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Helping Clients With Job Transitions

By Bridget (Weide) Brooks, Certified Professional Résumé Writer

Do you have a client who is one of the 750,000+ Americans who
has lost their job this year? Or has a spouse who lost his or her job?
Or are they anxious that they will lose their job?

You are in a unique position to help them be successful in their
job search (whether it’s an active job search or simply being pre-
pared in the event they lose their job) — because one of the biggest
keys to success in a job search is planning your job search strategy
— and the second is accountability. You can help your clients in
both of these areas: developing a strategy for their search and hold-
ing them accountable as they work their plan.

Research shows that an average worker spends only 4 years in a
job — and will have 12 jobs, in as many as 5 career fields — during
his or her working life. (Source: The Five 0'Clock Club)

There are five basic ways that individuals can find a job. If your
client creates a plan that addresses all five areas, they will find a
job faster than if they conduct their job search without a plan.

The five basic ways to find a job include: newspapers, the Inter-
net, recruiters/employment services, networking, and what I call
“direct contact.”

Many people look for their next job in the newspaper and, while
it’s true that some people do find their dream job listed in the
classifieds, the reality is that only about 20 percent of job seekers
are successful using this method.

The newspaper can be a useful tool, however, for finding job
“leads” — that is, companies that hire people to do the kinds of job
they want. In addition to looking for companies that are in “growth
mode” in the classifieds, job seekers should also read the Business
section, where promotions and new company announcements are
listed, usually once a
week.

continued on page 7
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Ir Your Crient Has Been FIRED

“Downsized.” “Rightsized.” “Let go.”
Companies have lots of names for what
really happened — your client was fired.

In today’s economy, chances are your
client’s work performance had very little
to do with their current unemployment.
Instead, companies are looking to cut
costs, and personnel is a big expense.

The average time it takes a dislocated

worker to find a new job is six months.
Advise your clients that the sooner they
start looking for their next job, the faster
they will be back to work. It is impor-
tant to work on their job search right
away, or they may become discouraged.
e First, they must update their résumé.
Although a résumé isn't required for ev-
ery job, the process of developing one
(or updating it!) requires the client to
quantify his or her skills and accomplish-
ments, which can focus the job search.
e Advise them to get their network in
place. One of the best sources of jobs leads
is from the people they know.
e C(Consider taking a part-time or tem-
porary job to help get through this time.
Depending on their financial situation,
they may need the income to supplement
their unemployment or severance pay. It
can also be important for them to work
just so they stay in a “work routine” and
get out of bed each day.
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From the President’s Desk: Get Involved in APPT!

By Pam Feldman, LIMHP

I like to keep members abreast of the
direction of APPT. Your APPT Board has been
very active this year in thinking ahead of
how we might manage our practices during
these tough economic times.

As you know, accepting insurance reim-
bursement carries with it responsibilities
about collecting copays and deductibles and
setting consistent rates. Yet, we anticipate
more clients will have economic hardships
or lose their insurance altogether. Our legal
advisors at Erickson & Sederstrom are pre-
paring a presentation for Feb. 17 to help us
do things properly through the use of a char-
ity clause as part of our practice policies. I
hope you can join us for this program.

We continue to look for ways to make
your membership work for you. A focus this
coming year will be exploring other profes-
sional organizations. Our board has liaisons
with NPA, NAMFT, NCA, and NASW. In future
issues of The Compass, each liaison will let
you know of their specific organization, its
goals, and benefits. In addition, we will be

exploring lesser-known professional organi-
zations that provide a different role. Look
for these articles as a way to stay informed
of what goes on and who is involved.

Also, we are updating the “job descrip-
tions” of the various board positions. These
will be posted before the Spring Conference
(March 27) so that anyone interested in run-
ning for a position can apply. It is truly a
wonderful opportunity to network with col-
leagues, participate in planning, and work
collaboratively with some very dedicated
professionals. I hope this year we can have
a full slate to vote for at our Spring Confer-
ence. By the way, as usual, we will be at
Mahoney State Park for that event, which
will focus on Sexual Addiction and Sexual
Dysfunction.

Keep using the e-mail to communicate.
I appreciate it when you include your per-
sonal e-mail address for those matters when
you alone are requesting feedback. It helps
keep down the information overload.

Let’s all have a healthy 2009!

ADDICTION & RECOVERY SERVICES
Steve Brownrigg
MS, NCC,LMHP, LADC
Specializing in:
Addictions, Co-Dependency, EMDR,
and Co-Occurring Disorders

When you don’t know quite what to do
about your practice or
a long-term patient.

(402) 510-1754

E-mail: ARS101@cox.net

7701 Pacific St, Suite 301
Omaha, NE 68114

Member: APPT ACA, NCA, AMHCA, EMDRIA, and EAPA

Supervision / Consultation / Therapy
Robert G. Kraft, Ph.D.
(402) 330-0800 / Bob@OmahaTherapy.com

P.O. Box 540944
Omaha, NE 68154
www.summit-edge.com
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Mental health billing solutions
In-house and out-source solutions

Innovative programs - Nebraska based - Great support
Affordable and no up-front costs

Call Kim French - (800) 401-9720
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The Need For Disability Insurance

There’s a lot at stake for your business.

As a small business owner, you know
what it means to be responsible. In addition
to the long hours and hard work, owning a
business brings an array of other responsi-
bilities, whether you're just opening your
solo practice or running a long-time group
with employees. Owning a business can bring
you great success, but with great opportu-
nities come great risks. Don't let your in-
come or your life be at risk. Take the first
step in your planning process: A review of
your disability and life insurance needs to
ensure both you and your business are pro-
tected.

Disability Insurance for Business Owners
As the revenue generator for your busi-
ness, becoming sick or hurt and unable to

work could be your business” worst enemy.
Just think about it: How would you pay your (Q\\

monthly expenses, such as rent and utili-
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mention the obligations you have with
your family at home? The fact is, your
business, employees, and family depend
on you. The right disability insurance
products can protect your family, pro-
tect your business, and even help you
attract and retain quality employees.
If you would like more informa-
tion about disability insurance, please
contact: John Schraut, Registered Rep-
resentative, with John Hancock Finan-
cial Network, at (402) 758-1313 Ext:
28. Or you can e-mail him at
jschraut@jhnetwork.com.

ties, if you were unable to work — not to
/
p

Up to $100 Scholarship
Available for Members’

Continuing Education

It's a new year — and that
means there are FOUR new oppor-
tunities for you to explore continu-
ing education with APPT’s help!

The APPT Scholarship for Con-
tinuing Education is designed to
help APPT members defray the cost

Application for APPT Scholarship For Continuing Education

The APPT Scholarship for Continuing Education is designed to help members defray the
cost of a workshop they attend. Submit this form with a copy of the workshop brochure.

Name

Practice Location
City/State/Zip
Phone

Conference Title and Location (please attach a copy of brochure, if available)

of a workshop they attend (75 per-

cent of the cost of the workshop,
up to a maximum of $100).

Complete the form and submit
it, along with a copy of the work-
shop brochure (if available). Your
request will be reviewed by the
APPT Scholarship Committee.

If selected, you will be reim-
bursed for the awarded amount af-
ter attending the workshop and
sharing the information with APPT
members, either through a presen-
tation or by writing an article for
The Compass.

Date:

Cost:

I am willing to:
O Present a brief summary of the workshop at a mini-practice workshop
O Write an article for The Compass summarizing the content of the workshop.

Please note: The maximum amount awarded is 75 percent of the cost of the
workshop, up to $100. If selected, you will be reimbursed the awarded
amount after attending the workshop and sharing the information with
APPT members through a presentation or article.

2255 S. 132 St., Ste. 200, Omaha, NE 68144 or fax to (402) 334-8171.

Submit completed application to: Pam Feldman, LPC

Applications will be considered and a decision reached
within 10 days of receiving your application.
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- MEMBER NEWS -

Associated Counseling Professionals has moved to
a new location. As of Jan. 1, 2009, the office is located
on the second floor of the Prairie Life Center at 2255
South 132 Street, Ste. 200.

Affiliated therapists include: Pamela Feldman, LIMHP;
Glen Fineman, LICSW; Terry Moore, LICSW; Julie Jurich,
Ph.D., LIMHP; Laura Lentz, LIMHP; Linda Schaefer, LIMHP;
Bette Tarrant, LIMHP; Sue Williamson, LIMHP; and Dr.
Rodney Nitcher. Also, Scarlett Kay Shockley, LIMHP will
join the practice in February.

Their website is www.acpcounseling.com.

Dr. Donyce L. Brenneman, Ph.D., PLP has joined
Great Oaks Counseling, LLC, located near 140 and Cen-
ter St. Dr. Brenneman's masters degree focused on Clini-
cal Medical Ethics and included an internship with a
Clinical Medical Ethics department at a Chicago hospital.
Her Ph.D. is in Clinical Psychology from Pacifica Gradu-
ate Institute, in Carpinteria, Calif. She accrued eight years
of pre-doctorate clinical work across the U.S. before re-
turning to Omaha to be near family.

Currently, Dr. Brenneman provides individual, group,
couple, and family therapy. Her work focuses on the treat-
ment of eating disorders, various forms of abuse, PTSD,
relationship issues, depression, medical illness (both
acute and chronic), and grief recovery. She is currently a
Co-Director of the Nebraska chapter of the NEDA (Na-
tional Eating Disorder Association). This organization
strives to include eating disorders as an aspect of states’
parity laws as well as increasing public education on
eating disorder etiology, prevention, and treatment. Dr.
Brenneman may be reached at (402) 932-6500, ext. 102.

As of Jan. 1, 2009, John Campbell, LCSW, CGP, has
expanded his practice to full-time. At the Center for Psy-

chotherapy and Counseling, John provides individual
therapy, including depression, anxiety reduction, coping
skills, self-esteem, anger management, and related alco-
hol and drug issues. He also works with couples around
issues of communications, marriage skills, divorce, and
family problems.

John worked with groups and individuals incarcer-
ated at the correctional facility, including issues related
to prostitution and abuse. He has a special interest in
issues impacting the gay/lesbian/trans-gender community.
John earned certification from the American Group Psy-
chotherapy Association as a Certified Group Psychothera-
pist. He can be reached at 502-1024, ext. 292 or via e-mail
at growth8021@yahoo.com.

Penny Cavender moved her practice from 5951 Ames
in Omaha to 6324 Maple St., Suite 1 (Omaha, NE 68104).
Her new phone number is (402) 916-9886 and her fax is
(402) 916-9416. She writes, “I would be more than happy
to show my new place to anyone. I am very proud of it.”

After being in private practice part-time over the past
two years, Adrian Martin, LMFT has left the Lasting Hope
Recovery Center to focus solely on his private practice.
“My practice is growing and doing both was becoming a
bit of a stretch,” he says. Adrian is downtown in the Paxton
building and works predominantly with couples and fami-
lies. He is currently taking new referrals; more informa-
tion can be found at www.AdrianMartin.info.

Bette Tarrant, MSW, LIMHP, has joined Associated Coun-
seling Professionals. Bette has over 30 years of experience
in the mental health field, both as a psychiatric nurse and
as a therapist. Over those years, she has had the opportu-

continued on page 5

MIDWEST MEDICAL BILLING

Full-service medical billing

“Tired of navigating authorizations and
benefits? Let us handle the headaches.”

Phone 402.709.0063 Jeanne Horseman
or 402.332.3960 Owner/Billing Specialist
Midwestmed@cox.net

TAKE OUR ONLINE MEDICAID SURVEY!
Last call - Let your voice be heard!

Do you currently accept Medicaid clients? Did you used to
take Medicaid clients, but not anymore? Thinking about
dropping out as a Medicaid or Magellan provider? We want
your opinion! (Your response is completely confidential!)

http://www.tinyurl.com/5h7v5x
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continued from page 4

nity to be trained in many approaches to therapy, including expe-
riential therapies, Menninger Foundation Training in Marriage and
Family Therapy, EMDR, and DBT. Her specialties are bipolar disor-
der, trauma, relationship and communication problems, mindful-
ness, and all anxiety disorders. Also, she treats test anxiety,
performance anxiety, fear of flying, creative and professional blocks,
and life transitions.

Cassi Wigington, PLMHP, NCC, has opened a new private prac-
tice, New Image, located at 13057 West Center Rd., Suite 25, in
Omaha. Cassi is a recent graduate of the University of Nebraska at
Omaha Counseling program. She has recently finished her training
in Eye Movement Desensitization & Reprocessing (EMDR). Cassi
specializes in medical psychotherapy dealing with behavioral symp-
toms as a result of, or related to, a serious medical illness or in-
jury, such as HIV, cancer, heart disease, stroke, or chronic pain.
She works with individuals, families, and groups. If you have any
questions or referrals, Cassi can be reached at (402) 330-7502.

Do you have member news to share? Offering a new specialty?
Featured in the media? Started a new group? E-mail
appt@ibc.omhcoxmail.com (subject line: Member News). [

ADVERTISE FOR
THERAPISTS HERE

Do you have office space available for rent?
Looking to reach more than 170 members of the
Association of Private Practice Therapists?

Call Bridget at (402) 393-4600
Jor advertising rates and deadlines.

Marketing Your

Private Practice

By Bridget (Weide) Brooks

A steady stream of new clients ensures
the success of your private practice. But
how do you get new clients? How do you
get your phone to ring?

After delivering a workshop on “Mar-
keting Your Practice” at the Nov. 7 APPT
Fall Conference, I've talked with several
therapists about strategies to market their
practices. As I shared in my presentation,
there is no secret formula or magic bullet
in marketing your practice. The key to suc-
cess is to select a few simple, effective tac-
tics and do them consistently.

One common mistake is to think that
advertising and marketing are the same
thing. They are not. Advertising will get
you results, but it is not as effective as
marketing your services.

In order to build your private practice,
you need to cultivate relationships — with
prospective clients, new clients, and refer-
ral sources (other therapists, members of
the media, insurance company representa-
tives, human resources professionals, etc.).

continued on page 8

Your Billing Problems: Solved

L Electronic Claims Filing L1 Lowest Rates in the Area
O NoMore Waiting Months for Your $$$  T1  Collection Service Available
L1 NoMiddlemen or Clearinghouses L1 Personalized Service

MENTAL HEALTH BILLING SPECIALISTS
“We Take the ‘Work’ Out of Working For Yourself”

For More Information, Call SUSIE at (402) 496-9966

Free Legal
Consultation for
APPT Membexrs.

Each Traditional APPT member
is entitled to a free legal
consultation with an attorney
from Erickson & Sederstrom, P.C.
(up to one hour) per year.

Contact Bridget at the APPT Office
at (402) 393-4600 for access
information. If you use this service,
please give us feedback.

Call Bridget at the APPT Office
at (402) 393-4600 for details!
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THE MEDICINAL INQUIRER: Benzodiazepines

A series designed to help private practice therapists learn more about
psychiatric medications and get their questions answered.

By Joyce Sasse, APRN

Benzodiazepines are in the class of Mi-
nor Tranquilizers or Anxiolytics. This class
of medications was developed to act like or
enhance the effects of a naturally occurring
substance in the body called Gamma Amino
Butyric Acid — GABA. GABA works in the
brain and body as a natural inhibitor of neu-
ronal activity. GABA slows things down and
cools things off.

Medications such as Valium, Xanax,
Librium, Tranxene, Ativan, and Serax are all
benzodiazepines. These medications work by
enhancing the effects of GABA receptors.

There are two types of GABA receptors
in the body: one that responds for anti-anxi-
ety and another that responds for sedation.
The class of benzodiazepines and benzodi-
azepines-like drugs that is used specifically
for sedation/sleep issues will not be dis-
cussed in this article.

The benzodiazepine medications can be
a helpful addition to use for short-term man-
agement of anxiety issues, short-term seda-
tion, muscle relaxation (Valium), alcohol
detoxification, or sleep induction.

But the key is short-term use. In the ini-
tial phase of treating an acute stress disor-
der, it may be prudent to use a month-long
course of Ativan or Xanax while the patient
is getting on Zoloft or another antidepres-
sant with an anxiolytic feature.

The benzodiazepine will help the patient
though the critical phase during the 3-4
weeks it takes the anti-depressant to get up
to an effective level in the brain. Then the
benzodiazepine can be tapered off.

While using benzodiazepines, the patient
must be warned not to mix the medication
with alcohol or any other drug that could
depress the central nervous system — such
as sleeping medications, pain pills, muscle
relaxants, cough medications, etc.

Benzodiazepines are a mixed blessing be-
cause it is easy to develop a tolerance to

them. Benzodiazepines
are not considered to
be a dangerous drug by
many prescribers and they
are easy for many people to get from their primary practitioner.

But there are some cautions. Before long, the patient may be
taking more of the benzo than he or she ever thought they would
need. In addition, these medications cannot be stopped abruptly
if your patient has been taking them regularly for a month or more.
One of the few fatal withdrawals is from benzodiazepines. A patient
must be carefully weaned off of the benzodiazepine slowly by some-
one who is trained to do that.

Despite these issues, benzodiazepines have a real place in medi-
cal and psychiatric practice. However, there are many other medica-
tions that can be used for patients with long-term anxiety issues
that do not have the obvious drawbacks that benzodiazepines can
present.

— Joyce K. Sasse, MS, APRN-BC, CARN is a psychiatric nurse practitio-
ner and clinical nurse specialist with Woodhaven Counseling Associ-
ates in Omaha.

Please send your questions about psychiatric medications to The
Medicinal Inquirer and I will endeavor to answer them to your satis-
faction. E-mail joyessel@cox.net with your questions or call me at
(402) 592-0328.

ARTICLES WANTED! We need your contributions for
The Compass! Submit your article for the April 2009
issue by March 15. We welcome articles on clinical or
practice management topics. Send articles via e-mail
to Bridget at appt@ibc.omhcoxmail.com or via fax to
(402) 393-4603. [

W

WOODHAVEN COUNSELING ASSOCIATES, INC.

Joyce K. Sasse,
MS, APRN-BC, CARN

Psychiatric Nurse Practitioner
Clinical Nurse Specialist

11319 “P” Street, Suite 1
Omaha, NE 68137

Phone: (402) 592-0328
Fax: (402) 592-4170




Helping Your Clients With Job Transitions

continued from page 1

In addition, business journals (such as
the Midlands Business Journal, Lincoln Busi-
ness Journal, and Council Bluffs Business
Journal) can be a great way to find less well-
known companies.

Another frequently-used technique is
searching for jobs online, although the suc-
cess rate of this approach is very low (with
most estimates that 5-10% of jobs are ob-
tained through online methods).

Nebraska’s leading career website is
Careerlink (www.careerlink.org). In addition
to a geographic site like Careerlink, job seek-
ers should also consider the “Big Boards,”
like Monster.com and HotJobs.com.

My advice to clients is: If you identify
an opportunity on a big board, go directly
to the employer’s website and see if the po-
sition is listed there as well. By applying
through the company’s website, you'll not
only get a chance to research the company,
you might be able to identify a decision-
maker directly and avoid getting included
in a jammed e-mailbox.

TIP: If your client finds a position online
theyre interested in, have them also follow-up
with a résumé and cover letter by fax or mail.

A third strategy is recruiters and employ-
ment agencies. For certain kinds of jobs, com-
panies pay third parties to screen and
recommend potential employees. In ex-
change for finding candidates, an employer
will pay a fee — usually equal to one-third
of the employee’s base salary for the first
year — upon a successful hire. Because the
job seeker doesn’t pay for the service, send-
ing a résumé to one of these companies is a
good idea, but it won't always result in suc-
cess — or even a return phone call.

Networking is the best way for your cli-
ents to find their next job. Have your client
make a list of the people in their network.
This can include friends, relatives, parents
of children’s friends, club members, cousins,
neighbors, professional association contacts,
and community connections (civic leaders,
clergy, etc.)

Job seekers should assemble the contact
information for these individuals and get
their résumé to everyone on the list. They
can also tap into their network for specific

Job Search Success Strategies

5% == Other*

* Includes Internet

| Network

5% | | Direct Contact
8% E— Recruiters

I Ads

Source: National Business Employment Weekly

64%

18%

help. For example, if your client wants to work at a specific com-
pany, have them ask the people in their network if they know any-
one who currently works for — or used to work for — “Company X.”
Then contact that person and ask about the company, culture, and
hiring practices. The more people who know your client is looking
for a job, the more eyes and ears that will be available to help.

The final method is direct contact with prospective employers.
Tap into the so-called “hidden job market” by having your clients
identify companies they'd like to work for, even if they don't know
if the company is hiring.

Companies hire people to solve their problems. These “employer
buying motivators” (or “reasons a company might hire your client”)
include: To make money, to save money, to save time, to make work
easier, to solve a specific problem, to be more competitive, to build
relationships, to expand business, to attract new customers, and/or
to retain existing customers.

If your client can do one — or more — of these things, they
shouldn’t wait for a “help wanted ad” to appear — they should
approach the company directly.

How can your client do this? Use the other four methods:

e Newspapers. Identify companies that are likely candidates
through their ads, profiles about them, or job listings that indicate
a need. (For example, a company that is hiring a lot of production
workers will likely need additional managers.)

e Internet. Research trends and companies online. Identify key
problems from executive speeches, reports, or profiles, or read their
news releases on their website.

® Recruiters/Employment Services. This is the ultimate direct con-
tact. (“Hey, I don’t know if you currently need someone with my
skills, but here is what I have to offer your client company.”)

e Networking. It happens all the time. Someone in your network
says, “You know what? You should talk to John Jones at the XYZ
Company. They could use someone with your skills.”

How do you make direct contact? Call, use your network for an
introduction, send an e-mail, or write a targeted cover letter and
send it with your résumé. The key to a successful job search is
follow-up. Help your clients by helping them formulate a plan and
hold them accountable to following that plan.

— Bridget (Weide) Brooks is a Certified Professional Résumé Writer
with Image Building Communications in Omaha. She can be reached
at (402) 393-4600 or via e-mail at OmahaJobHelp@yahoo.com.
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Tell people what you do — over
and over again. And get your mes-
sage to the same people over and over
again — because consistency creates
familiarity.

People do business with
people they know, like, and trust.

And don’t wait until things slow
down before you market! It is better
to be overbooked — especially if you
are in a group practice. You want to
consistently cultivate a pipeline of
prospective clients.

I worked in the front office of
two different private practices over
the course of eight years, and I've
spent the last 12 years helping thera-
pists promote themselves. One of the
most important things I advise is to
track how you are getting clients. Are
you asking clients how they heard
about you? Are you compiling this

information? What are you doing with
this data?

I've developed a four-step process
to focusing your practice-building ef-
forts.

The first step is identifying your
identity as a therapist. You'll hear that
you need to develop your “brand.”
Basically, you are answering the ques-
tion, “What makes you unique?” Do
you work with certain client popula-
tions? Do you have specific training
or credentials? Do you have personal
experience that gives you insight into
client issues?

Next, identify the target audience
for your brand. Who needs your help?
Describe your “ideal” client. What is
their gender? What age? Work status
(employed, unemployed, business
owner, self-employed)? Where do they
live? What do they read or watch? What
other companies serve these clients

Four-Step Process to Marketing Your Private Practice

(school counselors, clergy/churches,
physicians, other therapists)?

Then, cultivate a list of outcomes
these clients can expect — what are
the results of working with you?
These are your marketing messages.
Decide on a message strategy (what
tactics will you use to communicate
with prospective clients and referral
sources)? These can include direct
contact and follow-up; networking
and referral building; public speak-
ing; writing and publicity; promo-
tional events; and advertising.

Finally, develop your “product”
— individual sessions, groups, phone
coaching, onsite consultations, tapes,
books/booklets, and/or follow-up
coaching.

Want more ideas to build your
private practice? Find more market-
ing ideas on the APPT blog at:
http://netherapist.blogspot.com.




