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RECAMFT’S LAND & PEOPLE 
ACKNOWLEDGEMENT STATEMENT
“We are meeting today in the ancestral homes of 
the Coast Miwok, Wappo, Wintun and Pomo 
Nations of Sonoma, Mendocino, Napa and Lake 
counties.* RECAMFT acknowledges these Nations 
as the traditional caretakers of this land and water, 
and we are grateful for their strength and 
perseverance in the struggle to maintain their 
culture, language and traditions. Every voice is 
essential in protecting the sacredness of this space 
we hold together today. Please speak with love and 
care in your comments to others. We want our 
space to be safe and welcoming for all. We welcome 
feedback regarding our ongoing efforts to create 
inclusive, equitable safe spaces.”

-- Adopted by the Board, Aug. 23, 2024. 
* Optional for a speaker who is in a county other than our four. “And our speaker is 
presenting from the home of the … Nation(s).”
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Welcome to RECAMFT! 
Here is an overview of our day. 

• Introductions (15 minutes)

• Basic operations (1 hour)

• Quick break 

• Taking insurance (1 hour)

• Sustainable marketing (30 minutes)

• Q & A at conclusion
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Introductions! 
• Timeline for the day
• Process for asking questions (chat, hand 

raise, etc.)
• A “Resource Handout” PDF will be given to 

all attendees
• Afterwards a video will be available for 

access in the Members Only section of 
RECAMFT’s website

• Bios of our commentators 
• Advantages of membership in RECAMFT 

and CAMFT
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Thank you to today’s commentators!

• Lori Crowley, LMFT, LPCC

• https://exptherapy.com/
• BA, UC Berkeley, Biophysics
• MA, JFK Univ, Counseling 

Psychology, (holistic/somatic 
specialization)

• ExP Therapy specializes in 
neurodivergent clients

• Consultation for individuals and 
families, and healthcare providers 

• Neurodivergent-affirming care 
therapy

• Supervises Associates
• Manages a group practice with 4 

therapists
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Thank you to today’s commentators!

• Tatra-Li de la Rosa, LMFT

• https://www.tatradelarosa.com
• BA, UC Berkeley, Sociology
• MA, Sonoma State University, 

Counseling
• Certified IFS Practioner, Level 3
• Certified Healing Shame 

Practitioner
• Teacher, SSU’s Counseling 

Masters program
• Supervises Associates
• Manages a group practice with 9 

therapists 
• https://www.delarosapsychothera

pists.com/our-team
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Thank you to today’s commentators!

• Kira Kayler, LMFT

• Author, The Prehistoric Brain in 
the Modern World

• Created the Instinct to Intention 
(the H.A.R.N.E.S.S. method) 
Masterclass

• Former Director at Large, CAMFT 
Board of Directors

• Former CFO, RECAMFT
• Manages group practice
• Supervises Associates
• www.keyinsightscounseling.com
• https://instincttointention.prehistor

icbrain.com/ 
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WHY JOIN CAMFT

• CAMFT is the largest community of MFTs world-wide
• Consult with an attorney Monday thru Friday
• Prelicensed membership is $95 annually
• Free malpractice insurance for students
• Prelicensed job directory
• Scholarships and grants
• Road to licensure support
• Find more at https://www.camft.org/pl-join 
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WHY JOIN RECAMFT

• Excellent monthly presentations on new and popular topics viewed 
from the comfort of your home/office - most RECAMFT trainings occur 
on the first Friday of the month on Zoom

• Members attend monthly CE meetings at no additional cost, with at 
least 15 CEs included in the price of membership . 

• Access to our vibrant Members only listserv reaching nearly 400 
active members for announcements, inquiries, and staying connected.  

• Get all your CEs, and Law & Ethics with ease!

• Monthly newsletter with dynamic member contributions, reviews, 
workshop updates and more! 
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WHY JOIN RECAMFT

• Free listing on the RECAMFT directory with a link to your website.

• Community events for networking , support, and connecting with 
other caring professionals.

• Prelicensed Collaborative for Students and Associates to consult with 
licensed clinicians on their orientations and techniques.

• Leadership opportunities are a great way to serve.

• Speaker presentations are often recorded and can be accessed 
online from the comfort of your home/office through the RECAMFT 
Programs Center, making even more CE-earning opportunities 
available for members. 

• A bargain for Prelicensed Members at $25 / year! 
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RECAMFT’S MISSION STATEMENT 

"The purpose of RECAMFT is to 
promote and maintain 
professional competence and 
integrity with knowledge, 
innovation, compassion, humor 
and respect for human dignity and 
diversity. We do this by providing 
opportunities for networking, 
education and community 
outreach for our members.”

Adopted by the Board, March 2010, 
updated with “for our members” in June 2025.  
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OUR VISION

RECAMFT and our members strive to 
be exemplary professional resources 
for Marriage and Family Therapists, 
Associates, affiliates and people 
seeking our services, through 
leadership, quality education, and 
establishing a collegial, compassionate 
network to serve our local 
communities.

-- Adopted by the Board, Aug. 20, 2021
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OUR RACIAL & SOCIAL 
JUSTICE PLEDGE

RECAMFT is committed to equity including 
addressing structural racism and systemic 
injustice. We endeavor to be inclusive and 
value individuals from all ethnicities, ages, 
races, sexual orientations, genders, languages, 
abilities, religions, citizenship statuses, and 
socioeconomic backgrounds into our chapter 
and into treatment.

We strive to advocate, educate, collaborate, 
and strategize for positive racial and social 
justice change within our membership and 
our community.

-- Adopted by the Board, Feb. 22, 2022

13

OUR VALUES

� Respect
� Compassion
� Inclusivity 
� Collaboration 
� Adaptability 
� Transparency 

Adopted by the Board, Aug. 20, 2021
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Here we go….

Operations

Dr. Laura Strom, PsyD, LMFT’s 
sandplay office
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OPERATIONS – Operating a Private Practice - Key Topics

• Considerations
• Set up

• Logistics
• Legal

• Running
• Processes

• Policies | Record keeping | Billing 
• Accounting / Profitability | Client 

interface
• Technology
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OPERATIONS – Questions to Consider for Starting Your Therapy Practice

• Why do you want your own practice?

• What do you see as the pros and cons of a private 

practice?

• How do you want to work? Full-time or part-time?

• In-person, telehealth or hybrid?

• Solo or part of a group practice?

• In the same community where you live or not?

• What populations do you want to serve?

• How will you get clients?
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OPERATIONS – Setting Up Your Therapy Practice - Logistics & Legal

Your Practice is a BUSINESS - it needs
• Name
• Location / address

Business Name
• Your name vs. another name
• Fictitious Business Name
• State requirement
• File with county
• Publish in newspaper

Pro-tip: Give your business a Unique Selling Proposition (USP) (a 
slogan!) You will use this in marketing your business to make it stand out. 

Patricia A. T. Hromalik 
DBA Petaluma PATH Counseling
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OPERATIONS – Setting Up Your Therapy Practice – Logistics cont’d
Business location

• Telehealth only / home vs business address

• Office Space
• Sublet vs Rent own space
• Growth considerations
• Some areas have restriction / zoning 

requirements
• Rentals advertised: Listserv, Craigslist, 

Loopnet

• Rental agreements

• General Liability Insurance (landlord as 
co-insured, CAMFT discount with CPH 
Insurance)

Dr. Bob Casanova, PsyD, LMFT’s office space. 
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OPERATIONS – Setting Up Your Therapy Practice - Legal cont’d
Business License / Tax Certificate
• Legal requirement in most locales
• Posted on premises 

(just like your professional license)
• Varies by locale (city vs outside city limits)
• Fees vary (some call it a business tax)

• Yearly flat fee
• OR
• Based on revenue / type of business entity

Santa Rosa City Hall is where you register to do 
business in Santa Rosa. 
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OPERATIONS – Setting Up Your Therapy Practice - Logistics cont’d
Type of Business Entities
 (legal / liability / tax implications)

• Sole proprietorship - most common

• Examples of others (not complete list)

• Partnership

• Corporation

• S-Corp or Professional Corporation

• LLC (limited liability corporation)

In California, therapists can only form  a 
Professional Corp/S-Corp

Sonoma Family Therapy, INC (a Professional Corporation)

22



OPERATIONS – Setting Up Your Therapy Practice - Logistics cont’d

Additional Set-Up Tasks and 
Considerations (and costs!)
• Business Phone / Phone number
• Utilities (electric/gas)
• Water/Sewer
• Internet
• Accessibility (ramps, elevators, 

wheelchair maneuverability)
• Parking - you / your clients
• Furniture and accessories
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OPERATIONS – Setting Up Your Therapy Practice - 
Logistics cont’d

❖ More about your space (my pet peeve!)
❖ What your space says

➢ To your clients
➢ & (very importantly)
➢ About YOU

Ideas / ways to create inviting / soothing 
space on different budgets

Taken from de la Rosa Psychotherapists 
website. 
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Cynthia Psailia, LMFT - Petaluma Office 25

Dream Office
(Not low budget!)
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Low Budget
Office

(Still love!) 27

OPERATIONS – Running Your Private Practice - Processes

Day to Day Tasks

• Practice policies

• Client communication / interface

• Scheduling

• Forms

• Resource sharing

• Electronic communication

• HIPPA

• Record keeping

• Billing / Accounting
de la Rosa Psychotherapy Contact and Scheduling page
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OPERATIONS – Setting Up Your Therapy 
Practice - Processes cont’d

Practice Policies
• Fees

• Full fee - market rates
• Sliding scale - how to determine
• Rates based on type

• Individual | couple | family | group
• Cancellation notice / fees
• Weekly vs Biweekly appointments 
• Termination of service
• Billing / collections
• Your availability

Barbara Griswold, LMFT 
blog article on HIPAA 
Privacy Practices
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OPERATIONS – Running Your Private Practice - Processes

Examples / Templates for forms 
that incorporate your policies
• CAMFT
• Barbara Griswold LMFT - 

Navigating the Insurance Maze - 
sample forms, courses, 
consultation

• Maelisa McCaffrey LMFT- QA 
Prep - sample forms, templates, 
strategies, courses, groups, 
consultation

Dr. Maelisa McCaffery, LMFT dba QA Prep
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OPERATIONS – Setting Up Your Therapy Practice - Processes cont’d
Key Technology Considerations
• EHR - electronic health records applications 

and
• Practice Management Software 

Applications
• Include all / part  day to day tasks
• May also include

• Claim interface/batch processing for major 
insurance

• A/I tools
• Treatment planning tools
• Form templates
• Video / telehealth services

• Charge monthly or annual fee
• Ex. SimplePractice | Theraplatform | TherapyNotes
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OPERATIONS – Setting Up Your Therapy Practice - Processes cont’d
Key Technology Considerations
• Mental Health Services Platforms / MSO’s 

(managed service organizations)
• Contract therapists - pay per session (reduced 

rate)
• Provide platform / marketing to clients
• Manage client intake / set up / scheduling / 

charges
• Provide credentialing to insurance 

companies
• Handle billing/collections, claims processing
• Incorporate EHR/Practice Management in 

platform
• Examples include: Grow, Alma, Headway

32



OPERATIONS – Setting Up Your Therapy Practice - Technology Cont’d
Key Technology Considerations - A/I

Potential lower risk uses
• Drafting generic internal checklists and workflows
• Brainstorming non-client-facing business content
• Organizing public information or administrative templates

Uses requiring formal review before implementation
● AI documentation or transcription tools
● AI intake systems or client-facing chatbots
● AI-generated clinical summaries, treatment-planning 

suggestions, or client communications
● Any tool that processes identifiable client information

Operational Rule:  The clinician remains accountable for privacy, accuracy, informed use, client consent, clinical judgement, 
and final documentation. 
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OPERATIONS – Setting Up Your Therapy Practice - Processes cont’d

• Finances / Accounting

• Need accounting to track
• Money in = Revenue
• Money out = Expenses
• Difference = profit or loss

• Necessary for
• Completing taxes
• Applying for loan - prove income

• Don’t Panic - these people / tools can help 
• Bookkeeper
• CPA
• Tax preparers
• Quickbooks
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Sample of 1 Year 
of Expense for 
Therapy 
Practice
(from Quickbooks 
Profit and Loss 
Report) 
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OPERATIONS – Setting Up Your Therapy Practice - 
Processes cont’d

Finances / Accounting
• Don’t commingle personal finances and 

business finances
• Separate bank accounts
• Separate credit cards or clear “paper” trail 

of reimbursing personal account from 
business for business expenses

• Money from business account to 
personal is called “Draw”
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OPERATIONS – Setting Up Your Therapy Practice 
- Processes cont’d
Finances / Accounting cont’d
• Payments / Billing

Based on your policies you need to determine 
• Is payment due at time of service?

• Are you cash only or will you accept credit / debit 

cards?

• There is a fee - usually 2.75% (will you build that 

into your cost or add it to bill?) 

• Card processing often built into EHRs/Practice 

Mgmt software - also separate apps / tools like Ivy 

Pay (HIPPAA compliant) or Square, etc.
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OPERATIONS – Setting Up Your Therapy 
Practice - Processes cont’d
Finances / Accounting cont’d
• More Payments / Billing considerations

• If you accept insurance, some insurance requires 

co-pays which is your responsibility to collect from 

the client (unless your EHR/MSO does it for you).

• Will you allow clients to carry a balance for a period?

• Will you bill / send clients’ statements for money 

owed?

• When will you stop services due to lack of payment?

• Will you send unpaid balances for collection?
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OPERATIONS – Setting Up Your Therapy 
Practice - Processes cont’d
Finances / Accounting cont’d
• A word about Taxes

• Self-Employment Taxes (for Sole proprietors)
• Pay income tax on net profits
• Pay all of your social security tax – ie. the employee 

and employer piece (but get a deduction for half)
• As a  self-employed person must pay your State and 

Federal Income taxes quarterly
• Required to pay a % of full amount by certain dates 

or penalty assessed on your final tax return
• Consider getting an EIN (employer id number) 

instead of using your social security number 
• CPA and Tax Preparers are really helpful in this 

complex area - worth the money!
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OPERATIONS – 
Setting Up Your 
Therapy Practice - 
Processes cont’d
Finances/Accounting 
cont’d
• Don’t panic - there 

is help
• Bookkeepers
• Medical billers
• Part of 

EHR/Practice 
Management and 
Managed Service 
Orgs
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Q & A
What burning questions do you 
have for us?
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This leads to….

Taking 
Insurance
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INSURANCE – You need your own!

• Buy malpractice insurance and 
include slip and fall for your 
office as needed. 

• Your CAMFT membership will 
give you a discount with CPH 
Insurance. 

• https://cphins.com/
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INSURANCE – Should I take insurance? 

• You have lots of choices now about 
insurance. 

• You don’t have to take insurance at 
all. 

• There are companies that serve as an 
insurance biller, take care of 
contracting you with a handful of 
insurance companies, who each offer 
their own pre-determined session fee 
(you won’t be able to negotiate for an 
increase, or a single-case agreement). 
Pros: the company handles 
everything, and you get paid on-time. 
Cons: lower rates.

44

https://cphins.com/


INSURANCE – Should I take insurance? 

• You have lots of choices now about 
insurance. 

• You can individually contract with 
insurance companies on your own. 
For example, in Sonoma County, 
Carelon handles our Medi-Cal, and 
many people are Carelon Medi-Cal 
providers.

What to do???? 
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INSURANCE – Should I take insurance? 
• I decided not to take 

insurance, so I don’t need to 
worry about insurance at all, 
right?  

• WRONG! 
• Some of your clients will file 

your “Superbills” with their 
insurance for reimbursement. 
Therefore, your bills need to be 
accurate and have the proper 
diagnoses and session codes for 
your client to receive 
reimbursement. 
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INSURANCE – Should I take insurance? 
• You will need to communicate with clients’ primary 

healthcare providers at times, so you will need to be 
able to produce a treatment plan, diagnoses, and 
share the treatment you have provided. For this you 
will need to use the proper insurance codes for 
sessions, place of service, diagnoses, etc. 

• Eventually, your records will be subpoenaed by 
someone, and they need to look appropriate. 

• Even if you don’t take insurance, you need to learn 
about it. 
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TAKING INSURANCE THE SOMEWHAT QUICKER (A FEW WEEKS?), 
AND NOT TOO HARD WAY

• Consider signing up with an insurance 
biller who will provide you with a page 
to talk about your specialties and will 
handle taking the co-pay from your 
client. 

• Cons: the client has to register with the 
insurance biller and put a credit card on 
file. 

• Cons: you have no control over how 
much you are paid. 

• Cons: you have to keep a calendar on 
their site, which may mean double 
calendaring.

• Cons: clients can get confused by 
having to complete forms on both 
your site, and the insurance biller’s 
site.
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TAKING INSURANCE THE SOMEWHAT QUICKER (A FEW WEEKS?), 
AND NOT TOO HARD WAY

• Pros: you will be paid on a regular 
schedule.  

• Pros: some billers pay for referrals of 
other therapists to join their sites. 

• Pros: if you write your notes on their 
sites, you are guaranteed payment, with 
no chance of clawbacks. 

• Cons: your note is now on their 
HIPAA-compliant website. 

• Cons: You need a CAQH profile. 
• Some of the companies who offer this 

service.
• Headway.co (no M) – free to therapists, 

reimbursement rates vary by insurance.
• HelloAlma.com - $125 / mo charge to 

therapists, reimbursement rates vary. 
• Rula.com – flat $90 reimbursement rate 

on any insurance for 54-60 min. sessions. 

49

INSURANCE – Signing up with individual insurance companies like Medi-Cal

• For some providers with higher reimbursement rates, this is 
absolutely worth doing. 

• An example is Carelon Medi-Cal which has a current 
reimbursement rate of around $130 / 60 minute session. 

• Note: Medi-Cal is part of our national program, Medicaid, 
which covers health insurance for low income / disabled 
people. 

• Note: 1 in 4 California adults and 50% of California’s children 
are on Medi-Cal. 

• Another example is taking VA insurance if you specialize in 
veterans. 

• Helpful Tip: Request rate increases from insurance companies 
at regular intervals 

• One member reports this has nearly doubled her fees in 6 years
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INSURANCE – Medicare for people 65+

• Lastly, LMFTs have been approved to be Medicare 
providers (our national socialized health insurance 
for people 65+, or permanently disabled), though the 
wait times for our approval are months long. 

• Note: whether or not you take insurance, you still 
have to sign a waiver to OPT OUT of taking Medicare 
which lasts a minimum of 2 years. 

• Learn more about this on the CAMFT website here. 
https://www.camft.org/Membership/About-Us/E-New
sletters/E-News-2024/May-2024-E-Newsletter/Medica
re-Eligibility
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INSURANCE – Excellent resources

• CAMFT member, Barbara Griswold, LMFT, is a nationally 
known expert for therapists on how to incorporate 
insurance into your practice. 

• She has written a book called Navigating the Insurance 
Maze, 10 th edition  which is a wealth of knowledge. 

• She has excellent webinars and articles on taking insurance 
found on her website. 

• Barbara correctly points out that we often have open hours 
between private pay sessions, and these hours could be 
paid by taking insurance clients. $90 is more than $0.  

• Please visit her website here. 
https://theinsurancemaze.com/

• Subscribe to her email list to receive a free report, “13 Ways 
You Might Accidentally Be Committing Insurance Fraud”. 
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Q & A
What burning questions do you 
have for us?
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Finally…

Sustainable
Marketing 

54



SUSTAINABLE MARKETING

Building a Sustainable Therapy 
Practice: Visibility, Connection 
& Growth

So, we’ve talked about 
operations and billing, but none 
of that matters if people are not 
seeking your services. 

RECAMFT Member 
Caitlin Blair, LCSW dba Tiny Cottage Therapy
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SUSTAINABLE MARKETING
Building a Sustainable Therapy 
Practice: Visibility, Connection & 
Growth

From Branding → 
Marketing/Advertising → 
Networking → 
Sustainability

Intentions:
• Define your brand (identity)
• Build ethical marketing strategies
• Create meaningful referral 

networks
• Develop sustainable systems for 

long-term growth

RECAMFT Member, Jacob Lapides, LMFT dba Delve Deep Psychotherapy
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SUSTAINABLE MARKETING

Who Are You & Who Do You Serve?
Therapy in private practice IS owning a business. 
Like any successful business, you will need a 
marketing plan. A marketing plan starts with 
defining yourself and services, known as your 
brand. 

A strong therapy brand communicates:
Who you are…
• Your values
• Your therapeutic approach (modality, 

specialities, certifications) 
• Your personality and voice (warm, caring, 

humorous, etc.) 
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SUSTAINABLE MARKETING

Who do you help?
• Populations you specialize in 

(Adults, children, specific groups) 
• Problems you understand deeply 

(Specialization in anxiety, substance 
abuse, etc.) 

• Communities you serve

• Next slide – see how Vicky and 
Kimmy address this on their website. 

Vicky Rohrer, LMFT and Kimmy Peterson, LMFT - 
RECAMFT Members and Founders dba Sonoma Valley Family Therapy
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SUSTAINABLE MARKETING
How do you help?
• Your framework (What to expect, expected length of treatment, fees) 
• Your philosophy (How change occurs) 
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RECAMFT Member, Felicia Matto-Shepard, LMFT, Founder, Alchemical Art
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RECAMFT Member, Marty Schwebel, LMFT, dba New Roads Counseling

64



SUSTAINABLE MARKETING

Why you?

• What makes your 
approach unique?

• What experiences shape 
your perspective?

• What do clients feel when 
they work with you?

RECAMFT Member, Erma Kyriakos, LMFT, dba Therapy with Erma 65

SUSTAINABLE MARKETING

Your Digital Presence: Your Practice’s Front Door

• Most potential clients and referral sources will 
research you before reaching out. 

• Your online presence is VITAL! Not just for 
clients, but for networking, referrals, and 
professional reputation. 

• Your website/web presence is your forward 
facing presentation of your brand and who you 
are. 
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SUSTAINABLE MARKETING
Your Digital Presence: Your Practice’s Front Door

Options for online presence: 
• Personal website 
• Psychology Today
• Listings in directories
• Insurance panel lists 
• Social media sites 
• LinkedIn 
• Google Business Listings 
• Counseling California (CAMFT’s free directory)
• RECAMFT! 

Consistency matters across platforms!
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SUSTAINABLE MARKETING

Marketing That Feels Authentic 
Marketing is a strategic way to help spread the word about 
your practice and fill it with many wonderful clients. It can 
be helpful to have a marketing plan that acts as a snapshot 
of your marketing efforts, as well as tracks your marketing 
goals.

Most strategic marketing plans include elements of these 
domains:

• Content Marketing
• Relationship Marketing
• Reputation Marketing Austin Gurule, AMFT dba Redwood Somatic Therapy
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SUSTAINABLE MARKETING
Marketing That Feels Authentic: 

Content Marketing
• Psychoeducation (ex. Blog around dealing with substance abuse, anxiety, etc.)
• Common misconceptions
• Resources
• Your perspective

RECAMFT Member, Brooke Hein, AMFT 76



77

SUSTAINABLE MARKETING
Marketing That Feels 
Authentic:

Relationship Marketing
• Community involvement (ex. 

Attending RECAMFT events)
• Workshops
• Speaking opportunities
• Collaborations (ex. 

Consultations)

RECAMFT Member, Jennifer Shannon, LMFT
Author, Don’t Feed the Monkey Mind

78



SUSTAINABLE MARKETING

• Strong client experience
• Professional relationships
• Referrals

RECAMFT Member, LaWanda Jackson, LMFT, dba Light Heart Therapy

Marketing That Feels 
Authentic: 

Reputation Marketing
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RECAMFT Member, Phoenix Jackson, LMFT, CIMPH, 
dba Light Heart Therapy
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SUSTAINABLE MARKETING

Advertising can help — but it works best 
when your foundation is strong

  Before spending money:
 

✓ Clear niche
 ✓ Strong website
 ✓ Clear messaging
 ✓ Easy contact process

Advertising: 
When & How to Invest 

RECAMFT Member Christy Livingston, LMFT 
dba Bridges to Understanding 81

SUSTAINABLE MARKETING

• Google Ads (can be expensive)

• Facebook Ads (can be expensive)

• Yelp Ads (get a business listing for free)

• Directory listings

• Community sponsorships

• Professional memberships

• Workshops/events

Advertising options
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SUSTAINABLE MARKETING

• Where inquiries come from

• Cost per inquiry (How many people 
click through on promoted content) 

• Conversion rate (How many people 
that click follow through and 
schedule) 

• Quality of referrals

Measure
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SUSTAINABLE MARKETING

Networking is not asking for referrals — it is 
building trust. Strong referral relationships come 
from:
• Referrals from colleagues  
• Know their work/reputation 
• Understand their ideal clients
• Know when you are a good fit

Networking: Building Referral Relationships

Community referrals:
• Schools
• Medical providers
• Other therapists
• Organizations
• Parent communities
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SUSTAINABLE MARKETING

A full practice is not the only measure of success. 
High drop out rates will negatively impact clinical 
reputation and can lead to burnout.

Sustainability includes:
Financial Sustainability

• Know your numbers
• Set appropriate rates (Insurance or private pay - 

pros and cons) 
• Plan for slow periods (and vacations, unexpected 

life circumstances, etc.) 
• Create multiple income streams (private practice, 

classes, and non-clinical work) 

Sustainability: 
Building a Practice You Can Maintain
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SUSTAINABLE MARKETING

Emotional Sustainability:
• Manage caseload intentionally
• Protect clinical energy
• Maintain boundaries

Operational Sustainability:
Systems for…
• Scheduling
• Documentation
• Billing
• Follow-up
• Marketing

Sustainability: Building a Practice You 
Can Maintain
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SUSTAINABLE MARKETING

Growth happens through repeated small actions.

So - keep in mind….
• Be consistent in who you are across platforms
• Speak to your audience and your people
• You are always representing your business in the 

community, keep that in mind as you move 
through life

• You can always make changes; your identity will 
grow and change as you develop as a clinician, 
and you should update your digital presence to 
reflect that periodically

Your Practice Growth Plan: 
Small Steps, Consistent Action
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SUSTAINABLE MARKETING

Growth happens through repeated small actions.

So - keep in mind….
• Sometimes private practice can feel like you’re 

alone - through strong marketing, advertising and 
networking, along with affiliations like RECAMFT, 
you are never alone!

• Stay connected to others in the field!
• Have goals for your practice and work the plan!

Your Practice Growth Plan: 
Small Steps, Consistent Action
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SUSTAINABLE MARKETING

IMPORTANT: Pre Licensed clinicians MUST 
include specific language across all platforms, as 
determined by the BBS (ex. Jane Stewart, 
Registered Associate Marriage and Family 
Therapist #123456, Supervised by John Doe, 
LMFT #78910)

And last but not least…
Follow BBS Marketing Guidelines!
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Q & A
What burning questions do you 
have for us?
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RESOURCES

• A PDF Resource List will be 
emailed to all attendees. 

• This Power Point will be available 
for download in the Members 
Only Section of our website. 

• We hope to create a video of 
today’s presentation which will 
also be available in the Members 
Only Section of our website.
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THANK YOU!
We hope you have enjoyed this workshop. Questions or comments? info@recamft.org
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