
THE HEALTH & EMOTIONAL JOURNEY
If your business involves solving problems for people (or helping them solve them for themselves), your clients probably transition through several 
emotional stages en route to reaching out to someone like you for help. Understanding where they’re at during this emotional journey can help you 
understand how to craft your marketing messages so they resonate with those you can best help. The model below shows how this might apply in the 
healing professions, but similar stages of ‘readiness for change’ can also be applied to marketing in other industries.

Seriously 
poorly: 

Can’t look 
after 
themselves 
& probably 
in medical 
or crisis 
care

Pursuit of 
excellence: 

Proactively driven 
to excellence 
(rather than 
driven by an 
avoidance of 
pain): e.g. 
athletes, pregnant 
women & those 
who’ve reformed 
or recovered

Fit & healthy:

Most people want to be 
here, even if they’re not 
prepared to do anything 
about it!

May dream of 
excellence & have bursts 
of motivation

Okay:

Most of us live here 
most of the time (but 
increasingly less so 
with age, when 
chronic problems start 
creeping in)

Chronic / low grade problems:

Many people spend years in 
chronic ill health or low grade 
physical/emotional pain, which 
they almost consider normal - but 
it often worsens with age. 

Acute flare-ups become 
increasingly common and/or 
severe as time goes on because 
baseline resources are low.

Acute problems:

Periods of intense 
physical or emotional 
pain, usually start as 
occasional rather than 
constant but may 
become chronic (more 
frequent / worse) &/or 
life-threatening. 
Focus is on finding fast 
and reliable relief.

HELP-SEEKING OCCURS AT TIMES OF TRANSITION - OFTEN DRIVEN BY A DESIRE FOR SAFETY

The decision to seek help is often made in the transition from one emotional state to 
another, and is frequently triggered by an imagined or real loss of safety (which your 
client may verbalise using phrases such as “I’m afraid it’s getting worse” or “I don’t know 
what to do”) or a sense of having reached a threshold beyond which they are not 
prepared to go (“I can’t stand it any more”).
Their goal is usually to move one step back up the ladder towards being ‘Okay’. They’ll 
rarely aim higher than that, because going from being seriously poorly to an Olympic 
athlete feels unachievable to most of us. Often they’re simply looking for their existing 
problem to lessen or go away. 
As a marketer, one of your core objectives is to help your client feel safe in trusting you 
with their care, and understanding their emotional journey is key to making that work. 
(Remember that staying safe isn’t just about avoiding side effects associated with 
treatment, it might also be about fear of wasting their money or being pushed to spend 
more than I can afford, fear of having to lay bare my most vulnerable wounds, or fear 
that the solution you recommend might be too difficult or unpleasant to handle). 

ACUTE CARE IS 
RARELY YOUR 
FOCUS

Most natural 
therapists don’t 
need to market to 
people in this 
emotional state 
because in an 
acute health crisis, 
natural medicine 
is rarely the first 
port of call.
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CHRONIC PROBLEMS PRESENT SPECIAL 
CHALLENGES

For those in chronic ill-health, attempting 
change may be seen as fruitless, too hard or 
too costly (e.g. “I’m too unfit to take up 
exercise, it never works anyway & I don’t 
have time”).
The cycle of chronic low grade problems with 
acute flare-ups is sometimes a motivator and 
sometimes leads to a sense of futility.
Many people in chronic ill health feel a sense 
of shame about not having changed their 
habits, which may prevent them seeking help. 
Your job as a marketer is to reassure them 
that you understand why it’s daunting and 
won’t judge them.
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THE SHOPPING JOURNEY
We can decide to make changes at any stage of our emotional journey, with the speed and determination with which we seek out a solution often being 
driven by how urgent it feels for us to find relief from our pain. Fundamentally, the way we feel leads to the actions we take, so again at every step of the 
way your objective as a marketer is to meet your clients or prospective clients where they are, and help them feel safe taking the next step.

WHEN I’M 
BECOMING AWARE 
OF AN ISSUE: 

I’M SEEKING: 
Reassurance & 
information

I’M ASSESSING: 
Seriousness, 
urgency

RESOURCES: 
My judgement, 
trusted folk 
(sometimes on 
social media), Dr 
Google

YOUR MARKETING 
ANGLE:
Aid discernment / 
diagnosis, e.g. 
“How to tell if you 
need to see a 
therapist.”)

WHEN I’M 
CONSIDERING / 
RESEARCHING 
OPTIONS: 

I’M SEEKING: 
Understanding, 
insight & solutions

I’M ASSESSING: 
Solution providers, 
coping mechanisms

RESOURCES: 
Social media / 
forums (people who 
get me), Google, 
info sites / prac 
websites & blogs.
 
YOUR MARKETING 
ANGLE:
“I understand your 
concerns & I have 
strategies to help”. 
(Reinforce your 
credibility too).

WHEN I’M AT A 
DECISION POINT: 

I’M SEEKING: 
An appointment 
time

I’M ASSESSING: 
Ease of access, 
cost, ease of 
implementation, 
credibility, 
resonance

RESOURCES: 
Word of mouth 
(WOM), Google,  
prac websites 
(especially About 
& Contact pages).

YOUR MARKETING 
ANGLE: 
“You can trust me 
to make everything 
easy & safe” 
(remove all 
obstacles to 
purchase).

DURING OUR 
CONSULTATION / 
PURCHASE: 

I’M SEEKING: 
Relief, improvement

I’M ASSESSING: 
Your process / my 
experience, my 
sense of safety & 
confidence in you 
& your solution, 
ease of 
implementation 

RESOURCES: 
You!

YOUR MARKETING 
ANGLE: 
“I make everything 
comfortable & 
safe.”

AFTER OUR 
CONSULTATION:

I’M SEEKING:  
Relief, 
improvement

I’M ASSESSING: 
The results your 
process & 
initiatives provide 
me

RESOURCES: 
Handouts, recipe 
sheets, your 
newsletter or 
social media. 
Maybe check-in 
calls or texts

YOUR 
MARKETING 
ANGLE:
“I give you the 
tools to help you 
succeed.” 

WHEN I CONSIDER 
RECOMMENDING 
YOU TO OTHERS 
(BEING A RAVING 
FAN): 

I’M SEEKING:  
To share the love 
&/or help solve 
others’ problems

I’M ASSESSING: 
Whether I can trust 
you to deliver for 
my friend

RESOURCES:  
Forms, flyers, cards, 
your newsletter or 
social media

YOUR MARKETING 
ANGLE: 
Provide tools to 
make referral & 
recommendation 
easy. Consider 
incentivising (but it 
may backfire).
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HEALTH & EMOTIONAL JOURNEY - MARKETING INSIGHTS 

1. What specific Health / Emotional journey(s) is your preferred client experiencing? 

 

2. What phase(s) of their Health / Emotional journey are you best placed to help? 

 

3. List some examples of specific Health / Emotional triggers that typically push them to make the decision to seek help: 

 

4. What are they fearful of in that moment? 

 

5. What marketing messages will make them feel safe or empowered? 

 

 

 

! These are your marketing themes (you may have multiple strands if you have different categories of services / clients) 

! Prioritise the ones that are most relevant / resonant to the types of clients you want to work with 
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SHOPPING JOURNEY - MARKETING INSIGHTS 

1. How do your preferred clients typically shop for your services and how long does that sales cycle typically take? (Don’t 
forget to consider loops). 

 

2. During which phase(s) of their Shopping Journey is it most important for you to show up with your safe and empowering 
messages? 

 

3. Ideas for marketing activity that will help your client feel safe and empowered in those phases: 
(Consider blog posts, social media, website updates, handouts, internal processes etc) 

 

 

 

 

! Remember, progression through the Shopping Journey occurs in response to progression through the Health & Emotional 
Journey.  

! You want your client to take an ACTION, but you need to appeal to their EMOTIONS. 
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