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It makes sense, right? ...
“To effectively market your psychotherapy services,
the first thing you must do is get clear on WHO
your ideal client is, where they spend their time,
and what their specific challenges are...”
But are you maximizing your marketing and your practice’s full
potential by targeting a specific market or niche?
If not, or if you seem to get tripped up when it comes to defining
your niche with complete confidence, you’re far from alone!
We hear it from therapists all the time ... “I don’t want to pigeonhole myself.” “How can I possibly get more clients by marketing
to fewer people?!?” “I know it’s important to focus on a niche,
but I don’t know where to even begin.”
Well, these issues and concerns are about to become a thing of
the past...
Because the truth is that choosing your niche is going to give you
so much more room to grow your practice or any other business
you have.
Niching down doesn’t limit you – it actually does the opposite.
Once you narrow down what you do, who you serve, and why,
this whole private practice and online therapy thing becomes a
whole LOT EASIER!
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And once you’re done with this workbook, you’ll not only be crystal clear about why you need to target a specific niche, you’ll also
confidently know the best niche for you to serve.
We’re going to walk through a simple, yet highly effective, 4-step
process for identifying the niche that can propel YOUR practice
to six figures and beyond!
These 4 steps are going to take a little elbow grease, so get
ready to put pen to paper...
But rest assured, the work you’re going to put into this process
is more than worth it, as the clarity you’re about to gain will catapult your practice to the next level.
What are the 4 steps? They are:
• Step 1 – Identify Your Overall Market
• Step 2 – Niche Down & Get Specific (the more specific
you get, the better!)
• Step 3 – Do Some Market Research
• Step 4 – Create Your Value Proposition
So, are you ready to say goodbye to niche confusion and feeling
stuck?
Are you ready to discover the niche that will allow you to create
the abundant practice you desire and deserve?
5

Declare right here, right now, that you are going to pick a niche,
even if it feels scary.
All right... Let’s do this thing!
Bea and Sean Armstrong
Co-Founders, Therapy Marketing Institute
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WHY SHOULD
YOU TARGET A
SPECIFIC NICHE?

Before we dive into how to choose a niche, we need to make
sure we’re on the same page regarding the “why” ... because if
you don’t know why you’re doing something, you’re far less likely
to do it!
So, why should you choose a niche?
While the reasons are numerous, the three main reasons you
NEED to choose a niche are to:
1. Efficiently Allocate Your Resources
2. Position Yourself and Be Seen as an Expert
3. Create Emotionally Appealing and Effective Messages
Let’s briefly take a look at each...

Efficiently Allocate Your Resources
Every business – even the largest Fortune 500 companies – has a
finite amount of resources...
And wasting your limited marketing resources (your time and
your money) trying to be all things to all people is one of the
surest roads to failure and bankruptcy. This is even truer for small
businesses than it is for large ones.
Despite this fact, most therapists get their best clients only by
lucky accident – by throwing out their marketing messages to ev8

erybody and letting the right people find them.
This is like getting a message to your sister in Boston by dropping 250,000 copies of your letter out of a plane as you fly over
Massachusetts.

This is “hope marketing” ... Hoping your message gets to the
people you want to see it most.
Sure, a few of the people you want to see your message may
come across it, but it is a grossly inefficient and wasteful process
that can financially ruin your practice or ANY business.
Conversely, each and every psychotherapy practice, from the
tiniest to the largest, can make the switch to efficiently targeted
marketing.
How?
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By determining who your “best client” is and then focusing your
resources on reaching them with a message that’s specifically tailored to them.
How do you determine the best clients to target?
Well, the process of determining precisely which prospective clients you should target begins by selecting what’s commonly referred to as a “niche,” which is simply a subset of a larger market
on which a specific product or service is focused.
But maximizing your efforts by efficiently and effectively allocating your limited resources isn’t the only reason you should focus
on a specific niche. You also want to...

Position Yourself and Be Seen as an Expert
Bear with me for a minute as we imagine an unpleasant situation...
What if you discovered your child was suffering from a serious
medical condition?
I’ll bet you’d want to find a doctor in your area who specializes in
treating children with precisely that condition. And you’d probably be more than willing to pay more for their expertise. Right?
Heck, if the child’s condition was serious enough, many people
would be willing to spare no expense and even fly across the
country to find the right specialist for their child.
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Well, this principle is no different in mental health.
Many couples with marital problems would rather find and work
with a marriage and relationship EXPERT, as opposed to a therapist whose practice includes children, teens, individuals, families,
and so on.
And many couples would more than willingly pay higher fees
to be seen by such an expert.
The same is true for parents of a teen with an eating disorder,
parents of a child with ADHD, men with sexual and/or intimacy
issues, and so on, and so on...
If you’re targeting everyone, not only are you spreading your
marketing resources WAY too thin trying to target a population
much larger than you can actually serve, but you’ll also find it
next to impossible to be seen as THE professional to turn to
when people have a certain problem... and charge fees accordingly.
That bears repeating...
If you’re targeting everyone, not only are you
spreading your marketing resources WAY too thin
trying to target a population much larger than you
can actually serve, but you’ll also find it next to impossible to be seen as THE professional to turn to
when people have a certain problem... and charge
fees accordingly.
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Copy and paste the above on your wall... Repeat it to yourself
as often as necessary. Because targeting anyone and everyone is
one of the most common problems I see in therapists’ marketing.
And, this leads directly to the third reason to choose and selectively target a specific niche...

Create Emotionally Appealing Messages
Parents of children with eating disorders, couples who’ve experienced infidelity, individuals dealing with stress or anger management issues, and families with boundary and communication
issues all want different things.
Likewise, a young professional woman, a stay-at-home mom,
a conservative executive, and an elderly couple are all likely to
have different emotional needs and preferred methods of communicating.
Imagine being on a stage in front of a room full of all of these
different people with only a couple of minutes to convince them
that not only can psychotherapy help them, but that you’re the
psychotherapist they should choose to work with...
Sound like a daunting proposition?
That’s because trying to emotionally connect and establish relationships with all these disparate individuals simultaneously is a
nigh impossible task.
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Conversely, imagine being on the same stage, but this time the
room is full of young professional couples that are all struggling
with the emotional aspects of infertility...
How much easier would it be to convince them that the psychotherapy services you offer can help?
That’s because the more specific you are about the type of client
you’re targeting, the easier it is to create and convey messages that speak directly to those people’s wants, needs, fears, and
concerns.
In order for your marketing to be successful, you need to do precisely this!
Remember, we’re all unique. Certain messages and stories resonate with each of us as individuals.
Your goal should be to create marketing messages that present
whatever it is you’re offering as something that is designed, formulated, engineered, or customized specifically for YOUR ideal
clients.
Why?
Because little will move your prospective clients to become actual clients faster than having them read your marketing messages
and say, “Hey, that’s for ME!”
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STILL NOT SURE
YOU SHOULD
TARGET A
SPECIFIC NICHE?

If you’re still not sure whether or not you should target a specific
niche, it’s likely because either you:
1. Are afraid you’ll pigeonhole yourself by focusing on only
one presenting problem or target population, or
2. Believe that if you don’t target enough different types of
clients, you won’t be able to fill your practice.

A Niche Is Not a Pigeonhole
If you’re concerned about pigeonholing yourself, let’s be very
clear that choosing a niche is NOT a decision that’s set in stone.
For example, if you decide an ideal niche might be working with
elementary-age children with ADHD... you don’t have to stop
there.
Once you’ve established yourself as the local, state, or even a
national expert on helping elementary-age children with ADHD,
you can back it up a step and become the expert who helps children and teens with ADHD.
Then, once you’ve nailed that market, you can back it up again
and help children, teens, and young adults with ADHD. Or, alternatively, you could help the parents of children and teens with
ADHD.
In other words, you want to start with as well-defined a niche as
you can. Then, once you’ve built your expertise and practice fo15

cusing on it, you can always build on your success by scaling and
broadening your niche from there.
And if you’re concerned about “getting bored” focusing on one
population or presenting problem, let me ask you...
How many of your current and former clients have already come
to you with the same presenting problem? And how many of
them shared the exact same struggles, the exact same concerns,
the exact same family-of-origin issues?
They were all different, right?
Again, each of us is unique.
Yes, many of us share similar problems, but how we cope with
those problems – not to mention the other issues and relationships in our lives that contribute to or help us overcome those
issues – are unique to each and every one of us.
This being the case, it’s unlikely you’re going to find yourself
“bored” by focusing on a specific niche... especially is it’s a niche
you’re passionate about (a topic we’ll talk about more in just a
bit)!
And, if you ever do feel yourself getting tried of helping people
overcome the same types of issues, then it’s probably just time to
change your niche.
Remember, choosing a niche isn’t a decision that’s set in stone...
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As we’ve already discussed, you’ll likely change the focus of your
practice (your niche) multiple times over the course of your career. Yet that fact does nothing to diminish the benefits of always
being focused on a specific niche!

The Scarcity Myth
Of course, you may not be concerned about pigeonholing yourself. You may simply believe that if you don’t target enough different niches and clients you won’t be able to fill your practice...
However, it’s the exact opposite that is true!
Unless you choose an unnecessarily small and restrictive niche
for which there’s little to no market (such as only helping children
who have nightmares about teddy bears), there are more than
enough people that need the help and services you provide in
almost any niche you can imagine...
For example, let’s look at a few numbers:
• According to the U.S. Census Bureau, approximately 20%
of the population is between the ages of 4-17. According
to the CDC, approximately 11% of children 4-17 years of
age have been diagnosed with ADHD. This means, an
area with a population of 100,000 is likely to have around
2,000 school-aged children who’ve been diagnosed with
ADHD. Can you serve 2,000 clients?!? Of course, not. Do
you think you could make a good living by positioning
yourself as an expert and helping even a fraction of this
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population?!?
• According to the Anxiety and Depression Association of
America, 15 million people age 18 or older suffer from
social anxiety disorder. That’s 6.8% of the U.S. population.
Again, if we extrapolate this data, an area with a population of 100,000 may well have 5,000 adults who are suffering from social anxiety disorder. 5,000 potential clients!
Do you still think there aren’t enough people who need
your help to go around?!?
• Even when it comes to marital infidelity, according to
the Journal of Marital and Family Therapy (2014), 41%
of marriages have experienced infidelity, either physical
or emotional, by one or both spouses. According to the
U.S. Census Bureau, there are 6.8 marriages per 1,000
total population. That means there are approximately
680 marriages in a population of 100,000, 41% of which
(around 275) that have experienced infidelity. These numbers seem a bit low, but this is only married couples (the
figures don’t include non-married couples) and this is only
those reporting the infidelities. Regardless, could your
practice handle 275 couples? How about half that? How
about even a quarter (68 couples clients) or an eighth (34
couples clients)?
Do you still think you can’t fill your practice by targeting a specific
niche?!?
Now, how much easier will it be to attract these clients if you positioned yourself as THE expert to go to when someone has one
18

of these issues?
How much easier do you think it will be to get radio and newspaper interviews once you are THE expert in your field?
How much easier will it be for you to help those clients with limited means get therapy because of all of the full-fee clients you’ll
be able to generate by targeting a niche?!?
Remember...
By initially drilling down and becoming an expert in
a specific area, you can more quickly establish your
expertise with a given population, build a prospect
and client following that values that expertise, charge
higher fees because of your expertise, and then back
up and expand your expertise and your niche as your
resources grow.
And all of this is 10-100 times as important and true when we’re
talking about building an online, teletherapy practice in states
with populations of 1 million, or 10 million, or more!
Are you beginning to see the power of choosing a niche?
Now, let’s look at how to go about choosing the best niche for
you...
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STEP #1:
IDENTIFY
YOUR OVERALL
MARKET

Overall markets or umbrella markets include such broad topics as
careers, finance, lifestyle, parenting, education, love (connection
and relationships), and spiritual development, to name a few.
Do you see how broad these are?
Don’t worry, we’re going to get more specific within these areas...
But you should start out by thinking this big, as your counseling and psychotherapy services could potentially address any of
these.
To clarify even further, here are a few examples:
• Do you help people with career-related issues, such as
navigating professional relationships, job stress, or finding
or choosing the right career path? If so, your main market
is careers.
• Do you help people with financial anxieties or couples
who are struggling with financially-related relationship
issues? If so, your main market is finance.
• Do you help people overcome traumatic experiences,
achieve better balance in their lives, or determine, set,
and achieve life goals? If so, your main market is lifestyle.
• Do you help parents and their children who are struggling
with educational or relational difficulties? If so, your main
market would be parenting.
• Do you provide consulting and training to teachers, orga-
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nizations, or other therapists? If so, your main market is
education.
As you can see, there’s definitely some overlap... that’s perfectly fine! So, if you’re not sure where your niche falls – just take an
educated guess.
This is all going to come in handy down the road when you’re trying to better understand your ideal clients and create emotionally
engaging and compelling messages.
So, right now, circle (with confidence) your main market:
• Careers
• Finance
• Lifestyle
• Parenting
• Education
• Love, Connection, and Relationships
• Spiritual Development
• Other: ___________________________
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STEP #2:
NICHE DOWN
& GET SPECIFIC

“When you try to be all things to all people, you end up being
nothing for no one.”
The clearer you are about your expertise, what you’re offering,
and to whom (your niche), the less your audience will have to
think and the easier it will be for them to make the decision to
work with or buy from you.
And you can’t become the “go-to” person in a niche if you don’t
get specific.
So, let’s niche down!
What areas of your main market (that you identified in Step 1)
would you consider yourself an expert in?
For example, if you’re in the love, connection, and relationships
market, you might list things like dating, recovering from an affair,
codependency, or sexual intimacy.
Think about what people ask you about a lot. Do clients come to
you often for expert advice or guidance on something specific?
Is there a certain topic that you’ve dealt with personally or that
you’re passionate about? Make a list:
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What if you’re launching a new practice or looking to take your
psychotherapy career in a different direction?
If you find yourself starting from scratch for whatever reason,
here’s a simple niche selection exercise...
Start by making a Venn diagram on a separate sheet of paper (an
example has been included for you below):
1. In Circle #1, list the type of work, clients, and things
you’re passionate about.
2. In Circle #2, take stock of your experience (both your professional experience as well as personal experience).
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The idea here is that you should focus on either a niche that you
already have a lot of experience in or a niche that you’re passionate about.
Why?
Because if you have a lot of experience in a given niche, you’ll
already be perceived as something of an expert and marketing to
that niche won’t take as much work.
If you’re passionate about a given niche, all of the work you need
to do to become an expert and market to that niche won’t really
feel like work at all.
Of course, ideally the niche you target will be from where the
circles intersect ... an area in which you have a lot of experience
AND that you’re passionate about.
If you’re having difficulty choosing, always go with a niche you’re
passionate about...
You’ll have a difficult time drawing clients to your practice if
you’re not excited to work with them.
Conversely, it will be much easier to draw clients to your practice
whom you’re excited to work with, because they’ll feel your passion and become excited to work with you, too!
For example, you may end up with a Venn diagram that looks like
the following...
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If you discover you love working with kids and have a lot of experience helping people cope with and overcome ADHD, an ideal
niche could be helping elementary-age children with ADHD.
Make sense?
Once you have your list or Venn diagram completed, circle the
one or two niches that get you the most excited.
Let’s say you decide to focus on “helping couples overcome an
affair” ...
Now it’s time to take it a step further. What about helping partners recover from an affair are you the most passionate about?
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What types of couples do you want to help the most? Do you
have a unique approach to helping partners recover from affairs,
resolve inter-generational issues, etc.? Aim to niche down one
more time – get specific:
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STEP #3:
DO SOME
MARKET
RESEARCH

Market research is crucial in order for you to determine whether or not there is demand for your niche, as well as learn more
about what the people in that niche want and need.
Accordingly, the first thing we’ll do is some quick demographic
research into the size of your prospective niche...
For example, if you’re interested in working with adult children of
narcissistic parents, how large is that market?
Well let’s ask Google by searching some key phrases, such as
“percentage of U.S. population with NPD” and “number of families in the U.S.” ...
(Warning, you will likely have to do a couple of really quick mathematical calculations, but nothing more complicated than some
simple division. )
After spending 5-10 minutes with Google, it appears that somewhere between 0.5% and 1% of the U.S. population has NPD.
It also appears that approximately 75% of the population is part
of a family unit consisting of an average of 3 people.
So, with 328.2 million people in the U.S., we’re talking about
somewhere in the neighborhood of 1.64 million narcissists (328.2
million x 0.005), approximately 1.23 million of which are part of a
family (1.64 million x .75).
Of course, your prospective audience is obviously going to be
much smaller if we’re talking about marketing your online coun30

seling and psychotherapy services in a specific state or your
brick-and-mortar practice in a specific county...
How much smaller?
Well, if we extrapolate the data, we’d likely be looking at around
500 narcissists in an area with a population of 100,000 (100,000
x 0.005). If 75% of them are in families, then we’re looking at
around 375 families with narcissists per 100,000 people.
Obviously, this isn’t an exact science...
But even 10% of this number (37.5 clients) could fill up your practice for a year or more. And don’t forget that we started with the
smaller estimate (0.5% of the population having NPD). There may
well be closer to 750 families with narcissists per 100,000 people.
And if you’re offering online counseling to this population in a
state the size of California with 39.5 million people, you may well
be looking at somewhere between 150,000 to 300,000 people in
this niche!
So, there’s a market... But, is there demand?
Well let’s return to Google, type your niche in the search bar, and
see what comes up...
These are some of the most popular searches, so take note of
what you see...
You can use the words and patterns you find to help guide you
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as you determine what
your niche is going to be or
to help you communicate
more effectively with your
niche.
As an example, when we
search “adult children of
narcissistic parents,” we see
a few repeat words, such as
“signs,” “characteristics,”
“damage,” “cope,” “recover,” “narcissistic mothers,”
and “narcissistic fathers.”
These are all phrases people are looking for that you
can use in your marketing!
Also take note of the alternate search options Google
provides when you start
typing your phrase into the
search box, as well as the
section at the bottom that
starts with, “Searches related to ... ”
Both of these can help you
see what people are looking for most in your niche!
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Now, take that same search to YouTube and see what videos
come up...
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You should start to see a pattern of words that are popular, which
can tell you a lot about what’s trending in your niche or what people are searching for most... so pay attention.
When you take this search to YouTube, you’ll also be able to see
how many views each video has, which canl help give you insight
into whether or not there is an audience.
And, as in the case in the example above, you may well be able
to identify people already serving this niche... That’s a good
thing!
It’s always good to see competitors in a niche, as it typically
means there’s a viable market and proves there’s demand for
whatever it is your offering.
Are you seeing any patterns? If so, what words and patterns are
you noticing?
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STEP #4:
CREATE
YOUR VALUE
PROPOSITION

Now it’s time to pull everything together and create your value
proposition, which is a simple statement that summarizes what
problem you’re solving, who you’re serving, and how you’re helping them achieve the results they desire.
Ideally, your value proposition should communicate the clearest
benefit that your clients will receive by coming to you, as well as
speak to your client’s primary challenge and make the case for
your counseling and psychotherapy services (or any other product you’re offering) being the solution.
While there are numerous ways to go about creating a value
proposition, here’s an easy example using Mel Abraham’s “Value
Articulator Statement” ...

I help ________________________ do _________________________
(who)
(what)
so that ___________________________________________________
(results)
unlike ____________________________________________________
(insert alternative result, if necessary)
because __________________________________________________.
(distinction or why)

To help you get your creative juices flowing, here’s ours:
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• “We help psychotherapists market and grow their psychotherapy practices so that they can make a great living
doing the work they love, because psychotherapists make
a profound impact on the lives of their clients and the
world and deserve to be paid according to the value they
provide.”
Your turn:
I help ________________________ do _________________________
(who)
(what)
so that ___________________________________________________
(results)
unlike ____________________________________________________
(insert alternative result, if necessary)
because __________________________________________________.
(distinction or why)

Congratulations... You’ve now chosen your six-figure niche and
have your value proposition in hand, both of which should form
the foundation for all of your marketing!
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WHAT’S NEXT?

Choosing your six-figure niche can be one of the most important
and rewarding steps you take on the path to creating the private
practice you desire.
Choosing a niche allows you to be more focused, efficient, and
effective, as well as deepen your relationship and connection
with prospective clients.
But choosing a niche is just the first step to creating the abundant practice and life you deserve...
Neither your niche nor your value proposition should be something you “set and forget” or carve in stone. You need to continue to work on, adjust, adapt, and improve them over time.
And you need to remember that your niche should never be
confused with your “ideal client.”
No matter which niche you’ve chosen, that niche is made up of
a diverse group of potential clients... not all of who will be “ideal
clients” for your practice.
So now that you’ve chosen your niche, the next step is to drill
down some more and determine which prospective clients within
that niche are the best for your practice and, hence, the ones to
focus your efforts on reaching...
Next, you need to get crystal clear on your ideal client.
And you need to be able to put all of this invaluable information
to work helping you build the practice you desire by creating:
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• An effective, compelling offer;
• A client-generating website; and
• One or more marketing campaigns that convert your ideal prospects into clients and advocates for your practice.
This is where the Therapy Marketing Institute comes in!
The Therapy Marketing Institute (TMI) offers foundational marketing education and training that will help you generate, maintain,
and grow a steady stream of full-fee clients who are committed to
working with you and completing therapy... without you having to
go back to school to get a degree in marketing.
Joining the Therapy Marketing Institute (TMI) family gets you ...
• A complete, step-by-step, 8-week course to help you
clearly define and create the practice you desire in as little as 90 minutes per week.
• 20 (and counting) additional trainings on topics such as
growing your practice with Facebook, LinkedIn, Google
Ads, Yelp, SEO, as well as trainings on website legal compliance, and hiring contract employees, to name but a
few.
• Access to our private, members-only community of psychotherapists, mental health professionals, and private
practice owners just like you.
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• Access to the ongoing coaching, consulting, accountability, and support you need to succeed.
• ... And much, much more!
The Therapy Marketing Institute (TMI) training platform and community will give you the tools and skills you need to create the
abundant practice and lifestyle you desire and deserve, while
allowing you the freedom to spend as much time as you’d like
doing the work you love with the clients you enjoy helping most.
So whether you’re just starting out, pivoting, or looking to take
your practice to the next level, join the Therapy Marketing Institute today...
Both your clients and you will be happy you chose to do so!
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