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Marketing Without A Department

Most people in behavioral health fields come from a clinical 

background.

How do you properly market your organization?

 Traditional marketing allows for promotional initiatives (i.e. price 

cutting – sales or coupons) to drive business

 Behavioral health services have fixed pricing and are more 

relationship-driven
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Marketing Delivers Success

If you are not actively marketing your business, you are falling behind.

Marketing grows your bottom line.

 Increasing your consumer base and number of payers will contribute to 

business growth

 Marketing allows you to tell your story in your own words.

– Have you analyzed what makes your company different from others out there?

– What value do does your organization bring to the community?



II. The Solution
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How To Market Your Organization 

Your brand is not what you say it is.

It is what your clients & stakeholders say it is.

 Developing a brand and marketing takes time and 

resources

– It also requires focus and intentionality

 Organizations need to understand why they are in business 

– And how to effectively communicate their story to both their 

employees and consumers 
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Developing A Marketing-Focused Culture

Before your employees can market for your 

organization, the leadership needs to define the culture. 

Why do you show up everyday?

 Develop your internal culture. Examine it. Dive deep. 

 Live out your values everyday
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Explain To Your Team Why It Is Important

 Then take that message to your employees. 

– Explain why your organization exists. Live those values

everyday. Empower them to make decisions. 

 Your team has the most face-to-face contact 

with your consumers and payers. 

– Are they representing the brand 

well and encouraging growth?
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Marketing Is Everyone’s Job

Your team is your most influential marketing resource 

you have.

Do they know that?

 Your team is interacting with consumers and stakeholders -

Everyday

– They play a vital role in spreading your marketing message

 Employees? No – think of them as your brand ambassadors



III. The Proof
A Case Study
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Case Study: A Unique Perspective On Marketing
Background

About The Organization:

$7-$8M Annual Revenue

95 Employees

300 Clients

6 Offices Across One State
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Case Study: A Unique Perspective On Marketing
What Did They Do?

How Did This Company Leverage Marketing To Grow 

Organically?

1. Define the culture

2. Spread the message

3. Empower team members to be brand ambassadors

4. Be the kind of people others want to work with
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Case Study: A Unique Perspective On Marketing
Results

Outcomes Of Growth Initiative:

$20M annual 

revenue
300+ employees 2,500+ clients

15 offices across 

one state



IV. Discussion
Q&A
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Question 1

 Most people probably don't consider marketing to be their job description 

unless they are marking coordinator, or a marketing manager or director, but 

it really starts at the top. Leadership teams have to buy into the concept that 

everyone is marketing whether they know that or not- and really set the 

example. We want them to be engaged in the community, and we want you 

to want to get out there and network and really talk about the good work-

Really encouraging participation and not penalizing people especially if they 

are getting billable hours, not penalizing them if they spent two days at a 

conference, maybe talking about the work. It really starts at the top and 

leadership has to be intentional and really focus on this theme. 

How do you get people to understand that "marketing" is part of 

their role in the organization? 
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Question 2

 Organizations are made up of people and people do people things, so 
sometimes people won’t agree with the value shift. However, if the leadership 
team sees the long-term goal of wanting to make a cultural change, they 
have to stick with it.

 It can be challenging and difficult sometimes, and I know that we went 
through this in my previous organization. There are a lot of months where it 
felt like we were taking two steps forward and six steps back, but through 
years of dedication to this one overarching principle, we were really able to 
change the mindset of our entire team. 

 It really can be a long-term focus and make people get excited about that.  
We are all busy- we all have a lot going on - but if you can add it ways of 
connecting to the culture shift (maybe have a big Christmas party or an all-
day picnic event). And you know really getting people excited about getting 
to know their team members better, working more cohesively, and accepting 
the culture change and seeing it as a positive.  It just takes a lot of time, so 
give it the time it deserves, stick with it and be positive. 

How do you motivate current employees to buy into "culture" 

change?
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Question 3

 The Disney customer service book, “Be Our Guest: Perfecting the Art of Customer Service,” by The Disney 

Institute. This book goes through the Walt Disney philosophy of treating all people who come to their 

resort, their cruise ships, or their theme park, as a guest. Their main focus is on safety. This is really 

important especially at a theme park with children running around, that they feel safe. Then it goes to all 

these other things about wanting to make people feel welcome, wanting to give them a great experience. 

You can really translate a lot of those same principles into a service organization because we're also 

creating an experience for our customers, whether you know it or not. If your customers are walking into 

your office and your reception room is kind of dark, maybe it feels really dated and dingy- fresh coat of 

paint and maybe a new sofa and just updating your space to make it welcoming is creating an open 

environment for people who maybe have gone through trauma to making them feel welcome and have a 

really great experience. 

 The second model that we researched was also slightly based on the Disney theme. It is about giving 

people a great experience. So you have this list of all these things that you as a team will recognize that 

you want to do with every single person that you come in contact with, whether they're a client or not. You 

have to think about well, who is my customer? Everyone is your customer- internal or external. So if you 

are in a leadership or management role, your customers will be your employees. If you're not in a 

leadership or management role, your coworkers are also your customers. Externally, you have people that 

are maybe your payers, other referral agencies and then also your consumers, so when you think about 

everybody being your customer, you're really promising that you're going to give excellent customer 

service to everybody that you come in contact with. 

What customer service training models did you use to develop your 

own?
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Meet The Change Maker

Expertise
 Marketing strategy development 

and marketing communications

 Brand management and public 

relations

 Product development and new 

service line launch management

 Technology selection and 

implementation

Heidi Holman, MS
Senior Associate

OPEN MINDS

Heidi Holman, M.S., brings over 8 years of experience in marketing 

communications, brand management, and advertising across 

various industries to the OPEN MINDS team. She currently serves as 

a Senior Associate with the OPEN MINDS Consulting Practice and 

leads client engagements focused on market research, new product 

development, and strategy. Her areas of expertise include 

marketing and branding strategy, graphic and visual design, new 

service line development, and business development.

Before joining OPEN MINDS, Ms. Holman served as a Marketing 

Manager for NetWolves, a network security, and software 

development company, in Nashville, Tennessee. In this position, she 

was responsible for the assimilation of multiple company brands 

into a larger parent company brand through the development of 

marketing collateral, social media campaigns, and website 

optimization. In addition, Ms. Holman led a number of successful 

product launches to introduce new technology services into the 

market.

Ms. Homan holds a Master of Science degree focused in 

communication and marketing from Franklin University in 

Columbus, Ohio, and earned her undergraduate degree in Graphic 

Design and Visual Communication from Lambuth University in 

Jackson, Tennessee.

Click Here To Read Full Bio

https://www.openminds.com/team-members/heidi-holman/

