already taken?
o Keep it very simple (it should look good small!)

www.gingerhultinnutrition.com @gingerhultinnutrition



Action!

Grab a notebook or start a Google doc and:

1. Draft a mission statement
» It can change over time, but you need to start somewhere!
» “I help [who you serve] with [what challenge or goal]| by [how you help them] so they can

[desired outcome].”

2. Brainstorm your brand identity:
» What do you want people to experience on your website or identity from your 10go?

* What colors and style represent your brand?

» What's the easiest way for you to get a logo /brand design in the next month?

www.gingerhultinnutrition.com @gingerhultinnutrition



Building (and Growing)
an Online Presence

The importance of a strong online presence

Key strategies for healthcare websites, SEO, and social media

www.gingerhultinnutrition.com @gingerhultinnutrition



Creating an Effective Website

Key elements of an effective healthcare website

o User-friendly design

o Easy navigation (on mobile, too!) i WEBSITE
o Clear information about: | :
g deSlgn
* Services -
! content
« About/Specialties ) ; ——
| marketing
« Contact Info/Page :
E SEO
o Call to Action (CTA) .

- Make it easy for potential patients to reach out, find social, or book an

appointment

« Consider “social proof” (authentic testimonials)

www.gingerhultinnutrition.com @gingerhultinnutrition



SEO Basics for Healthcare Website

What is SEO?
o Search Engine Optimization: making your

website visible to search engines like Google

Basic SEO Tips
o Keyword research (keysearch.co, semrush, etc)

o Use simple phrases that clients would search for

o List your business on Google
o Create clear, focused pages and include calls to action

“book a call”

www.gingerhultinnutrition.com @gingerhultinnutrition



Platform Considerations

Choosing the Right Platform
o Website builders vs. custom-built websites vs DIY

Considerations:

= Budget?

= Comfort with tech

= More designer: Wordpress
= vs hosted: SimplePractice
= vs DIY Squarespace, Wix, Weebly

= Remember to get a url (GoDaddy, NameCheap, or through your eb
platform)

www.gingerhultinnutrition.com @gingerhultinnutrition



Social Media Content Strategies

Content Ideas for Engaging Your Audience

tiz?\
. . . ﬁ‘r‘*l [ ‘l.,
o Educational posts (tips, recipes) {\ - |
g ! ' , ‘ r
o Patient success stories e L (1K J
O . ,
About you /your services D Dah
o Behind the scenes | Rl
had v }
5. . '.

Consistency and Scheduling
o Use a content calendar to stay =
organized and consistent

o Consider scheduling software: CoSchedule, Later, Sprout Social, etc

www.gingerhultinnutrition.com @gingerhultinnutrition



Leveraging Social Media

Why Social Media is Important

o Increase visibility and engage with your audience

Choosing the Right Platform and Messaging
o Tailor your strategy to where your target audience spends time
Facebook Instagram
LinkedIn YouTube
o Where should you be? - where are your clients?
o Be purposeful 2 why are you creating content? Brand messaging, book a

call, selling a product?

www.gingerhultinnutrition.com @gingerhultinnutrition



Creating an Effective Website + Social Media

Key elements of an effective healthcare website

GO f P ¥ in O

APPROACH RESOURCES v ABOUT CONTACT + SCHEDULE wv Q

Need help navigating the grocery store? Anti-inflammatory guide here

GO f P v¥inO

APPROACH RESOURCES v ABOUT CONTACT + SCHEDULE v Q

Get the Nutrition Healing Checklist
for Patients Navigating a New Diagnosis

Send me the checklist please!

Functional nutrition
and anti-inflammatory protocols
for people with cancer, autoimmune,
and other chronic conditions.

WWW. gl n g cr h u 1 t Innu t Il t 10N.COMmM Ginger and her team of registered dietitian nutritionists have served thousands of

cliente glaohallv whn have heen recentlv diagsnneed with cancer or other comnley



Ginger Hultin Nutrition she/her/hers
Nutritionist
Registered Dietitian | Virtual 1:1 support
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Online Reputation Management

Reputation Matters
o Word of mouth is still one of the most powerful marketing tools
Encouraging Positive Reviews
o Ask for honest reviews at the right time and make it easy for patients
o Always encourage honest reviews
Responding to Negative Feedback
o Stay professional
o Acknowledge concerns
o Offer solutions

o Block/report inappropriate comments /activity on social media

www.gingerhultinnutrition.com @gingerhultinnutrition



Diversitying Revenue with Creative Options

Alternative Revenue Streams
o Group programs or online courses
o Digital products: E-books, recipe bundles, meal plans,
templates /journals
Speaking /corporate wellness
Brand partnerships/media work
Writing (media, textbooks, articles, etc)
Teaching: local universities, colleges, online

O O O O

Benefits of Diversifying
o Creates passive income and attracts new clients
o Keeps things fresh and creative
o Increases visibility and authority

www.gingerhultinnutrition.com @gingerhultinnutrition



GH OFFLINE MARKETING STRATEGIES
Bringing Clients TO you!

www.gingerhultinnutrition.com

@gingerhultinnutrition



GH Networking and Community Involvement

The Power of Networking “‘g;“v,gp‘\x ,
o Build relationships with other healthcare 54
providers and community leaders

How to Network Effectively

o Attend local health fairs and events

o Join professional organizations and get
involved locally

o Collaborate with other practitioners
o Drop off books/resources
o Lunch and learns
o Ask how you can cross-refer
o Stay in touch!

www.gingerhultinnutrition.com @gingerhultinnutrition



GH

Networking for Referrals

Dear [Provider's Name],

I'm reaching out to introduce myself and share a few resources that may be helptful for your patients. I'm a
licensed physical therapist with a focus on [insert focus area, e.g., orthopedic rehab, chronic pain, post-surgical
recovery|, and [ work with patients of all ages to support functional movement, pain reduction, and long-term

mobility.

[ greatly value collaboration with other healthcare professionals and am always happy to support your patients
with evidence-based care, clear communication, and timely progress updates. I've included information about my
practice, referral options, and a few patient education tools you're welcome to use or share.

If you ever have a patient who may benefit from physical therapy, [ would appreciate the opportunity to work with
them. I'm also happy to connect directly if you'd like to discuss a specific case or care approach.

Thank you for your time and for the work you do in the community. Please don’t hesitate to reach out with any
questions or if I can be of help.

Warm regards,

'Your Name, credentials]
Practice Name]

Contact Info]

www.gingerhultinnutrition.com @gingerhultinnutrition



GH Taking Insurance

Considerations

Pros

» More steady income
 Larger patient base

» Potential for more referrals
» Improved equity

» Little to no marketing

Making the Decision

Cons

Reimbursement rates /lower income
Administrative work /learning curve
Potentially slow payments

Limited control over fees and rates
Credentialling can be challenging and
take a long time

Less flexibility — following their ‘rules’

» Assess your practice’s financial goals and patient needs

www.gingerhultinnutrition.com

@gingerhultinnutrition



GG H Insurance Decision Matrix for Private Practice

Importance
1: Not very/No
10: Yes /very important /true for me

Consistent client flow is a priority for my practice

| have the time or systems in place to manage credentialing, claims, and denials
| am comfortable managing (or outsourcing) insurance-related admin tasks

| can afford to wait 30—-60 days for reimbursement

| want to increase access for lower-income or insured clients

| am okay accepting a lower reimbursement rate per session

| am comfortable learning or using insurance systems and technology

| am open to hiring billing or credentialing support if needed

| am comfortable working within insurance-related clinical guidelines and
documentation requirements

| am comfortable with potential limits on session length or frequency set by
insurance

Accepting insurance aligns with my long-term vision for practice growth and
access

www.gingerhultinnutrition.com @gingerhultinnutrition




GH Established - need growth /consistency

Importance
1: Not very/No
10: Yes /very important /true for me

Consistent client flow is a priority for my practice
| have the time or systems in place to manage credentialing, claims, and denials

| am comfortable managing (or outsourcing) insurance-related admin tasks

| can afford to wait 30—60 days for reimbursement

| want to increase access for lower-income or insured clients

| am okay accepting a lower reimbursement rate per session

| am comfortable learning or using insurance systems and technology
| am open to hiring billing or credentialing support if needed

| am comfortable working within insurance-related clinical guidelines and
documentation requirements

| am comfortable with potential limits on session length or frequency set by
Insurance

Accepting insurance aligns with my long-term vision for practice growth and
access

www.gingerhultinnutrition.com @gingerhultinnutrition




Brand new - getting started

Importance
1: Not very/No
10: Yes /very important /true for me

Consistent client flow is a priority for my practice
| have the time or systems in place to manage credentialing, claims, and denials

| am comfortable managing (or outsourcing) insurance-related admin tasks

| can afford to wait 30—60 days for reimbursement

| want to increase access for lower-income or insured clients

| am okay accepting a lower reimbursement rate per session

| am comfortable learning or using insurance systems and technology
| am open to hiring billing or credentialing support if needed

| am comfortable working within insurance-related clinical guidelines and
documentation requirements

| am comfortable with potential limits on session length or frequency set by
Insurance

Accepting insurance aligns with my long-term vision for practice growth and
access

www.gingerhultinnutrition.com @gingerhultinnutrition




Factor Importance

G H 1: Not very/No
10: Yes /very important /true for me

Consistent client flow is a priority for my practice
| have the time or systems in place to manage credentialing, claims, and denials

| am comfortable managing (or outsourcing) insurance-related admin tasks
| can afford to wait 30-60 days for reimbursement
| want to increase access for lower-income or insured clients

| am okay accepting a lower reimbursement rate per session
| am comfortable learning or using insurance systems and technology

| am open to hiring billing or credentialing support if needed

| am comfortable working within insurance-related clinical guidelines and
documentation requirements

| am comfortable with potential limits on session length or frequency set by
insurance

Accepting insurance aligns with my long-term vision for practice growth and
access

v" Proceed with Insurance

If you rate 5 or more factors at 7 or above, your values and practice systems are well aligned with taking insurance. Insurance

is likely a sustainable fit for your practice model.

A Proceed with Caution

If you rate 3—4 factors at 7 or above, and others lower, a hybrid model (some insurance, some private pay) may be worth
exploring. You might start with one insurance plan to evaluate workflow, reimbursement, and overall fit.

Better to Stay Private Pay

If 4 or more factors are rated 4 or below, insurance may create friction with your workflow, finances, or values. A private pay

model could offer greater alignment, autonomy, and sustainability.

www.gingerhultinnutrition.com

@gingerhultinnutrition



Gl Insurance Considerations

25 eatrightpro.org/career/payment/coding-and-billing/rdns-complete-guide-credentialing-billing

Licensure and state laws
o State and profession PAA andPatient rcy
dependent. e
o Seek expert advice!
o Dietitian office hours for
licensure: 1t and 3rd
WedneSdayS Of the month at DIY or Hire a Billing Specialist This comprehensive guide is designed to assist RDNs, in navigating the intricacies of becoming a credentialed

provider and coding and billing for Medical Nutrition Therapy within a fee-for-service payment model, commonly
= p I I l Selecting a Medical Billing Service O TR . S—

Places of Service and Specific
Healthcare Services The Complete Guide to Billing and Credentialing Essentials for RDNs

What Is a Superbill? What's Included:

The Compley,
Billing anq Cpege. "
Cre ialiy
Essentials for RDl'\;’sI %

Power of Payment Videos

Coding and Billing

Coding & Billing Handbook

The Complete Guide to Billing and
Credentialing Essentials for RDNs

Academy Office Hours
Academy members can join office hours, held the first and third Wednesday each month, with the

links below. Upcﬂn‘ling office hours will be held on Wed HESdE}I',, -...Il..|||!"||II 2 and WEdnESdﬁF, JUI"." 16. Filing Claims Using the CMS 1500 Form Practice Management: Gain insights into understanding practice structures, establishing policies

and procedures such as HIPAA and cybersecurity measures, and choosing an EHR that fits your
The 8-Minute Rule

For member questions regarding licensure, the compact and consumer protection topics, join here: PrACHEE sneess;

CPT and HCPCS Codes Credentialing and Contracting: Master the art of becoming an in-network provider and negotiating

Licensure and Licensure Compact Office Hours, from 1-2 p.m. (Central time).

contracts effectively.

. ; s L ICD Codes Step-by-Step Instructions: Access detailed, step-by-step instructions on filing claims and
For answers to questions about payment, reimbursement or coverage for nutrition services, attend

the Payment and Reimbursement Office Hours, from 2-3 p.m. (Central time).

understanding coding, ensuring you navigate the billing process with confidence and accuracy.

Malnutrition Codes Characteristics and

. Updated Practice Resources: Utilize our new chart audit template and billing templates to
Sentinel Markers

streamline your processes and maintain compliance.

www.gingerhultinnutrition.com @gingerhultinnutrition
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[Licensure and State Laws Continued...

asha.org/advocacy/state/f

2% naturopathic.org/page/ScopeforPatients
ASHA JOINUS! CAREERCENTER ACCOUNT&COMMUNITY CONTACTUS YOURCART SIGNIN  Entersearchcriteria

“‘“‘C_RN Assoc

" . .. , o % American Association of

American Speech-Language-Hearing Association 2 ' NSD )5 N=turopathic Physicians
Making effective communication, a human right, accessible and achievable for all. , ¥

8
®, N
%Paruic **

/,
»

ABOUT v NATUROPATHIC MEDICINE v CE&EVENTS~ MEMBERSHIP v ADVOCACY + NATUROPATHIC COMMUNITY ~
CAREERS CERTIFICATION PUBLICATIONS EVENTS ADVOCACY CONTINUING EDUCATION

Audiologists Speech-Language Pathologists Academic & Faculty Audiology & SLP Assistants Regulation of Naturopathic Doctors in the United States

ASHA State-by-State

See legislation and regulations ASHA is tracking in the states. m

State and Territory Information

Select a state or territory below to see laws, regulations, policies, and contact information.

Alabama lllinois Nevada South Carolina

Alaska Indiana New Hampshire South Dakota

American Samoa lowa New Jersey Tennessee

Arizona KOnSGS NeW Mexico TeXGS = -~ US States Regulating Naturopathic Doctors

Active Licensure Initiatives

. . Ongoing Grassroots Advocacy
Arkansas Kentucky New York U.S. Virgin Islands State Afliate Organization in Development

. . . . . Registered
California Louisiana North Carolina Utah <" Administrative Rulos in Develogmiont

Colorado North Dakota Vermont

@gingerhultinnutrition



GH Self-Pay

Considerations
Pros Cons
 Potential for higher earnings » High- and low-income months
» More say over what you charge » More need for marketing and networking
and your structure /timing » Practitioners may not want to refer to you
» Ability to take fewer » Not accessible to lower-income clients
clients /smaller caseload » Ability to do discovery/onboarding calls

(communicating your prices and value)

Making the Decision
» Assess your practice’s financial goals and patient needs

www.gingerhultinnutrition.com @gingerhultinnutrition



GH Onboarding and Discovery Calls

Welcome + Set Agenda Share Your Approach
» Brief intro and explain the flow » Brietly explain how you work and what
of the call sessions include
Understand Their Goals Discuss Fees + Process
» Ask why they reached out » Be clear about pricing, booking, and next
and what they want help with steps
Screen for Fit Invite Questions + Confirm Next Steps
 Confirm scope, availability, « Answer questions and offer to schedule
and logistics or follow up
Resources:

- https://www.thebadtherapist.coach /blog /keep-your-intake-calls-under-10-minutes

- https://www.gethealthie.com /blog/discovery-call-private-practice

https:/ /practicebetter.io /blog /best-practices-for-discovery-sessions

https:/ /dietitiansuccesscenter.com /podcasts /150-your-discovery-call-template-step-by-step-on-how-to-run-
authentic-sales-calls-book-more-clients /

www.gingerhultinnutrition.com @gingerhultinnutrition


https://www.thebadtherapist.coach/blog/keep-your-intake-calls-under-10-minutes
https://www.gethealthie.com/blog/discovery-call-private-practice
https://practicebetter.io/blog/best-practices-for-discovery-sessions
https://dietitiansuccesscenter.com/podcasts/150-your-discovery-call-template-step-by-step-on-how-to-run-authentic-sales-calls-book-more-clients/
https://dietitiansuccesscenter.com/podcasts/150-your-discovery-call-template-step-by-step-on-how-to-run-authentic-sales-calls-book-more-clients/

(;lH Actionable Steps to Your First (or More) Clients

1. Make sure your website /social is ready to go for clients to book with you easily
* Discovery calls are easy to book via online scheduling
*Be focused on your niche and who /how you help

2. Leverage 1+ social media platforms
» Be sure it's focused on booking /onboarding clients

Claim your online listings (Psyc h ology Today, HealthProfs, ZocDoc, Google)
. Network with local providers (physicians, gyms, therapists, physical therapy, etc).
» Drop off cards, education material, referral forms

~ o

5. Post on Facebook or local community groups about your services
» Introduce yourself and ASK for what you want (clients to book)

6. Gather testimonials and reviews from current /initial clients
Create a newsletter /launch email
» Let friends, family, colleagues, and other contacts know what you're up to and ask for shares and
referrals

=~

www.gingerhultinnutrition.com @gingerhultinnutrition



Key Takeaways

Understanding Your Target Audience:

o Identify your niche and create patient personas to effectively address the needs of your ideal

clients.

Develop a Strong Brand Identity:

o Craft a compelling mission statement to communicate your values.

o Design a memorable logo and consistent brand aesthetics to connect with your audience.
Building a Robust Online Presence:

o Create an effective healthcare website that reflects your brand and is optimized for SEO.

o Leverage social media platforms to engage with your audience and enhance visibility.

o Manage your online reputation by encouraging positive reviews and responding to feedback.
Marketing Strategies and Filling Your Practice:

o Implement networking and community involvement to build relationships and grow your
practice.

o Determine if you'll take insurance or not (this can change later!)

www.gingerhultinnutrition.com @gingerhultinnutrition
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