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Transforming Hope into Revenue

without Losing Dignity

A STEP-BY-STEP GUIDE

Are you trying to grow admissions for your
treatment center? Find out how compliant and

ethical marketing can supercharge your marketing



HELLO THERE! I'M SARAH STRASSER, OWNER OF PHOENIX
RISE MEDIA

Sarah Strasser is the founder of Phoenix Rise Media, a Denver-based
ethical marketing agency dedicated to transforming how treatment

centers, sober living homes, and behavioral health organizations show up
online. With a professional background spanning social media strategy,
compliance-aligned communications, and high-level support roles for
government agencies and international corporations, Sarah brings a rare
blend of creativity, operational precision, and regulatory expertise to the
behavioral health industry.

Her lived experience in recovery gives her a depth of insight that cannot be
taught — and her commitment to trauma-informed, dignity-centered
communication shapes every strategy she builds. Sarah is known for her
ability to translate complex regulations like HIPAA and 42 CFR Part 2 into
practical, sustainable marketing systems that protect confidentiality while
increasing high-quality admissions. She is a certified expert in
HIPAA-compliant social media marketing and a trusted partner to
treatment centers seeking ethical growth.

Through Phoenix Rise Media, Sarah helps behavioral health organizations
build authority, strengthen community trust, and generate predictable
admissions without compromising ethics. Her mission is simple: elevate the
standard of marketing in the recovery space so more people can access
the help they deserve — safely, respectfully, and without exploitation.

MORE ON WWW.PHOENIXRISEMEDIA.COM



THE ETHICAL ADMISSIONS ENGINE

Introduction

The behavioral health industry is experiencing a reckoning. Families
are overwhelmed, treatment centers are competing in a saturated
digital landscape, and unethical marketing practices have damaged
trust across the country. In this environment, treatment centers need
more than visibility — they need credibility.

Phoenix Rise Media was built on a simple belief: ethical,
trauma-informed, HIPAA-compliant marketing is the only
sustainable path to admissions growth. This guide will show you how
to build a predictable, compliant admissions engine that protects
client dignity while increasing high-quality inquiries.




CHAPTER | — The New
Landscape of Treatment
Center Marketin

Families searching for treatment are not cqsuqi consumers. They're navigating

fear, urgency, and overwhelm. Traditional marketing tactics — aggressive
retargeting, fear-based messaging, manipulative funnels — don't just fail here;
they cause harm.

The treatment centers that thrive today are the ones that lead with
transparency, safety, and clinical integrity. Ethical marketing isn’t just the right

thing to do — it’s the most effective way to generate high-quality leads

In 2026, treatment centers can no
longer rely on outdated tactics,
generic messaging, or agencies that
don’t understand compliance. The
stakes are too high, and the
audience is too discerning.

The behavioral health industry is
facing a  perfect storm  of
transformation:

« Al-driven search behavior

« Stricter enforcement of HIPAA and
42 CFR Part 2

* A cultural shift toward
trauma-informed communication

* Higher expectations for
transparency and credibility

* A crackdown on unethical
lead-gen practices

* A saturated digital landscape
where trust is the only differentiator

Al has fundamentally changed how
people seek help. Instead of typing
short keywords into Google, families
now ask full questions, describe
symptoms, or seek guidance in
conversational language.  They
expect clarity, compassion, and
expertise — instantly.

This shift means treatment centers
must:

» Create content that answers real,
human questions

* Write in a clear, trauma-informed
voice

* Prioritize expertise and accuracy

* Avoid sensationalism or
fear-based hooks

* Ensure every piece of content is
compliant and clinically aligned

Al rewards authority, clarity, and
trustworthiness, not clickbait.

In 2026, treatment centers that
publish
compliant content will outperform

grounded, educational,

those chasing trends or shortcuts.



—
\RTR -

<

Regulators have increased scrutiny
on behavioral health marketing,
especially around:

« Client stories

» “Anonymous” testimonials

* Retargeting vulnerable
populations

* Misleading claims

* Unverified success rates

* Non-compliant social media
content

 Agencies using PHI without proper

safeguards

HIPAA and 42 CFR Part 2 are not just
legal frameworks — they are trust
frameworks. Families can sense

when a treatment center respects

confidentiality, boundaries, and

dignity. Compliance is now a
competitive advantage, and centers
that ignore it risk fines, reputational
damage, and loss of community
trust.

In 2026, ethical marketing is the

only sustainable marketing.
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The public is more aware of trauma,
mental health, and exploitation than ever
before. They can immediately recognize
when a treatment center’'s marketing
feels:

* Manipulative

* Shame-based

* Fear-driven

* Performative

* Trend-chasing

* Emotionally unsafe

Trauma-informed marketing is no longer
a “nice to have.” It is the standard.
Families want to feel:

* Safe

* Seen

* Respected

* Empowered

* Informed

* Not pressured

Treatment centers that communicate with
grounded, regulated, compassionate
language will earn trust faster — and
convert higher-quality leads.



In 2026, people don’t want
influencers.

They want leaders.
Treatment centers must position
themselves as:

* Clinically credible

 Transparent

* Ethical

* Evidence-based

« Community-rooted

* Values-driven

Authority is built through:

* High-quality educational content
* Clear explanations of treatment
philosophy

* Transparent communication

* Consistent brand identity

« Compliance-aligned messaging
« Staff expertise and lived
experience (shared appropriately)
Authority converts.

Trends do not.

Gone are the days of:

* Posting generic tips

* Running broad ads

* Buying low-quality leads

« Outsourcing to agencies that don't
understand compliance

* Publishing content with no strategy

* Hoping something “goes viral”

In 2026, treatment centers need a strategic,
ethical admissions engine built on:

- SEO

* Local authority

* Trauma-informed content

« Compliant social media

* Transparent messaging

* High-quality educational assets

* Clear pathways to inquiry and intake

The centers that win are the ones that build
systems — not noise.

This ebook will show you how to build a
HIPAA-compliant, trauma-informed, ethical
admissions engine  that  generates
predictable, high-quality leads — without
compromising your values or your clients’

dignity.



THE ETHICAL ADMISSIONS ENGINE

CHAPTER N.2

Complicnce @s
a Compeifiifive

;‘é Learn how you can leverage compliance as your

unique value proposition and stand out in a crowd
of unethical marketing




It's simple, follow the rules

Compliance isn’t just a legal requirement for treatment centers — it's a
brand differentiator, a trust-builder, and one of the most powerful
competitive advantages in the behavioral health industry. In 2026,
families are more informed, regulators are more vigilant, and unethical
marketing practices are under a microscope. Treatment centers that lead
with HIPAA-compliant, 42 CFR Part 2-aligned, trauma-informed
marketing stand out immediately in a crowded and often mistrusted

landscape.
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Most marketing agencies still treat HIPAA and 42 CFR Part 2 as
afterthoughts — or worse, as obstacles. But for treatment centers, these
regulations shape every aspect of digital communication.
HIPAA governs the protection of Protected Health Information (PHI),
including anything that could identify a current or former client.
42 CFR Part 2 adds an additional layer of confidentiality specifically for
substance use disorder tfreatment, making the rules even stricter.
For marketing, this means:

e No client stories, even if “names are changed”

® No screenshots of messages or testimonials

e No “anonymous DMs”

* No content that implies someone is your client

¢ No discussing patterns in your caseload

¢ No retargeting ads based on sensitive behaviors

® No sharing staff experiences that reveal client interactions
Compliance isn’t just about avoiding fines — it’s about protecting dignity,

privacy, and trust.




The Biggest Compliance Mistakes
Treatment Centers Make
Even well-intentioned treatment
centers make compliance errors that
put them at risk. The most common
include:
l. Sharing “De-Identified” Stories
That Aren’t Actually De-Identified
If a client could recognize themselves
— or someone else could recognize
them — it’s a violation.
2. Using Non-Compliant Agencies
Many agencies don’t understand
behavioral health regulations and
accidentally expose PHI through:

e Analytics

e Retargeting

e CRM integrations

e Social media content

* Website forms

¢ Email marketing

Posting Staff Content That Running Ads That Make Clinical
Mentions Clients Claims

Even vague references like “a Statements like “we guarantee results”
client told me today...” are or “we can fix your addiction” are both
violations. unethical and illegal.

Using Testimonials Without Proper

Consent Allowing Marketing Teams Access to

PHI

Most testimonials in the industr

. 4 Marketing should never touch PHI —
are non-compliant, even when

. “ ” ever.
clients "agree.

These mistakes aren’t just risky. They
erode trust.



Why de-identified stories are
still risky

The behavioral health industry has long relied on “de-identified” stories to
create emotional connection. But in 2026, regulators and the public are
far more aware of the risks.
A story is not de-identified if:

e The client could recognize themselves

¢ A family member could recognize them

A staff member could recognize them

The details match a known case

The story reveals patterns in your caseload

The story includes unique circumstances
¢ The story implies someone is your client
Even changing names, ages, or genders doesn’t guarantee anonymity.
And beyond legality, there’s the ethical question:
Should someone’s pain be used as marketing content?
Families can feel when a treatment center uses stories for emotional

manipulation. It breaks trust instantly. _—
T
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Most treatment centers don’t have a marketing problem — they have a
funnel problem. They're posting content, running ads, updating their
website, and hoping something sticks. But hope is not a strategy, and in
behavioral health, it’s certainly not a compliant one.

An ethical admissions funnel is the backbone of predictable, sustainable,
dignity-centered lead generation. It guides families from confusion to
clarity, from fear to trust, and from inquiry to admission — without
manipulation, pressure, or unethical tactics.

This chapter breaks down how to build a HIPAA-compliant,
trauma-informed admissions funnel that actually converts.

Families seeking treatment are overwhelmed. They’re scared.
They’re often in crisis. They're not scrolling casually — they’re

searching with urgency and emotional weight.

Without a structured admissions funnel, treatment centers

experience:

* Unpredictable inquiry volume

* Low-quality leads

+ High drop-off rates

- Confusion about what’s working
« Overreliance on paid ads

+ Staff burnout

* Missed opportunities for connection

A funnel creates clarity, consistency, and safety. It ensures that
every touchpoint — from the first Google search to the intake

call — is aligned, ethical, and supportive



THE FOUR SIAGTES OFF AN EIICAL
ADMISSICINS [RUININEL

EVERY TREATMENIT GNIER FUNINGL HAS
FOUR STAGTES, MOST dANITERS CINLY
FOQUS GIN T LAST ONE.

Stage |: Awareness — “I need help, but | don’t know where to
start.”

This is where families first encounter your brand. They’re not
ready to call. They're not ready to commit. They’re trying to
understand what’s happening and what options exist.

Your job at this stage:

Educate. Support. Normalize. Provide clarity.

Ethical content for this stage includes:

« SEO-optimized blog posts

Educational videos

Trauma-informed social media content

Local SEO pages

Downloadable guides

* Non-clinical explanations of treatment options

What NOT to do:

» Fear-based messaging

 Urgency tactics

* Client stories

+ Trend-chasing content
Awareness content builds trust — not pressure.




STAGE 2s CONSIDERATION — M

At this stage, families are evaluating whether your center is safe,
credible, and aligned with their needs.
Your job at this stage:

Build authority. Demonstrate expertise. Provide transparency.
Ethical content for this stage includes:

Program overview pages

Staff bios

Facility tours

FAQ pages

Transparent pricing information (when possible)
Philosophy and approach explanations
Trauma-informed email nurture sequences

What NOT to do:

Overpromising outcomes
Using testimonials without proper consent

* Making clinical claims in marketing copy
Consideration content answers questions before families have to

ask them.




STAGE 3¢ DECISION — “I'M READY TO
REACH OUT.

This is the moment where trust matters most. Families are
vulnerable, overwhelmed, and afraid of making the wrong choice.
Your job at this stage:

Make the path to contact simple, safe, and supportive.
Ethical content for this stage includes:

« Clear “Call Now” and “Verify Insurance” CTAs

« HIPAA-compliant contact forms

« Atrauma-informed admissions page

A simple explanation of the intake process

« Arequlated, compassionate tone

What NOT to do:

« Aggressive retargeting

* Pop-ups that pressure action

- “Limited beds available” tactics

« Asking for unnecessary personal information

Decision content should feel like a hand extended, not a push.




STAGE 4 INTAIE = “'M READY TO TALK
TO SOMECNE?

This is where most treatment centers lose leads — not because
families aren’t interested, but because the process feels chaotic,
unclear, or unsafe.

Your job at this stage:

Create a regulated, predictable, compassionate admissions
experience.

Ethical intake practices include:

* Trauma-informed phone scripts

* Staff trained in emotional regulation

* Clear expectations for next steps

* No pressure to commit

« No shaming language

* No sales tactics

« No discussing other clients or cases

What NOT to do:

« Asking for PHI before consent

* Using unencrypted communication channels

« Over-collecting data

* Rushing the caller

Intake is where trust becomes action.




HOWTO BUILD AN ETFICAL ADMISSIONS
FUNDNEL STEP-BY-STEP

This is where treatment centers often need the most support. Here’s
the Phoenix Rise Media framework.

Step |: Map the Family Journey

I[dentify what families feel, fear, and need at each stage.

This ensures your content meets them where they are — not where
you want them to be.

Step 2: Build Trauma-Informed Messaging

Your tone should be:

« Calm

* Grounded

* Non-judgmental

* Clear

« Empowering

* Regulated

This is not just ethical — it increases conversions.

Step 3: Create Content for Each Stage

Awareness = education

Consideration = authority

Decision = clarity

Intake = safety

Most centers only create awareness content. That's why their leads
don’t convert.



Step 4: Ensure Every Touchpoint Is HIPAA-Safe

This includes:

* Website forms

* CRM systems

* Email marketing

* Social media

« Ads

 Landing pages

* Analytics tools

Compliance is not optional — it’s your brand identity.

Step 5: Build a Follow-Up System

Families often need multiple touchpoints before they’re ready to
commit.

Ethical follow-up includes:

* Trauma-informed email sequences

« Non-pressured check-ins

* Clear next steps

* Respect for autonomy

No manipulation. No urgency tactics. No guilt.

Step 6: Measure What Matters

The only metrics that matter in behavioral health:
* Inquiry quality

« Assessment bookings

« Admissions

* Cost per admission

* Time to conversion

Likes and views don’t save lives. Admissions do.



THE ETHICAL ADMISSIONS ENGINE
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>‘< Learn how to optimize your social media content for
search engines in an ethical and compliant way.




SE@l@ptimizationifondleatment
Cenliers

Search engine optimization is the most ethical, compliant, and sustainable
lead-generation strategy available to treatment centers today. Unlike paid ads,
trend-chasing social media, or emotionally manipulative storytelling, SEO
doesn’t rely on exploiting pain points or sharing client experiences. It relies on
something far more powerful: expertise, clarity, and value.

When your content ranks, you're not interrupting people. You’re meeting them
at the exact moment they’re searching for help. That’s why SEO consistently
produces the highest-quality inquiries — families who are actively seeking
treatment, not passive scrollers who stumbled across a post.

In 2026, SEO is no longer optional for treatment centers. It's the backbone of

ethical admissions growth.

Instead of relying on trends, client stories, or high-pressure tactics, SEO uses

educational, trauma-informed, HIPAA-compliant content to build trust and
authority. When your website ranks for the terms people are Googling in
moments of crisis—like “treatment center near me,” “PHP program Colorado,”
or “how to help a loved one with addiction”—you attract higher-quality
inquiries and create a sustainable, values-aligned admissions pipeline.



SEO aligns perfectly with HIPAA, 42 CFR Part 2, and trauma-informed
communication because it doesn’t require:
+ Client stories

+ Testimonials

* Emotional manipulation

« Trend-based content

* Retargeting vulnerable populations

+ High-pressure funnels

* Paid ads that risk non-compliance
Instead, SEO is built on:

 Educational content

+ Clinical expertise

+ Clear explanations

« Transparent communication

* Local authority

* Trust-centered messaging

SEO is the only marketing channel where ethics and performance naturally
align.




How SEO Works for Treatment
Centers (The Ethical Way)

SEO is not about gaming algorithms. It's about creating content that answers
the questions families are desperately trying to solve.

In behavioral health, people search for:

Symptoms

Treatment options

Levels of care

Insurance coverage

Local resources

How to help a loved one
What to expect in treatment
How to choose a rehab center

When your content provides clear, grounded, trauma-informed answers, Google
rewards you — and families trust you.




The Three Pillars of Ethical SEO

for Treatment Centers

. Expertise-Driven Content (E-E-A-T)

Google prioritizes content that demonstrates:

+ Experience

* Expertise

* Authoritativeness

* Trustworthiness

Treatment centers naturally have all four — but most don’t communicate it
effectively.

Ethical SEO content includes:

* Educational blog posts

* Program pages

« FAQs

* Local resource guides

« Treatment explanations

« Staff expertise pages

* Insurance information

* Trauma-informed articles

This content builds trust long before a family ever calls.

2. Local SEO (Your Most Valuable Asset)

Most treatment center admissions come from local or regional searches. Local SEO
ensures you show up when someone searches:

« “treatment center near me”

« “rehab in Denver”

« “PHP program Colorado”

« “IOP near Boulder”

- “detox center in Colorado Springs”

Local SEO includes:

« Google Business Profile optimization

* Local landing pages

* Local keywords

* Local backlinks

+ Consistent NAP (name, address, phone)

* Local citations

When done ethically, local SEO positions your center as a trusted community
resource — not a faceless corporation.



3. Technical SEO (The Invisible Trust Builder)

Families won't trust a center with a slow, broken, or confusing website. Technical SEO
ensures your site is:

* Fast

* Secure

* Mobile-friendly

* Easy to navigate

« ADA-accessible

« HIPAA-safe

* Clear and calming

A regulated, grounded website experience increases conversions because it mirrors
the emotional safety families are seeking.

What Ethical SEO Content
Looks Like

Ethical SEO content is:

* Educational, not promotional

+ Clear, not clinical

« Grounded, not sensational

* Trauma-informed, not triggering

« Compliant, not careless

« Transparent, not vague

Examples include:

« “What to Expect in a PHP Program”

« “How to Support a Loved One Entering Treatment”

« “Understanding Detox: A Trauma-Informed Guide”

« “How Insurance Works for Addiction Treatment”

« “Signs It's Time to Seek Help (Without Shame or Pressure)”
This content builds trust, authority, and safety — the three
pillars of admissions.




What Ethical SEO Does Not
Look Like

What SEO Is Not (Especially in Behavioral Health)

SEO is NOT:

 Keyword stuffing

* Clickbait titles

* Fear-based hooks

* Trend-chasing

 Al-generated content with no clinical oversight

* Manipulative storytelling

« “Top 10 rehabs in Colorado” spam articles

* Buying backlinks

* Publishing content that violates HIPAA or 42 CFR Part 2
Ethical SEO is slow, steady, and sustainable — not flashy

Why SEO Produces
Higher-Quality Leads

Families who find you through SEO are:

« Actively searching for help

* More informed

* More ready to take action

* More aligned with your programs

* More likely to convert

* Less likely to drop off

* More trusting of your center

SEO leads are not “cold.” They’re intentional.

And because SEO content is educational and trauma-informed, it naturally
attracts families who value clarity, safety, and professionalism — the exact
people who convert into high-quality admissions.



HOW TO START AN ONLINE BUSINESS

CHAPTER N.5

SOCIAL MEDIA
MARKETING FOR
TREATMENT
CENTERS

Social media marketing for a treatment center is drastically different than
generic marketing. There are compliance and ethical considerations that
must be taken into account. Stop chasing trends and start chasing leads!




Social media can be one of the most powerful tools for treatment centers — but
only when it’s used with intention, ethics, and clinical alignment. In 2026, the
behavioral health industry is flooded with trend-chasing content, unregulated
messaging, and agencies that treat treatment centers like lifestyle brands. This

approach doesn’t just fail to convert; it actively damages trust.
Families seeking treatment aren’t looking for entertainment. They’re looking for
leadership. They want clarity, safety, and credibility — not dances, memes, or
viral audio. Social media for treatment centers must be built on authority, not
virality.

This chapter shows you how to create a HIPAA-compliant, trauma-informed
social media presence that strengthens your brand, builds trust, and supports
your admissions funnel.

WHY VIRALITY IS DANGEROUS FOR
TREATMENT CENTERS

Virality is built on:

* Shock value

* Trend-hopping

« Emotional manipulation

* Fast content cycles

* Performative authenticity

* High-energy, low-substance content

None of these align with behavioral health.

When treatment centers chase trends, they risk:

* Losing clinical authority

« Appearing unprofessional

* Violating HIPAA or 42 CFR Part 2

 Triggering vulnerable audiences

+ Atftracting low-quality leads

* Confusing families about their credibility

* Diluting their brand identity

Virality is unpredictable, unstable, and often unsafe.
Authority is predictable, sustainable, and always ethical.

)
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THE PHOENIX RISE MEDIA FRAMEWORK: SOCIAL
MEDIA THAT BUILDS AUTHORITY

This framework is designed specifically for treatment centers, sober living
homes, and behavioral health organizations.

|. Lead With Education, Not Entertainment
Your audience is searching for clarity, not comedy.
Educational content includes:

* What to expect in treatment

* Levels of care explained

* How to support a loved one

* Trauma-informed guidance

* Insurance education

* Recovery misconceptions

« Staff expertise

« Community resources

Education builds trust.

Entertainment builds noise.

2. Use Trauma-Informed Communication
Your tone should be:

« Calm

* Grounded

* Non-judgmental

* Clear

« Empowering

* Regulated

Avoid:

* Fear-based hooks

« Shame-based messaging
* Urgency tactics
 Triggering language

* Emotional manipulation

“ ”
« "Call out” content
Your content should feel like a regulated nervous system.
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3. Stay 100% HIPAA + 42 CFR Part 2 Compliant

This means:

* No client stories

« No “anonymous messages”

« No “someone in session said...”

* No screenshots

* No testimonials without proper consent

* No discussing caseload patterns

* No implying someone is your client

Compliance is not a limitation — it’s your brand identity.

4. Avoid Trends, Slang, and Performative Content
Trends work for influencers, not treatment centers.
Avoid:

« TikTok dances

* Trending audio

* Slang

* Meme formats that trivialize mental health

- High-energy “edutainment”

* Trend-chasing reels

Families can sense when you’re performing instead of leading.
Authority > Aesthetics.

Leadership > Likes.

5. Share Your Philosophy, Not Your Personal Life
Authenticity is not oversharing.

Share:

* Your values

* Your clinical lens

* Your approach to care

* Your mission

* Your stance on ethics

* Your commitment to trauma-informed treatment
Do NOT share:

* Personal struggles

* Unprocessed experiences

* Emotional venting

« Content meant to “relate” instead of lead




( 6. Highlight Your Team'’s Expertise

Families want to know who will be caring for their loved one.
Showcase:

* Staff credentials

« Treatment philosophy

« Lived experience (shared appropriately)

* Specializations

« Community involvement

* Professional achievements

Expertise builds credibility.
Credibility builds admissions.

7. Create Content That Supports Your Admissions Funnel
Social media should guide families through:

« Awareness

« Consideration

* Decision

* Intake

Examples:

Awareness:

“What is trauma-informed care?”

“Signs a loved one may need support.”

Consideration:

“What to expect in our PHP program.”

“How our admissions process works.”

Decision:

“How to verify insurance.”

“What happens on your first call.”

Intake:

“Here’s how we support you from the moment you reach out.”
Social media is not the funnel — it feeds the funnel.




Phoenixrisemedia.com

The future of behavioral health marketing belongs fo the
treatment centers that choose integrity over shortcuts, clarity
over noise, and compassion over conversion tactics. Ethicall,
trauma-informed, HIPAA-compliant marketing isn't just a
“best practice” — it's the foundation of a trustworthy
admissions ecosystem. When families are searching for help,
they're not looking for trends or pressure. They're looking for
safety. They're looking for leadership. They're looking for
someone who respects their dignity in one of the most
vulnerable moments of their lives.

By embracing the strategies in this guide — from
compliance-aligned content to authority-driven social
media, from ethical SEO to a regulated admissions funnel —
your treatment center can build a predictable, sustainable,
values-aligned pathway to growth. You don’t need
manipulation to increase admissions. You need clarity,
consistency, and a commitment fo doing what's right.

This is the new standard for behavioral health marketing.
This is how freatment centers eam trustin 2026 and beyond.
And this is the work Phoenix Rise Media was built to support.
When you're ready to strengthen your compliance, elevate
your messaging, and build an admissions engine rooted in
ethics and clinical integrity, I'm here to help you take the next
step.

BOOKA CONSULTATION




