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Introduction
 As social work private practitioners or manager a not-for profit 
agency and interested in building a thriving practice/agency? Are 
you using principles of business management to plan and execute 
your agency policies and practices? If not, you may want to consider 
updating your agency policies and practices to include principles 
from our business colleagues and marketing specialists [1].
“Why” you ask?
•	 Utilizing marketing strategies to promote your business/practice 

to your target audience can help you grow and build your niche 
of social work policies/practice.

•	 Utilizing business practices and strategies to promote yourself 
and your business portfolio is more effective when intentional, 
but also useful to grow and expand your social welfare policies, 
practices and agency.

•	 Marketing practices can help you to build brand equity and 
identify products/services unique to your agency which can be 
of interest to others and make you distinct from other private 
practices or human service agencies.

  Now that you are aware of the importance of building marketing 
tools into your practice as social workers and within social welfare, 
how do you begin to design a marketing plan that can be effective for 
your particular agency and niche? Consider some of the following 
initial broad strategies to begin, and then we will move onto some 
specific marketing strategies. A first step is to consider a mission 
statement [2].
   If you have never thought of a mission statement or ask what it is, 
it is basically your “elevator speech” which helps you define what 
you do, how you do it and to whom. It also incorporates your vision, 
so prospective clientele knows what your agency/practice serves and

represents. It helps to align your values and goals with your 
prospective clients.
   Secondly, consider, “what is the customer/client’s need and your 
solution? Presenting a solution to one with a dilemma or need will 
only help reinforce the need for your programs/services. For example 
if you much expertise in working with middle aged adults and 
cognitive behavioral therapy, you may want to consider marketing 
your services to include what issues do people experience in their 
middle adulthood, and how can you help address the personal crises 
and/or challenges that they experience. In addition to counseling, you 
may also want to offer an online educational website and a series of 
support groups that meet during one’s lunch hour. These additional 
services become a part of your marketing plan as well, so that 
potential clientele become attracted to your practice as compared to 
a competitor because of what you can uniquely offer as value added 
from your practices.
    Thirdly, consider the target market and factors such as demographics, 
your location and the reach of potential clientele within the target 
area. Demographics become important because you may not have the 
“reach’ of potential clients if you locate your office in a neighborhood 
strip mall that caters to a mature demographic, when your expertise is 
working with young families and children. Knowing the population 
base and demographics of the community is also critical when trying 
to build a successful practice.
   Fourthly, consider “who are your competitors? Who else within the 
area where you plan to carry out a private practice is also working in 
your area?  What can you offer that is unique from your competition 
in terms of programs and services and/or the overall counseling 
experience? This step can also include branding – that is when people 
see your name or logo, what is distinct about it that brings people to 
recognize you and what your agency/practice has to offer and name 
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recognition., which in tern may be something distinct from your 
competitors. Once these initial steps are considered and developed as 
a part of your agency/practice realm, you then may want to go on and 
consider specific marketing strategies [3, 4].
Marketing Strategies
   In today’s current world of information exchange and explosion, it 
is quite typical and logical to ask “What types of marketing strategies 
yield results?” In many of my circles, the first idea that comes to 
mind is the use of “Facebook”, “Twitter” and “Instagram”. While 
popular among some specific age group and demographics, one 
should ask, if in fact these are the best strategies for the market or 
type of client you are searching for to be a potential client within 
your agency or private practice? For example, in a practice which 
addresses the needs of older adults in rural communities, these digital 
marketing and media strategies may not be very realistic, since 
many older adults within rural areas may not frequent Facebook, 
nor may they have the technology to even think about this as venues 
where they would look for solutions to their needs. While digital 
media strategies are on the rise, once again, one must consider their 
market and potential clientele and think about where would be the 
best approach to reach the group they are interested in reaching. In 
some cases radio advertising and marketing may be effective. While 
younger people gravitate to their technology and devices to keep up 
with the news, people who are middle aged to older adults are still 
influenced by newspapers and can be reached through advertisements 
within the newspaper. Other ways to market your private practice and 
services may be through community connections, and guest speaking 
engagements. Public speaking engagements, puts you in front of 
audiences of potential clients, and can be a low budget approach 
to reaching your potential clientele. Local public libraries, service 
clubs, churches and recreation facilities are always looking for guests 
or interesting speakers for meetings and events. This can also help 
you build your image and name recognition and create a market niche 
for your services/agency and promote social welfare [5]. 

  For many of our colleagues, the idea of borrowing ideas from our 
business community may seem very foreign, especially since the field 
of social work is often perceived quite differently than the business 
community’s goals and practices. However, success within our field 
of practices and within the realm of social work can benefit from 
integrating business acumen and marketing tools into our private 
practice or agency’s practice and operations.
   Dr. Jurkowski currently teaches at SIU Carbondale, and has been 
exploring the integration of business acumen into social welfare 
policy/ practice as a strategy toward successful policy/practice/
agency management.
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