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[bookmark: _GoBack]Hello and welcome. I'm Peggy Mihelich, Associate Director of Member Content here at APA. Today's webinar is titled Supercharge Your Online Professional Presence for Practitioners. This presentation will cover the following topics: LinkedIn best practices for networking and marketing to peers, and finding collaborators and finding interdisciplinary opportunities, the potential ethical issues associated with marketing to clients, best practices for building a personal website, maximizing your professional impact and visibility on the Internet. Subjects such as SEO writing tips, how to write a stellar guest post, creating powerful professional directories will be covered in future webinars. Some important points before we get started. APA does not endorse any products or services. The views expressed in this presentation are those of the presenter’s and may not reflect the views or policies of the American Psychological Association. Next, this program does not offer CE. During our time together, you will be on mute. You can communicate to us using the questions box located in your webinar control panel. We have handouts for you to download. You can access them in the handouts box, also located in the webinar control panel. These can be downloaded at any time during the presentation. If you have trouble downloading them, don't worry, we'll email you the handouts along with the recording in a few weeks' time. Have a question for our presenter? Type them in using the questions box located in your webinar control panel. Now, let me introduce our speaker for today. Kyler Shumway is a doctoral student at George Fox University and current intern with Baylor Scott and White Healthcare in Temple, Texas. He is the SEO Director for MarketingforTherapists.org, a business dedicated to helping mental health professionals maximize their online presence. His passion for technology and psychological practice was born during his studies at Duke University where he also competed as a four year varsity shot putter. Shumway is excited to share his insights with APA practitioners. You can learn more about Kyler by downloading his biography from the handouts box in your webinar control panel. So now here is Kyler Shumway. 
Kyler: All right. Let me get my webcam up just so you can see where this gorgeous tenor voice is coming from. Loading. Okay, here we go. Hello everyone, APA, and thank you all so much for tuning in today and taking time out of your lunch break or whatever it might be. I hope that today's content is useful for you and I hope to answer any questions that you might have along the way. I, let me see. I've got a few disclosures that I want to make and I want to talk about our talking points for today. So let me do that. So a few disclosures. First of all, I'm broadcasting from a hospital. So what that means is every once in a while we'll get something that will come on over the intercom. It might be a missing person alert, you know, there's a little old lady, she's wandering around in a polka dot gown. She has compression socks and a tattoo that says hell raiser on her arm, in which case I'm just going to mute my microphone that way you guys don't hear any, any confidential information or anything like that. And so if I just go quiet for a while, you know what that's about. Second of all, this is also going to be a, a presentation that's presented if you saw this on Wednesday that was tailored more towards researchers and academics. Today is very similar content, but this is tailored towards practitioners. So if you tuned in on Wednesday, this is going to be very similar for you. A lot of this content is also, if you're very tech savvy, it's going to feel a bit low octane. So the learning is still gonna happen, never fear. And, and also just as a fair warning, when I created this presentation, I had just started a new diet, so I make a lot of food references and I apologize for that. All right. So as Peggy mentioned, I used to be a shot putter. For those of you who don't know what that is, it basically means I was good at really, really good at two things, number one, throwing stuff really far and number two, eating stuff. So although my shot putter strength has sense faded as I've journeyed through graduate school, I most certainly kept up the appetite. I've always been on the lookout for good recipes, places to eat, and so you can imagine my excitement upon learning that I was headed to Texas for internship, the land of all things big and fried. And that's when I found it, a place that I'd only heard made reference to in hushed whispers and longing tones, Whataburger, the lifeblood of the south, right? Within a few days of moving in, my wife and I just had to give it a try and I was amazed at how easy it was to find it. Now I'm told that way back in the pre-Internet dark age, in order to find the business, you would do one of two things. Option one, people would purchase and navigate an actual physical map, which as a verbally oriented person that's absolutely terrifying to me. Option two people would drive aimlessly until they found a gas station, or friendly face to ask for directions. In a way, the Internet does this for us when we're looking for people or businesses online. So with just a few taps on my smartphone, I was able to find a Whataburger just a few miles away. In fact, if you google Whataburger you will immediately find the nearest address, contact information along with pages and pages of search results that are all about Whataburger goodness, and it's not just from the main business website. They have multiple social media accounts, news articles and profiles available to help you learn more about the business, just like looking it up on a map or asking someone for directions. The Internet allows us to much more easily gain access to places and people. And while this is truly amazing and convenient, it does come with its fair share of issues. Just as old maps became outdated, gas station attendants gave bad directions. Sometimes we're not able to easily find what we're looking for online. This is particularly true when we're looking for something that's kind of generic, like a good place to find a therapist or where to buy a burger. Imagine if I googled Whataburger only to find ads for McDonald’s or Burger King. Or perhaps worse, what if the top search result was a news article about how terrible the food was at Whataburger? I probably wouldn't have given it a try and I don't think I'd be alone in that. This is where developing an online presence comes in, although you're not selling burgers, unless this is a new therapeutic modality, in which case signed me up, as clinical psychologists, you want the digital you to be your best professional self. You want people to search your name or search for a therapist in your area and find you at the top with plenty of results that support who you are and what you can do. So it's not just about making yourself a top, a top search result. This is about putting the right image on all of the hard work you've put into surviving graduate school and becoming clinicians. It's kind of like baking a cake. You go through all of the trouble of making the cake taste awesome, but if the frosting isn't quite right or heaven forbid it lacks frosting altogether, then you may have just missed your just desserts. All right, so I went out, just to give you an example, I went out and I did something that I know none of you attending this webinar are guilty of doing. I googled myself and here are some of the results that came up. You know, you can see my personal website, you can see my Duke University bio from when I was an athlete. You can see my LinkedIn profile and my Twitter account. So this, this is a pretty basic idea of, of what somebody who develops an online presence early on, what, what that might look like. Next, this is my buddy Daniel Wendler. He's a published author and he's done a few more things to help improve his online presence. So you can see he's got some videos of themselves doing TED talks and in addition to his personal website. And then this is sort of what I'd consider a top tier online professional presence. This is Dr. Mark McMinn, he is the Director of Integration at George Fox University. And he's been doing this for a long time, both intentionally and unintentionally. You can see has this faculty page, he has his author page and all of the books and videos that he's published, and this is really just the beginning. I mean, if you Google Dr. Mark McMinn, you'll see pages and pages of search results that are all connected to him, who he is and what he does. So when you think about a developing your online presence, it's really about building data. It's about putting together your digital self and I know it's kind of against the grain that it's counterintuitive, against popular opinion regarding putting information online, but you're really trying to do this as much as you can to help tell search engines and people by extension that you're legitimate and as your digital presence grows more and more options open up for you. As you become more credible, more accessible, you'll be easier to find invited for conferences, asked to speak, a collaborate on research. People will find you and see you as the experts that you are. All right, so that sounds nice, right? But how do you do it? Some of you may be feeling like this, like an infant slapping way at their keyboard and that's okay. We're here to learn. It's, it's easier than you might think, but it does require setting aside some time to get it done right. There are three main things that need to happen to develop a strong online presence. So for today, I'm going to start out with the basics. These are the lowest time investment and are the most easily accessible. Next I'm going to talk about the importance of guest posts and providing services to local organizations. And then we can talk about the heavy hitters, the personal website and media publication, and I can see that there are some questions that are starting to roll in. We have some time dedicated at the end. I'm going to try and pay attention to the questions and pick one that's, that's directly related to what I'm talking about. I'll try and touch on it, but if I don't get to you, I'm sorry, but we will, we will have some time at the end for that. So let's go onto the basics. Okay. So my guess is that most of you already know about PsychologyToday.com and other professional online profiles. So I'm not going to spend a lot of time talking about this today, but I want to start out with this just to kind of say like, this is an absolute essential for private practice clinicians. I've, I've helped plenty of psychologists that up their profile on this website, so you can reach out to me if you have questions about this later, but just keep this in mind. I imagine most of you already have this, but just for the sake of my own sanity, I wanted to make sure that you knew that this was out there. The next step in terms of basics is LinkedIn. So LinkedIn really is the best and easiest place for you to start. I imagine many of you already have a LinkedIn profile, and if you don't, then I highly encourage you to do so for three reasons. One, LinkedIn is the leading base for professional networking. These profiles arguably have the highest connectivity and visibility of any networking tool. And so this gives you the strongest chance of finding employments or finding the best employees for your clinic. Second, you can join groups, which I'm going to show you how to do in just a little bit to further your network, develop relationships with colleagues and, and help share your interests. And third, LinkedIn is, is fairly easy to maintain and it's free to use, with the exception of the paid features. So that's the, this is where we're going to start. So I'm gonna I'm going to talk just a little bit about how to use LinkedIn. Well. So the nice thing about LinkedIn is it's really designed to help you give a strong first impression if you fill it out correctly, at least. LinkedIn is fairly user friendly and logical, and so most people are able to fill out their profile without an issue. And luckily my best buddy Dan did a full webinar on Tuesday that walks you through step by step on how to fill out the profile. His presentation is designed with students and early career professionals in mind, but the information is highly relevant to what you do as clinicians. So that webinar is going to be released in a couple of weeks. So if you, if you, aren't, aren't able to, if you weren't able to see it, you'll be able to see it at that point. So for today I'm going to do a brief skim of the profile, keeping in mind that Dan covered these much more in depth. And then I'm going to show you how to do groups and networking and to talk about the paid features just a little bit. All right? So the first thing to note that for the purposes of an online presence, all you really need is the profile for LinkedIn. And it doesn't really have to be that stellar. It just has to be the good enough profile. But since you're going to go through the trouble of setting this thing up, you might as well do it right. Think of LinkedIn as your personal restaurant menu where you want to display all of the good things that you can offer, you really want to sell yourself here, but in terms of your online presence, it has to be congruent. There's a saying in the food world that it isn’t steak that sell steak, it's the sizzle and that might be true, but not everything's supposed to be sizzling, right? Imagine your reaction if the ice cream man handed you a sizzling ice cream cone, at minimum, you would probably think twice before risking a taste. And that's not really the reaction you want from potential employers, collaborators, or even clients. So first impressions matter. Almost every LinkedIn guide I've come across agrees that this section right here is most important for the sizzle. You've got your headline, your summary, and of course your photo. Now I'm a believer that the most important stuff later with your qualifications and experience, but this first section can impact whether or not the viewer goes onto the more important stuff. So let me talk about each of these briefly. So this first section here is what LinkedIn calls the headline and there's two things to note here. You'll see that it has my name and credentials and that it has my current employment, but that I'm also listing my location here. And I know there were some questions in the, in the preregistration about location. And, and I, I, I certainly want everybody to feel like they're safe when they list their location on any website, but it's important to know the role that location plays with SEO, which is search engine optimization. And I can talk more about SEO in depth if there are questions about that. In essence, you, you want to be able to help search engines pinpoint who you are and where you are. And so the more information that you can give it about those sorts of things, the easier the search engine has, easier time a search engine has for locating you. So for example, if I was a private practice psychologist here in Temple, I would really want to make sure that my location was on here so that search engines like Google and, and even within LinkedIn, I would be more likely to come up versus somebody who didn't list their location. The second section here is called the summary. And again, Dan covered this much more in depth. This is basically your elevator pitch. This is who you are and what you do. Now I've seen people take the segment and a lot of different directions, but I'm biased, so I'm going to teach you my way. So as you can see, if you open up my summary, I've broken it down into the headers that are most important to me. So, you can see I listed behavioral health consultants, research, public speaking, and then just a few of my interests here. And the reason I do this is as a reader, I come to this page and maybe I don't want to read all of this text. I don't want to read all the paragraphs, but the headers kind of send me to what I'm looking for. So say I'm a, a recruiter for public speaking. I can see, oh, look, Kyler does public speaking. I can contact him about that. Just as an example. For the other sections, what you want to keep in mind is if there's enough information there to give your reader a sense of, of your professional history a while, keeping in mind the role of key words. So a key word is essentially any piece of text or, or phrase that kind of summarizes what your profile is all about or what a page is all about. So for example, if I was trying to build up keywords towards being a professional, then you can see I have the word professional here and that's a rough example. But that's, that's just to get the ball rolling for you. And again, when it comes to these other sections, as long as you're keeping in mind whether or not the information is up to date, whether or not there's enough information to give your viewers a sense of who you are and what you do, then, then that's really the secret when it comes to these sections. Just saw there's a question about ad words. I can, I can probably address that one at the end. So I, I see you. I'm going to come back. So in terms of volunteer experience, some of you may be doing pro bono work and I've, I've noticed that on some LinkedIn profiles, this is an area that you don't usually list and, and I don't know what the answer is for this one. So you may want to put that you do some pro bono work on your LinkedIn profile if that's something that you don't want clients knowing about you than then that's a decision that you would need to make as well. But in terms of filling this thing out, and since we're here to talk about your online presence, you really just want to make sure that there's something in your volunteer experience section. Let's see, skills and endorsements. So there's not much to say here. I feel like this is kind of the most petty area of LinkedIn. It's sort of I’ll endorse you if you endorsed me, I'll give you a good grade if you give me a good grade. And so I think that this is probably the least useful section of LinkedIn, but as long as you have a few things here, then LinkedIn will know that your profile is more complete. And then here's really the last, last parts that I want to talk about with the LinkedIn profile. So here's your accomplishment section. This is where you want to highlight your awards, publications, presentations, affiliations, and, and where I see most people get hung up is in publications. There's just not a lot there. And, and this doesn't need to be a research journal publication. This can be a guest post, this can be a blog post that you've put on your personal website, just any kind of published work that's anywhere floating in the world. You can list that here. And then in terms of organizations when people search for these groups. So for example, if somebody were to search for love and autism because that's on my profile, I'm more likely to come up in a search with love and autism, particularly in LinkedIn. So those are some things to keep in mind. And then projects. So I see a lot of people will have empty space here in projects they won't even list it. And, and most LinkedIn experts will agree that this is really where you should put a public speaking and other, other ongoing work that you're doing. So if you're a public speaker, you're not really sure what a list that I recommend using projects. Okay? So, those are the basics of the profile. Again, please go and watch Daniel's video if you have more questions and you want to learn more about filling out the specifics. So now we're going to talk a little bit about joining groups. Group, it's, it's, sometimes it's because people have a hard time finding it. It's kind of an underutilized part of LinkedIn. It's right up here on the right-hand corner with this nine square logo and if you click on it, you will see all of these separate icons for features of LinkedIn. And it's important to note that many of these require a paid or a premium account. And so for those of you who are in private practice or if you're running an organization, those might be very important for you. So the free ones are Groups, Profinder, Salary and Slideshare, while Learning, Posting a Job in advertising are premium features. So each of these might be useful to clinicians in some way, but we're here to talk mostly about your online presence. So we'll start with groups and then we'll move on to some of the other features. All right, so these are LinkedIn groups. You can explore groups by using the discover function here, although that, that tends to be less useful than searching for groups back on the main LinkedIn site. But just to get the ball rolling for you, these are some of the groups that I have joined. If, if you're just trying to get started, you can join the same groups, just, just to, to start to get yourself familiar with what the way that groups work on LinkedIn. On the main site you can search for the name of any organization or group that you want to join and sometimes it'll come up on its own, but it's helpful to click on more and then groups. And what that does is it breaks it down by only the LinkedIn groups and not, for example, with the APA, they have a group, but they also have a business profile which you can't typically join. You can't join it all actually. So, the way that you know that you're on the group side is it will say about the group on the right-hand side of the screen. So I'm a member of this group already, but if I wasn't, I would need to request membership and the way that, you know, if you can request membership typically is read through the group rules, sometimes they'll say yes, you need to be a registered member or you need to be involved in psychology and some way. And so probably all of you listening to this webinar would, would fall in that category. And so I highly recommend joining this group, but read the rules first. Anytime you want to join a new one. This section over here is where groups tend to be the most useful in my opinion. So you can post thoughts, research findings, proposals for collaboration, and you can also switch over to the jobs section. You can see there's a tab right there to look for job openings that are specific to the group. The APA doesn't have as many of those, listed here at least but other groups will have, will have job listings. And then once you're within a group, you can use the search function to find specific posts. So say you want to search for jobs that are only in Texas, you could search that here and if the group has any job listings and Texas, those, those would come up. All right? So we've talked about connecting with groups, but you're also going to want to connect with individuals and this is really easy to do in LinkedIn. It tends to be recommending connections based on your education and work history as soon as you sign up. I'm so, I'm not going to cover that here, but in terms of connecting with people in groups, I have three basic guidelines. A number one, although LinkedIn allows unlimited messaging, unlimited connection requesting, you may want to avoid overdoing this or using this as your main communication platform. The reason for this is if you're going on LinkedIn and you're messaging people five times a day, people start to ignore you. They don't really see as much value in what you have to offer. So it's better to sort of minimize how much you're using here. And you can be using other social media for, for that sort of communication. Number two, don't connect just to connect. And what I mean by this is you should only make a connection with somebody if you've worked with them or if you know them personally. Some people will disagree with me on that and say that you should connect with everyone you possibly can despite knowing them and yes, a big part of using LinkedIn is to promote your online presence, but you want your network to be authentic. I had a bad experience when I first created a LinkedIn profile. I added somebody who seemed like a higher up in the state of Idaho in terms of education and as soon as I connected with them they were, they were trying to sell me stuff. They were trying to get me to, to send emails to people. And so it wasn't, wasn't a great experience. That's definitely the exception to the rule. I don't think that most people are out to do that, but I'm a good rule of thumb is make sure that whoever you're connecting with, you know them personally. You've worked with them personally in some way. And third, but absolutely not least do not connect with clients. Connecting with them emotionally in the therapy setting that that's good, but do not connect with them online. Again, this is an ethical and practical issue that I’ll dive more in later in the webinar. So for now we'll talk about the paid features real quick and then we'll move on. And I know I'm moving along at sort of a lightening march here. And I apologize for that. There's a lot of content that I want to try and send your way. And of course we're going to do more webinars in the future that can cover these more in depth. So if you have a specific interest in your sort of like, ooh, that was really juicy. I want you to talk more about a specific topic that that's covered here. Let us know in the questionnaire. So this questionnaire will be sent out at the end of this and you can let us know through that. So here's some of the paid features that you can access through LinkedIn and the price depends on what you want to access and whether your organization versus individual and typically just to give you an idea, this can run anywhere between 25 and 50 bucks a month, so that can add up, but the features really can give you an extra edge. So I'll touch on each of these briefly. So typically LinkedIn doesn't allow you to message people unless you have a connection or a proximal connection. InMail kind of gives you the free pass so you can message anyone you want on LinkedIn, InMail, and it comes with what they call a response guarantee. So say I wanted to send a message out to a Sue Johnson and, and I wanted to connect with her on some research project, but I don't know anybody and I'm not connected to her in any way. InMail would give me a way to do that. And if, if Dr. Johnson didn't reply, then I would get my money back for that response. So that's a good tool for anybody who's trying to branch out or network of folks who were, or more difficult to access. There are also the advanced search features and this is very useful for employers who want to do large searches on LinkedIn but want to filter candidates based on things like years of experience or specific research interests. So I, I'm not to that point in my career yet, but I can imagine for larger organizations this would be a great thing to be able to access. And finally advertisements. So this one, I think maybe an underutilized feature amongst the practitioners. If you're a clinician that works with a specific type of professional, such as a therapist for therapists or therapists for lawyers, you can use LinkedIn to advertise your services to that specific group. So the how-to for this is much more in depth than I have time to show you today. But this can be a great tool for promoting your business. All right, so these are just a few of the basics of using LinkedIn. As a clinical psychologist, you want to have a strong profile that reflects your image, keeping in mind that you're selling yourself in a way that's visible to employers and your clients. You can use LinkedIn to network and find groups to your heart's content. Just make sure to maintain good netiquette. And finally, the paid features can make a major difference as you worked to expand your network. So, that's LinkedIn. We're going to move onto other social media because there were a lot of questions about these. So the next step for basics of developing your online presence is really through other social media sites. And the reason I recommend starting with LinkedIn and sites like Twitter and Facebook is because these are highly visible and easy to use and free platforms that give you a few solid search results when people try to find you. And so let me talk about how to use each of these briefly and then I'll give you a super secret hack that will save you a great deal of time when you're using these. But first I'm going to start with some general ethical guidelines. We have to think about APA standards for best practice and how that applies to social media use and it seems like multiple relationships and the potential for exploitation or the most likely ethical dilemmas. And so to help avoid these, I have a few ideas and of course these are just to get you started and by no means meant to be comprehensive. First and foremost, if you plan to use your profile for personal and professional reasons, create two separate profiles and have your professional profile be your legal name and your credentials. And then for your personal profile, use some sort of pseudo name. Use a nickname that that's going to be less connected to what you're trying to build up as your online presence. That way you know, people are searching you don't find that the profile that has pictures of you at the beach, you know, relaxing it has pictures of you giving a talk on stage. Just as an example. Second, and I'm preaching to the choir here. Don't follow, connect with, tweet at any of your clients. Although you're intent maybe professional to do it, in, in the interest of your clients, it's best to explain the importance of that boundary to them in person. So you have a client who's constantly tweeting at you and you see them in session. You can help explain that to them. And third, you want to consult with a mentor or a colleague when needed, because this is such a new area and it's constantly growing and developing, it's not always clear what the most ethical decision is, but as far as the data itself and how HIPPA might be applied. This is a great article that was published just recently on health data and social media use. it's sort of a short read, but if this is something that if you're interested in, you want to learn more about. I, I highly recommend taking given this look. All right, so Twitter. Twitter is, in my opinion, the best option for a clinical psychologist. It also seems to be the most professional option. It's really easy to maintain and you put the least amount of information about yourself. So it's, it's easy to put together a profile for yourself, for your practice, and as long as you keep it relatively active, meaning roughly one tweet per week, it will be a strong search item for your name. You can use twitter to post ideas, media, but I think it's best use is posting links that send viewers to your website, guest posts, you've written, research, LinkedIn profile, et cetera. Now, I do not use Instagram, I confess, but when I did research on professional psychologist who do use it, I came up with very little. This because this really could be just because Instagram is new, but it could also be that you just don't see a lot of application to your work. And I think that's very true. So I will say that Instagram is very useful for folks who want to incorporate art into their work or like to post images that have uplifting or helpful quotes. So for example, if you love photography, you could use this to put a neat picture of yourself on the beach, with a quote that says, a tape carry over yourself today or something like that. So it really just depends on what you're trying to do with your online presence. Do you want to be the sort of a therapist who has pictures of yourself relaxing, has pictures of the wilderness connected to your name? Or are you more just wanting to sort of have the, the online business card approach? So Facebook has been getting a bad rap this year and for good reasons. I think the happy side effects of this was that it raised awareness of psychologists to help them understand just how easy it is to access personal online data. Facebook is useful though, especially when you want to create a profile for your practice. You can post media, text and other links to other sources of your online presence just like Twitter. But because LinkedIn is so widely used, it has the potential to reach a broad audience. However, it does have a lot of bells and whistles. Sometimes it can be difficult to maintain, but there's a solution to that. So some of you are probably already feeling swamped with social media thoughts. And here's your super special secret hack. Meet your new best friend. His name is Buffer. Buffer is an online website that just has one account for all of your social media accounts. And what you can do is you can sit down one Saturday morning and write out all the posts that you could hope to post over the next six months or so. And then Buffer will just pipe those out for you. It does that using what they call the queue and you set the queue to go on a certain schedule. So say you want your posts to go out once, once a week, Buffer will take care of that and then it will email you an email alert saying, hey, you're all out of posts. It's time to get back on Buffer and fill the queue back up. So very handy feature. I highly recommend if you're planning on using multiple social media accounts, this, this can save you a lot of gray hair. All right. So we've talked about some of the basics for getting started on your online presence. Now that you have those setup, you want people to actually visit your profile. You want them to follow, follow you on Twitter, go to your website. But how do you do that? So the reason social media is such a great place to start is that you can continue adding data to your digital self and as you start to develop this sort of internal network of links and other data points that also strengthens your SEO and that, that gets you ready to take the next step. And the next step really is guest posts. So a guest post is any sort of publication that you put on a site that's not your own, that isn't your LinkedIn profile, and it's, it's a great way to share and publish. But the real reason that you want to have a guest post is for the backlinks. So a backlink is just any link out there on the web, on somebody else's website that sends viewers to your sites or your LinkedIn profile. Again, it's creating that internal network and what that does in terms of your SEO is it gives you a good reputation. So say you have a guest post that's on Psychology Today, that's a very reputable site, and if you have a, a backlink that sends people to your website from them, search engines go, oh wait, this person must be legitimate if a legitimate sources is resourcing out their viewers that way. So, here's some ideas for getting started on this. And again, we can do an entire webinar series on writing guest posts, but some of you might want to just try and get started on your own. So here are a few places to get you started. Tine2Track is great. That's where I got my start with professional writing. They're always looking for more talent to contribute to their blogs. So if, if you want to just kind of get some practice, then Maggie Wilkerson would be more than happy to have you, but here's some other ideas just to get the ball rolling. All right, so you've done some guest posts and now you're ready for some public outreach. So when I say public outreach, there are so many examples of what this might look like. It could be speaking to a school about how therapy can help kids do better in class. It could involve hosting a workshop at a church for couples to help them with communication. Whatever it is, these sorts of engagement help you develop a stronger online presence. So it's great that you get to open up and share with the community. But the, the lovely side effect is you get mentioned on, say the church's website or the, the community groups a webpage or the news articles that might come out that are, that are connected to you. And you also want to be thinking about each event is a sort of audition. There might be somebody sitting in that crowd who has access to an even larger platform, so for example, there may be some of you out there who are listening to me right now and thinking, is this somebody that I want to hire a to do more public speaking? So think about each event as, as a, as an audition for, for more events. Okay. And here are just some examples of places that you can start thinking about, for, for doing some more public outreach. All right, so now that you have the basics of your social media platforms and some supporting evidence from public outreach and guest posts, your radar really supercharge this thing. And the first way to do this is to get a personal website. This is your central hub. This is the place that you want to send, send people to from your LinkedIn and your twitter and your guest posts, but, but it can be really challenging to set one up, and, and it does cost money. So getting a personal website, most time investment, but also the most reward you can do so much with, with a website of your own. And here's an example. So this is my personal site. This is something that I built from scratch and, it's, it's basically my, my online business card. There's some information here that I've added that's about professional writing. It, it also gives you an easy way to contact me. And here's my buddy Dan's personal website. He's a little bit more artistic and these are prolific writer, so he's, he's much better at guiding you narratively through who he is. If you want to get some examples of, of what a personal website can look like, you can look at Dan and I’s websites just to give you a few ideas, but personal website doesn't necessarily mean it needs to be your website with your name on it. It can also be the website for your practice. So say you're starting up a private practice or you know, you want to start a page for your research team. This is a great way to do that. So if you can create a website that's just dedicated to that, your online presence can become connected to this in some way. So for example, if you search Daniel Wendler, you will find one site that he created a few years back called ImproveYourSocialSkills.com. And so those two things have become strongly linked and it's again, making him more reputable because he has an organization like to his name. So there's some ways that you can do that. You can set it up on your own. If you check out WebsiteSetup.org, they have step by step instructions on how you can do that. Or you can hire a professional if you have more money than time. A Brighter Vision is absolutely fantastic. We refer people there all the time from Marketing for Therapists. So you could give them a look, but Therapy Sites also will, will produce websites for mental health professionals. But it's not just about having the site. You really want to build a site that is attractive, a site that when people come to it, they feel like they're getting a lot of good information, the sort of site that gives people a nice experience where they, they, they want to sign up for your services. They want to learn more about you. There are a few ways that you can do that. Way number one, you want to write content that's really SEO friendly. You can read about that on my website. You can also read about how to do SEO on MarketingforTherapists.org. But you really want to focus on the landing page and the contact page. So if I go back to this page, this is the landing page for Marketing for Therapists. And as you can see, this is the first page you come to if you go to MarketingforTherapists.org. And you can see there's some, there's a nice layout, there's texts that kind of gives you an idea of what we do. But then there's this big green button with a circle around it that says work with me. And so what this landing page is designed to do is to get people to go, okay, they have some good information they’re available for hire. This is, this is something that I want to move forward with. And so you're more likely to click on that then say if this was just mostly blank and there wasn't a lot to, to, to engage with. So in addition to a landing page, you really want to have a good contact page that sends, that allows people to access you easily. So again, if this is something that you're interested in, you want to learn how to set up a strong contact page, we can do tons of webinars on, on just the personal website. And then the final step for supercharging your online presence is really to publish your own content. So remember back to Dr. McMinn’s profile. He had videos, he had guest, guest posts on other websites. He had books that he's written. And this is really, these are the heavy hitters. When it comes to your online presence, it tells search engines that you are the sort of person that should be listened to, that, that has ideas to share with the world. And it all connects to your name. So, we've covered a lot and we've talked about how to use sites like Psychology Today and LinkedIn, social media to get you started. We've talked about the guests posts and how to do public outreach and how all of this applies to your online presence. But really once you get to the point where you have these, these foundational pieces, you can start to supercharge, you can start to do the things that matter the most, like getting your personal website and publishing the content. And as far as today's online access goes, that's really it. I mean, if you can do these things as a clinical psychologist, you'll be amazed at how rapidly or online presence grows. Just remember to keep in mind the standards we hold as professionals, not just to stay licensed or employed, but to do good and safe psychological work. This is a quote from my all-time favorite movie Gladiator. This is the part where General Maximus is giving a big pep talk before the battle and he says, “what we do in life echoes in eternity.” And I think this is particularly true when it comes to the Internet. What we do on the Internet that goes in eternity for better or for worse. My hope for you is that as you continue to build your digital self and develop your online presence, you will keep in mind the reasons you came to this field, the reasons you work so hard to get where you are now and the people you hope to serve. In the end, those are the things that most. All right, thank you all so much for your valuable time. I can go ahead and answer all the questions that were rolling in. But if you have more questions or I'm not able to address yours, feel free to email me or contact me through my website. I'm sure that Daniel would also be happy to, to answer any questions that you might have. They're more specific towards marketing, so fire away. 
Peggy: Thank you Kyler for that amazing presentation. There's such a lot of really good information in there and we have had a ton of great questions come in. Thank you, audience. Let's start with some Psychology Today questions that have come up. Let me just find it one second. Okay. If you already have a website that people are finding, do you still need to be on Psychology Today as well? 
Kyler: That's a great question. My initial answer. Well, I guess the short answer is yes. It's always better to have more online than less. If you think about it this way, it's sort of like if you, if you asked, you know, I'm already engaging in a, a fitness regimen and it's working out for me. Do I need to add in a few more exercises? I might say to you, it depends on what you need. So when it comes to Psychology Today, if you have just a screaming psychology or a personal website that pulls in clients, it's working well for you and you don't really feel like you need more than that. Then you may not need a Psychology Today profile. That being said, it's always better to have more, so you can always try it for six months. You can sort of see what your numbers look like because Psychology Today does let you track referrals, so you can give it an experiment and just kinda see how it goes. 
Peggy: Okay. The next question is how do you stand out from all the other private practitioners listed on Psychology Today or other websites? 
Kyler: That's a great question. And again, I think that this comes down to how much quality content you're putting online. So if you have a lot of really strong content, you’re able to demonstrate the search engines that you're an authority in the field, but probably the easiest thing that you can do is to speak to your clients, you know, as you're writing your, your Psychology Today profile, avoid using psychobabble. Avoid using things that your competition is probably writing on their profile because when the consumer comes to compare two different products and one product just kind of seems confusing and other product is laid out fairly simply, they're gonna go with the one that they understand, they feel safe with. So in terms of, and that might be more of a question on a personal level, if you want to ask me more, you can feel free to email me, but be thinking about what is the consumer experience of my online content. 
Peggy: Okay. Okay. We're going to move onto talk, answer some questions about LinkedIn. The first one is, in the past I connected with folks that I did not know what should I do now? Unfriend them. And if so, how? 
Kyler: That's a great question. You know, as long as they're not trying to sell you stuff, they're not trying to use your connection in any kind of icky way, then it might be fine to just kinda leave them there. It's not necessarily harming you, but I would say from now on, be more cautious about who you accept to connect with. And you know what, I've, I honestly, I've never had to go in and take somebody off since that very first connection that I made that turned out to be gross. So there might be an easier way to do it now, but I remember back then it was, it was a bit of a hassle to figure that out. So. 
Peggy: Okay. For endorsements, I assume it can only be from colleagues, not clients, correct?
Kyler: Unless you connect with a client, which you should not do, then yes. 
Peggy: Okay. And another question was, and, and you sort of addressed it, but maybe you could be a little bit more specific about how to handle it. If you have clients that are on LinkedIn and they contact you, do you send them a note and say, decline and send them a note and say, you know, let's talk about this next time and next time you're, you know, we have a face to face or how would, how would you handle it? 
Kyler: I think, I think every clinician is going to have an answer to this question, just just from a therapeutic stance. I, I recommend maintaining the boundary that is your, your therapy space, so every minute that you spend, you know, denying a connection and writing a, a special message to them is something that you're, you're, you're doing outside of your normal therapy hour and, and I understand that there's good intention behind that. There's some empathy there. You want, you want to explain to your client why it is that you're doing this, but, but again, is this something that you would be doing for all of your clients or is this something that's specific to this, this particular client? So I think a good rule of thumb is if you get a request for connection on LinkedIn, you can just kind of let it sit. You don't have to do anything with it. And then you can have that conversation with your clients before you go ahead and click ignore. The nice thing about LinkedIn is even if you do click ignore, I don't believe it sends a message to the person that you ignored, saying you have just been ignored. They, they don't get anything. They just, they see that you didn't connect with them. 
Peggy: Okay. I think, I think that's an excellent approach. One more question on LinkedIn before we move on to other areas. Do you suggest marketing the practice or yourself? 
Kyler: Yes. I think some of the strongest online presences I've seen a have a good presence for the individual clinician and a good presence for the practice. So you can, you can be developing your name, you can be developing kind of who you are as an individual, but also have stuff that's more connected broadly to the practice that you do. A good example of this, there, there are plenty of psychologists in, in the California area that Dan and I have worked with in the past and they have their personal professional. I guess that's confusing to say it that way. Maybe it's a bad example. They have sort of their individual professional presence and then they have their group practice professional presence. So it, it really, everything that you put online is going to probably fit into one of those two categories. There might be some overlap, but I really do think there's no, no, there's no harm in trying to do both. 
Peggy: Okay. Did you want to talk about Google ad words? We did have a question about that and you had mentioned you would address that. What do you think of using Google ad words? 
Kyler: I am biased because that is a significant portion of what we do at Marketing for Therapists. If you want to think of it this way, when you're trying to bring in clients, there's really sort of two approaches. You can use more of the long-term approach of building up strong SEO and developing a powerful online presence, in which case over time that's going to send more and more clients your direction. But that does take time. Ad words is sort of the, the shortcut in a lot of ways. You can set up campaigns that send advertisements out to folks in your area, potential clients in your area, so that they can see you immediately as a top search result. So it's kinda like you get, you get the first ticket in line, for example. But it does cost money. It is an investment and it's, it's actually kind of hard to use unless you know what you're doing. It's sort of like poker. Unless you're really good, you're going to lose money. So make sure you either really do your homework or hire a pro. 
Peggy: Okay. Our next question is, is doing a webinar or a guest post, a public outreach? 
Kyler: Yeah, I suppose in a way it is, you know, doing these webinars for the APA there’s been a lot of, there's been a lot of marketing that's happened around that and so, you know, in addition to reaching out to the public, that is the audience of the APA, there's, there's being mentions made on other social media sites. And so this is, yeah, that's, that's a great way to think about it. There is a little bit of overlap there. The reason why I wanted to sort of separate the two is there are certain things that you can do in your area that are more localized. So for example, here in Temple, Texas, I might go to the local high school and talk about friendship. And then if the high school put something on their website that says Kyler Shumway is coming to speak to us, that, that helps establish my location as well as what I do, if that makes sense. 
Peggy: I think this is a question that a lot of clinicians may be wondering. The question is, what is the ideal way to manage dual professional identities? This particular person teaches at as a professor, but it's also a clinician who sees clients.
Kyler:  How do you manage to different professional identities? I think by splitting them you're doubling your work, you know, unless you have other ways to build up your online presence for both and both of them are working really well. It seems like you're, you're better off keeping your professional identity congruent. So rather than having, you know, a Dr. Kyler Shumway professor website, and then a doctor, Kyler Shumway hospital psychologist website, you know, a teacher or researcher, they’re are both congruent. If you can kind of find a way to describe who you are as a person and build your online professional presence that way in a way that's more congruent. I think that makes the most sense. So for example, Carl, not Carl Rogers, Mr. Rogers from Mr. Rogers' neighborhood, he was one time credited with saying something like, you know, I'm, I'm a master puppeteer and I'm a, I'm an actor and I'm a singer and I just really don't see how I'm going to get all of these things to fit together. And low and behold, he, he makes his incredible show and it's because he, he sort of lumped them all together. So, you know, if you're a psychologist, but you're also a jazz musician, maybe make two different websites. But if, you know, if they're related in some way, I think you're fine. 
Peggy: Okay. What do you. Here's another question. What do you recommend for maximizing SEO around a particular specialty? Oh, so the question there was another question. Can you reexplain, define SEO for the audience? 
Kyler: Yeah, yeah, absolutely. So SEO stands for search engine optimization. And what that is, is it's the process of, of creating content. That's, that's, that's really attractive to audiences. That has a strong reputation, gives really good information. So what that does is it helps tell search engines it helps tell viewers, that you are legitimate, that you are an authority on whatever topic it is you're trying to talk about. And so it kind of convinces Google to make your site rank higher than other sites. So, you know, if Joe Schmo has, has a specialty in neuro psych, but his stuff isn't really very well written, he doesn't have guest posts to help back up who he is, but your site is very well written. It's a great user experience. They come to your landing page and they go, oh wow, this is, this is the sort of person that I want to work with. The, the engineers at search engines like Google have figured out a way, to make, to make that stronger and an SEO search then Joe Schmoe's website. So, we also have a free SEO guide on MarketingforTherapists.org that goes more in depth if you want to learn more about that.
Peggy: Okay. Well, we're quickly running out of time, but I'm going to try and squeeze in a few more questions. This one is about content, posting content. If I write an article for online media, is there a way to copyright what I write? How do I do it? 
Kyler: Yes, there is a way to copyright what, how you're doing it. So, anytime that you post something online, and it has your name associated with, you know, if you were to Google that, again, that same content and it came up on another website, there is some way for you to go through a legal battle with that. That being said, I'm not a lawyer. I don't know the answer to this one per se. This is also, you know, if you think about the sort of people who might try and plagiarize the stuff that you're posting, you know, it would seem like the most likely candidates would be other professionals, other mental health professionals, you know, you have a killer article on depression and somebody decides they're going to copy paste it and put it on their website. It, it seems I have a lot of faith in our field and I think that most people are, are, are going to make the ethical choice and not do that. But, but if you do find out that that's something that's happening, I recommend consulting with, with your legal team. 
Peggy: Okay, great. I wish we could get one more question in, but I know we've, unfortunately we're running out of time. And we have to wrap up, but before we say goodbye, Kyler, you had some resources that you would like to share with the audience. 
Kyler: Yeah. So, if you download the handout so you can, you can go to these right away and I've been mentioning them along the presentation. These are just some extra resources. There's our website MarketingforTherapists.org. You can also go to my personal website and then here's just another site that has some, some step by step instructions for your LinkedIn profile, and actually after seeing Dan's presentation, I think that his presentation is better. You should just watch his, and, and if you want more information and more resources, please feel free to reach out to me. 
Peggy: Great. Thank you again. Unfortunately we have run out of time. Thank you so much for joining us, Kyler, and thank you to all our listeners for your participation. The great questions we got. A recording of this presentation will be emailed to everyone in two weeks’ time. The recording will include links to the handouts in case you've had trouble downloading them today. As soon as the webinar has ended, a short survey will appear on your screen. We hope you'll take a few minutes to complete the survey and give us feedback on how we did and how we can improve. We thank you for your attention and look forward to offering you more webinars on the subject of supercharging your online presence. Until then, have a great day.

