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Pat: This is Pat Iyer with Legal Nurse Podcasts and I'm so glad that you've 
chosen to listen to this session. Today we're going to be talking with 
Tim Peter about digital marketing. Tim and I are both members of the 
National Speakers Association. Tim and I met at a New Jersey 
Chapter meeting. I became fascinated with his knowledge about 
digital marketing and wanted to bring his information to you.  

Tim works with Fortune 500 leaders and also start-ups to help them 
deliver innovative effective ecommerce, digital marketing and online 
customer service initiatives. Tim is an expert in digital transformation, 
customer experience and marketing strategy. His recent efforts 
include helping clients develop detailed content personalization 
strategies and improved onsite customer service offerings. It's 
certainly something that we think about in working with attorneys to 
make sure that they are pleased with what we're doing to help them 
with their cases.  

Tim also has expertise developing strategic digital marketing plans 
and leading comprehensive digital transformations across a broad 
range of industries. Tim is now in charge of Tim Peter & Associates, 
but before that he worked with the world's largest hotel franchiser and 
the world's premiere independent luxury hotel representation firm to 
help them achieve billions of dollars in online revenue while also 
delivering significantly reduced costs. He worked with Charles 
Schwab & Co. in their digital customer service department and those 
initiatives won him the company's Rookie of The Year Award.  

Tim has quite a background. I'm so pleased that you've been able to 
take the time to talk with us today.  

Tim: Pat thanks so much for having me. I'm really looking forward to it and 
this should be a really fun discussion.  
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Pat: Our topic is digital marketing, something that is important for 
independent business owners like legal nurse consultants or for legal 
nurse consultants who work in law firms and other agencies to be 
aware of in terms of how the public and their potential clients find out 
about them.  

I know that I have just shared with our audience a very quick 
overview of your background. How did you become an expert in the 
subject of digital marketing? 

Tim: Thanks Pat I appreciate it. It's always nice be called an expert, but I 
will tell you that this is a hard topic to be an expert for long. For me, 
that's what makes it fun because it's always about discovery. I really 
enjoy learning. I really enjoy the fact this set of topics changes 
regularly. But there's some really simple ways and a really simple 
framework that I've found works to stay on top of what's happening 
and to make sure that you're actually focused in the right areas.  

1. First ask what is the trend? What is the thing that people are 
talking about? What is it all about? 

2. Why does it matter to my brand and business or my client's 
brands and businesses? 

3. Once I've asked that, what do I do with it? How do I take that 
and actually make it relevant and useful to the needs of my 
business and to my client's businesses? 

4. Finally I have what I always call a "Do, Delegate and Defer 
List". 

▪ Which of those trends do you have to do something about? 

▪ Which ones can you delegate the learning or the expertise to 
another person on your team? 

It could include your boss. It could include your client. It could 
include other vendors because you can't really be the expert in 
everything, but you can say that this is a great thing for me to leverage 
somebody else's expertise and experience for.  
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Which ones just aren't important enough yet to spend any time on? 

You then can defer those until later. I always think if you can ask 
those questions of what's the trend, why does it matter, what do I do it 
about and if you're going to do something are you the person to do it? 

Should you delegate it or is it safe to defer it until later? 

That helps you keep up with this rapidly evolving and constantly 
changing set of skills and knowledge that you have to do digital well.  

Pat: It certainly does rapidly change. I heard a speaker earlier this year 
who talked about the importance of learning the principles and 
recognizing the difference between the principle and the tactics.  

Tim: I completely agree with that. It's funny because there are so many 
things that have changed. I've been doing this for almost 20 years and 
I will tell you that the tools that we use today are very different from 
the tools we use 20 years ago. Those core principles of being aware of 
what your customers needs are, listening to the customer, using the 
data to drive your decisions, testing to see what's working and let the 
market tell you what's actually working have remained true for the 
entire time. Once you learn those kinds of things it becomes much 
simpler to adapt as new tactics, new techniques and new tools come 
into play.  

Pat: I've noticed also from the standpoint of being on the mailing list of 
some Internet marketers that there's a whole focus on learning and 
selling. The most recent technique is to send a flurry of emails that 
say, "This is terrific". Then within a year that newest trend and 
technique has been replaced by something else. I know that the people 
that you work with are exposed to the same type of fads and trends as 
my market is, but I think one of the ones that is not a fad or a trend is 
attracting people to a website.  

That method has changed over the years in terms of the tactics, but I 
think the principle is you don't want to create a website and then have 
it sit there collecting digital dust without anyone coming to the 
website.  
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Tim: That's right. As you think about principles I'm going to tell you about 
a book just for a quick moment. It's called "Scientific Advertising" 
that was published by Claude C. Hopkins in 1923. A lot of the things 
that we do from a principle standpoint in terms of gaining awareness 
for your website, gaining people's interest who actually visit, turning 
that interest into desire and then turning that desire into action is 
something that's been around for going on a hundred years.  

The tools don't change very often, but the principles are really not that 
new at all. If you can learn those kinds of things, it's really helpful and 
you're exactly right. We do want to make sure people find our 
websites. We do want to make sure people find our content because if 
you cannot be found in search, if you cannot be found in social media 
for all intents and purposes today, you don't exist.  

Once upon a time if I can tell a story from way, way back there used 
to be this thing that people had in their houses called a phone book.  

Pat: It's holding up my monitor right now actually.  

Tim: Of course you are right because that's about all they're useful for any 
longer for most customers or for most clients. Certainly some people 
still use them, but increasingly it is nothing more than a paperweight 
or a great monitor stand. Instead, people turn first to their computer or 
to their mobile phone. Half of all searches conducted in the last year 
were conducted on mobile regardless of what people were searching 
for. Seventy five to eighty five percent of the population in this 
country is never more then 3 ft away from their mobile phone at any 
time ever.  

It becomes critical that you're able to be found and people actually 
know where you are when instead of the Yellow Pages, they reach for 
their mobile phone, their laptop or their tablet so that you actually can 
appear and help them answer their questions.  

Pat: I would like to focus on how you get found. One of the terms that I 
would like you to explain to us is "Search Engine Optimization" also 
abbreviated as "SEO". What is it and why should we care about it? 

Tim: Search Engine Optimization is the set of techniques and tactics that 
we use to ensure that when somebody searches for you, your website 
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comes up. Your website appears in the search results and ideally 
you're the top of the search results.  

There's an old joke about if you want to hide something from people 
the best place to hide it is on Page 2 of Google because if you're not 
on the top of the page, people simply don't click through. Google is 
trying to give customers the best answer. I use Google as a 
placeholder. There's Google, Bing, Ask or whatever your favorite 
search engine happens to be, but Google gets most of the search traffic 
so it tends to be the one we focus on.  

It's really about making sure that your website appears or that your 
content appears when people ask the questions that they have. You're 
exactly right that it's absolutely known as Search Engine Optimization 
or SEO, I tend to think of it as ACQ or "Answering Customer 
Questions". I think it's very easy to get overwhelmed by all the 
various techniques and all the various dark magic that people talk 
about in terms of how you appear at the top of Google. Instead focus 
on are you answering customer questions effectively.  

Are you helping your customers to get where they need to in their 
customer journey and to help them at their exact point of need? 

Pat: So how does that translate out into the content that you put on a 
website if you're focusing on answering customers’ questions? 

Tim: It really comes down to two things. First off Google makes a 
technology that actually reads your website. It actually looks at the 
content and it is relatively sophisticated. It's called an algorithm or 
spider or depending upon who you talk to it can be called some other 
things. It's basically a bit of technology that can look at the content 
and to a degree understand what this content is about.  

When you go to Google right now and you type in a specific thing 
what you're doing is asking a question. You're saying, "I'm looking for 
a legal nurse consultant" or "I'm looking for a legal consultant" 
because maybe they haven't thought about the nurse part or I'm 
thinking about something like a malpractice suit. They're really asking 
a question and so Google looks at your content to say, "Does this page 
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talk about that topic? Is this page relevant to what the person is asking 
this question is actually trying to find out?" 

The second thing it pays attention to in a big way is "Do people link to 
this content?" Obviously if other people are linking to your content 
that's sort of a vote that this is a good answer to a question that 
somebody might have.  

Using those two things in concert with one another, the quality of the 
content as Google evaluates it and the quality of the links as they are 
also evaluated helps point out that this must be the very best page or 
the pages that answer the question that the customer really had when 
they typed in whatever that keyword is that they typed in.  

Pat:             Let me stop for a minute and help you get some perspective on this 
before continuing the show.  

You don’t have to figure all of this on your 
own. One of my newest books ramps up 
your knowledge of online marketing with 9 
chapters on using website and social media 
to draw clients to you. The chapters on 
websites include  

● Why You Need a Website,  
● The Critical Importance of Website 

Security,  
● the Wonderful WordPress Websites 

for LNCs,  
● Attracting Prospects to Your Website, 

and  
● Secrets of Driving Traffic to Your 

Website.  

The book is called How to Get More 
Clients: Marketing Secrets for LNCs 

It is part of my Creating a Successful LNC Practice Series. You may order this 
book at http://lnc.tips/creatingseries and we’ll ship it right to you. You can get a 
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25% discount on the book by using the code LISTENED, which tells us you heard 
this podcast. Cool, right? Let’s continue with the show.  
 

Pat: Your relevance is an important issue. Some of the people listening to 
this call may remember when websites created by less scrupulous 
people than you and I had stuffed keywords, particularly of a 
pornographic nature in an attempt to get a person to a website. Google 
caught on to that particular strategy and decided that they were going 
to stamp it out.  

Tim: Yes for sure. Google is very, very smart and I would say that if your 
business strategy relies upon trying to be smarter than Google it's 
probably not the best business strategy. They got a lot of really smart 
folks who spend all day trying to make sure that people don't game the 
system.  

What Google is really trying to do is answer what is the single best 
page that answers the question a customer has. We've all seen that 
"I'm Feeling Lucky" button on Google's homepage for years, but 
when you click on that what's actually happening is it's taking you 
directly to the page that they think is the best answer. That's really 
their commitment to say, "We know enough to know what's the best 
possible answer for this specific question at this specific time."  

People who try to game the system are the bad guys in Google's 
world. They actually have a full team there called the "Google 
Web-Spam Team" who spends a lot of their day just tweaking the 
algorithm and tuning the machine to ensure that pages that are bad 
answers to questions never appear. They will blacklist sites and knock 
them out of the search results either for indefinite periods or in some 
cases permanently based on people simply trying to scam the system, 
so don't be that guy is really my quick and dirty advice on that one.  

Pat: With that in mind when legal nurse consultants are writing content for 
their websites they may decide that they want to have for example the 
words "Medical Malpractice" be the keyword for that particular page. 
I know that Google has had trouble with people who have used a word 
too often. Could you fill in a little bit of that background and give us 
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some guidance about how often a particular keyword should be used 
on a page? 

Tim: There's a lot of myths out there. People will talk about the frequency 
with which a keyword appears on a page. In some cases they will tell 
you that it should never be more than 5% or it should never be less 
than 1% and etc. I think that that's probably thinking about it too 
mechanistically, too machine-like.  

What instead you should be focused on is the fact that that you have a 
term that is very distinct. Let's take medical malpractice as a for 
instance. If you have a short bit of content on the page then the 
percentage of time that a word like medical malpractice might appear 
is going to be relatively high. You might have to talk about it four, 
five or six times. If it's a hundred word little definition of what 
medical malpractice is it's kind of hard not to have it appear a bunch. 
What's important is that it appears organically.  

I don't mean organically in the sense of an organic search. I mean 
organically in the sense of the way it would sound if you were simply 
talking to a person about it. Likewise if you're writing a very lengthy 
page, 1,000 words or 1,500 words, it's entirely possible that your 
keyword frequency is going to be lower probably because you're 
going to get into more nuances. You're going to get into more detail. 
You might have more synonyms that you will use. You really want to 
think about what are the questions that your customers have and 
what's the best way to answer that question.  

I'm sure your listeners (and Pat I'm sure you run into this yourself all 
the time) where you know the questions that customers ask you 
constantly. It becomes more a question of if you were going to answer 
them, how would you answer them? Write that and make that your 
content.  

You will find that medical malpractice in this specific instance 
appears relatively naturally and it will probably fall somewhere 
between that 1% and 5%. You don't need to play with it too much. If 
you do find that you have really short content, and I'm making this up 
because realistically you do want to target 300 or 400 words as a 
minimum on a page. If you have 300 to 400 words and it's only 
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appeared once, you probably want to put it in a couple of more times 
just to make sure it's clearer to Google that's what you're talking 
about.  

Not stuffing, but simply making it very clear that is the topic of the 
page. If you have a very lengthy page, your keyword frequency might 
be a little lower and that's okay. It's not getting hung up on what the 
frequency is so much as does the term appear.  

Do related terms appear that you will often use in those kinds of 
discussions and does it all appear very naturally in a way that it would 
just as if you were having a discussion with someone? 

Pat: If I might give an example, the keyword stuffing that would be 
unnatural would sound something like,  

"Are you an attorney handling a medical malpractice case? I'm a legal 
nurse consultant who can help with medical malpractice cases so that 
you take valid medical malpractice cases and you don't end up losing 
your medical malpractice cases and spending a lot of time 
unnecessarily on your medical malpractice cases." 

Tim: Exactly. That's the kind of thing that raises red flags for Google all the 
time. That's the kind of thing where they look at it and say, "Okay 
that's not the way people talk." If you said, "Are you an attorney 
focused on medical malpractice cases or are you a legal nurse 
consultant helping attorneys with those same sorts of cases" that's 
much more natural.  

I don't know as many synonyms in this specific case, but you might go 
on and say, "Malpractice is a very serious charge" or what have you 
and something.  

Just what is natural? If you're always saying medical malpractice as 
you did perfectly Pat, that's definitely going to look unnatural. If you 
say medical malpractice and you say malpractice and you say 
malpractice case and you say negligence, that's going to sound very 
natural. It will be very clear to Google what the page is about, but also 
will be sufficiently present on the page that it doesn't feel inorganic or 
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like keyword stuffing at all. Write for people really is what it boils 
down to. Don't write for the search engine.  

Pat: Write for people, not for the spiders.  

Tim: Exactly.  

Pat: Is there any tool that we can use that would help give us feedback on 
how effective we are writing for Search Engine Optimization? 

Tim: There are a number of tools out there. If you're using something like 
WordPress, the Yoast SEO plugin is one that I particularly like. There 
are others, but that is a terrific tool. It will actually give you a quick 
little thumbs up or thumbs down grade. It's actually red, yellow and 
green to say are you doing an effective job of being appropriately 
SEO friendly. It's not hard and fast, which is why it's just red, yellow 
and green. 

It gives you a sense of I've basically checked the right boxes to ensure 
that my content is easily read, has the keyword present and isn't 
reusing a keyword that you've used again-and-again. Because when 
that happens you will have pages on your own site that will compete 
with one another for Google's attention. It just helps you get a really 
good sense of whether or not your content is structured correctly to 
help Google understand what it is you're actually talking about.  

Pat: Yes that's one that I particularly enjoy working with. I love it when 
the light turns green because that means I'm done.  

Tim: That's exactly right.  

Pat: I know that you've talked in this podcast so far about the content that 
is on a website in answering the questions that your customers have. 
What other factors should we be aware of for developing content for a 
website? 

Tim: There are a couple of things that I would encourage people to think 
about. The first is you want to think in terms of the way a reporter 
would. If you have any exposure to what they teach in journalism 
school, reporters are always taught to answer a series of questions. 
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"Who, what, where, when, why and how?" So the better a job you can 
do of answering those questions for your customers. 

"Who are you talking about?" 

"What are you talking about?" 

"Where does it matter?" 

"When does it matter?" 

"Why does it matter?" 

"How can they learn more or take the next step?" 

That's really critical within your content to help customers get those 
questions answered. I would also encourage you to think in terms of a 
framework that I like to think of as "sharp, snackable, and shareable 
content". What I mean by those is first off when we say that it's sharp 
we mean that it's focused on a clear point.  

"What is the point of the page?" 

Be very clear about that through the whole way. For instance if an 
attorney was writing a piece or a page about medical malpractice, 
what's the point of the page?  

"Is the point of the page to answer a potential customer's question or a 
potential client's question about what medical malpractice is and why 
it's important that they have taken certain steps to protect 
themselves?" 

"Is it you have just been charged with medical malpractice and this is 
what you need to do next?" 

"Is it you have been charged with medical malpractice and you have a 
real problem on your hands so this is how you contact me so I can 
help you with my case or here's why you should choose me so I can 
help you with your case?" 

Be very clear about those. One of the problems a lot of websites have 
is that their pages try to do too much work and customers get lost as 
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they're reading them because they can't actually figure out (a) what 
their point is and (b) what the appropriate next step is.  

From a snackable perspective what you're trying to do is make that 
content easily digestible, which can mean that the content on the page 
is short. Since you want to target at least 300 to 400 words, it also 
means chunking up that content with things like headlines and bullet 
points so that customers can look at it quickly to get the answer to the 
question that they need and then take the appropriate next step.  

When we talk about shareable obviously social plays a huge role in 
how your content gets out there because maybe the person who finds 
you isn't the person who's got a medical malpractice issue. Maybe it's 
that person's colleague. Maybe it's that person's spouse. Maybe it's a 
friend of theirs who says, "I know you were concerned about this. 
This is something you should check out."  

You want to give them a reason to share. Make it emotionally 
compelling and also make it easy to share in terms of making sure 
there's a share button right on the page or an email that's to a colleague 
button. Make sure that if the headline is a certain length that it fits in a 
tweet so that it's 140 characters or less so it can be shared without 
going over the limits there. 

If you focus on being sharp, snackable, and sharable, and think in 
terms of a reporter of who, what, where, when, why and how, you're 
going to do a much better job in terms of having content that meets 
your customer's needs, but also meets your business needs.  

Pat: I like those frameworks. Those are easy to remember and they make a 
lot of sense.  

Tim: Thanks.  

Pat: The last question I wanted to ask you about content is the term 
"Content Curation". I get asked by legal nurse consultants, for 
example, "Is it okay if I copy a news article?" Say it's a large personal 
injury verdict and I put the entire article on my website. "How much 
can I share? When is it too much? How much of other people's 
content should I be sharing?" 
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Can you comment on that? 

Tim: Sure. First off I need to be really clear that I'm not a lawyer nor do I 
play one on television, so I cannot tell you from a legal perspective. I 
can tell you from a best practices perspective in terms of how most 
people do this kind of content curation when they are putting other 
people's content on their site.  

Think in terms of the way you used to cite content when you were 
writing papers in school. It's okay to take a couple of sentences, a very 
short paragraph or maybe even a quote that illustrates the point the 
original author was making, the original writer was making 
particularly in support of your point. Then include a link and a 
citation.  

You can say for instance, "As I was reading the other day on 
so-and-so's blog or on so-and-so's website" where so-and-so's website 
would be a link to that website and put the quote. Use the block quote 
tag if you're actually pulling content. If you're not familiar with 
HTML, have your web developer use a block quote tag to put that in 
quotes. Make sure there's a link back to the original content so people 
can find it.  

It's okay. Not everyone is an expert in everything. Some people are 
very good writers and they have said it better than you're going to or 
sometimes there's just no need to be redundant even if they didn't say 
it brilliantly. "Why reinvent the wheel?" Save yourself some time and 
say, "I say this on so-and-so's website. You should check that out. 
Here's why it supports my point" and then continue with your point 
immediately following.  

Pat: It sounds like from what you're describing is that we can certainly 
include content that other people have written as long as it's well 
attributed, it's brief or a short quote and it's relevant to the information 
that you're covering on your page.  

Tim: Absolutely, again I go back to that whole notion of how you cited 
content in papers in school. You don't want to plagiarize anyone. You 
want to make sure you're very clear who the original author of that 
information was. It actually illustrates to your potential clients and to 
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your potential customers that you are a resource. You are well 
connected to other thought leaders and other thinkers in your industry.  

It will help you show up in social and/or search because it shows that 
you're sharing content and you're more relevant. It will help the other 
folks, which generally positions them well and can help you build 
relationships within your industry. It's just ethically the right way to 
handle it, that you're actually being very conscious of not plagiarizing 
somebody else's material, but instead using it and building on it to 
support your point and help your customers address their needs.  

Pat: Your point makes me think about something that I found on another 
legal nurse consultant's website. I had written a summary of a case 
that was a Texas case that resulted in a huge verdict of $312 million in 
a nursing home resident who developed pressure sores. I summarized 
the case write-up that I saw. I found on this website my exact 
summary in my words with no attribution and it implied that the nurse 
who put that website together was the individual who helped the 
attorney obtain that verdict.  

Tim: You will run into that. There's nothing wrong with sending that person 
an email saying, "I'm glad you found so much value out of my 
content. I would really appreciate if you would link to me." I'm 
completely serious about this and if they ignore you or things along 
those lines you can send them another follow-up. Send them another 
follow-up asking them, "You know I've tried to reach out to you a 
couple of times. If you're not able to put a link, I would really 
appreciate it if you go ahead and take that down."  

It's unfair to others. It happens all the time and frequently enough that 
it's something to be conscious about. You certainly don't want to be 
the person doing that to somebody else. In theory you could get sued. 
In your practice that's probably not going to happen, but it's no way to 
go through life. Just build on what people are doing, certainly give 
them credit and you will find yourself enmeshed in a community of 
others who act the same way who tend to be pretty great people.  

Some of my best friends are people who I first met because I cited 
something they said in a blog post that I wrote or in content that I 
wrote for either my site or a client's site, but then has led to some 
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really great relationships. Not just good friendships, which obviously 
is the most important thing, but also profitable business relationships 
where we've been able funnel leads to one another and help each other 
grow our practices.  

Pat: Now you're talking my kind of language Tim.  

Tim: It's amazing. I have a network of resources of people where probably 
30% of my business this past year has come to me because of 
introductions made by a single person who I first linked to on my blog 
nine years ago. There's probably another 20% of my business that 
came from another small group of people who I've linked to over the 
years as well.  

It really does pay off in the long run. That didn't happen overnight. It 
didn't happen instantly by any stretch, but you build a relationship. 
You show yourself as an ethical and credible person who's willing to 
assist others, and help them grow. You will reap the rewards many 
times over.  

Pat: A really great point that I hope our listeners are picking up on. How 
can they learn more about you and what you offer Tim? 

Tim: The easiest way is via my website at www.TimPeter.com. If they want 
to go straight to the blog, it is www.TimPeter.com/blog. I am on 
Facebook at www.Facebook.com/TimPeterAssociates. I'm on Twitter 
using the Twitter handle @TCPeter and I can be found on LinkedIn. 
The link is too hard to tell, but you can just go ahead and do a search 
for Tim Peter. I'm usually the first one that shows up and I have a link 
to LinkedIn on my website as well, so I'm in all the usual places.  

Pat: I envy you because your name is virtually impossible to misspell too, 
so if you've got Tim Peter that's really easy.  

Tim: I will tell you a funny story about this. There is a Tim Peters with an 
"S" who is also a consultant in a completely different field who of all 
things lives about five miles away from me. The one misspelling is 
sometimes when people put an "S" on the end of my name and then he 
shows up if you do a search. If you search for Tim Peter, I usually 
pop-up pretty near the top as well.  
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Pat: Thank you so much Tim. I appreciate the time that you spent with us 
in sharing your expertise with our audience.  

Tim: Pat it's been my genuine pleasure and thanks so much for having me.  

Pat: Thanks to all the listeners who have been attentive during this 
program in picking up key points on Search Engine Optimization 
(SEO) on content development, content sharing and answering the 
questions that your customers have about your services.  

Stay tuned for out next expert interview, which will be next week. Be 
sure to send comments, questions or anything that you would like to 
see on the podcast. I'm happy to find out what you're most interested 
in so that I can focus my guests and my own material accordingly.  

Thanks so much.  

Be sure to get a copy of How to Get More Clients: Marketing Secrets for LNCs. 
The book is packed with practical information that takes away some of the mystery 
of marketing. Get your copy at http://lnc.tips/creating series and a 25% discount if 
you use the code word Listened in the shopping cart.  

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 91 
Do You Need an LNC Website? Only if You Want Business 

Can attorneys find your legal nurse consulting business? If you do not have a 
website, you will remain invisible to the vast majority of attorneys who might have 
otherwise hired you. I’m Pat Iyer. In this edition of Iyer’s Insights I will share my 
thoughts on these subjects:  

• Why is it crucial that you have a well-designed legal nurse consulting 
website? 

• How do you get one? 

• What do you do with it to market your business? 

• How do you harness this valuable workhorse to gain clients? 

Marketing has gone digital. Think about how much has changed in a few short 
years. How many times have you gone to Yellow Pages lately? Isn’t it so much 
easier just to Google what you need? And more likely than not, you are using your 
smart phone or iPad to look up information. 

Visibility 
If you’re not on the Internet, if you don’t have any kind of web presence, then how 
are your customers and prospects going to find you? Your legal nurse consulting 
company website is a reflection of you, a digital doormat, and the key to your 
business online. It serves as your online presence that enables attorneys to find you 
no matter where they are in the country. Your website is a hub of all the 
information about you and your business. 

Uniqueness  
OK, so you are thinking, “I have a website.” Is your website individualized to you 
or do you have the same pages on your site that appear on other LNC sites? Does 
the website highlight your special skills or is it a cookie cutter copy of another site? 
Do you have the ability to change your site, or do you have to go through a 
webmaster to make changes? Do you own your site or is it in the control of another 
person? 
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Credibility 
Your website gives you credibility. It shows that you’ve invested thought, energy 
and money in your company. Websites have some costs to start, host, and 
maintain, but there doesn’t have to be a lot. Your website shows you have invested 
in your business and you’re not some fly-by-night company. Your website shows 
your business is established. You may be a sole practitioner, which is the way the 
majority of legal nurse consultants start their businesses. By having a website with 
content, you appear to be more than the nurse who works alone at home. 

Another thing that you can do to lend credibility to your website and to your 
business is include your memberships in professional organizations. You might, for 
example, include the logo of the American Association of Legal Nurse Consultants 
to announce your membership. 

By teaching, by giving information about what you do and how you can assist your 
attorney clients, you establish credibility that contributes to obtaining new business 
because you actually are able to show what kind of problems you can solve.  

● Offer information for free.  
● Give your visitor articles, special reports and checklists.  
● Collect their names and email addresses and stay in touch with them.  

Those things give value and they allow people to say, “Look at what this person 
was able to do for me. They must have something to offer, so I will go back to see 
them again when this issue comes up.” Give value. 

Expert witnesses may want to sign up and be part of your expert witness network, 
for example, or you may have people sign up for a newsletter which targets 
attorneys. 

Let me stop for a minute and help you get some perspective on this before 
continuing the show.  

You don’t have to figure all of this on your 
own. One of my newest books ramps up 
your knowledge of online marketing with 9 
chapters on using website and social media 
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to draw clients to you. The chapters on websites include  

● Why You Need a Website,  
● The Critical Importance of Website Security,  
● the Wonderful WordPress Websites for LNCs,  
● Attracting Prospects to Your Website, and  
● Secrets of Driving Traffic to Your Website.  

The book is called How to Get More Clients: Marketing Secrets for LNCs 

It is part of my Creating a Successful LNC Practice Series. You may order this 
book at http://lnc.tips/creatingseries and we’ll ship it right to you. You can get a 
25% discount on the book by using the code LISTENED, which tells us you heard 
this podcast. Cool, right? 

Let’s continue with the show.  

Your Personality and Photo 
A picture is worth a million words and your face makes the picture. If you see a 
billboard and you see words on it or you see a picture, your eyes are drawn to the 
ones with the images. Research shows that humans prefer to look at pictures of 
other people. Your photo lends credibility to you and your role as a legal nurse 
consultant. The attorney gets a chance to look at who he’s dealing with. 

Your prospect wants to know a little bit about you. By seeing a picture, he knows 
something about you; a brief bio expands that knowledge. 

Here’s one visual point to consider. Your face should be pointed towards your bio. 
If you are sitting with your back to the words, it draws the reader’s eyes away from 
your bio and towards your face.  

Your website is like your elevator pitch – what you would say about how you help 
attorneys if you are caught in an elevator or you meet someone for the first time. 
The website is like that 30-second speech. The objective is to entice the prospect to 
go deeper and read more on your site.  

For example, an attorney more than halfway across the country contacted me. He 
had been searching for a legal nurse consultant and found my website. He called to 
say he was meeting with a potential client later that day. He wanted me to give him 
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some ideas of what kinds of questions he should be asking the potential client. We 
discussed the case.  

The next day, after he met with her and had more information, he called again and 
we had another conversation about the liability issues. Had I not had an effective 
website, there is little chance we would have interacted. My website connected us. 

If you do not control your website, and have to rely on a webmaster to make 
changes, you will spend an enormous amount of money paying for changes, or will 
avoid the whole project and allow your website to remain dormant. 

WordPress websites allow you to easily make changes. Other platforms maybe 
easy to change, once you know coding language or have someone who does who 
will help you. However, that other person is often one who charges for services, as 
I said above. Not having to pay for changes is one of the goals of having your own 
website. 

Keyword Research 
List the words that you think attorneys would use to search for your site. “Legal 
nurse consultants” or “legal nurse consulting” are a couple of terms to consider, but 
these terms will bring back 22 million hits. Instead, think of a more specific term, 
such as (your state) i.e. Texas legal nurse consultant, or (your city) i.e. Pittsburgh 
legal nurse consultant. These are called long tail keywords, because they consist of 
4 or more words. There is less competition for long tail keywords, which gives you 
a better chance of being found. 

Do keyword research on your competitors’ sites. Search for keyword tool and see 
what is available. The options change and the free tools are disappearing.  

In order to define what keywords you want to target, select two or three phrases 
that are most frequently searched for. Make sure you include the keywords in the 
sentences on your page. Use the keyword at the top and bottom of the page as part 
of the text, and several times in the text. Remember, you are writing for humans so 
don’t overdo it and don’t repeat the keywords. 

Use those keywords in everything you write – a blog on your website, social 
media, articles, and other writing you direct to attorneys.  1

1 Modified from content originally written by Connie Ragen Green. 
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Be sure to get a copy of How to Get More Clients: Marketing Secrets for LNCs. 
The book is packed with practical information that takes away some of the mystery 
of marketing. Get your copy at http://lnc.tips/creatingseries and a 25% discount if 
you use the code word Listened in the shopping cart.  

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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