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What is Your Legal Nurse Consultant Brand? 

Jena Rodriquez 
 
 

Pat: Hi this is Pat Iyer with Legal Nurse Podcast. Today I have with me 
Jena Rodriquez who is a six and seven figure brand strategist. She is 
passionate about transforming businesses from so-so to "Wow" with 
brand clarity strategy, branding and profit enhancement expertise.  

She is the founder of "Brand With Jena", a company that elevates and 
transforms entrepreneurs’ businesses internationally, supporting them 
in getting their brave on and being their brand. Jena says, 
"Entrepreneurship is not the easy way; it's the brave way." 

She shows entrepreneurs what it takes to discover their true Brand 
DNA, what it is, how to articulate it and how to express it confidently. 
She helps them find clients they love and make the money they truly 
deserve by elevating their perceived value so they can charge what 
they're worth.  

I believe I met you Jena at a Michele Scism event probably more than 
five years ago, I would guess.  

Jena: I think it might have been five or six years ago. It's been awhile. We 
have known each other in many different circles, for that matter.  

Pat: That's true and what Jena has always done is impress me with her 
combination of brand knowledge and ability to translate that in a 
visual way. It's not enough to be able to determine what the brand is, 
but it's being able to convey it to the audience and that's where Jena 
really shines.  

When I first met you, Jena, I think that you and your husband were 
involved in website design and graphic design, but you've transitioned 
to become an expert in brands. How did that happen? 

Jena: Yes, you are accurate. When we met my husband and I had a business 
called "AROD Web Design," which actually what he started. He 
started that company and I joined in at one point about 2007. I did it 
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mostly out of necessity because I had just closed a previous business 
that I had bought on my own, which didn't turn out so well. We all 
have those moments. I knew I didn't want to work for anyone else so I 
said, "Alex, how about we do this together?" I have the marketing 
background. I can be the face of it. I can go out there and network. I 
can do the sales and really build the business.  

I jumped into it knowing what I know from my corporate background. 
I also used to be in fashion design, merchandising and working with 
big box brands under the Limited and Express headquarters. I didn't 
come into it going, "I know all about brand and this is what I'm going 
to do." But what I knew enough of is that there's an experience that we 
have. I brought that to our clients inside of this graphic design 
company. What we were busy doing was delivering websites, logos, 
business cards, graphics and kind of the creative process or the 
creative side of the brand.  

We did that for about six years together and then I started noticing that 
there's a bigger conversation that I was having with clients. I was 
asking them a lot more about: 

● what did their brand stand for,  

● what are they trying to convey,  

● what's their vision and  

● what is their brand promise.  

These conversations were happening and I was just kind of naturally 
moving into that in a bigger way.  

They didn't have the answers. They weren't clear and so for me to do a 
logo or design something even from an intuitive place because I am an 
artist was difficult. It's not about me creating something. It's about me 
conveying something. If they can't get clear on what they're trying to 
say, then the branding is not appropriate. It's not necessarily effective.  

I fell into it if you want to say as I was having these bigger 
conversations. Then I really started to notice that the brand that I was 
being and what I really stood for was not being conveyed in the 
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business that I was in. In December 2012, I made a decision and 
communicated it to my husband. We're still married, by the way, but 
split up the partnership as far as the business goes.  

It was not an easy discussion because both of our identities, our daily 
lives and our livelihood were intertwined, but it was necessary. It was 
one of those brave moments for me that I just said enough is enough. 
This is not moving forward. The income is not growing. I'm not able 
to express who I really am and what I consider to be my Brand DNA. 
I just made the decision for us both and said, "I'll take over the 
business 100%," not out of taking over but out of allowing him to be 
his brand.  

He was wanting to shift gears as well and it was just a little scary for 
both of us. He's actually a full time musician and that's what his brand 
is and it always has been. That's where his heart lives and so that's 
exactly what we did ultimately and here we are. Brand With Jena was 
born on January 1st, 2013. I really shifted the iteration of my business 
path. I took AROD, renamed it and kind of reconfigured my revenue 
streams, and the offerings that I was starting to make. It really aligned 
with who I was and what game I really wanted to play.  

That's how I came into being the expert in brands as you asked. 
Number one working with tons of clients, understanding that they're 
trying to represent themselves visually on a website or in their logo or 
in their creative visual systems, as I call them. Getting into such a 
bigger conversation because I really wanted them to connect at a 
deeper level so that they could connect to the people they were meant 
to serve. That's where I really started to recognize that brand is so 
much bigger and how we interact with big brands that we use 
everyday.  

I'm a Mac user, from Apple computers to the car that you drive to the 
kinds of food that you buy, brand exists all around us. We're 
influenced by the brand experience every single moment of every 
single day and inside of our buying decisions, so why not bring that 
understanding, clarity, education and strategy to small business 
owners?  

It can have just as much of an impact on the acceleration of their 
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results even though we're not trying to be the billion dollar company. 
Some might be, but we have to start somewhere. We all do. Even 
Apple started small and so we want to be clearer. If I can help 
accelerate the results for somebody, that's what I'm here for. I believe 
that understanding what your brand is, how to articulate it and then 
translate it into marketing, strategy and also your branding then I think 
you're setting yourself up to win at a much faster rate.  

As soon as I switched gears I saw that and I rebranded myself to align 
with who I was. I automatically saw an increase in my revenue. I did 
what it took to really stand in what I was about and what I saw as my 
brand. When I did that, things really started to shift for the better and 
here we are.  

Pat: We have as our audience legal nurse consultants. Some of them work 
in law firms where they are (as a firm) competing with other firms to 
receive clients that they can represent. Some of them are working in 
their own businesses in a field in which there are many websites and 
many pieces of branding that are virtually identical from one 
independent legal nurse consultant to another. Maybe the theme is 
different, but the wording is very similar.  

I know that you just used the term branding DNA. As we talk about 
that it's certainly a term that our nurses are familiar with because we 
got taught in anatomy and physiology all about DNA. We can draw 
that little helix in our mind. In the context of branding what I would 
like to do is have you comment on Brand DNA, but within the 
framework of differentiating yourself from other people who offer 
similar services.  

Jena: Yes, you're right, DNA makes a lot of sense to you guys. My 
distinction about brand is it is unique. It is your DNA. It is what 
makes you up. However you want to express that is fine whether 
you're working inside of a company or whether you have your own 
business and therefore you're in charge of a lot more of your full self 
expression, and controlling that, of course.  

For me, Brand DNA just simply means understanding how you differ 
because of you being as unique as you are. You will stand alone if you 
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know and you are connected to  

● your story, 

● your experience, 

● your knowledge, 

● your expertise, or  

● the point of view that you have about legal nurse consulting or 
whatever you're doing from that matter and really finding what 
I call your "Brand Voice".  

You will stand apart.  

I do think people sometimes get trapped by looking at everyone else 
and going, “I think the same thing." Absolutely, there's a common 
thought out there even in my specific field in people that talk about 
brand or branding. I do my best to really not compare myself, but to 
really get grounded.  

▪ "What do I think?" 

▪ "What do I have to say about it?"  

▪ "How is my personality, my story and my experience 
different?" 

▪ "What do I bring to the table?" 

Whether you're working for yourself or you're working inside of an 
organization in some way you've got to really do what I call the "Inner 
Game Work". You got to look at what is it that I stand for, what are 
my points of view and what do I have to say about it so that it's not 
someone else's words. It's not someone else's lingo.  

You're a prime example, Pat. You're so amazing at what you do, the 
history that you have, the experience and the way that you approach 
things analytically, and yet you're so productive. That's what I get 
from Pat. You bring what you bring to the table among the sea of legal 
nurse consultants. If we know who we are as a brand, then we can be 
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different and stand apart than blend in.  

I feel that we tend to try to be vanilla. We tend to try to blend in or be 
kind of status quo and not so disruptive in a way, and yet disruption 
doesn't have to be a bad thing. It also doesn't mean to do it in a 
negative way, but it means to have an opinion or have a point of view 
about your industry, how it's done, how you do it differently or what 
have you that just feels right to you and that's what I help people 
figure.  

I have to help facilitate that process. It's not something we always just 
naturally come to and that's what Brand DNA is. It's really connecting 
to the unique thing that you bring to what you're doing.  

Pat: As I'm listening to you I'm thinking about part of what I identified as 
my brand when I ran my legal nurse consulting business. I had a very 
strict policy and practice that was rooted in integrity. There are many 
ways that being in business can test your values, your integrity and 
your adherence to doing what is right. Attorneys are sometimes the 
target of people who have lesser integrity and I'll give you an 
example.  

One of our clients told us about a gastroenterologist who he hired as 
an expert witness to testify at trial. The client gave him a significant 
size of pretrial retainer of $10,000. The case ended up settling before 
the doctor was needed to testify. The doctor absolutely refused to 
refund that retainer. The attorney was livid and said, "You've got 
enough time to reorganize your schedule so that you can make up that 
time with patient visits" and the doctor was adamant, "No I'm not 
going to give it back."  

My client said, "You know, I know a lot of attorneys and if they come 
and ask me for an expert in gastroenterology you know I'm not going 
to be able to recommend you.” The doctor said, "That's okay I'm not 
interested." Now the attorney has really made a point of telling people 
about this doctor's behavior in not refunding that money. 

Part of the inner game for our company was that retainers are 
refundable. The unused portion was returned. We didn't hold money 
that we were not entitled to have. That became part of the brand and it 
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also was a factor in attorneys recommending our company to other 
attorneys because they knew they could trust that their money would 
be handled correctly.  

Jena: Yes and that's really powerful to know. Sometimes it is a standard. 
Sometimes it is just a nonnegotiable that you have and a workability 
that you have that precedes the industry. Now you've become known 
for something that you really are regardless. I absolutely know that's 
who you are Pat without you saying so and yet you've really put a 
stake in the ground and said, "This is how we operate this business 
because there's a bad rap out there that these people don't give the 
money back" and all those things that you just kind of alluded to.  

It's really powerful and there's so much more that goes in to really 
how you are expressing your brand. That's a really good example of 
just knowing how you do it differently or at least you do it in a way 
that's consistent and aligned with who you are, so very good and very 
powerful.  

Pat: Thank you. You mentioned the inner game, is there also an outer 
game?  

Jena: This thing called "Inner Game" and "Outer Game" is definitely part of 
my conversation. It really stems from the distinction that I have 
around brand and branding, and so I'll tell everyone what that is.  

For me for clarity purposes brand is who you are. It's what you stand 
for. It's basically the essence of your business and the brand that you 
are. It's really connecting to that Brand DNA, so I believe that is the 
inner game.  

That's the inner game that we have to play first in order to master the 
outer game, which in my book is branding. Branding is simply the 
process of expressing your brand. I know it's used interchangeably. I 
know that people think branding or brand is all about the logo, the 
visual, my website or what have you. When we can really draw the 
distinction between the brand and how you are your brand, how you 
are inside of your business and like how do you really operate from 
just the branding strategy of how you express it, then there's so much 
more clarity.  
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There's so much more power. There's so much more depth to how the 
business is run and how it translates to the clients and people that 
we're meant to serve. That's what I talk about in brand and branding or 
inner game versus the outer game. If you're going to master that 
branding, that outer game that everybody sees and everybody 
experiences then we have really got to connect to the inner game and 
master that first, in my opinion.  

Pat: Do you encounter people who have myths about branding? 

Jena: Absolutely, I mean heck so did I at the beginning of all of this. 
Probably the biggest one is that branding or brand is strictly about the 
logo. It's about the business card. It's about the colors, fonts and the 
visuals. I think there is growth in this area. I do ask people what do 
they think it is. A lot of them say it's an image, which it can be and 
sometimes that image is certainly represented by how it visually 
looks. I think it's just a matter of expanding that conversation, not 
necessarily putting all of the weight and all of the expectation on top 
of a logo but knowing that the logo is representing the brand that you 
are in an appropriate way.  

I have so many people come up to me. God love them and thank 
goodness they're coming up to me at all. I definitely respect the 
questions, but so many want to come to me and say, "Do you like my 
logo?" For me it's such a tough question to answer because I'm like it's 
the wrong question.  

The truth is it's not about aesthetics. Yes, I have an opinion about 
what I like or don't like or what style of font and all that. I have an 
opinion, but it's not about whether it's pretty or not, if it looks nice or 
if it looks perfect. It's about is it appropriate. I can only know that 
answer, I can only say, "Yes its appropriate" if we actually go through 
a process that I have of brand clarity, of really knowing what your 
brand is all about.  

I actually work with people through a brand audit process. It's a pretty 
simplistic process. Obviously you just provide me information and I 
do the audit, but it's based on the right questions. It's based on 
knowing what your vision is and knowing what you're trying to 
translate or convey, knowing who you are and what you stand for. If I 
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look at the logo or look at the colors, the fonts or the message that 
you're putting out and it's not consistent with that, then it's out of 
alignment.  

It's a disconnect. Usually we feel our own disconnect first versus 
someone else having to tell us, but if you're feeling it or if there is any 
kind of disconnect and it's not really cohesive then the truth is other 
people are going to feel it too. That's the opportunity, is to get as 
consistent as possible.  

Even my branding right now - I will be 100% honest - I am in a 
rebrand process. I've evolved in my business. I'm growing. I'm 
expanding. My brand positions and my points of view are growing. 
My branding has done its job for a couple of years and it's time for me 
to change its clothes. It's time for me to have a new expression of it 
and that's the fun part about branding. It can change and it can evolve. 
It's not static. It doesn’t have to stay the same forever. Even Apple has 
changed their logo a couple of times over all these years.  

My only hope is that it's at the appropriate time, it's strategic and it's 
on purpose. Even I'm going through that disconnect feeling right now 
and that's when you know that you're ready to up level and you know 
that it's time to grow up as I call it or graduate. It's like "Okay, it's 
time to graduate. We're moving from high school to college or 
whatever in our business so now it's time to express ourselves at a 
higher level." I go through it as well.  

I think those are some of the myths that it's so much about the outer 
game and the expression versus really connecting to the inner game 
first and then make it look pretty. I'm all about pretty, but I want it to 
be appropriate and effective more than anything.  

Pat: One of the challenges that legal nurse consultants have, particularly 
those who own their own businesses is that attorneys may view them 
as a commodity and do basically price shopping. Are there strategies 
that a legal nurse consultant business owner can use to elevate his or 
her perceived value? 

Jena: I love this conversation. It's definitely one that I talk about a lot and 
the truth is for me is that we have to perceive our own value first 
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before anyone else can. In order to do that we have to be very 
grounded in the difference that we make and the experience that we 
bring. It's like really connected to like, "Wow, I make a difference. I 
have social proof. I've got clients that can speak to that."  

Even when you're new you may not have had a client before to have a 
social proof around. But I would gather that there is something that 
has driven you to be in the field that you're in. I didn’t choose legal 
nurse consulting personally because it's not my forte, but it's your 
forte, so why? Connect to the "Why".  

I have what's called a 12 component system called "Branderity". 
That's kind of my process that I walk people through. The first three 
components of the inner game is really where I put a lot of focus on 
when I start to work with people so that they can get grounded in their 
value.  

1. Connecting to what they stand for, their story and connecting 
to their why 

2. Connecting to what I call the "It Factor", the intentional target 
client, which is a process that I take people through.  

That's all about connecting to the people they are meant to serve 
because the truth is there's tons of attorneys, but they're not all going 
to be your clients or colleagues. We're not for everyone. Individually, 
we're just not for everyone and that's okay. The more you are not for 
everyone the more value you will have to the ones that you are for. I 
help people connect to that and get grounded there  

The other thing that's really powerful is to just make a decision and set 
a clear intention around what brand position you really want to be in 
the marketplace. I always call it, "Are you wanting to be Walmart or 
do you want to be Neiman Marcus?” Either one is a billion dollar 
company, their models are different.  

I help people really get into a decision about that because I think so 
many times we're trying to be all things to everyone. If you're a 
Walmart model, then they are going to price shop you. Some people 
are simply going to price shop and that's not ever going to change. 
They don't value the service at a higher level. It's not about you for 
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that matter.  

Then there's also do you want to be positioned as Neiman Marcus? 
You can use cars or you can use any other kind of example, but the 
truth is the more you're at a higher positioning in your brand position 
then it is more based on value, social proof, the demand and all these 
other factors. Whether you want to be Walmart or Neiman Marcus in 
your industry it doesn't matter. It’s just about knowing where you 
want to play, what sandbox do you want to play in. You can make a 
lot of money if you know what sandbox you're supposed to be in and 
then go target the people, the attorneys or clients that are really 
playing in that sandbox.  

Those are just some of the foundational or fundamentals as I call them 
that I really start with. If you don't perceive your value first no one 
else will ever. Then there are all these other decisions. There's pricing 
decisions and there's branding decisions that represent that position. 
You got to look the part.  

Then there's how you market.  

▪ "What are your brand messages?" 

▪ "What are your marketing messages?" 

Ultimately it's how you show up as your brand. As you get more 
experience, as you gain more social proof, and you get a higher 
demand in the marketplace or inside of your sandbox, then you will be 
able to also demand higher prices too.  

I would just caution people that pricing is not about just out-pricing 
yourself. You may have experienced that sometimes if they price 
themselves too low. People have a perception like maybe something is 
wrong with them. "Why are they so cheap?" 

It's a fine balance between all of those things. It's a complex process, 
but ultimately if you're not grounded in your value and you don't 
know what you bring to the table that's different, unique or highly 
valuable then they can't perceive it either. They're just going to think 
you're too expensive or sometimes too cheap if your pricing is off. It's 
a combination of those things. This is what really helps in helping 
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people raise their prices or at least price themselves appropriately in 
the sandbox they want to play in and for the people that they're meant 
to serve.  

Pat: I appreciate you bringing out those points. They are really important 
to consider and you're right. It is a complex interplay of factors that 
affect perceived value and brand.  

How can our listeners learn more about you, Jena? 

Jena: I would love my listeners to just visit and join me at my website. That 
is the easiest way to get to me and that is www.BrandWithJena.com. 
There are lots of free resources there. I even have my own podcast 
where I'm talking to other entrepreneurs. There are certainly articles 
about all of this that we've talked about a little bit today.  

There's also a Brand Score Assessment that they can take for free. My 
site is a place where they can really find out where they are and find 
out that maybe they got more figured out than they think they do or 
maybe they don't. Whatever it is I love assessments. I love quantifying 
where I am so that I know how to improve myself. That's right there 
in the website as well if they would like to take advantage of it.  

Pat: That sounds like a terrific resource. This has been Pat Iyer talking 
with Jena Rodriquez about branding, one of the most important factors 
in how you present your company, your business or your law firm to 
the outside world.  

Thank you so much, Jena, for spending time with us today.  

Jena: You're welcome. Thank you for having me and just kind of letting me 
share my points of view, and tidbits. I would be happy to support your 
audience anyway I can, so thank for having me.  

Pat: Terrific. This has been Legal Nurse Podcast. Please subscribe to the 
show. Leave a review on iTunes or a comment. We love to hear from 
our audience.  

Related Product 

Discover, Define, and Deliver a Brand 
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That Shines Webinar 

Branding is the true foundation of any legal nurse consulting business. You need a 
clear brand that shines. (This is not just a logo or marketing strategy, but a 
BRAND). Without a brand that shines, then your legal nurse consulting marketing 
efforts and sales efforts are not as efficient. You must have a brand that shines to 
stand out from competition and to build IMMEDIATE trust, likability, value, and 
confidence for your prospects. 

▪ Do you question whether or not your brand is strong enough? 
▪ OR do you even have a brand? 
▪ Do you have a brand that shines? Is it clear and consistent? 
▪ Do you feel disconnected from your brand? 
▪ Do you reluctantly hand out your business card because it just isn’t YOU? 
▪ Do you wish you had a step-by-step guide to creating a brand that can 

compete with the best of the best? 

Get the details about this online training by Jena Rodriquez at this link: 
http://lnc.tips/brandshines 

Check out the webinars, teleseminars, courses and books at 
legalnursebusiness.com. Expand your LNC skills with our resources. 

Explore coaching with Pat Iyer at LNCAcademy.com to get more clients, make 
more money and avoid expensive mistakes. 

Invest in the monthly webinars at LNCCEU.com for 2 webinars each month 
designed to deepen your knowledge and skills.  
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LNP 61 
Do You Have a Strong LNC Brand? 

Is your legal nurse consulting brand as consistent as Apple’s? Have you ever 
bought an Apple product? From the white drawstring bag with the Apple logo to 
the exquisite packaging, Apple is consistent in its branding. Is your legal nurse 
consulting brand as consistent throughout every touch point? Brand experience is 
the sum of all points of contact and when that’s consistent, when it’s strong, then 
people know what to expect and who to trust. 

What else is branding? It’s intangible. It’s not just something you see but it’s also 
something you can feel. It’s the underlying power behind our buying decisions.  

Attorneys make decisions about whether to contact you for legal nurse consulting 
services based on your brand – your marketing materials, your website, your logo, 
and your head shot. 

We make buying decisions every day – from the toilet paper that we use, to the 
food that we eat, to the tooth paste that we use – based on a brand of some sort. We 
don’t even realize it’s somewhat unconscious. If an attorney visits your website 
and sees clip art or a site that looks homemade, he or she will form an impression 
of your brand. 

Pay attention to what the feelings and the descriptions and the expectations that 
you’re creating for your audience. The other point of that is your audience is 
actually what creates your brand to some level, you just get it started. 

You influence the brand but your audience is actually the one that defines it to 
some level when they start interacting with it. So it’s important that you put the 
work in upfront to develop your own so that they get the right impression and then 
it grows from there. 

What Branding is Not 

Let’s look at what is not branding. A logo is not your brand but it is an 
instrumental part of it. A brand is not your identity. Branding is much bigger than 
that. It is the overall perceived mental, emotional end value of your business and/or 
personal image. 

Your legal nurse consulting brand is a compilation of several parts: the logo 
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design, the identity design, your marketing materials and your website. That’s the 
true nature of branding. 

Legal Nurse Consulting Brand Visual Identity and Logos 

Let’s look a little deeper into identity and logo. Brand identity is your visual 
aspects. It’s the letterhead, the website; it’s everything visual that you can touch 
and feel and see. Your legal nurse consulting logo is a small aspect of your brand 
but it’s the piece of your brand that everybody can remember. When attorneys sees 
your legal nurse consulting brand, they know what to expect, they know who you 
are and what kind of services and products you offer and how they solve the 
attorney’s problem. 

Visual identity is the look and the feel of the marketing materials or the website or 
the images that are used or the colors that are carried throughout the website. But 
the logo is just one piece of that. 

Branding is shaped by the perceptions of the audience. That’s done through the 
characteristics which we call brand attributes. It’s also the emotional relatedness 
that we create, or “brand love”. The fundamental idea behind having a brand is that 
everything a company does, everything it owns and everything it produces should 
reflect the value of the business as a whole. That’s the purpose of branding. 

Brands allow our audience to instantly comprehend the value. That’s the biggest 
power of it all, is when you have the consistency and you have it clearly identified, 
more importantly the intention of your brand is identified, then people can 
comprehend it much faster than when you don’t have it. Make your legal nurse 
consulting brand work for YOU! 

Is Your Branding Building Trust? 

Does your brand build trust in your clients and prospects? Especially in the legal 
nurse consulting industry you need to build immediate trust, immediate credibility, 
immediate knowledge and experience. 

One of the questions to ask yourself, “Do you really feel connected to not only 
your name, which is a big part of branding, but also the look and feel of your 
brand? Does your brand make you proud to hand out your business card? Does it 
make you stand up and stand out?” If you can’t stand in a room and say, “This is 
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who I am and I’m proud of it”, then it is time to examine your brand. 

Is Your Branding Building Trust and Repeat Business? 

How does a legal nurse consultant earn repeat business effortlessly? The answer to 
that question is brand consistency. Your clients need to understand your brand. If 
they have to guess about your brand, they are going to run. They’re not going to 
trust it; they’re going to move on to the next competitor. 

Branding consistency is essential if you want to have repeat business and attract 
clients. Attorneys know that they can trust you and that they will receive the same 
quality work over and over and over. If they have a positive experience, they trust 
you and your brand. 

“Attorneys change legal nurse consultants as often as they change their 
underwear.” 

Brand Loyalty 

I had a partner once who said, “Attorneys change legal nurse consultants as often 
as they change their underwear.” Really? Do you believe that is true? It does not 
have to be. 

Attorneys will be loyal to your brand when they know they can trust it; they like it; 
they know it. When your branding is building trust it will keep them coming back. 

Consider how this works if you provide a service such as supplying nursing expert 
witnesses. Your clients expect them to perform at a certain level. Some of the most 
disturbing messages that I heard as the president of the company involved an 
expert who was not functioning at the level I expected. Perhaps the expert was not 
responsive or her report was not prepared well. 

In this situation, each one of your experts is demonstrating to your client base a 
standard of performance. Each expert affects the ability of every other expert in the 
business to potentially get work in the future from one of your clients. 

Branding is affected by the consultants, subcontractors or employees that you work 
with. The lawyer has this experience with your brand because these individuals are 
representing you and your business and that’s what they’re going to remember. 
When you set up your legal nurse consulting business, make sure that your 

Copyright 2017 The Pat Iyer Group No reproduction www.legalnursepodcasts.com 3 
 

http://www.legalnursepodcasts.com/


 

standards are consistent. When your branding is building trust, clients will come 
back. That’s what’s going to create the repeat business. It’s when the attorneys 
can’t trust you anymore then they move on to the next option, like the next pair of 
underpants. 

Related Product 

Discover, Define, and Deliver a Brand 
That Shines Webinar 

Branding is the true foundation of any 
legal nurse consulting business. You need 
a clear brand that shines. (This is not just 
a logo or marketing strategy, but a 
BRAND). Without a brand that shines, 
then your legal nurse consulting 

marketing efforts and sales efforts are not as efficient. You must have a brand that 
shines to stand out from competition and to build IMMEDIATE trust, likability, 
value, and confidence for your prospects. 

▪ Do you question whether or not your brand is strong enough? 
▪ OR do you even have a brand? 
▪ Do you have a brand that shines? Is it clear and consistent? 
▪ Do you feel disconnected from your brand? 
▪ Do you reluctantly hand out your business card because it just isn’t YOU? 
▪ Do you wish you had a step-by-step guide to creating a brand that can 

compete with the best of the best? 

Get the details about this online training by Jena Rodriquez at this link: 
http://lnc.tips/brandshines 
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Check out the webinars, teleseminars, courses and books at 
legalnursebusiness.com. Expand your LNC skills with our resources. 

Explore coaching with Pat Iyer at LNCAcademy.com to get more clients, make 
more money and avoid expensive mistakes. 

Invest in the monthly webinars at LNCCEU.com for 2 webinars each month 
designed to deepen your knowledge and skills.  
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